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I – EXECUTIVE SUMMARY 

Background 
The City of Beverly Hills Government (City) contracted with KH Consulting Group (KH) of 
Los Angeles to conduct a performance audit of the contracted visitor marketing and economic 
development functions provided through the: 

� Conference and Visitors Bureau (CVB) of the Beverly Hills Chamber of Commerce 
(Chamber) 

� Economic Development Division (EDD), also part of the Chamber 
� Rodeo Drive Committee (RDC) 

Beverly Hills is a world-class city with a global reputation in the businesses of entertainment, 
hospitality, and retail.  City services and the quality of life in Beverly Hills meet the highest 
standards in the world. 

In 2006, the Beverly Hills economy totaled approximately $20 billion.  Business activity 
contributed 73% of the City’s General Fund revenue, although only 9% of the land is 
commercially occupied.  These business-related taxes make it possible for the City 
Government to deliver first-class services to its residents.  Because of this, it is in the City’s 
and the residents’ best interest to maintain the strong, business-friendly Beverly Hills 
“Brand” and support high-end retail and commercial properties.  

For many years, CVB and EDD, as part of the Chamber, have provided destination marketing 
and economic development services to the City to ensure that Beverly Hills retains its world 
class status.  Among the CVB, EDD, and RDC accomplishments are: 

� Destination marketing.  CVB is an integral part of destination marketing efforts in 
Beverly Hills.  Beverly Hills had the highest room rates in Los Angeles in 2007 by a 
factor of almost two.  CVB received a 2007 Pinnacle Award for hospitality 
excellence from Successful Meetings magazine and a bronze “Adrian Award” for the 
second time from the Hospitality Sales & Marketing Association International. 

� Economic development.  In terms of economic development, commercial occupancy 
rates remain strong in Beverly Hills.  Vacancy rates for Class A and B office space 
are currently 5% in the City – 1% less than the Westside generally and lower than in 
neighboring office markets1.  This rate is among the lowest of comparable cities in 
the Los Angeles Area2.  The City’s limited Class C space has greater availability. 

EDD sponsored a trade mission to New York City that attracted 30 senior executives 
to the Mayoral Executive Luncheon in 2007.  EDD generated a strong identity among 
merchants in South Beverly Drive (SoBev).  EDD coordinated two surveys on 
parking and potential nightlife.  EDD coordinated the Economic Development 
Council programs, which are highly regarded in the business community as being 

                                                 
1 Beverly Hills, “An Economic Profile,” PowerPoint, MBIA/MuniServices Company, prepared for the City of Beverly 
Hills, October 2006. 
2 Grubb Ellis report of 2007 Beverly Hills Office Space. 
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informative and helpful.  EDD helped coordinate the financially successful Economic 
Summit, attended by more than 400 people in 2007. 

� Rodeo Drive.  Rodeo Drive Committee (RDC) was launched in the 1970s to create a 
unique identity of high-end retail shops, restaurants, and hotels on Rodeo Drive in  
the heart of Beverly Hills.  This strategy has served the City of Beverly Hills well 
because Rodeo Drive is a world-renowned icon that many other high-end cities strive 
to emulate. 

Objectives and Methodology 

Objective and Scope 

The performance audit focused on the visitor marketing and economic development programs 
that the City of Beverly Hills Government contracts out: 

� The Chamber’s Conference and Visitors Bureau (CVB) – The contract, 
approximately $2.1 million, covers a range of visitor marketing and promotion 
services. 

� The Chamber’s Economic Development Division (EDD) – The contract, 
approximately $430,000, focuses on certain economic development programs, 
including the promotion and advocacy for businesses in Beverly Hills. 

� The Chamber’s subcontract with Bradford Licensing Associates (BLA) – This 
subcontract is for managing the City’s Shield logo licensing. 

� Rodeo Drive, Inc. – This $370,000 contract includes: 
� Rodeo Drive Walk of Style:  City sponsorship of $350,000 in Year 1 
� Rodeo Drive Concurs d’Elegance:  City sponsorship of $20,000 in Year 1 

Tasks Completed 

KH met with the Ad Hoc Committee during the course of this Performance Audit at critical 
milestones to review of the work plan, preliminary findings, recommendations, and draft final 
report.  In addition to reviewing relevant documents, KH performed the following fact-
finding and analytical tasks: 

� 18 City and Chamber interviews.  KH conducted 18 interviews with City Council 
Members, City Leadership, and Chamber leadership, including Bradford Licensing 
Associates (BLA).   

� Input from more than 100 business leaders.  KH also reached out to Beverly Hills 
businesses to solicit their input via: 

� 7 individual  interviews.  KH individually interviewed 8 key business leaders 
who have been actively involved with the Chamber and the City over the 
years. 

� 80 respondents to the on-line survey.  KH sent out 250 emails with a Web 
link to the survey; the Chamber sent 1,400 additional emails.  More than 80 
responses were received. 
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� 20 focus group participants.  Letters were sent to 274 business leaders.  
Approximately 20 people participated in four separate focus groups. 

� Focus group with the RDC Executive Committee.  KH conducted a focus 
group regarding RDC’s contract with the City. 

� Best practices and benchmark comparisons.  To collect comparative data and 
information on best practices, KH conducted four types of analyses: 

� City manager survey.  KH designed an on-line survey, which the City 
distributed to all City Managers in California; 18 responded regarding their 
working relationships with their CVBs, Chambers, and EDDs. 

� Best practices.  KH researched best practices on-line. 
� CVB case studies.  KH interviewed 11 local CVBs and developed case 

studies. 
� Compensation comparisons.  KH compared Chamber CVB salaries that are 

completely or partially reimbursed by the City as part of their contracts 
against published compensation survey data. 

� Activity analysis of how Chamber staff members allocate their time.  KH conducted 
an Activity Analysis survey of how Chamber staff members spend their time 
performing 115 specific activities.  KH then sorted the results to determine how 
much effort (in terms of Full-Time Equivalents (FTE)) was expended on CVB-
related, EDD-related, Chamber membership, or other activities. 

Findings 
The Chamber of Commerce has accomplished a great deal in its stewardship of economic 
development and visitor marketing for the City of Beverly Hills, despite contract weaknesses 
and lack of a clear strategic direction for those functions.   

Strategy 

Contracts between the City and the Chamber for CVB and EDD functions spell out activities 
to be performed.  These activities have been performed, or are currently underway and 
ongoing.  There are many interdependencies among CVB, EDD, City, and Chamber interests; 
coordinated activities are more effective in accomplishing overall objectives.  Nevertheless: 

� There is no formal business attraction strategy. 

� There is a business retention strategy, prepared by the City of Beverly Hills, but it 
does not effectively guide EDD activities performed by the Chamber. 

� There are marketing initiatives, but no formal destination strategy or multi-year 
marketing plan. 

� There is no destination management strategy. 

� There is no formal strategic integration of efforts. 
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Organization Placement 

Beverly Hills is unique in placing both CVB and EDD functions within the Chamber.  It is 
not historically unusual for cities to place CVBs within a Chamber of Commerce; however, 
cities with larger CVBs (with budgets in excess of $500,000) tend to be stand-alone, mostly 
501c(6) organizations.  Of the 11 jurisdictions benchmarked as being most comparable to 
Beverly Hills, 9 had stand-alone CVBs. 

None of the surveyed cities contracted EDD responsibilities to their Chambers of Commerce.  
Cities with stand-alone Economic Development or Regional Development Agencies target 
blighted areas within their cities, and typically have significant budgets. Those criteria do not 
apply to the Beverly Hills economic development needs.  In contrast, Beverly Hills enjoys an 
economic status that most cities envy.  Its economic development strategy is clearly focused 
on highest and best use of available commercial space. 

The City of Beverly Hills should not base its decisions solely on other cities’ approaches.  It 
must weigh the advantages and disadvantages of alternative organization placements in 
considering whether to continue to have the Chamber manage these functions under contract 
with the City. 

Because the consequences of not maintaining the attractiveness of the Beverly Hills Brand 
are enormous, the net cost of organization placement should not be the primary factor in 
making the decision.  That said, the City does realize some economies by having the CVB as 
part of the Chamber.  It is not possible at this time to determine which approach would have 
the best return on investment.  Strategic and marketing plans could begin to quantify potential 
outcomes with different investment strategies.  For example, a CVB within the Chamber may 
be less expensive but an independent CVB with broader responsibilities (and costs) may 
generate increased Transient Occupancy Tax (TOT), sales tax, and indirect revenues. 

Value for Level of Expenditure 

Overlap.  While CVB functions do not overlap with traditional Chamber functions, several of 
the activities called for in the EDD contract do overlap with traditional Chamber member 
services.  Specifically, advocacy responsibilities, the networking, and educational aspects of 
the Economic Development Council are traditional Chamber activities.  Although they are 
included in the contract, they are not primarily economic development functions. 

Overhead costs.  Of concern to the City is the distribution of overhead costs.  The Chamber’s 
regular financial reports to the City are not useful for understanding major program costs or 
overhead allocations. Currently, EDD and CVB pay to the Chamber a fixed percentage or 
dollar amount of crossover costs, in addition to the program costs in fulfillment of payment 
clauses. This methodology is not an effective or business-like approach for managing the 
budget and monitoring the cost of services provided.  In reviewing the overall distribution, 
some overhead costs appear cost-effective or reasonable, while others seem high.  For 
example, for the CVB: 

� Charges for such services as communications or graphics design appear reasonable, 
as part of the allocated costs for goods and services. 

� Overhead salary costs for such items as reception services, office management, 
human resources, financial accounting support, and the direction of the Chamber 
Chief Executive Officer (CEO) appear high. 
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� Reimbursement for event management, communications, and graphic design appears 
to be too low. 

� Overhead costs for goods and services appear reasonable. 

Salary structure.  The City pays in full or part some of the salaries of Chamber employees.  
Therefore, the City wants to ensure that it is compensating at levels that are fair and 
competitive in the marketplace. 

Organizations benefit from defining a formal compensation philosophy or strategy.  For 
example, some organizations may want to be pay at or above market to reduce turnover and 
attract the “best and the brightest.”  Other organizations may decide they can pay below 
market because of the attractiveness of their work environment, low turnover rates, and 
skilled staff available in the work force.  Others may opt for lower base salaries with more 
generous benefits in exchange for increased job security. 

The salary structure of the Chamber does not reveal a clear compensation strategy.  The 
Chamber requested that actual compensation data be treated confidentially; therefore, KH has 
reported cost differentials as percentages.  Exhibit I-1 displays the results of comparing 
several of the Chamber positions to publicly available data: 

EXHIBIT I-1 
Total Compensation Comparison Results* 

Chamber Position  Comparisons  

CEO 

The Beverly Hills (BH) Chamber CEO comparisons are a mixed profile.  
The BH CEO makes less than the average of 10 large cities (Chicago, 
New York, Los Angeles, etc.).  In contrast, the BH CEO makes more than 
the average of 20 small- to medium-sized, upscale cities (Pasadena, 
Scottsdale, Hawaii, etc.) with destination marketing emphasis. 

CVB Executive 
Director  

The BH Executive Director, CVB, position makes less than similar 
Executive Director positions in small- to medium-sized, upscale cities but 
more than the comparable COO positions in CVBs in the West. 

EDD Director The BH Director, EDD, position’s Base Salary is less than comparison data. 

* Complete comparisons for these and other CVB positions are in Chapter V.  The comparisons do not 
take into consideration the cost differentials of residing in the greater Los Angeles area. 

Performance Measurements  

Traditional measures of success for CVBs and EDDs do not apply well to the Beverly Hills 
CVB and EDD operations.   

Many CVBs measure convention center bookings, leads, and post-convention room-nights.  
Beverly Hills does not have a convention facility to market.  Furthermore, it is difficult to 
pinpoint the effect of the existing visitor marketing program on high occupancy and room 
rates because:  a) much of the CVB marketing effort is directed to solidifying the Beverly 
Hills Brand, as contrasted with promoting a specific attraction, and b) the effect of the visitor 
marketing program is cumulative. 
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EDDs traditionally measure jobs created and tax revenues from new business attraction.  
Because of the lack of available space and the different focus of EDD functions in Beverly 
Hills, these measurements do not apply.   

As part of the strategic planning effort, performance measurements that are applicable to 
Beverly Hills should be developed and agreed-to by stakeholders. 

Shield Licensing Agreement 

Bradford Licensing Associates (BLA) and the Chamber are in compliance 
with the terms of the Licensing Agreement, although parts of the contract 
contain unclear or inconsistent terms.  The Style Guide, which sets the 
technical requirements for depiction of the Shield, is almost completed.  
Some other materials and procedures that prospective commercial licensees 
will expect and require are not yet in place.  Finally, the City and Chamber 
lack an agreed-to, strategic approach on how best to market the Shield. 

Rodeo Drive Committee (RDC) 

Consistent with the other findings, the City-RDC contract would benefit from:  a) stronger, 
quantifiable measurements of expected outcome of City funding and b) multi-year planning 
on marketing strategies. 

Recommendations 
The City has a significant interest in ensuring the Chamber advocacy, networking, education, 
and policy analysis are effectively performed.  In addition, the City benefits from a strong 
Chamber in terms of business retention and growth.  A healthy business climate with frank, 
two-way communications is essential to a business-friendly environment, which in turn will 
continue to be central to business retention and attraction and highest-and-best use strategies. 

KH recommends that the City implement the recommendations of this performance audit in 
parallel with existing services.  Because the implementation of the primary recommendations 
associated with strategy and organizational placement will take up to 2 years to implement, 
the City should continue to contract CVB and EDD functions with the Chamber to ensure 
program continuity.  KH recommends that the contracts be amended to reflect:  a) outcome 
expectations, b) clarity associated with overhead reimbursement costs, and c) a 
programmatic approach. 

This report contains detailed information on our findings and the opportunities for 
improvement.  The final recommendations are outlined next, by chapter. 

Chapter III – Strategic Direction  

1. Collaborative approach to strategic planning to develop a Consolidated Strategic Plan.  
The City, EDD, CVB, the business community, and the Chamber should collaborate in 
defining a Consolidated Strategic Plan for all visitor and business attraction and retention.  
Progress against the goals in the Consolidated Strategic Plan should be reviewed and the 
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Plan should be updated each year as part of an ongoing strategic planning process.  (See 
page III-7) 

Chapter IV – Organizational Placement and Accountabilities 

2. Organizational structural issues addressed based on the adopted strategy.  Final 
decisions associated with organizational placement should ideally be made in the context 
of the decisions and priorities established in the Consolidated Strategic Plan.  (See page 
IV-11) 

3. Need to maintain CVB as a non-governmental operation.  CVB does not belong as part 
of City Government operations in Beverly Hills.  The best CVB options are to either 
remain within the Chamber or become an independent operation.  (See page IV-11) 

4. New CVB governance structure.  Regardless of the option selected for the location of 
CVB, CVB should begin to implement a changed governance structure by establishing a 
Guiding Council, separate from the Chamber Board, for the CVB.  (See page IV-12) 

5. Coordination between City and Chamber economic development.  The City should more 
closely manage EDD functions to ensure coordination with the City’s Economic 
Development and Marketing programs, making independent choices about whether and 
how to outsource them.  (See page IV-15) 

6. City commitment to a strong Chamber to serve and retain businesses.  The City and the 
Chamber should jointly agree on whether support and resources will be necessary to 
ensure the continued viability of the Chamber.  (See page IV-16) 

Chapter V – Value for Level of Expenditures 

7. Minimization of overlapping activities.  The City contract for EDD services should 
minimize the overlap with traditional Chamber activities.  (See page V-17) 

8. Program cost accounting.  City contracts for CVB and EDD services should include 
programs that support the strategic priorities with associated program costs, delineating 
what is included in those program costs.  (See page V-18) 

9. Measurable performance outcomes.  As the strategic direction and assignment of 
responsibility becomes clearer, any contracts between the City and any of its partners 
should delineate measurable performance outcomes, as contrasted with initiatives, 
associated with the programs.  (See page V-19) 

10. Compensation philosophy.  The Beverly Hills Chamber should develop a compensation 
philosophy and a standardized approach to compensation.  In the event that the CVB 
becomes an independent organization, it too should have its own compensation philosophy.  
(See page V-20) 
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Chapter VI – Performance Measurement 

11. Balanced scorecard to measure success and for public accountability.  The City should 
design a balance scorecard, including indicators that match the strategies developed in the 
Consolidated Strategic Plan.  (See page VI-2) 

12. Monitoring of indicators to track progress in the near term.  Pending completion of the 
plan, the City and Chamber should adopt measures that will allow it to track leading 
indicators, as well as anticipated outcomes, as amendments to the contracts.  (See page 
VI-3) 

Chapter VII – Licensing 

13. Delineation of responsibilities for licensing agreements.  The City, the Chamber, and 
BLA should design procedures and agree on assignment of responsibility for license 
approval, domestic trademark infringement tracking and management, and international 
and foreign trademark registration.  (See page VII-2) 

Chapter VIII – Rodeo Drive 

14. Definition of measurable outcomes.  The City of Beverly Hills should establish 
quantifiable measurements of expected outcomes of City funding for RDC.  (See page 
VIII-2) 

15. Multi-year planning focused on marketing strategies.  RDC should embark on a multi-
year planning process focusing on marketing strategies.  (See page VIII-3) 

Performance Audit Report Contents 
The Performance Audit report elaborates further on KH’s findings and recommendations in 
the following chapters: 

I. Executive Summary (this chapter) 

II. Performance Audit Background, which elaborates further on KH’s approach  

III. Strategic Direction for the CVB and EDD functions 

IV. Organization Placement and Accountabilities for CVB and EDD functions that should 
be defined, based on the agreed-to strategic direction 

V. City Value for Level of Expenditure, including overlap with traditional Chamber 
member services, overhead costs, and program effectiveness for CVB and EDD 
functions 

VI. Performance Measurements of CVB and EDD effectiveness and outcomes 

VII. Licensing Agreement with the Chamber 

VIII. Rodeo Drive Committee (RDC) 

IX. Implementation and Transition Plan, which outlines the timing and approach for 
implementing the recommendations contained in this report. 
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The last chapter is the Implementation Plan that outlines the timing and approach for 
implementing the recommendations contained in this report, as well as a transition plan 
pending the decision about the organizational placement of CVB, discussed in Chapter IV. 

Back-up documentation of our findings is in the Appendices: 

A. List of Documents Reviewed 
B. List of Interviews 
C. Business Interview Themes  
D. Online Survey Analysis 
E. Focus Group Themes 
F. Survey Results – City Survey 
G. Best Practice Benchmarking Results 
H. Survey Results – Activity Analysis 
I. Compensation Survey Results  
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II – PERFORMANCE AUDIT BACKGROUND 

The City of Beverly Hills Government (City) contracted with KH Consulting Group (KH) of 
Los Angeles to conduct a performance audit of the contracted visitor marketing and economic 
development functions provided through: 

� Beverly Hills Chamber of Commerce (Chamber) 
� Rodeo Drive Committee (RDC) 

This chapter details the background, purpose, scope, and methodology of the performance 
audit.  It also presents the Chamber’s recent accomplishments, which will serve as building 
blocks for the proposed recommendations. 

Beverly Hills’ Business Environment1 
Beverly Hills is a world-class city with a global reputation in the businesses of entertainment, 
hospitality, and retail.  City services and the quality of life in Beverly Hills meet the highest 
standards in the world. 

Beverly Hills is centrally located in the affluent west side of Los Angeles.  In 2006, the 
Beverly Hills economy totaled approximately $20 billion.  Business activity contributed 73% 
of the City’s General Fund revenue, although only 9% of the land is commercially occupied.  
Residential uses contribute most of the balance of the revenue to the General Fund.  Because 
of this, it is in the City’s and the residents’ best interest to maintain the strong, business-
friendly Beverly Hills “Brand,” supporting high-end retail and commercial properties.  

There are total taxable retail sales of approximately $2 billion per annum within the City.  
This ranks first among mid- to large-sized California cities at $58,000 in taxable sales per 
capita.  The City’s department stores make up the largest retail sales area, producing $500 
million in the past year.  The Beverly Hills Triangle, which includes the Department Store 
district along the south side of Wilshire, had overall sales of $1.2 billion in 2005 – more than 
the Beverly Center, Century City, and The Grove combined.  Rodeo Drive is the next largest 
producer with $350 million.  Beverly Drive, Canon Drive, Brighton Way, plus other Triangle 
areas generate $351 million in total. 

Vacancy rates for Class A and B office space are currently 5% in the City – 1% less than the 
Westside generally and lower than in neighboring office markets.  The City’s limited Class C 
space has greater availability2.  The office market in West Los Angeles continues to tighten 
with vacancies continuing to decline. 

With a population of 33,829, the City’s average household income is $185,274, more than 
twice the County of Los Angeles average.  Residential incomes within a 5-mile radius of the 
intersection of Wilshire Boulevard and Rodeo Drive amount to more than $30 billion.  
Beverly Hills residents spend approximately $1 billion on retail purchases.  Residents within 
a 10-mile radius of Wilshire Boulevard and Rodeo Drive spend $30 billion on retail services 

                                                 
1 Source: 2006 Data from Beverly Hills Economic Profile.  
2 Beverly Hills, “An Economic Profile,” PowerPoint, MBIA/MuniServices Company, prepared for the City of Beverly 
Hills, October 2006. 
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and products.  Retailers report that about one-half of their customers come from within this 
10-mile radius, with 28% being local.   

Beverly Hills attracts highly skilled workers.  In 2004, the average pay in Beverly Hills was 
just over $81,000 as contrasted with an average pay of $44,000 in the rest of the County. 

Beverly Hills attracts nearly 5 million business and leisure travelers each year.  Visitors from 
outside the County spend close to $1 billion in the City per year.  Beverly Hills has 14 hotels 
– mostly four- and five-star luxury properties – offering 2,028 rooms and generating $24 
million in annual tax revenue for the City.  

Business license taxes generated approximately $27 million for the City in 2006, having 
grown steadily and consistently over the past 15 years. 

The City provides funds for economic development and visitor marketing activities to 
encourage growth of visitors, maintain visitor interest in Beverly Hills, and retain and attract 
the high-end retail and commercial tenants that form the base of the Beverly Hills “Brand.”   

Overview of City Contracts with the Chamber 
The City of Beverly Hills Government has for a number of years contracted with the 
Chamber of Commerce, requesting it to coordinate events and activities associated with 
visitor marketing, business retention, and business attraction.  

Organizational Relationships 
Exhibit II-1 shows the organization of the Chamber of Commerce.  An Executive Director 
reports to the Chamber Board and is in charge of communications, administration, member 
services, Economic Development Division (EDD), and the Conference and Visitors Bureau 
(CVB). 

EXHIBIT II-1 
Beverly Hill Chamber of Commerce:  Functional Structure 
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Recognizing the need for continuity in the provision of these services in 2005, the City 
consolidated and created two separate, three-year contracts with the Chamber: 

� A contract for visitor and destination marketing services – funded through a 2% 
increase in the Beverly Hills Transient Occupancy Tax (TOT) for a marketing fund 
and implemented by the Chamber’s CVB 

� A contract for economic development services – funded through the City’s General 
Fund and implemented by the Chamber’s EDD 

Exhibit II-2 shows the working relationships between the City of Beverly Hills and the 
Chamber of Commerce.  The City Council approves the funds and contracts for services 
outsourced with the Chamber. 

EXHIBIT II-2 
Beverly Hill Chamber and City Working Relationships 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The purpose of the multi-year contracts were to make:  “…a three-year commitment to 
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TOT is greater than expected. 

In July 2008, the City is in the start of its second three-year, contractual commitments. 
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Financial Profile 
In addition to managing the two City contracts, the Chamber provides member services.  The 
total Chamber budget, including all contracts, is approximately $4.5 million. 

CHAMBER FUNDING SOURCES 
Exhibit II-3 shows the distribution among Chamber-related, CVB-related funds, and EDD-
related. 

EXHIBIT II-3 
Beverly Hills Chamber of Commerce’s Funding Sources ($Millions) 

 

 

 

 

 

 

 

 

 

 

 

 

 

The revenue sources are: 

� Chamber-related:  $1.17 million (from member and Board dues and other initiatives 
e.g., rental income) 

� CVB-related: $2.10 million (from City TOT) 

� City EDD contract:  $.50 Million (from City General Fund and EDC payments)  

CVB AND EDD CONTRACT COSTS 
The CVB and EDD contracts pay for: 

� Direct costs (actual salaries/benefits and expenditures associated with the initiatives) 

� Two types of reimbursement for Chamber expenditures (charged for on-demand 
services and overhead for administrative and CEO supervision) 

Exhibit II-4 further breaks down the distribution of Chamber-managed funds, detailing direct, 
charged, and overhead costs for CVB and EDD contracts. 
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EXHIBIT II-4 
Allocation of Funds, by Type for CVB, EDD, and Chamber Only ($000s) 

Expenditures of CVB and EDD funds include:  

� Dollars directly spent for initiatives (e.g., advertising, salaries, and benefits of full-
time staff devoted to EDD and CVB initiatives); salaries and benefits comprise 68% 
of EDD costs, 35% of CVB costs, and 54% of Chamber costs.   

� Dollars that reimburse the Chamber for time spent by Chamber staff and for 
materials, rent, and services managed by the Chamber – called “crossover” by the 
Chamber; these charges include: 

� Overhead (e.g., management direction, financial services, rental, etc.) 
� Charged (e.g., event management, graphics design, and communication) 

 

Exhibit II-5 and Exhibit II-6 display the distribution of salaries/benefits and non-staff costs 
within CVB and EDD, breaking out which costs are direct, charged, and overhead.  Overhead 
charges vary between CVB and EDD.  In terms of actual dollars, CVB contributes $319,000 
versus EDD’s $188,000 to overhead.  In terms of percentage of their respective total budgets, 
CVB contributes 14.9% and EDD contributes 37.5% to overhead.  The CVB has a higher 
base and spends more dollars on advertising and other non-staff expenses; therefore, its 
overhead is a smaller percent of its total budget.   In general, the Chamber has some expenses 
that they charge as "crossover" to the City in the contract. 

� EDD pays for about 18% of those expenses 

� CVB pays for about 30% to 32% of those expenses 
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EXHIBIT II-5 
Distribution of CVB Funds ($000s) 

 

 

 

 

 

EXHIBIT II-6 
Distribution of EDD Funds ($000s) 

Direct
Salary/Benefi ts
($4388)

Di rect
Non-staff Costs
($1,277)

Charged
Salary/Benefits
($70)

Overhea d
Salary/Benefits
($234)

Charged
Non-staff Costs
($ 32)

Overhead
Non-staff Costs
($85)

Total Salary/Benefits = $742
Total  Non-Staff Costs = $1,394

Direct

Charged
Overhead
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($000s)

EDD
($000s)

Di re ct
Salary/Bene fits
($195 )

Direct
Non-staff Costs
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($ 39)

Overhea d
Salary/Benefits
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Cha rge d
Non -staff 
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($63)

Total Salary/Benefits = $359
Total Non-Staff Costs = $168

Direct
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CHAMBER POSITIONS 
The table displays the positions, by Chamber section, that are assigned to CVB only, EDD 
only, Chamber only, or shared across the organizational units. 

 
 Chamber Position Titles 

Full-Time Positions Within Each of the Sections 
CVB CVB Executive Director 

Marketing Coordinator 
Business Development 
Ambassador 
Project Coordinator (Contractor) 

EDD EDD Director 
EDD Associate 

Chamber  Vice President 
Sales and Marketing Coordinator 
Account Executive  

Chamber Titles That Divide Their Time Among Three Sections 
Chamber Charged Director of Communication 

Communication & Design Specialist 
Special Event Manager 
Information Specialist  

Chamber Overhead CEO 
Controller 
Office Manager 
Receptionist  

 

Initiative Implementation 
CVB CONTRACT  
When the TOT was increased from 12% to 14%, the City agreed to use the incremental funds 
for visitor marketing and related programs.  This 2% difference is approximately $3.6 million 
annually; of this amount, approximately $2.1 million is provided via contracted services with 
CVB.  These services and programs are part of the review in this performance audit; the 
balance is spent directly by the City for such programs as the Holiday Marketing program and 
the Rodeo Drive Committee (RDC), discussed in Chapter VIII.  

The mission of the CVB, included in the work plan attached to the contract, reads: 

The Beverly Hills Conference and Visitors Bureau is dedicated to enhancing the 
economic vitality of Beverly Hills through destination marketing, targeting 
consumers, trade and media in key markets throughout the US and internationally.  
The CVB’s primary marketing efforts focus on incremental business requiring an 
overnight stay.  In addition, the CVB strives to enhance the overall visitor experience 
for both hotel guests and day visitors. 

The Exhibit II-7 lists the initiatives undertaken in fulfillment of contract requirements, and 
details the efforts designed to implement the mission. 
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EXHIBIT II-7 
CVB Approach to Contract Requirements 

Contract Requirement CVB Program or Approach 

Product development – “packaging” 
Beverly Hills through itineraries based on 
themes and interests 

� Targets markets through both trade and public 
relations initiatives  

Branding – developing an identity package 
and Brand guidelines 

� Conducts destination advertising programs to 
enhance consumer awareness of the 
destination 

Consumer Programs – including 
advertising, website development, 
collateral and fulfillment, visitor services 
(including considering a Visitor Center), 
and research 

� Supports meeting and convention customers 
by providing convention services on an as-
needed/requested basis 

� Prepares and publishes destination-oriented 
collateral materials to support visitor service 
and marketing  

� Coordinates ambassador and “ambassadear” 
programs, and manages a limited location 
within the Chamber headquarters to support 
the local distribution of destination 
information to visitors 

� Subcontracts for fulfillment services to ensure 
timely distribution of published collateral 
materials 

� Uses industry best practices in marketing and 
sales activities 

Trade Programs – including sales missions, 
trade shows, outreach, and familiarization 
trips 

� Led missions to NY and to Mexico 
� Participated in CA missions to Australia, 

Japan, and United Kingdom (UK) 
� Participated in Pow Wow International 

Marketplace, JATA (Japan), WTM (UK), and 
CA Media Marketplace in LA and SF 

� Recently began program in China  
Media Relations – through Weber 
Shandwick 

� Coordinates visitor public relations and press 
opportunities  

� Manages on-site media inquiries  
International Relations – in partnership 
with California Tourism and other groups 

� Focuses marketing efforts on Japan, the 
United Kingdom, Australia, and Mexico 

� Employs the use of trade representation in its 
marketing efforts in the United Kingdom and 
Japan 

Special Programs – including holiday 
programs  

� In 2007, manages the marketing and public 
relations of the City’s Holiday Program 

Westside CVB alliance – working with 
neighboring cities and communities to 
market attractions 

� Efforts include joint ads in CA international 
guides, website, quarterly e-newsletter to 
media, joint familiarization trips, Westside 
itineraries, and shared research 

 
CVB received a 2007 Pinnacle Award for hospitality excellence from Successful Meetings 
magazine.  The CVB earned perfect marks in each of the four judging categories:  area group 
amenities, quality/availability of information, services and facilities, and responsiveness of 
staff.  The CVB is the highest rated award winner in Southern California. 
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 EDD CONTRACT 
Included in the EDD contract is a mission statement that reads: 

The mission of the Economic Development Division is to support, promote and advocate 
for the businesses of the City of Beverly Hills.  The mission includes identifying and 
resolving obstacles and challenges impeding the business growth and prosperity, in 
order to retain and support existing businesses.  EDD also works to identify appropriate 
businesses that would benefit the City and its financial base and to attract those 
businesses to locate into the City of Beverly Hills.  Emphasis is placed on businesses 
that add special value to the City, such as flagship stores, businesses that cater to our 
unique market, are synergistic with the existing businesses and services, or that fill a 
niche that would strengthen the economic environment but is currently unfilled. 

The EDD contract calls for the Chamber’s EDD to raise at least $60,000 to contribute to its 
economic development programs.  In addition, the work plan includes three major goals: 

� Goal 1:  Promote, retain, and attract business in Beverly Hills retail and restaurant 
segments, attracting appropriate nightlife 

� Goal 2:  Maintain the pro-business climate in Beverly Hills 

� Goal 3:  Advocate for business on legislative issues that impact them 

Exhibit II-8 displays the contract requirements and EDD program or approach for each of 
these goals. 

EXHIBIT II-8 
EDD Approach to Contract Requirements 

Contract Requirement EDD Program or Approach 

Goal 1:   Promote, retain, and attract business in Beverly Hills retail and restaurant segments,  
attracting appropriate nightlife 

New York Retail/Sales Outreach 
Missions – semi-annual trips to meet 
with principal retail executives or CEOs 

� New York Mission in October 2007 included 11 
individual visits and the Mayoral Executive 
Luncheon 

Business Visitation and Outreach 
Program – conducting surveys, 
interviews, and meetings with businesses 
to learn about their concerns and issues 

� Conducted two Chamber-wide surveys on parking 
and potential nightlife 

� Holds ongoing meetings with requesting and 
targeted businesses 

Response to Inquiries by Businesses – 
regarding locating, maintaining, or 
starting a business in Beverly Hills 

� Ongoing effort  

Website – expanded to included data, 
facts, and information associated with 
starting or operating a business in 
Beverly Hills 

� “Opening a Business” posted on Chamber website  
� SoBev page posted on website 
� Data from recent research under Economic 

Development section posted on website 
Business Attraction Strategy – to be 
researched and developed using 
additional funding from the City to hire a 
consultant 

� Consultant options identified 
� Additional funding being sought by EDD 

Goal 2:  Maintain the pro-business climate in Beverly Hills 

Supporting Merchants Association –
especially holding meetings with 

� Coordinates and supports SoBev merchant’s 
association; SoBev participated on Holiday 
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Contract Requirement EDD Program or Approach 

stakeholders to discuss creation of 
Business Improvement Districts (BIDs) 
in the City 

Committee 
� Conducts merchant association meetings and other 

efforts promoting creation of a BID 
Hiring a BID consultant � Not completed 

Coordinating the Economic Development 
Council – a business luncheon forum 
held 10 times per year with speakers that 
discuss business activity, challenges, and 
successes 

� Ongoing 
� Raised more than $100,000 in EDC fees  

Economic Summit – a 400-person event 
focusing on the luxury market 

� Luxury Summit held March 2008 

Retail Shopper Study – conducting a 
study of commercial activity triennially  
(The first study was conducted in 2006-
2007) 
 

� Presented original study to City Council, New 
York executives, Rodeo Drive Committee, local 
merchants, and general media – generating local 
media coverage and requests for study data 

� Update due in 2009-2010 
Goal 3:  Advocate for business on legislative issues that impact them 

Business Town Halls – a forum for the 
business community to learn about issues 
and provide feedback and input to the City 

� Conducted Town Hall meeting on February 4 

Government Affairs Committee – a 
Chamber committee focused on 
advocating about City, State, and Federal 
legislative issues that affect businesses 
 

� Active committee of Chamber of Commerce, 
supported by Director, Economic Development.   

� Meets regularly addressing such issues as:  
x Transportation/Proposed Subway 
x Relevant State-proposed legislation 
x Green Building Ordinance 

� The City sends representatives to these meetings to 
encourage and facilitate dialog between the City 
and the business community 

General Advocacy on items of common 
interest, including the General Plan 
revisions and proposed ordinances 

� Facilitates business involvement in the General 
Plan review  

 

Recent Accomplishments 
It is said that perfection is the enemy of excellence, as excellent organizations stay excellent 
by striving to get better.  “If it ain’t broke, fix it anyway” has become the hallmark of 
innovative organizations.  This Performance Audit recommends several avenues to pursue to 
improve the overall focus and direction of CVB and EDD functions.  At the same time, it is 
important to recognize the many and varied accomplishments the CVB and EDD have 
achieved under the current structure of reporting relationships and contracts.  The Chamber 
has performed what was described in the contracts.  That the contracts can and should be 
better structured does not take away from the accomplishments of the past year. 
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CVB 
� According to the PFK Consulting report, “Statistics and Trends of Rooms Business in 

LA,” Beverly Hills had the highest room rates in 2007 by a factor of almost two.  The 
average Beverly Hills room rate was $409.50, up 12% from the previous year; the 
next highest was “Other West LA” at $276.00.  At 69.16%, the Beverly Hills 
occupancy rate in December 2007 was up 17.8% over 2006, and was higher than all 
other reported cities with the exception of the I-5 Corridor/Whittier (71.73%).  The  
I-5 Corridor/Whittier is not a competitor to Beverly Hills with its average room rate 
of less than $100.  At the end of 2007, hotel occupancy and room rates were at an all-
time high in Beverly Hills. 

� CVB received a 2007 Pinnacle Award for hospitality excellence from Successful 
Meetings magazine.  CVB earned perfect marks across the board in each judging area:  

� Area group amenities  
� Quality/availability of information  
� Services and facilities 
� Responsiveness of staff 

The ratings represent average scores garnered by each property or organization, as 
submitted by planners who used their services in the previous year.  This makes CVB 
the highest rated award winner in Southern California.  

� CVB received a bronze “Adrian Award” for the second time from the Hospitality 
Sales & Marketing Association International.  This latest award was for public 
relations efforts associated with the Red Carpet Rewind e-newsletter.   

� Public Relations efforts from July 2007 to December 2007 led to more than 33 
million impressions, equating to $261,709 in advertising equivalency. 

� CVB efforts to market LOVE BEVERLY HILLS XX through the website 
www.lovebeverlyhills.org led to a combined increase in unique visitors of 55% over 
the previous year.   

� CVB launched a Tourism Economic Impact Study to better quantify the value to 
Beverly Hills in the visitor market.  This study will allow comparisons against the 
2004 data previously collected. 

� CVB worked with a tour company to establish a Starline Hop-On/Hop-Off service to 
encourage visitors to extend their stay in Beverly Hills, as contrasted with driving 
through and not stopping. 
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EDD 
� Commercial occupancy was strong in Beverly Hills.  More than 38,000 square feet of 

positive absorption took place, bringing the year-end total to nearly 109,000 square 
feet.  Beverly Hills was one of only two submarkets that achieved positive absorption 
in the West Los Angeles market during the fourth quarter3. 

� Vacancy rates for Class A and B office space are currently low in the City4. 

� EDD sponsored a trade mission to New York City that attracted 30 senior executives 
to the Mayoral Executive Luncheon in 2007. 

� EDD generated a strong identity among merchants in South Beverly Drive (SoBev), 
generating participation on the Holiday Committee by SoBev merchants. 

� EDD completed and presented the “Buyer Behavioral Study” with key groups within 
and outside of Beverly Hills. 

� EDD coordinated two surveys on parking and potential nightlife, generating 
information to support strategic efforts in encouraging increased retail sales. 

� EDD coordinated the Economic Development Council programs, which are highly 
regarded in the business community as being informative and helpful. 

� EDD helped coordinate the financially successful Economic Summit, attended by 
more than 400 people in 2007. 

 

Performance Audit Overview 
Objective and Scope 
The project objective is to conduct a performance audit of the visitor marketing and economic 
development programs.  The scope of the performance audit is those programs that the City 
of Beverly Hills Government contracts out with: 

� The Chamber’s Conference and Visitors Bureau (CVB) – The 
contract for services totals approximately $2.1 million and covers 
a range of visitor marketing and promotion services.  Because the 
City of Beverly Hills does not have a major convention center, 
CVB focuses on destination marketing and experience with less 
emphasis on conference and meeting bookings.  In addition, the 
City does not have a Visitor’s Center. 

� The Chamber’s Economic Development Division (EDD) – The contract focuses on 
certain economic development programs, including the promotion and advocacy for 
businesses in Beverly Hills.  The Division offers services to retain and support 
existing programs and identify and attract new businesses to Beverly Hills.  This 
contract is approximately $430,000. 

� The Chamber’s subcontract with Bradford Licensing Associates (BLA) – The 
City contracts with the Chamber to manage the City’s Shield logo licensing.  In turn, 

                                                 
3 Grubb Ellis Research, 4th quarter 2007. 
4 Beverly Hills, “An Economic Profile,” PowerPoint, MBIA/MuniServices Company, prepared for the City of Beverly 
Hills, October 2006. 
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the Chamber subcontracts with BLA, a licensing company.  BLA develops and 
markets the Brand potential for merchandise licensees and monitors licensing 
infringements in the market place.  This contract does not have a fixed fee but rather 
is based on a revenue-sharing formula. 

� Rodeo Drive, Inc. – In addition, the $370,000 contracted efforts of the Rodeo Drive 
Committee were reviewed.  These contracted efforts include: 

� Rodeo Drive Walk of Style:  City sponsorship of $350,000 in Year 1 
� Rodeo Drive Concurs d’Elegance:  City sponsorship of $20,000 in Year 1 
� Rodeo Drive Holiday Program 

Performance Audit Focus 
The anticipated outcomes of the performance audit are strategic in nature.  In addition to 
auditing current performance of the contracted services, there are several key strategic areas 
that were covered: 

� Strategic Direction (Chapter III for Chamber and Chapter VIII for RDC) –  
As Beverly Hills no longer has west-coast exclusivity for high-end retail shops, can 
its attraction be characterized as “a unique, valuable experience?”  The City must 
ensure that that experience continues to attract visitors and businesses.  This would 
imply that: 
� There is agreement about who is responsible for the overall vision of the 

implementation of the Beverly Hills Brand. 
� The mission and goals of the CVB and EDD support this direction. 
� There is an ongoing demand by targeted businesses for sites that are virtually 

completely occupied.  
� Visiting the City continues to be a special experience. 

� Organizational Placement and Accountabilities (Chapter IV) – The placement of 
both EDD and CVB functions within the Chamber of Commerce is unique in 
Southern California.  There are advantages and disadvantages to this organizational 
placement that need to be evaluated. 

� Value for Level of Expenditures (Chapter V) – It is of paramount importance to 
the City to maintain the strong business environment and revenue streams; the 
effectiveness of CVB and EDD programs is of the highest priority.  There is a strong 
desire to ensure that the City is receiving commensurate value for the funding it 
provides to the Chamber for EDD and CVB functions.  The City wants to verify the 
appropriateness of salary levels, indirect and overhead charges associated with the 
contract, and that it is not paying for traditional Chamber member services.  

� Measurement (Chapter VI for the Chamber and Chapter VIII for RDC) – 
Performance measurements are critical for superior performance and strategic 
success.  The measurement systems for Beverly Hills visitor marketing and economic 
development initiatives should provide high-priority metrics that: 
� Help City officials and Chamber management to manage performance and 

monitor progress 
� Enable Beverly Hills to achieve and sustain strategic success as the business or 

economic environment changes 
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� Integrate with other measurement tools and techniques to simplify the monitoring 
and evaluation of performance 

� Licensing Agreement (Chapter VII) – The City should ensure that it maximizes the 
potential revenues possible for the use of its Beverly Hills Shield. 

Tasks Completed 
To address the objectives and scope of the performance audit, KH has completed the 
following tasks: 

� Met with the Ad Hoc Committee during the course of this Performance Audit at 
critical milestones to review of the work plan, preliminary findings, 
recommendations, and draft final report 

� Reviewed relevant documents.  Appendix A contains a list of documents reviewed. 

� Conducted 18 interviews with City Council Members, City leadership, and Chamber 
leadership, including Bradford & Associates.  Appendix B presents a list of those 
interviewed. 

� Outreached to Beverly Hills businesses, soliciting opinions and suggestions; more than 
100 business leaders provided input through:  

� Interviews.  KH conducted 7 interviews of key business leaders.  Appendix C lists 
those interviews and highlights the themes of issues raised during the interviews. 

� On-line survey.  The survey was advertised in local newspapers.  More than 250 
emails with a Web link to the survey were sent to local businesses.  In addition, 
the Chamber of Commerce sent approximately 1,400 emails announcing the 
survey and inviting participation.  More than 80 responses were received.  
Appendix D summarizes the survey responses. 

� Focus Groups.  Four separate focus groups were conducted over a three-day 
period.  Letters were sent to 274 business leaders, including participants in the 
Economic Development Council, the Rodeo Drive Committee, hoteliers in the 
City, and others identified by the City.  Approximately 20 people participated.  
Appendix E summarizes the ideas discussed during the Focus Groups. 

� Focus Group with the RDC Executive Committee.  KH conducted a focus group 
session regarding RDC’s contract with the City. 

� Conducted an on-line survey of all City Managers in California about CVB, 
Chamber, and EDD information.  KH received input from 18 cities.  Appendix F 
recaps the City Managers’ survey responses. 

� Researched best practices on-line and conducted interviews of 11 local CVBs.  
Appendix G presents the results of the on-line research and a list of the individuals 
interviewed. 

� Conducted an Activity Analysis of how Chamber staff members spend their time 
performing 115 specific activities.  KH then sorted the results to determine how 
much effort (in terms of Full-time Equivalents (FTE)) was expended on CVB-related, 
EDD-related, Chamber membership, or other activities.  Appendix H contains the 
Chamber employees’ survey results of the Activity Analysis. 

� Completed a review of Chamber salaries that are completely or partially reimbursed 
by the City as part of their contracts.  Appendix I displays the results of the Salary 
Survey. 
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III – STRATEGIC DIRECTION 

This chapter outlines the strategies and marketing plans in place for visitor marketing and 
economic development in the City of Beverly Hills. 

Current Destination Marketing and Economic 
Development Strategies 
Destination marketing relates to the strategies for attracting visitors to a place.  CVB is a 
critical contributor to the City’s destination marketing strategy.  The EDD focuses and 
partners with the City in continuously improving Beverly Hills economics, referred to as 
economic development.  As already discussed, Beverly Hills economic situation is the envy 
of the rest of the world.  Thus, for Beverly Hills, economic development more aptly means 
highest and best use of commercial real estate. 

Robert S. Kaplan and David P. Norton introduced the concept of strategy maps into the 
United States in the 1990s, as an extension of their strategy management measurement 
system, called the Balanced Scorecard (and discussed in greater detail in this report in 
Chapter VI). 

KH developed simplified strategy maps to better understand and portray the relationships 
between the destination marketing and economic development strategies and Chamber 
initiatives.  To interpret a strategy map: 

� On the left side of each strategy map are the various strategies that could be and 
frequently are being employed. 

� The red arrows Î convey the impact of certain strategies on the other strategies 
that lead to the overall goal of increased City revenues via “City Revenues from 
Hotel, Business, or Sales Taxes.” 

� The white “bubbles” indicate programs that are currently offered.   
� The items in green bubbles are those that should also occur as part of the strategy.  
� The purple words indicate joint City and Chamber efforts. 

� On the right side of each strategy map are the specific initiatives delivered by the 
Beverly Hills Chamber linked to specific strategies.  The black lines indicate what 
initiatives support what strategy bubbles. 
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Destination Marketing Strategy 

Exhibit III-1 maps the current strategy that is employed by the CVB. 

EXHIBIT III-1 
Current CVB Strategy Map 

 
Evaluating the strategy map reveals the CVB’s implicit strategy and highlights the following 
observations: 

� CVB initiatives are largely devoted to encouraging high net worth visitors living 
remotely (more than 50 miles away) from Beverly Hills to learn about and visit 
Beverly Hills.  Within that strategy, the CVB has limited its efforts to leisure, as 
contrasted with business visitors.  This was done in cooperation with the hotels; the 
hotels take responsibility for destination marketing for their own properties. 

� Efforts to encourage visitors to shop while they are in Beverly Hills are secondary to 
the primary mission. 

� Destination management, or assuring that Beverly Hills amenities are managed to 
maximize visitor satisfaction, is also secondary to destination marketing.  This may 
be because visitor satisfaction is currently at high levels.  It is noteworthy because it 
is the visitor experience that is central to the Beverly Hills Brand.   

� There are significant interdependencies among the goals of the CVB, the Chamber, 
the EDD, and the City.  Individual businesses, especially the hotels, also engage in 
visitor marketing efforts for their own properties that support the highest goal on this 
strategy map. 

 

     Strategy Relationships BHCVB Initiatives

High net worth 
visitors living remotely 

from BH learn about
BH and decide to 

visit

Retail Sales 
Tax Revenues

Visitors purchase goods 
from BH merchants

 Hotel Rooms filled;  
average room rates 

high

City Revenues from 
Hotels and Sales Taxes

Hotel Revenues

Visitors pleased with
BH Experience

Residents and neighbors
 purchase goods from 

BH merchants  

 Ambassador

 Special Programs

 Advertising

 Promotion

 Articles in travel and other media

 Partnering with other local CVBs

 Trade programs (shows, familiarization
trips, outreach),

 Website

 International trips

Hotel visitors stay 
longer and make return

visits

Visitors shop 

Chamber and City
focus

 Visitor packages

Strong brand 

Visitors are aware of 
and take advantage of
many BH attractions

Right mix of
retail stores and hotels

(EDD focus)

Hotel visitors 
purchase goods from 

BH merchants
 Collateral (as part of Promotion)
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Destination Marketing Management.  The City must ensure that that the Beverly Hills 
experience continues to attract visitors and businesses.  This commitment should lead the 
City to desire increased focus on the visitor experience opportunities.  Independent of the 
CVB, the City has many efforts underway in this arena.  The question remains: what should 
the CVB’s unique role be, and how should it be coordinated with other initiatives? 

In December 2007, CVB prepared a PowerPoint presentation, called a Visitor Services Plan, 
and discussed it with City staff members.  The Visitor Services Plan outlined initiatives to 
address the issue of improving amenities for visitors and recognized the importance of Brand 
and destination management.  Outlined initiatives included: 

� Establish a Visitor Center that:  
� Is designed to be an attraction on its own  
� Incorporates Ambassador and Ambassadears into Center staffing 
� Serves as a merchandising center for Beverly Hills branded products 
� Showcases Beverly Hills retailers 

� Improve directional signage throughout Beverly Hills to guide visitors to key sites 

� Replace some collateral materials with technology (e.g., ijourneys) 

Economic Development Strategy 

Traditionally, municipal Economic Development functions design strategies to increase the 
number of jobs and the commercial tax base of a city.  Typical functions include acting as 
intermediary in negotiations to attract new businesses (generally industries that will employ 
city residents), developing properties, and working with the General Plan to maximize 
opportunities for new industries or businesses.  That is not what is expected of EDD in 
Beverly Hills.  

Beverly Hills is somewhat unique because it enjoys:  

� Low commercial vacancy rates 
� High property values 
� High business and commercial tax revenues 
� High salaries 
� High ratio of jobs to housing  
� No distressed areas 

The most critical strategic issue facing Beverly Hills in its commercial realm is to maintain 
and enhance the mix of retail and other commercial property (e.g., entertainment industry 
office space) that makes up its Brand.  It is as important to attract: “businesses that add 
special value to the City, such as flagship stores, businesses that cater to our unique market, 
are synergistic with the existing businesses and services.”  Therefore, it is critical to discourage 
businesses that would devalue the ambiance and experience created by the current mix.  This 
can be characterized as looking to ensure the “highest and best use” of limited resources, 
especially real estate.  In many ways, referring to the effort as “Economic Development” can 
lead the City and the EDD in directions that may not address the issues that need to be 
addressed in Beverly Hills.  

In addition to contracting with the Chamber for some EDD functions, the City manages its 
own properties in a way to further the “highest and best use” goal.  The City has also 
identified critical functions in its Business Retention Strategy.  The current revisions to the 
City’s General Plan are being developed, taking into consideration how best to enhance the 
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Beverly Hills Brand.  Within that context, Exhibit III-2 maps the current strategy that is 
employed by the EDD in its efforts to do business retention. 

EXHIBIT III-2 
Current EDD Strategy Map 

 
Evaluating the strategy map reveals EDD’s lack of a formal strategy and highlights the 
following observations: 

� EDD initiatives address many goals, unlike CVB which focuses its efforts largely on 
encouraging visitors to come to Beverly Hills. 

� There are significant interdependencies among traditional Chamber and City 
functions and EDD functions. 

� Because of the lack of available retail and commercial space, perhaps the most 
important EDD issue affecting attracting and retaining targeted businesses has to do 
with influencing landlords to lease to appropriate businesses.  As neither the City nor 
EDD has authority or power over landlord leasing activities, this is a particularly 
difficult goal to address.  The strategies must look for avenues of influence, not control. 

Strategy Relationships EDD Initiatives

Retail Gross Revenues

City Revenues from 
Sales/Business Taxes

Revenues from 
commercial Properties

Attract business that you 
want to attract

Businesses are successful

Affordable, zoned
space is available 

Desired businesses
want to stay

• Website

• Merchants Associations

• BIDs

• NY Retail/Sales Outreach Missions

• Business Outreach

• Governmental Affairs Committee

• General Advocacy

• Business Town Halls

• Economic Development Council

• Economic/Luxury Summit

• Business Attraction Strategy 
Development

Landlords/developers first
consider Brand-enhancing businesses 

for neighborhoods

• Surveys 

Desired businesses
want to come

Affordable, zoned
space can be built

Attract desired 
customer demographic 

Right mix of
Commercial tenants

Visitors, residents
and businesses purchase 

goods from 
BH merchants

Visitors and workers
are plentiful

(transportation) 

Business-friendly
City environment

Landlords/developers
understand advantages of 

maintaining Brand 

Incentives for targeted
local businesses

Customers are 
in BH

Desired businesses
know about BH

Landlords/developers
make vacant space available

to desired tenants 

Keep businesses you 
want to keep

Right mix of
retail stores 
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Findings 
The contracts with the Chamber of Commerce are examples of the City’s recognition that 
maintaining its Brand is central to assuring its continued ability to provide outstanding 
municipal services to its residents and businesses.  The City’s decision to enter into 
consolidated contracts that focus on business attraction and retention and visitor marketing is 
logical because such activities support the business and retail foundation of the City’s tax base.   

Beverly Hills no longer enjoys west-coast exclusivity for high-end retail shops.  Its attraction 
can be characterized as “a unique, valuable experience.”  The City must ensure that that 
experience remains sufficient to continue to attract visitors and businesses. 

Although there are pieces of strategies in place to achieve that overall goal, the efforts have, 
to date, been piecemeal.  There is little consolidated effort that recognizes the inter-
dependency of visitor marketing, destination management, and business attraction and 
retention, and develops strategies that are coordinated and successful. 

Business retention strategy is in place, but the attraction strategy is yet to be developed.   

The Director, EDD, has developed a retention strategy as a first step in thinking through the 
City’s overall strategic approach.  The Economic Development Contract with the Chamber 
calls for an attraction strategy to be developed as the second prong of the attraction/retention 
mission of Economic Development.  This has not been done.  EDD is in the process of 
selecting vendors and developing estimates for the cost of a vendor to develop the strategy. 

Business leaders also have many ideas that they believe will reinforce Beverly Hills’s 
economic prosperity and prestige, including: 

� Encourage highest and best use of available commercial real estate, focusing on 
broader business segments – not just high-end retailers and hotels 

� Encourage the right mix of businesses (talent agents versus medical offices) 

� Foster mixed-use buildings (e.g., retail on street level with offices and condos on 
upper stories) 

� Address and reduce the difficulty in conducting business in Beverly Hills 

� Advocate for consulates in Beverly Hills 

The survey of business opinions indicated support for the establishment of Business 
Improvement District(s) (BIDs) within Beverly Hills – the strategy that potentially has a great 
effect on generating agreement and cooperation among neighboring properties about the 
ambiance and desired customer population within a specific area. 

These ideas – and others – are all potential candidates for implementation but have no formal 
means for having their relative merits discussed and incorporated into an overall economic 
development strategy. 
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There are marketing initiatives but no formal destination marketing strategy or multi-year 
marketing plan.   

There is currently no strategic or marketing plan that has been developed for the CVB.  In 
concert with the local hotels, CVB has narrowed the scope of its activities to the tourist (as 
contrasted with the business/convention) market, and has focused its international marketing 
efforts on England, Mexico, Australia, Japan, and recently China.  These decisions, while 
appropriate given the size of the Chamber staff and the budget available, have not been 
accompanied by a formal strategic planning process with a strategic vision and analysis that 
links visitor marketing efforts with business retention and attraction.  The CVB, in 
developing its work plan, does an informal review of metrics, visitor trends, and opportunities 
to make informed decisions.  It would be better served to formalize the process, and include 
input from multiple different sources. 

There is no destination management strategy.   

The CVB has prepared an outline of visitor service elements to be considered.  Given the 
creative and entrepreneurial business mindsets in the business community, there is no lack of 
strategies or good ideas about how to improve Beverly Hills amenities.  As part of the KH 
outreach to the business community, many ideas were generated about visitor marketing, 
including: 

� Expand the events calendar to give visitors reasons to return to Beverly Hills 

� Develop a marketing strategy and plan that is researched based  

� Bring other major events, in addition to the Golden Globes, to Beverly Hills to 
reinforce the image and create media coverage 

� Expand night life to bring more visitors, even local visitors, to Beverly Hills 

� Bring more foot traffic into Beverly Hills to make it more vital and interesting 

� Increase the use of unique facilities such as Greystone 

� Open a “classy” visitors’ center: 
� Call the center a “Concierge” service 
� Include electronic kiosks  
� Include walkmans for walking tours 
� Ensure that employees are competent 

The problem is that attempts to prioritize and coordinate these ideas with the destination 
marketing initiatives have been limited.  The lack of either a multi-year strategic or marketing 
plan makes it difficult to assign resources to the ideas with the greatest impact.   

There is no formal strategic integration of efforts.   

All of these efforts are operating in a “strategic vacuum.”  While there are clear and logical 
links between the success of business attraction and retention and the attractiveness of the 
community to visitors, there has been no consolidated effort and analysis to ensure that EDD, 
CVB, City, and Chamber activities address the key strategic issue:  assuring that Beverly 
Hills remains an attractive place to do business for the high-end retail and commercial 
businesses that draw tourists, hotel guests, and shoppers. 
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Recommendation 

Recommendation 1:  The City, EDD, CVB, the business community, and the Chamber 
should collaborate in defining a Consolidated Strategic Plan for all visitor and business 
attraction and retention.  

Strategy follows structure.  To retain its place as a premiere visitor destination, Beverly Hills 
must continually improve its amenities and attractiveness.  Agreeing on the strategic context, 
key issues, and major initiatives will permit better decision-making about the allocation of 
resources for both visitor marketing and business attraction and retention.  Therefore, the first 
thing that the City – in collaboration with the EDD, CVB, the Chamber, the business 
community, and its other partners – needs to do is develop the strategy for all: 

� Visitor and business attraction and retention initiatives 
� Economic development initiatives 

Once the strategy is developed, the City is in a better position to determine the optimal 
structure, as discussed in the next chapter.  This recommendation is central to the ongoing 
success of both the CVB and EDD efforts, and the resulting strategic plan should guide 
decisions to be made in these areas, including organization placement, level of resources, 
priority of programs, and selection of measures, discussed in subsequent chapters.  Among 
the most important issues the Consolidated Strategic Plan should raise and address are: 

Visitor Marketing and Destination Management 

� What is the City’s overarching strategy for destination management, and who will be 
responsible for which pieces of it? 

� How should Beverly Hills manage and coordinate programs for residents, local 
visitors (less than 50 miles), and remote visitors? 

� Should the City have a Visitor Center, and who should be responsible for designing 
it, building it, and operating it?  Traditionally, visitor centers encourage repeat visits 
and longer stays – both important to Beverly Hills.  It will be important to ensure 
that, if it is constructed, it enhances the Beverly Hills Brand.  Moreover, a Beverly 
Hills Visitor Center should itself be world class and a destination attraction for 
visitors. 

� What should be the relative priority of international visitor marketing, domestic 
destination marketing, and visitor services? 

� What is the optimal level of resources to be devoted to this effort? 

Economic Development 

� How can the City generate broad business support for the Beverly Hills Brand? 

� How can the City generate broad business participation in the definition of the 
Beverly Hills Brand? 

� What is the appropriate distribution of responsibility among the Chamber, EDD, and 
the City in business attraction? 

As background for the discussion, KH developed strategy maps that show and discuss the 
current key strategic linkages and interrelation between the CVB and the EDD.  They are 
included at the beginning of this chapter. 
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The City of Beverly Hills should embrace a strategic planning process with widespread 
involvement in the developing of a Consolidated Strategic Plan.  Meaningful strategic 
planning is a continuous process of systematically defining long-term objectives, identifying 
quantifiable goals, developing strategies to reach these objectives and goals, and allocating 
resources to carry out these strategies.  For Beverly Hills, developing the Consolidated 
Strategic Plan must be a participative, high-profile process.  In this way, the effort will secure 
the participation of major stakeholders, and gain the maximum possible acceptance for its 
outcome.  Participation and commitment of the major stakeholders, including the Chamber, 
the EDD, the CVB, City representatives, the Rodeo Drive Committee, Hotels and other 
business interests significantly increases the possibility that the strategic plan will be a useful 
guideline for subsequent plans and programs.  

A Consolidated Strategic Plan should at least cover a three-year time horizon.   

1. The City Council should adopt the Consolidated Strategic Plan and approve 
annually the strategic priority updates.  The Consolidated Strategic Plan should 
contain a limited number of strategic priorities – some of which may be addressed in 
Year 1 while others will be multi-year initiatives. 

2. A consolidated strategic planning process involves widespread stakeholder input to 
develop the Consolidated Strategic Plan and an ongoing review and update of the 
Strategic Plan.  In addition to gathering additional ideas to consider, the consultation 
process will increase the general level of trust and support for the Consolidated 
Strategic Plan.  This approach takes time but is usually worth the investment.  This 
type of broad consultation is probably only needed every 5 years.  The Consolidated 
Strategic Plan should, however, be revisited and updated each year by a shortened 
version of the process.   

3. Marketing Plans should be a subset and supportive of the Consolidated  
Strategic Plan. 

4. The Consolidated Strategic Plan should be used for making budgeting decisions. 
� The Consolidated Strategic Plan should incorporate a comprehensive set of 

performance measures, as discussed later under “Measurements.”  Performance 
measurements are critical for superior performance and strategic success.  What 
gets measured typically gets done.  The City should use performance 
measurement as a tool to align performance with strategic objectives.  The 
Consolidated Strategic Plan should contain historical performance data and an 
overview of the state of the industry.   

� The City should develop a comprehensive plan to communicate the new 
strategic plan to staff and stakeholders.  The impact of a Consolidated Strategic 
Plan is directly proportional to how often it is communicated within an 
organization and to its key stakeholders.  KH experience is that the plan should 
be edited down to the pith of the ideas and written in simple language to 
optimize comprehension and retention.  The Consolidated Strategic Plan and 
measurements should be posted on the City’s website as part of public 
accountability. 

5. The City should revisit its organizational placement of destination marketing and 
economic development functions once the Consolidated Strategic Plan is in place 
to ensure the structure aligns with the strategy.  Optimally, an organization 
develops its strategy and then puts the strategy in place to achieve that strategy.  
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Responsibilities and accountabilities should be clearly defined and linked to the 
desired strategic and financial outcomes. 

6. On the basis of its strategy, the City should assess what is the right dollar 
investment in CVB marketing efforts.  Making CVB marketing decisions more data-
driven will assist in determining what marketing initiatives result in the best 
outcomes.  Some argue that CVB’s current programming and limited funding 
resources may exceed its ability to perform at superior levels.  The strategic planning 
effort may consider either: 

� A reduction in programming initiatives that are better aligned with available funding 
� Additional resources that would be needed to function at the highest possible level 

In addition, if the strategy is to create a Visitor Center, a larger staff and budget 
would likely be required for development, management, and marketing the Center.  
That said, some cities (e.g., West Hollywood) rely on the Internet rather than 
expensive advertising dollars.  Increased use and promotion of the CVB website 
could result in reduced advertising costs in the next few years. 
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IV – ORGANIZATIONAL PLACEMENT AND 
ACCOUNTABILITIES 

Every organizational placement has inherent advantages and disadvantages, which is 
highlighted by the results of the survey of cities.   

To fulfill their missions, the City, CVB, EDD, and the Chamber must work together.  They 
must also, at times, oppose the positions and interests of one another.  There is both a need 
to coordinate actions and initiatives and an inherent conflict of interest built into each set of 
relationships.  Whichever organizational option is chosen, the City will need to recognize 
what those conflicts are, and decide how best to ensure that the competing interests are heard 
and considered.   

Regardless of the final decisions about organization placement, the City cannot afford to 
lose the momentum CVB has built up keeping Beverly Hills among the elite destinations 
considered by the wealthy traveling public.  If a decision is made to re-organize, the change 
must be managed so that there is no discernable lapse in pursuing the programs that are 
currently underway.  

Findings – Conference and Visitors Bureau (CVB) 

CVB Benchmarks 

KH prepared case studies of CVBs for benchmarking purposes.  Appendix G summarizes 
these case studies, including each CVB’s background, mission, funding, management 
structure, staffing, and best practices, including measurements.  These CVBs include: 

� Catalina Island (CA) Chamber of Commerce & Visitors Bureau 
� Laguna Beach (CA) Visitors & Conference Bureau 
� LA Inc., the City of Los Angeles (CA) Convention & Visitors Bureau 
� Newport Beach (CA) Conference & Visitors Bureau 
� Santa Monica (CA) Convention & Visitors Bureau 
� Scottsdale (AZ) Convention & Visitors Bureau 
� Sedona (AZ) Chamber of Commerce 
� West Hollywood (CA) Marketing & Visitors Bureau 
� Marina del Rey (CA) Conference & Visitors Bureau 
� Costa Mesa (CA) Conference & Visitors Bureau 
� Coachella Valley (CA) Convention & Visitors Bureau, including the Palm Springs 

Resort & Visitors Authority, Palm Springs Bureau of Tourism, Palm Desert Chamber 
of Commerce, City of Palm Desert, City of La Quinta, City of Indian Wells, and City 
of Rancho Mirage 

KH interviewed individually 11 of these CVBs. 

In the 11 jurisdictions benchmarked, nine had stand alone CVBs.  
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Of the 11 CVBs interviewed, 2 CVBs were operated under the Chamber of Commerce. 
Exhibit IV-1 provides the results. 

EXHIBIT IV-1 
CVB Benchmarks:  Location of CVBs, by Budget Size 

Location of CVB # of Cities CVB Budget Range 

Independent 9 $500,000 - $11 million 
Chamber of Commerce 2 (Catalina, Sedona) $550,000 

  
Although 10 of the 11 CVBs interviewed stated that the Chamber is an important partner in 
marketing the destination, many of those interviewed stated that they did not think it was a 
good idea to have a CVB operated by the local Chamber of Commerce because the two types 
of organizations have different missions.  Specifically, they cited: 

� Chambers are largely inward looking – seeking to promote businesses that already 
exist in the community.   

� CVBs are largely outward looking – seeking to bring businesses and tourists into the 
city and ensuring that the promised services are available for those who visit.   

� Some saw a potential inherent conflict – the Chambers’ role of advocate for the 
business community is sometimes at odds with the goals of the cities or local  
public agencies.  

It could be difficult for a CVB to work with a city when the interests of the parent Chamber 
and the city are at odds.  The two CVBs run by the Chamber of Commerce were comfortable 
with the relationship between the marketing and tourism arms of the Chamber and the 
balance of the Chamber’s activities.  Their comfort with this working relationship may be 
because the majority of their businesses in the area are tourism-oriented, resulting in greater 
cohesiveness of the Chambers’ missions and the businesses’ missions.  

All CVBs worked closely with their cities and, therefore, need to have good working and 
direct relationships with the elected officials.  

City Survey 

Cities with larger CVBs tend to be stand alone – mostly 501 C (6) organizations.  

KH designed and issued a survey of California cities.  Responses were gathered from 19 
cities regarding the structure, organization, and placement of CVB functions.  Exhibit IV-2 
provides the results.  Two cities (Newport Beach and West Hollywood) that responded to the 
survey were also included in the benchmarking interviews.  Exhibit IV-2 provides the results. 

EXHIBIT IV-2 
City Survey:  Location of Larger Cities with CVBs, by Budget Size 

Location of CVB # of Cities CVB Budget Range 

No CVB 8 NA 
Declined to State Location 3 NA 
Stand Alone 4 $460,000 to $5.8 million 
Chamber of Commerce 3 $10,000 to $90,000 
City 1 $1.5 million  
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Organizations with larger budgets often were stand alone – an unsurprising finding.  Many of 
these organizations, including the City-based organization, were also responsible for 
facilities, such as visitor centers or convention centers. 

Qualitative Advantages and Disadvantages 

There are advantages and disadvantages to all CVB organization placements – with the 
Chamber, within the City Government, or as an independent, not-for-profit organization – 
for Beverly Hills.   

KH assessed the cost advantages and disadvantages of organizational placement of the CVB: 

� With the Chamber (status quo) 
� Within City Government 
� As an independent not-for-profit organization 

Exhibit IV-3 below lists the advantages and disadvantages from the point of view of the City 
Government of Beverly Hills in retaining placement at the Chamber, of making CVB an 
independent entity, and of placing CVB within the City.  Both qualitative and cost comparisons 
are made. 

EXHIBIT IV-3 
Advantages and Disadvantages of CVB Organizational Options 

CVB 
Location Advantages Disadvantages 

Chamber � May ease visitor marketing 
coordination with Chamber 
members – key members of the 
CVB’s stakeholder group are also 
Chamber members, and many serve 
on the Board of the Chamber 

� Does not increase City staff size 
� Encourages strong Chamber/City 

relationships 
� If EDD also remains within 

Chamber, unifies under one leader 
three of the major players 
concerned with the business 
environment  (EDD, CVB, 
Chamber)  

� CVB and Chamber have overlapping but 
inherently different primary focuses, 
activities, stakeholder groups and 
business models – Chamber lacks some 
major CVB stakeholders/ constituencies 
(e.g., travel industry not located in 
Beverly Hills) because they are not a 
subset of Chamber membership; some 
Chamber members are not involved in 
visitor marketing; some active CVB 
constituencies are not Chamber 
members 

� Increases Chamber’s dependence on  
the City 

� City resources devoted to CVB can be 
directed to Chamber priorities 

� CVB staff have less direct control over 
spending decisions than if independent 

� May reduce flexibility and speed in 
reacting to market needs and 
opportunities if CVB needs to clear 
major direction with both City and 
Chamber leadership 

� Affects City-CVB relationship if the 
Chamber and City are in disagreement 
over issues 

� May create conflict when CVB 
promotes non-Chamber businesses 
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CVB 
Location Advantages Disadvantages 

Independent � Provides an organization with a 
single focus to address visitor 
marketing 

� Enables CVB to be more nimble to 
react to needs of market  

� CVB has no inherent conflicts of 
interest in promoting non-Chamber 
businesses 

� Does not increase City staff size 
� Increases the sense of investment of 

the stakeholders (mostly the hotels) 
if the CVB mission is subsumed 
under either Chamber or City 
missions 

� Avoids indirect subsidy of Chamber 
operations 

� May provide opportunity to redirect 
funds being spent on Chamber 
overhead to visitor marketing  

� CVB has greater control over 
expenditure decisions 

� Requires setting up a new structure, 
which may initially be more costly and 
time consuming – initially diverting 
CVB leadership from primary duties  

� May damage the relationship between 
the Chamber and CVB 

� May cause a rift in the business 
community  

� May threaten the fiscal viability of the 
Chamber by removal of CVB 
responsibilities and funds 

� If the City continues to provide support 
to the Chamber, may be more costly to 
the City 

� CVB will need to create a new 
leadership structure currently provided 
by the Chamber  

City 
Government 

� May further increase opportunities 
for collaboration between the City 
and the CVB 

� Has no inherent conflicts of interest 
in promoting non-Chamber 
businesses 

� Decreases the ability of the CVB to be 
nimble in reacting to the needs of the 
market than either independent or 
Chamber organizational placement  

� May make it difficult for CVB to attract 
new staff because experienced 
candidates may be more likely to be 
attracted to a non-profit environment 

� Increases potential for CVB to be subject 
to changes in focus and resources, as 
City priorities shift 

� Increases size of City staff with 
potentially additional costs for benefits 

� May damage the relationship between 
the Chamber and CVB 

� May cause a rift in the business 
community  

� May threaten the fiscal viability of the 
Chamber by removal of the CVB 
responsibilities and funds 

� If the City continues to provide support 
to the Chamber, may be more costly to 
the City 

 
As discussed under this chapter’s recommendations, on the basis of the cited advantages and 
disadvantages, KH does not recommend that the City take on the operation of the CVB.  
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Cost Analysis of CVB Options 

An independent CVB may be more costly than a Chamber-related CVB but may be the best 
strategic option.   

Cost should not be the only driving factor in providing world class marketing and visitor 
services.  The two most viable options are maintaining the CVB within the Chamber (current 
situation) or establishing the CVB as an independent not-for-profit organization.  On the basis 
of KH’s assessment, the City realizes some economies by having the CVB as part of the 
Chamber.  Without a developed strategy, however, it is not possible to determine what the 
most cost-effective approach is.   

There are reasons other than financial to migrate the CVB to become a stand-alone entity.   
A more detailed discussion of these reasons is discussed later on page IV-13.  In summary, 
the key non-financial reasons to support an independent CVB are: 

� Clarity of and focus on the CVB mission 

� Nimbleness of the CVB to respond to market changes 

� Greater focus on all prospective “customers” (e.g., hotels, non-Chamber members, 
travel industry that may not be in Beverly Hills, shoppers residing in 15-mile radius) 

Therefore, the low cost option of remaining within the Chamber may not be the best or 
most productive for Beverly Hills. 

ORGANIZATIONAL PLACEMENT COST COMPARISONS 
KH applied different methodologies with different assumptions to estimate CVB costs on a 
macro basis.  The assumptions pertained to additional positions needed, direct costs, office 
space costs, size of office space, type of space, etc.  In all the methodologies, KH assumed 
the space requirements would be office space and, thus, did not include the costs of a Visitor 
Center.  A Visitor Center would be an added cost, regardless of the adopted organizational 
placement of the CVB, and would require different staffing configurations to cover its 
operating times and deliver services. 

The City will need to prepare more detailed analyses, based on its adopted strategy, discussed 
in Chapter III. 

� Methodology A:  Status Quo – CVB Housed in the Chamber.  Exhibit IV-4a 
presents the baseline costs of the status quo or the current situation:  the CVB would 
remain with the Chamber.  The total CVB costs for the current situation are 
approximately $2,135,000, including salaries of $740,976 and a discounted rent of 
$2.50 per square foot in the Overhead costs. 

� Methodology B:  CVB Housed in the Chamber at Close to “Market” Rent.   An 
industry standard assumption is 200 square feet per person.  Under both Methodology 
A and Methodology B, the CVB has a staff of 5.  Exhibit IV-4b presents the baseline 
costs of the status quo with the additional charges of the 1,000 square feet of space at 
a cost of $4.151 versus $2.50.  The revised CVB costs would be $2,154,800 because 

                                                 
1 The $4.15/square foot cost is based on the average monthly cost of Class A office space in Beverly Hills, according 
to the Grubb Ellis report of 2007 Beverly Hills Office Space. 
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of increased rent charges of $19,8002.  This cost differential is approximately 1% 
higher than the current situation (Methodology A). 

� Methodology C:  Independent of the Chamber – CVB Housed in Equivalent 
“Market” Office Space.  Exhibit IV-4c estimates the costs of a CVB independent of 
the Chamber.  KH made the following assumptions: 

� The Chamber currently provides approximately 1.0 FTE of overhead support 
staff time to the CVB.  KH assumed that an independent CVB would need to 
hire a senior management position to absorb the internal, day-to-day 
administrative work currently performed by the CVB Executive Director. 

� This additional position would permit the CVB Executive Director to manage the 
overall direction of the organization, coordinate board relations, and perform 
outreach initiatives.  For these expanded duties, the total compensation for the 
CVB Executive Director position would likely increase by 25%. 

� There would be a need for a high-level receptionist/office manager to greet 
visitors and support the six-member team.   

� For the rental calculation, there would be 7 staff members requiring office space, 
including the receptionist.  An industry standard assumption is 200 square feet 
per person.  Therefore, 1,400 square feet are needed to accommodate the staff. 

� There should be a 600 square foot extra allowance for a meeting room, brochure 
racks, and other shared space.   

� There would be no work required to configure the office space to CVB use.   
If such remodeling or reconstruction work is needed, the costs of set up would  
be more. 

� KH calculated all overheads as a percentage of total costs.  KH estimated that 
15% is a conservative figure, given that it would include: 

� Equipment 
� Supplies 
� Accounting, tax, and legal services  
� Auditing costs 
� Utilities 
� Phone costs 
� Computer equipment  
� Shipping and storage 

In Methodology C, the CVB could perform services in-house or choose to pay another 
vendor to provide services that are currently under the “Charged” column.  These 
services are listed as “Services Purchased” in Methodology C in Exhibit IV-4c. 

In Methodology C, the CVB may find that it needs more staff than KH’s minimalist 
assumptions suggest.  The minimum cost differential is approximately 7% higher 
than the current situation (Methodology A) and 6% higher than increased rental costs 
at the Chamber (Methodology B). 

 

                                                 
2 5 staff x 200 square feet = 1,000 square feet; the added square footage cost is $1.65 ($4.15-$2.50) per month.  
The added cost is 1,000 x $1.65 x 12 = $19,800. 



Charges Total Salary Notes and Assumptions
Direct 1,714,375$          437,350$         
Charged 101,505$             69,805$           
Overhead 319,120$             233,820$         
Rent See Note n.a. Approximately $2.50/square foot; included in Overhead costs.  Assume 1,000 

square feet based on industry standards (a staff of 5 x 200 square 
feet/employee).

Total 2,135,000$         740,975$        

Charges Total Salary Notes and Assumptions
Direct 1,714,375$          437,350$         
Charged 101,505$             69,805$           
Overhead 319,120$             233,820$         
Rent Increment 19,800$               n.a. Increase from $2.50 to $4.15 for 1,000 square feet

Total 2,154,800$         740,975$        
Difference (+/-) with Methodology A 19,800$               0.9%

Charges Total Salary Notes and Assumptions
Direct 1,714,375$          473,600$         Increase of current cost of Executive Director, CVB, position by 25%

Direct:  New Positions 125,000$             125,000$         1 additional senior position to manage CVB administration

Charged n.a. n.a.
Services Purchased or Performed by CVB 69,805$               n.a. CVB determines whether to outsource or perform services in house; if 

outsourced, CVB decides where to purchase needed services

Overhead 272,380$             n.a. 15% of direct costs

Overhead:  New Positions n.a. 60,000$           1 senior reception/office manager position

Rent 99,600$               n.a. Approximately $4.15/square foot per month for 2,000 square feet

Total 2,281,160$         658,600$        
Difference (+/-) with Methodology A 146,160$             6.8%
Difference (+/-) with Methodology B 126,360$             5.9%

EXHIBIT IV-4c
Methodology C:  Independent of the Chamber -- CVB Housed in Equivalent "Market" Office Space

(Minimum Costs; Numbers Rounded)

EXHIBIT IV-4b
Methdology B:  CVB Housed in the Chamber with at Close to "Market" Rent

(Minimum Costs; Numbers Rounded)

EXHIBIT IV-4a

(Minimum Costs; Numbers Rounded)

COST SCENARIOS OF METHODOLOGIES A, B, AND C

Methodology A:  Status Quo -- CVB Housed in the Chamber  
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REAL ESTATE COST COMPARISONS 
The cost of real estate is the critical variable.  These costs would fluctuate, depending on 
CVB’s strategy, rent, and amount of space needed.  For example, the $4.15/square foot cost is 
based on the average monthly cost of office space in Beverly Hills.  If the CVB decided that 
it needed storefront space, the rental costs would increase, as shown in Exhibit IV-5. 

EXHIBIT IV-5 
Added Cost of Increased and Different Space 

Space Rented Space (ft2) Cost(ft2) Total Cost Monthly Cost 
Differentials 

Yearly Cost 
Differentials 

Office space only  on the 2nd 
floor or higher  

2,000 $4.15* $8,300/Month 
$99,600/Year 

-- --

Store front in Chamber 
complex 

2,800 $6.00 $16,800/Month 
$201,600/Year 

$8,500+ $102,000

Store front at a commercial 
intersection 

2,800 $10.00 $28,000/Month 
$336,000/Year 

$19,700+ $236,400

Store front at major high-
end, commercial intersection 

2,800 $15.00 $42,000/Month 
$504,000/Year 

$33,700+ $404,400

* This rental rate is used in both Methodology B, Exhibit IV-4b, and Methodology C, Exhibit IV-4c. 
 

SUMMARY OF COST METHODOLOGIES 
On the basis of these assumptions and macro-analyses, it appears likely that an independent 
CVB would be fortunate to operate at the same cost as the current integrated organization; 
more likely, the costs would increase to some extent.   

The differential dollar amounts (between $125,000 and $150,000) in Methodology C should 
not be the determining factors in deciding the best option for the CVB.  Choosing the low 
cost option without a strategy may not be the best basis for making a decision.  For 
example, the City could be choosing the cheaper option and potentially curtailing increased 
revenues that might off-set the added costs.  It may be more cost-effective to invest more to 
increase TOT sales tax and indirect revenues – that is, it may be wiser to spend more to 
earn more.  Therefore, the strategic planning process will help to discern the best option. 

Other factors that can also influence the final decision are discussed later in Recommendation 
4.  Once the Consolidated Strategic Plan is developed, the City, Chamber, or CVB can 
develop a more detailed budget based on assumptions tied to the strategy. 

Findings – Economic Development 
KH conducted an online survey with city managers in California regarding their approaches 
to economic development.  Details of this survey’s results are in Appendix F.  The 18 cities 
responded to the survey but one city declined to provide identifying information.  Cities 
ranged from about 4,000 in population to close to 1 million; total budgets ranged from $4.5 
million to $3 billion.  The cities responding were:

� Palo Alto 
� Santa Clara 
� Irvine 
� Burlingame 

� Laguna Beach 
� Red Bluff 
� Daly City 
� West Hollywood 

� Jackson 
� Morgan Hill 
� San Jose 
� King 

� Windsor 
� Livermore 
� San Bernardino 
� Pacifica 
� Hayward
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None of the surveyed cities contracted Economic Development Department (EDD) 
responsibilities to their Chambers of Commerce.   

In KH’s city survey, 11 cities have Economic Development functions with budgets ranging 
from $90,000 to $40 million.  None of the cities included the Economic Development 
function within their Chambers.  One Chamber assumes responsibility for business attraction 
and retention; the city where this Chamber resides does not have Economic Development 
functions.  The balance of the Economic Development functions were distributed with 7 
being part of the city, 2 having an agency independent of the city in which they are located, 
and 2 splitting functions between the City and an independent agency.  

EXHIBIT IV-6 
Location of EDD functions 

Location of EDD # of Cities EDD Budget Range 

No EDD 8 NA 
City 7 $300,000 to $3 million  
Stand Alone 2 $150,000 (NPO) to 

$40 million (RDA) 
Split City/Independent  2 $90,000 
Chamber of Commerce 0 NA 

The EDD function in Beverly Hills is too small to become a stand-alone organization.  

With two staff members – one professional and one coordinator position – coordinating the 
functions, it does not make sense to consider an independent Economic Development 
Corporation or Regional Development Agency within Beverly Hills because the size and 
resources devoted to the effort are too small and, more significantly, that the City of Beverly 
Hills would not qualify as a community in need of such development3.  This approach is also 
appropriate because the City of Beverly Hills enjoys: 

� Low commercial vacancy rates 
� High property values 
� High business and commercial tax revenues 
� High salaries 
� High ratio of jobs to housing  
� No distressed areas 

There are advantages and disadvantages to both EDD organization placements – with the 
Chamber or with City Government – in Beverly Hills.  

The following table lists the advantages and disadvantages from the point of view of the City 
Government in retaining placement of EDD functions at the Chamber, and of locating all 
Economic Development functions within the City. 

 

                                                 
3 The mission of an urban redevelopment agency is typically to revitalize a community by eradicating blight and 
creating opportunities for business growth, jobs, and housing that achieve a balanced and prosperous community. 
 



 
KH 
CONSULTING 
GROUP PAGE IV-9 

EXHIBIT IV-7 
Advantages and Disadvantages of EDD Organizational Options 

EDD 
Location Advantages Disadvantages 

Chamber � To the extent that retention of business 
corresponds with Chamber interests 
and is an EDD priority, provides 
significant benefits via strong 
collaboration 

� Does not increase City staff size 
� Facilitates the City’s ability to learn 

from and shape business opinions on 
policy proposals 

� Encourages strong Chamber-City 
relationships 

� Capitalizes on support for the 
Chamber among members and the 
business community 

� Provides independent and potentially a 
more trusted business voice as primary 
in attraction and retention discussions 
with targeted businesses 

� If CVB also remains within Chamber, 
unifies under one leader three of the 
major players concerned with the 
business environment  (EDD, CVB, 
Chamber)  

� Provides outsourcing opportunity  
for city  

� Inherently different primary focuses 
of Chamber and EDD’s attraction 
strategy – Chamber is focused on 
businesses already in Beverly Hills, 
not in attracting new businesses 

� Potential conflict when Chamber 
disagrees with City’s policies as 
detrimental to business retention or 
attraction  

� City resources devoted to EDD can be 
directed to Chamber priorities 

� EDD staff have less direct control 
over spending decisions than if 
independent 

� Generates overlap and lack of clarity 
with City Economic Development 
work program, requiring ongoing 
coordination  

City 
Government 

� Increases opportunities for consistent 
retention/attraction strategy of the City 

� Permits the Chamber to retain 
independence in evaluating City 
policies 

� Provides for clearer definition of 
traditional Chamber responsibilities 
and funding 

� Allows the City to decide what EDD 
services to perform internally or 
outsource 

� Increases size of city staff and 
potential increased costs for staffing – 
estimated at a minimum of 1.5 FTE to 
2.00 FTE 

� Decreases EDD’s ability to be nimble 
in reacting to needs of market than 
either independent or Chamber 
placement  

� May damage the relationship between 
Chamber and EDD  

� May cause or exacerbate rift in the 
business community  

� May threaten fiscal viability of the 
Chamber by removal of EDD 
responsibilities and funds 

� If the City continues to provide 
support to the Chamber, may be more 
costly to the City 

� Eliminates a potential buffer from 
political pressures 

 



 
KH 
CONSULTING 
GROUP PAGE IV-10 

Recommendations 
The more methodical approach would be for the City Government to wait until the strategy is 
developed, as discussed in the previous chapter, before acting on any of the organizational 
options.  Ideally, structure follows strategy.  The following recommendations are set forth to 
help guide the decisions pertaining to organizational placement, based on the adopted strategy. 

Recommendation 2:  Final decisions associated with organizational placement should  
be made in the context of the decisions and priorities established in the Consolidated  
Strategic Plan. 

Ideally, organizational decisions should be made in the context of what the organizations are 
expected to achieve.  Recommendation 1 of this report calls for a strong, collaborative effort 
to re-define the strategic orientation of CVB and EDD functions so that the City can continue 
to benefit from the strong business community and tourist industry.  There are many key 
decisions that need to be made in that context, including:  

� Should there be a Visitor Center?  If so, who should design, build, and operate it? 

� What other major destination management opportunities should be implemented, and 
by whom? 

� How can the City best partner with local businesses, landowners, and developers to 
ensure that the right mix of commercial and retail businesses can continue to do 
business in Beverly Hills? 

� How should the City develop and coordinate programs for residents, Los Angeles 
County visitors, other domestic visitors, and international visitors?  Who should take 
responsibility for which elements of the program? 

Answers to these and other similar questions may affect decisions about the final 
organizational structure and staffing levels. 

CVB’s Organization Placement 

Recommendation 3:  CVB does not belong as part of City Government operations in 
Beverly Hills. 

The CVB’s functions and duties are not of a public service nature.  The not-for-profit 
environment is more suited for the activities performed because that structure provides for 
more flexibility and responsiveness.  Furthermore, city governments have limitations in 
operating such enterprises, such as: 

� Such operations are typically more expensive when operated within a city 
government because of the difficulty and expense of absorbing staff.  While there are 
many things that cites are good at, absorbing independent organizations is not one of 
them – especially quickly absorbing them.   

� The CVB operations might become needlessly complex when having to 
accommodate administrative and governance elements of City Government. 

� Decisions to take advantage of marketing or visitor center opportunities could get 
bogged down in procurement regulations or travel approvals appropriate for city 
agencies. 
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� A city’s need to focus on its core operations (e.g., police, fire, and other municipal 
services) will prevent it from giving a CVB the attention it deserves. 

� The business community that supports the Chamber may be skeptical about the 
wisdom of this move. 

In addition, if a Visitor Center were to be developed, there are significant negative cost and 
operational implications to building and operating a Visitor Center as City employees.  The 
City would then need to evaluate the advantages of an alternate, potentially independent 
operator for a Visitor Center, if it is built.   

Recommendation 4:  Regardless of the option selected for the location of CVB, CVB 
should begin to implement a changed governance structure. 

City Government has two viable organizational options for the future of the CVB: 

� Option A – The CVB remains with the Chamber. 
� Option B – The CVB becomes an independent agency. 

Regardless of which option is adopted based on the strategy (discussed in Recommendation 1), 
some changes should begin now regarding the CVB governance structure. 

Option A – The CVB remains with the Chamber.   
If the CVB were to remain with the Chamber, the City must develop greater assurances that 
the inherent potential conflicts are recognized and addressed.   

It will also be essential to establish a formal CVB Guiding Council, independent of the 
Chamber’s Board of Directors, to act as an independent review and support board for CVB 
activities.  The City should establish criteria to determine the size, terms, composition, and 
roles of the Guiding Council members.  Some suggested criteria of the Guiding Council are: 

� The Guiding Council should act as an independent voice to ensure that CVB spends 
its budget wisely and that the CVB’s best interests, as contrasted with Chamber’s 
best interests, are being addressed in the allocation of resources. 

� The Guiding Council should be a smaller body (unlike the current Chamber Board). 

� The Guiding Council should represent a cross-section of the business community that 
generates TOT and sales tax dollars.  The cross-section should include small and 
large establishments from the different geographic business areas.  City and tourism 
business participation will be essential. 

� The City should assign one member with voting status to the Guiding Council. 

� Other City partners, such as the Chamber and Rodeo Drive Committee, should also 
be represented. 

� Although some of the other CVB’s Guiding Council members might also be 
Chamber members, Chamber Officers, or Chamber’s Board membership, Chamber 
membership should not be a requirement of participation. 

� The Guiding Council members should have staggered terms with pre-defined term 
limits. 

The CVB should also have greater autonomy in terms of purchasing decisions and ability 
to negotiate costs and services provided by the Chamber.  Finally, additional clarity in the 
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CVB contract with the City will be necessary for spelling out such items as overhead charges 
and anticipated outcomes for programs funded by the City. 

The outcome should be a clearer focus on CVB and, if consistent with the experiences of 
other jurisdictions, a stronger Chamber Board focused on Chamber activities. 

Option B – The CVB becomes an independent agency.   
If the CVB were to become an independent agency, it would need to start with organizing a 
governing structure, including key leaders in the business community of Beverly Hills, 
especially including representatives from the hotels.  The City Council could establish a 
temporary Guiding Council for one-year to develop the new governance structure parameters.  
Among the items that will need to be resolved by that governing structure, in consultation 
with the City, are: 

� What should be the new organization’s legal structure, and what are the implications 
for its funding? 

� How should the governing structure coordinate effectively with the Chamber, City, 
and EDD on issues of common interest? 

� Who should lead and staff the new organization? 

� What should the financial structure be?  If it involves assignment of a portion of TOT 
and sales tax revenues, what controls, if any, should the City put on revenue 
expenditure?  

� Where should the new organization physically be located, and what should be the 
timing of a move, if any? 

� What, if any, services should the new organization purchase from the Chamber?  
From others? 

� How should the new organization handle transition of phones, phone numbers, files 
and records, insurance, and other office requirements? 

� How can the decision to move from the Chamber be communicated so that the 
business community, especially the community that supports leaving the CVB in the 
Chamber, understands the reasons, and the benefits of the move? 

At the end of the year and once the governance structure is determined, the temporary 
Guiding Council would be abandoned and a permanent CVB Board put in place. 

Final Observation Regarding Longer Term CVB Options 
Maintaining the CVB in the short term within the Chamber is viable; but ultimately, the City 
will most likely need to migrate it to an independent entity, depending on its adopted strategy 
(Recommendation 1).  Such a migration needs to be balanced against the possibility that an 
independent CVB would be more expensive to operate than a CVB that is part of the Chamber, 
as discussed in the three methodologies.  If migration of the CVB becomes a likely course of 
action, the City should develop detailed financials regarding such a change.  Because the 
consequences of not maintaining the attractiveness of the Beverly Hills Brand are enormous, 
the low cost route should not be the deciding factor.  KH identified non-fiscal advantages of 
an independent CVB as important considerations for the City: 

� Clarity of and focus on the CVB mission 

� Nimbleness of the CVB to respond to market changes 
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� Greater focus on all prospective “customers” (e.g., hotels, non-Chamber members, 
travel industry that may not be in Beverly Hills, shoppers residing in 15-mile radius) 

In an ideal world, form follows function and structure follows strategy – that is, the City 
would develop the CVB strategy and then determine the optimal structure for achieving that 
strategy.  The City has both advantages and disadvantages regarding the timing of a decision 
about the organizational placement of the CVB. 

� Advantages of completing the strategic planning process before finalizing the 
organizational structure.  The benefit is that the greater Beverly Hills business 
community can forge a clearer understanding of the pros and cons of the 
organizational options in light of the optimal strategy.  Such an approach typically 
builds comfort levels and even commitment to the change process.  In addition, 
significant decisions about the size, structure, and financing of a potential 
independent CVB can be governed by the outcome of the strategic planning process. 

KH is also recommending that an Advisory Council for the CVB be established as a 
first step of establishing clearer lines of accountability for the CVB, separate from the 
Chamber.  It may also be a logical first step in establishing a more autonomous CVB. 

� Advantages of determining the organizational placement before embarking on the 
strategic planning process.  There are also advantages in deciding to establish a 
legally separate CVB prior to strategic planning.  The concept of an independent 
CVB would be a given going into the strategic planning process.  It would avoid the 
potential risk that the Chamber and some members of the business community may 
not enter into the strategic planning process with open minds and may use the 
strategic planning process to lobby for their preferred outcome – to retain the CVB 
within the Chamber.  This risk could limit the potential for truly exploring future 
options.  In addition, establishing an independent not-for-profit organization will take 
time.  If there is consensus now for separating the function, postponing the decision 
until the end of what could be a six-month strategic planning process will further 
delay reaping the benefits of a separate entity.  

If, as KH expects, the results of the Consolidated Strategic Plan call for a CVB that expands 
to encompass the development of a Visitor Center and enhanced visitor services, the 
advantages of being independent from the Chamber may outweigh the benefits of being a part 
of the Chamber.  In addition, the CVB would have sufficient heft on its own.  At such time, 
the CVB mission, purpose, and focus would diverge from the Chamber’s mission  
and purposes. 

In the event that the City decides that it has sufficient information to determine that a 
separate legal entity for the CVB is in the City’s best interest, the strategic planning effort 
is still needed.  That decision to establish an independent CVB would then be a given into the 
strategic planning discussions.  Chapter IX, “Implementation and Transition Plan,” outlines 
the actions and decisions required for the City during the next two years.  

In summary, as discussed earlier, the transition between a Chamber-contracted function 
and an independent entity should be deliberate to ensure the continued effective operations 
of visitor marketing efforts while determining the optimal financial and legal structure.  
Afterall: 

“Economy does not lie in sparing money, 
 but in spending it wisely.”    – Thomas H. Huxley 
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EDD’s Organization Placement  

Recommendation 5:  The City should more closely manage EDD functions to ensure 
coordination with the City’s Economic Development and Marketing programs, making 
independent choices about whether and how to outsource them. 

As discussed later in Chapter V, the EDD contract calls for the City to fund what are 
traditional Chamber membership-related activities.  As the entity with overall responsibility 
for the economic development, the City Marketing and Economic Development Division 
needs to ensure that priority business retention and attraction are being handled by the most 
effective organization.  Of the items in the contract: 

� The Chamber should handle clear Chamber-related activities (e.g., advocacy, 
networking, and education). 

� The City should handle clear City-related activities (e.g., policy direction, City 
business-friendliness, and the balancing of resident and business concerns). 

� The City should be free to perform or contract activities (e.g., outreach, Mayor’s New 
York trip) with the Chamber or others on a programmatic basis with outcomes 
spelled out. 

� Programs, such as Business Improvement Districts (BIDs), often emerge as grass 
roots initiatives that can benefit from Chamber involvement in working with the City 
and its Land Use Plans. 

Decisions about which EDD functions the City should fund in the Chamber attention should 
strive to reduce two areas of underlying conflicts of interest.  If the City pursues a “highest and 
best use” approach to its economic development initiatives, there will be a greater potential for 
its actions to cause real or perceived threats to Chamber member businesses (e.g., EDD  
may support efforts to bring to Beverly Hills business competitors of Chamber members, or 
may work with merchant associations advocating items to which some Chamber members  
are opposed). 

The City and the Chamber should consider how best to work collaboratively with any 
business areas interested in BIDs. 

Also, the inherent conflict within the governmental advocacy portion of EDD functions 
should be clarified.  The Chamber has a right and responsibility to be a strong and 
independent voice for business, as well as a forum in which the business community can 
coalesce around issues.  This Chamber role is especially needed when the City is considering 
controversial measures.  If the City expects EDD to attempt to influence the business 
community, the perception by the business community of Chamber’s independence from the 
City can be threatened. 

Thus, the benefits to the City in terms of this recommendation are: 

� Business attraction and retention within Beverly Hills can be approached as an 
integrated strategy linked to the City’s Land Use Plans. 

� The Chamber can coordinate business opinions regarding City policy proposals as an 
independent entity.  The Chamber can maintain its autonomy as an advocate on 
behalf of its memberships, thereby minimizing potential conflict of interests. 

� The City and Chamber have greater clarity of and focus on their respective missions. 
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Recommendation 6:  The City and the Chamber should jointly agree on whether support 
and resources will be necessary to ensure the continued viability of the Chamber.  

KH interviews revealed significant support for the Chamber among the business community, 
and a desire to see it succeed.  Furthermore, the City has a significant interest in assuring that 
Chamber advocacy, policy analysis, and networking functions are effectively performed.  A 
healthy business climate with frank two-way communications is essential to a business-
friendly environment, which in turn will continue to be central to business retention and 
attraction and highest-and-best use strategies. 

The financial structure of the Chamber is beyond the scope of this performance audit.  
Financial support for the Chamber may or may not be necessary.  While many Chambers are 
self-sustaining, and it is properly the intention of the Beverly Hills Chamber to be so, it is not 
unusual for cities to subsidize Chambers.   

The Chamber is in the process of undertaking several initiatives to increase its financial 
stability, such as leasing its street-front space and recruiting new Chamber members.  If the 
Chamber requires financial support, the City should consider how to ensure the stability of 
the Chamber and the conditions, if any, it wants to apply to the support through sponsorships, 
program funding, or special events. 
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V – CITY VALUE FOR LEVEL OF EXPENDITURE 

There are three questions included in whether the City Government is receiving sufficient 
value for its level of expenditure: 

� Overlap with Traditional Chamber Services.  Are the contracts paying for traditional 
Chamber member services? 

� Overhead Costs.  Are the Chamber overheads fair and reasonable, especially salary 
levels, indirect charges, and overheads?  

� Program Effectiveness.  Are the programs effective at achieving City goals? 

Findings – Overlap with Traditional Chamber Services  

There is no significant overlap between traditional Chamber and CVB functions; however, 
that is not true for EDD functions. 

The current contract for Economic Development calls for the City to reimburse the Chamber 
for a work plan that includes standard Chamber responsibilities.  As a general rule, Chambers 
are interested in business retention and development, which is a significant portion of the 
work of EDD.  The EDD contract calls for EDD to generate additional funding (amounting to 
at least $60,000) for its programs.  This additional fund is presumably in recognition of the 
overlap.  As noted earlier, EDD raised more than $100,000 through Economic Development 
Council (EDC) memberships.  The Chamber reports that EDC functions generate revenues 
that exceed their costs. 

There are two key elements of the contract that all Chambers perform: 

� Advocacy.  Traditional Chamber responsibilities include:  a) advocating for the 
business community, b) promoting existing businesses’ interests, and c) serving as 
the “voice of business” for the Beverly Hills business community and the Chamber of 
Commerce membership.  At the Beverly Hills Chamber of Commerce, these 
responsibilities are linked to its business outreach, Governmental Advocacy, and 
Business Town Halls initiatives.  The EDD occasionally serves as an advocate in the 
other direction, that is, encouraging business to support City initiatives.  That is not a 
traditional Chamber responsibility.  In many, if not most, cities, the cities and 
Chambers collaborate to survey or gather business opinions on issues of common 
interest. 

� Networking and Education.  Business networking and educational opportunities are 
also traditional Chamber services.  The EDD coordinates networking programs, as 
well as the Economic Development Council.   

There is a case to be made that EDC is, in fact, much more of an Economic Development 
program than a high-level networking and education program.  It is well regarded by 
participants as “very well attended….  The speakers are relevant and interesting.”   The 
Chamber claims that many members attend in large part because they are contributing to the 
economic development of Beverly Hills, as contrasted to learning and interacting with their 
peers.  Although the City benefits by being able to meet with the EDC membership at the 
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meetings and luncheons, the economic benefits do not necessarily rebound to the City.  
Furthermore, the EDC program is not inherently an economic development function because: 

� Attendance is limited to Chamber members.  The top business leaders in the City, 
regardless of Chamber membership status, are not targeted.  If the City had a central 
business retention strategy to provide networking and educational opportunities to 
targeted businesses through a format such as the EDC, the City would ensure that 
these opportunities are available to its highest priority businesses, regardless of 
whether they are Chamber members 

� The EDC is not directly related to business retention strategies, described in the 
“Beverly Hills Economic Strategy: Approaches for Business Retention.”  It is 
certainly not a business attraction strategy since only current Beverly Hills Chamber 
of Commerce members can participate. 

� The EDC does not function as a council that provides guidance through white  
papers, policy reports, or trend analysis regarding the economic development needs 
of Beverly Hills. 

Other city governments subsidize Chamber activities. 

If the City’s payment for the above services could be considered as subsidizing traditional 
Chamber functions, it would not be alone.  The survey revealed that 12 of 16 cities provided 
funding – ranging in amounts from less than $10,000 to $140,000, including all of the cities 
where the Chamber is providing CVB functions.  Those cities which do provide funding rely 
on the Chamber for: 

� Business attraction and retention (3 cities, including 1 city with no Economic 
Development functions) 

� Tourism, visitor marketing, promotion services (7 cities) 
� Special events (4 cities) 
� Business development (4 cities) 

Findings – Overhead Costs 

The Chamber’s regular financial reports to the City are not useful for understanding 
succinctly how the funds were spent, major program costs, or overhead allocations. 

The Chamber manages separate funds for EDD and CVB.  The Chamber provides regular 
financial reports to the City, detailing expenses within those funds incurred over the previous 
month or quarter.  These reports are not useful in allowing the City to understand fully the 
purpose of the funds being spent, the overall cost of major programs, or the allocation of 
overheads.  

The contracts state:  “The city agrees to provide base funding … for expenditures in support 
of the Chamber’s Visitors Bureau…” or “Economic Development Program … as specified in 
Exhibit A.”  Exhibit A lists “major activities and funding areas (e.g., advertising, trade 
shows, international representation for CVB and business retention…, business attraction… 
and research for EDD)” and distributes the entire contract amount across those groups.  It 
lumps those figures into the costs of goods and services purchased from outside contractors, 
as well as direct, charged, and overhead salaries.  The Chamber provides regular reports to 
the City about these expenditures, which are reviewed by a City Council subcommittee. 
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The crossover cost allocation is not an effective or business-like approach for managing 
the budget and monitoring the cost of services provided. 

Currently, EDD and the CVB pay to the Chamber a fixed percentage or dollar amount of 
“crossover” costs, in addition to the program costs in fulfillment of the payment clauses.  
Last year the salary portion of the crossover was increased.  The Chamber asserts that these 
amounts were approved by the City.  Crossover costs include: 

� Direct services that are provided (e.g., Web hosting, graphic design, or event 
management) 

� Overhead (e.g., rent, financial and accounting services, and direction from the CEO 
of the Chamber) 

While comparatively simple to administer, this system has several disadvantages to the City, 
including: 

� It does not allow the CVB or EDD to manage its full budget by altering its demand 
for services from the Chamber. 

� It does not penalize Chamber staff for turning down CVB or EDD work in favor of 
Chamber work when faced with multiple conflicting demands. 

� It does not distinguish between “on-demand” service provision from relatively non-
variable overhead costs such as rent or insurance. 

� It does not clarify for City leaders and independent reviewers the purpose of the 
crossover expenditures, or provide meaningful unit costs (e.g., per square foot 
estimates for office space rental). 

Some overhead costs appear cost-effective or reasonable while others seem high. 

In an attempt to clarify the amount of overhead paid by the City, as requested by KH, the 
Chamber provided spreadsheet reports that distributed the year-to-date expenditures for CVB 
and EDD as of the end of April 2008 into “buckets,” displayed in Exhibit V-1. 

EXHIBIT V-1 
Categorized Year-to-Date CVB and EDD Expenditures                                               

(As of the end of April 2008) 

Bucket Description 

Direct 
� Direct expenses for staff who work full-time for EDD or CVB 

� Direct costs for goods and services that are directly used by EDD or CVB, such 
as advertising placement, research, dues, and expense accounts  

Charged 
� Percentage allocation for Chamber staff who perform services such as graphic 

design and event management 

� Percentage allocation of expenses, such as Web services or lease of equipment 

Overhead  
� Percentage allocation for overhead expenses such as reception services, office 

management, Human Resources, financial accounting support, and space rental  

� Percentage allocation of the salary of the Chamber CEO  
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CVB Report.  The contract calls for the City to pay $2,136,694 for CVB functions, including 
$100,000 for holiday programs.  The current annual projection for the contract is distributed 
and displayed in Exhibit V-2. 

EXHIBIT V-2 
CVB Report 

Total CVB Expenditures CVB Salary  and Benefits Only  

This Year Projected % This Year Projected % FTE 

Direct $1,714,376 80% $437,352 59% 2.63 

Charged $101,505 5% $69,804 9% 0.88 

Overhead  $319,119 15% $233,819 32%   1.00* 

Total  $2,135,000 100% $740,976 100% 4.51 
* Based on estimated time spent in each function overall.   Note:  FTE = Full-Time Equivalent 

To develop better estimates of time spent by Chamber, EDD, and CVB staff, KH conducted 
an activity analysis survey, asking all Chamber staff to allocate their time to 115 separate 
activities.  They were also asked to estimate how much time was spent overall within each of 
the three functions.  Chamber staff members filling out the survey placed themselves in one 
of four categories:  1) EDD, 2) CVB, 3) Chamber activities, or 4) splitting their time among 
two or three activities.  Appendix H details KH’s findings from the Activity Analysis. 

The Activity Analysis data permit a quick assessment of whether the cost of the “charged” 
and “overhead” services reflect a commensurate level of time spent in support of the 
functions.  The CVB Activity Analysis data show that: 

� Charged services appear to be appropriate.  Charges of about $70,000 for 
approximately .9 Full-Time Equivalents (FTE) are reasonable.   

� Overhead salary costs of $233,819 for an estimated 1.0 FTE appear high.  The 
expenditure represents a large average salary.  

� The allocated costs for goods and services appear to be reasonable.  CVB expends a 
total of approximately $9,250 every month for rental, postage, equipment leases and 
purchases, insurance, office supplies, telephone services, utilities, etc.  This figure 
may fall below market costs for comparable services. 

EDD Report.  The contract calls for the City to pay $426,772 and for the Chamber to 
generate at least $60,000 in revenues.  The current annual projection for the contract is 
$539,192, paid for by the City allocation plus the amount in excess of $100,000 of EDC-
generated revenue by the Chamber1.  It is distributed and displayed in Exhibit V-3. 

                                                 
1 As described in Chapter II, the EDD contract calls for the Chamber’s EDD to raise at least $60,000 to contribute to 
its economic development programs.   
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EXHIBIT V-3 
EDD Report 

                       Total EDD Expenditures EDD Salary and Benefits Only 

 This Year Projected % This Year Projected % FTE 

Direct $287,261 53% $191,228 54% 0.9* 

Charged $57,765 11% $39,265 11% 1.2 

Overhead  $194,166 36% $124,686 35% 0.8** 

Total  $539,192 100% $355,197 100% 2.9 

*  Does not include full staffing; one of two positions was not filled when the activity analysis survey 
was completed. 

** Based on estimated time spent in each function overall. 

The EDD Activity Analysis data show that: 

� The Chamber’s reimbursement for charged services appears to be too low.  Paying 
about $39,000 for more than 1.0 FTE probably understates the costs to the Chamber.   

� Overhead salary costs of $124,686 for an estimated 0.8 FTE appear somewhat 
high, although it is reasonable that contract administration and financial and 
office support might require that much time.   If the 0.8 FTE is primarily executive, 
management, and professional staff time, these costs are logical; however, they also 
include the cost of lower paid staff, such as support staff. 

� The “overhead” costs for goods and services also appear to be reasonable.  EDD 
expends approximately $6,600 every month for rental, postage, equipment leases and 
purchases, insurance, office supplies, telephone services, utilities, etc.  This figure 
may fall below market costs for comparable services. 

Findings – Chamber Compensation 

Overall, Beverly Hills Chamber Base Salary and Total Compensation comparisons vary 
widely, indicating a lack of a compensation structure or philosophy. 

A major cost of a professional services enterprise is employee compensation.  Although this 
Performance Audit did not include a customized compensation survey, KH used two different 
methodologies:   

� Methodology X:  Compensation Survey Comparisons.  A benchmark compensation 
comparison of Base Salary and Total Compensation for 2 overhead and 4 CVB staff 
positions at the Chamber, using published compensation studies: 

� Destination Marketing Association International (DMAI) Foundation 2006 CVB 
Compensation and Benefits Survey  

� Western Association of Convention and Visitors Bureau (WACVB) CEO and 
Staff Salary and Benefits Survey  

� Methodology Y:  Internal Equity Analysis.  This analysis compares the various 
salary levels for positions to identify salary compression problems if any. 
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The DMAI and WACVB surveys focus on CVB compensation, and, thus, do not include 
economic development positions.  Therefore, the Economic Development Director position is 
not included in this benchmark comparison, but is discussed at the end of this section. 

Methodology X:  Compensation Survey Comparisons2 

DMAI SURVEY 
In all, 239 CVBs participated in the DMAI Survey and 4 compensation statistics are provided 
for each position:  mean, median, “25% earn more than”, and “75% earn more than.”3   
KH reviewed the DMAI Survey participant list with City officials and identified the cities to 
be included in the compensation comparison.  KH segmented the cities into 2 subgroups: 

� Large cities – 10 larger metropolitan areas with complex Chamber and CVB 
responsibilities: 

1. Atlanta, GA 
2. Chicago, IL 
3. Denver, CO 
4. Los Angeles, CA 
5. Miami, FL 
6. New York City, NY 
7. San Diego, CA 
8. San Francisco, CA 
9. Seattle, WA 
10. Washington, DC 

� Small- to medium-sized, upscale cities – 20 cities of similar size to Beverly Hills that 
have similar socioeconomic status: 

1. Alexandria, VA 
2. Anaheim/Orange County, CA 
3. Ann Arbor, MI 
4. Asheville, NC 
5. Austin, TX 
6. Charleston, SC 
7. Colorado Springs, CO 
8. Fort Lauderdale, FL 
9. Hawaii 
10. Las Vegas, NV 
11. Newport, RI 
12. Newport Beach, CA 
13. Palm Beach County, FL 
14. Pasadena, CA 
15. San Antonio, TX 
16. Sarasota, FL 
17. Savannah, GA 
18. Scottsdale, AZ 
19. Tempe, AZ 
20. Vancouver, BC 

                                                 
2 KH used the available published data and did not adjust them to reflect potential differences in the cost-of-living in 
greater Los Angeles. 
3 Only mean and median, are displayed in this section.  The “25% earn more than” and “75% earn more than” data 
are included in Appendix I. 
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The entire list of DMAI Survey participants and the specific cities included in each 
comparison subgroup are listed in Appendix I.   

WACVB SURVEY 
The Beverly Hills CVB participates in the WACVB Survey and provided the analysis data to 
KH in the CVB compensation comparisons.  The WACVB Survey group includes:

� Arlington, TX 
� Beverly Hills, CA 
� Boise, ID 
� Central Oregon, OR 

� Las Cruces, CA 
� Mesa, AZ 
� Ontario, CA 
� Pasadena, CA 

� Spokane, WA 
� Sun Valley, CA 
� Tempe, AZ 
� West Hollywood, CA 

WACVB Survey participants reported an average operating budget of $2.14 million and an 
average of 11.8 full-time employees.  Some are more relevant (e.g., Pasadena, West 
Hollywood) than others (e.g., Boise).  Therefore, in interpreting the results, this spread must 
be kept in mind. 

Base Salary and Total Compensation are provided for the CEO position, but only Base Salary 
is provided for all other surveyed positions.  Salary data are presented as an average for each 
position.   

COMPENSATION COMPARISON CONSIDERATIONS 
Compensation comparisons.  The survey data available were for the 2006-2007 time period.  
Therefore, FY 2006-2007 Beverly Hills salary data are used for comparisons.  The benchmark 
compensation comparison categories for this study include: 

� Base Salary – The actual annual base pay of an employee or, in the case of this 
comparison, the average for multiple employees assigned to a position.  

� Total Compensation – Total Compensation is calculated by adding Base Salary to 
the value of any benefits provided and bonuses earned.   

For all overhead positions, including the CEO and Controller, the City pays 50% of salary 
and benefits and does not cover 401K matching.  In addition, the City only covers a budgeted 
bonus amount for the CEO that does not cover auto allowance, insurance, expense 
reimbursement, and physical examinations – the Chamber pays for all of these items. 

Confidentiality of Chamber employees’ compensation.  The Chamber desired that their 
employees’ individual compensation be treated confidentiality and not shared publicly4.  To 
present the data without revealing individual salaries, KH set each Beverly Hills CVB staff 
position at 100%.  For interpreting the data, comparisons show how much higher or lower the 
Beverly Hills Chamber salaries are to their peers as percentages.  For example, the Mean 
Salary5 of a Director/Manager of Communications/PR of a large city is 175%, or 1.75 times 
the salary paid to the Marketing Coordinator of the Beverly Hills CVB.   

Limitations and challenges in making compensation comparisons.  KH had to address a 
number of limitations in comparing Chamber salary levels with those of its peers or 
prevailing market practices, such as: 

� Position matches.  KH worked with Chamber staff members to identify which DMAI 
and WACVB Survey positions were the best match for each of its Chamber 
positions.  In some cases, titles did not match or were not the best identifier of a good 

                                                 
4 Each Beverly Hills staff position is unique and therefore actual, not average, salaries are used for comparison.   
5 All discussion concerning DMAI data analysis in this chapter will focus on Mean comparisons. 
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match for comparison.  The chosen DMAI and WACVB Survey position titles are 
identified in each of the following salary comparison tables.  

� Peer group.  The Chamber does not have a formal definition of its “peers,” that is, 
those organizations with whom they want to be compared and with whom they 
compete for talent.  For our analysis and for each position, KH compares the 
Chamber’s salaries versus: 

� The large city DMAI CVBs 
� The small- and medium-sized, upscale city DMAI CVBs 
� The WACVB CVBs 

� Compensation strategy.  KH was further challenged because the Chamber does not 
have a compensation philosophy or strategy.  An example of such a strategy would 
be a goal of paying at market or 25% higher than market.  Without a strategy, KH 
cannot conclude if the Chamber is meeting its desired pay levels. 

� Internal equity.  The Chamber also lacks a formal compensation pay hierarchy that 
further compounds the analytics. 

CEO 

The Beverly Hills Chamber CEO (BH CEO) comparison results in a mixed profile with the 
BH CEO making less than large cities and more than all other comparison groups. 

The BH CEO position is unique, because it oversees CVB and EDD functions in addition to 
strictly Chamber activities.  For this reason, it is difficult to find direct comparisons and this 
uniqueness should be kept in mind when analyzing the compensation comparisons.  
President/CEO/Executive Director positions from the DMAI Survey and CEO positions from 
the WACVB Survey were used to make a benchmark comparison for the BH CEO position.  
Exhibit V-4 displays the BH CEO benchmark compensation comparisons.   

EXHIBIT V-4 
BH CEO Benchmark Compensation Comparisons 

 Count Mean Median 

Beverly Hills: CEO*                                            
Base Salary    
DMAI:  President/CEO/Executive Director      

Large Cities 10 148% 148% 
Small- and Medium-Sized, Upscale Cities 20 86% 77% 

WACVB: CEO  68% n.a. 
Total Compensation    
DMAI:  President/CEO/Executive Director      

Large Cities 10 126% 123% 
Small- and Medium-Sized, Upscale Cities 20 65% 56% 

WACVB: CEO  50% n.a. 

* Chamber Overhead position 
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In the DMAI Survey, all 10 large and 20 small- and medium-sized, upscale cities reported 
that they have President/CEO/Executive Director positions.  The compensation comparisons 
resulted in a mixed profile: 

� The BH CEO has a Base Salary that is 48% less than a President/CEO/Executive 
Director in large cities and a Total Compensation that is 26% less.   

� The BH CEO, for Base Salary, makes 14% more than the DMAI small upscale cities 
make and 32% more than the WACVB CEO positions reported.   

� The BH CEO, for Total Compensation, makes 35% more than DMAI small upscale 
cities and 50% more than the WACVB CEO positions reported. 

In addition to the benchmark comparisons, compensation information received from the 
Chamber reveals that the BH CEO Total Compensation increased 26% between FY 2006-
2007 and FY 2007-2008, with the bonus and deferred compensation more than doubling in 
that same time period.  The following changes were made: 

� In FY 2006-2007, the City contracts covered the bonus:  83% charged to the CVB 
contract and 17% charged to the EDD contract. 

� In FY 2007-2008, the City contracts will pay for 58% of the bonus via the CVB 
contract and 30% of the bonus via the EDD contract; the Chamber will cover the 
remaining 12% of the bonus. 

KH was not given any target outcome measurements that were established for determining 
bonus pay.  For example, if the CEO were to bring in a major licensing client that generated 
millions of dollars, the bonus amount would be easier to justify.  The Chamber President and 
Executive Committee are currently reviewing measurements to be attached to the Bonus. 

CVB Executive Director  

The BH Executive Director, CVB position makes more than the comparable WACVB COO 
positions, but less than similar Executive Director positions in small- and medium-sized, 
upscale cities. 

In the DMAI Survey, 3 large city CVBs and 4 small- and medium-sized, upscale city CVBs 
identified that they have comparable positions, but did not report salary information – thus, 
there are no comparison data.  For that reason, and because it is relevant to compare the BH 
Executive Director to other executive directors, the BH Executive Director compensation was 
compared to President/CEO/Executive Director positions in the DMAI Survey.   

Therefore, the Beverly Hills Executive Director, CVB (BH Executive Director) was 
compared to President/CEO/Executive Director (small- and medium-sized, upscale only) and 
Deputy Director/COO positions in the DMAI and Vice-President/COO positions in the 
WACVB surveys.  Exhibit V-5 displays the BH Executive Director benchmark compensation 
comparisons.   
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EXHIBIT V-5 
CVB Executive Director Benchmark Compensation Comparisons 

 Count Mean Median 

Beverly Hills: Executive Director, CVB**          
Base Salary     
DMAI:  Deputy Director/COO     

Large Cities 3 n.a. n.a. 
Small- and Medium-Sized, Upscale Cities 4 n.a. n.a. 

DMAI:  President/CEO/Executive Director      
Large Cities 10 209% 208% 

Small- and Medium-Sized, Upscale Cities 20 120% 108% 
WACVB: Executive Vice President/COO  77% n.a. 
Total Compensation    
DMAI:  Deputy Director/COO      

Large Cities 3 n.a. n.a. 
Small- and Medium-Sized, Upscale Cities 4 n.a. n.a. 

DMAI:  President/CEO/Executive Director      

Large Cities 10 219% 214% 

Small- and Medium-Sized, Upscale Cities 20 114% 97% 

** CVB position 
 
The salary comparisons show: 

� BH Executive Director, for Base Salary, makes 20% less than 
President/CEO/Executive Director positions in small- and medium-sized, upscale 
cities and 23% more than Deputy Director/COO positions reported in the WACVB 
Survey. 

� The BH Executive Director’s Total Compensation is less than half of President/ 
CEO/Executive Director positions in large cities and 14% less than those positions in 
small- and medium-sized, upscale cities. 

Business Development Director 

The BH Business Development Director makes less than large and small- and medium-
sized, upscale cities, but more than the WACVB comparison group.  

The Beverly Hills Business Development Director (BH Business Development Director) was 
compared to VP/ Director, Tourism/Travel Trade Sales positions in the DMAI Survey and 
Director of Travel Industry Sales positions in the WACVB Survey.  Exhibit V-6 displays the 
BH Business Development Director benchmark compensation comparisons.   
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EXHIBIT V-6 
BH Business Development Director Benchmark Compensation Comparisons 

 Count Mean Median 

Beverly Hills: Business Development Director**  
Base Salary    
DMAI:  VP/Director, Tourism/Travel Trade Sales      

Large Cities 9 118% 110%
Small- and Medium-Sized, Upscale Cities 11 109% 106%

WACVB:  Director of Travel Industry Sales  76% n.a.
Total Compensation    
DMAI:  VP/Director, Tourism/Travel Trade Sales      

Large Cities 9 110% 97%
Small- and Medium-Sized, Upscale Cities 11 106% 98%

 
In the DMAI Survey, 9 large and 11 small- and medium-sized, upscale cities reported that 
they have VP/Director, Tourism/Travel Trade Sales positions.  The BH Business 
Development Director’s Base Salary and Total Compensation is 6% to 18% less than the 
DMAI participant averages, but 24% more than the WACVB participant average. 

Marketing Coordinator 

The BH Marketing Coordinator makes 9% to 75% less than all comparison groups. 

The Beverly Hills Marketing Coordinator (BH Marketing Coordinator) was compared to 
Director/Manager of Communications/PR positions in the DMAI Survey and Public 
Relations Manager positions in the WACVB Survey.  It is important to consider that a 
Coordinator is generally different from a Manager position, because a Coordinator does not 
manage people.  Exhibit V-7 displays the BH Marketing Coordinator benchmark 
compensation comparisons.   

EXHIBIT V-7 
BH Marketing Coordinator Benchmark Compensation Comparisons 

 Count Mean Median 

Beverly Hills: Marketing Coordinator**            
Base Salary    
DMAI: Director/Manager of Communications/PR      

Large Cities 10 175% 181%
Small- and Medium-Sized, Upscale Cities 13 128% 113%

WACVB: Public Relations Manager  109% n.a.
Total Compensation    
DMAI: Director/Manager of Communications/PR      

Large Cities 10 151% 151%
Small- and Medium-Sized, Upscale Cities 13 109% 100%

** CVB position 
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In the DMAI Survey, 10 large and 13 small- and medium-sized, upscale cities reported that 
they have Director/Manager of Communications/PR positions.  The BH Marketing 
Coordinator makes 9% to 75% less than DMAI Base Salary and Total Compensation 
participant averages and 9% less than the WACVB Public Relations Manager position 
average.   

Project Coordinator 

The BH Project Coordinator’s Base Salary is generally near or lower than all comparison 
groups and the Total Compensation is lower than large and small- and medium-sized, 
upscale cities.   

The Beverly Hills Project Coordinator (BH Project Coordinator) was compared to 
Communications/PR Assistant positions in the DMAI Survey and Marketing Manager 
positions in the WACVB Survey.  Exhibit V-8 displays the BH Project Coordinator 
benchmark compensation comparisons.   

EXHIBIT V-8 
BH Project Coordinator Benchmark Compensation Comparisons 

 Count Mean Median 

Beverly Hills: Project Coordinator**           1 100% 100% 
Base Salary    
DMAI:  Communications/PR Assistant      

Large Cities 5 98% 103% 
Small- and Medium-Sized, Upscale Cities 14 108% 106% 

WACVB:  Marketing Manager  112% n.a. 
Total Compensation    
DMAI:  Communications/PR Assistant      

Large Cities 5 81% 84% 

Small- and Medium-Sized, Upscale Cities 14 92% 90% 

** CVB position 
 
In the DMAI Survey, 5 large and 14 small- and medium-sized, upscale cities reported that 
they have  Communications/PR Assistant positions.   

� The BH Project Coordinator’s Base Salary is nearly even with large city participants 
(98%); is 8% less than small- and medium-sized, upscale participants; and 12% less 
than WACVB Survey participants.   

� The BH Project Coordinator’s Total Compensation is 19% more than large city 
participants and 8% more than small- and medium-sized, upscale participants. 

Controller 

The BH Controller lacks exact comparisons and tends to be paid less than comparable Vice 
President of Finance positions but more than Director-level positions. 
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The Beverly Hills Chamber Controller (BH Controller) position is a combination of 
Controllers’ responsibilities and administrative duties.  Therefore, the BH Controller position 
was compared to: 

� Director/Manager of Accounting/Finance (Controller) positions in the DMAI Survey 
� Vice President (VP)/Director of Finance/Administration positions in the DMAI Survey 
� Director of Finance/Administration positions in the WACVB Survey 

Exhibit V-9 displays the BH Controller benchmark compensation comparisons.   

EXHIBIT V-9 
BH Controller Benchmark Compensation Comparisons 

 Count Mean Median 

Beverly Hills: Controller*                                   100% 
Base Salary    
DMAI: Director/Manager of Accounting/Finance (Controller)      

Large Cities 10 80% 73% 

Small- and Medium-Sized, Upscale Cities 13 80% 73% 

DMAI: VP/Director of Finance/Administration    

Large Cities 8 156% 154% 

Small- and Medium-Sized, Upscale Cities 13 104% 101% 
WACVB: Director of Finance/Administration  160% n.a. 
Total Compensation    
DMAI: Director/Manager of Accounting/Finance (Controller)      

Large Cities 10 72% 56% 

Small- and Medium-Sized, Upscale Cities 13 87% 77% 

DMAI: VP/Director of Finance/Administration    

Large Cities 8 135% 139% 

Small- and Medium-Sized, Upscale Cities 13 87% 77% 
 
In the DMAI Survey, all 10 large and 13 small- and medium-sized, upscale cities reported 
that they have Director/Manager of Accounting/Finance (Controller) positions.  Also, 8 large 
and 13 small- and medium-sized, upscale cities reported that they have VP/Director of 
Finance/Administration positions. 

� The BH Controller’s Base Salary is 20% higher than all reported Director/Manager 
of Accounting/Finance (Controller) positions and the Total Compensation is 28% 
more than large city participants and 13% more than small- and medium-sized, 
upscale participants. 

� The BH Controller’s Base Salary is 56% less than VP/Director of Finance/ 
Administration positions in large cities and 4% less than small- and medium-sized, 
upscale city participants.  The Total Compensation is 35% less than large city 
participants, but 13% more than small- and medium-sized, upscale participants. 

� The BH Controller’s Base Salary is 60% less than Director of Finance 
/Administration positions in the WACVB Survey.   
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EDD Salary Benchmarks 

The BH EDD Base Salary is less than comparison data.  

As mentioned earlier, the DMAI and WACVB surveys do not include economic development 
positions.  KH had a difficult time finding published and comparable data for the Beverly 
Hills Economic Development Director (BH EDD) position.  EDD positions are normally in 
local government agencies, such as redevelopment agencies, with broader responsibilities 
than the BH EDD position.  KH was able to locate salary figures from 2 sources: 

� www.salaryexpert.com 
� www.indeed.com  

Salaryexpert.com reported a national U.S. Base Salary average for a Community Economic 
Development Director at 15% less than the BH EDD.  Indeed.com reports an average 
nationwide Base Salary for a Director of Economic Development at 15% less and for an 
Executive Director, Community & Economic Development, at 9% less than the BH EDD.    

Methodology Y:  Internal Equity Analysis 

The Chamber’s internal salary differentials are large, given its size and not-for-profit status. 

The Compensation Comparison focused on what the Chamber paid, position by position, 
relevant to the market, that is, its peers.  This Salary Compression looks at the internal pay 
relationship among positions.  In most NGOs and governmental agencies, the salary 
differentials between each level of positions with increased responsibilities are typically 
between 5% and 10%.  A CEO position might have a larger differential. 

Most NGOs, governmental, and not-for-profit organizations worry about salary compression 
where individuals who must supervise others make only slightly more money.  This situation 
is not the case at the Chamber.  When comparing the lowest paid positions versus the highest 
paid position, the differentials are 2.9 times higher for the CEO’s base salary and 4.8 times 
higher for the CEO’s total compensation.  The differentials among the top and middle 
management positions ranged from .9 and 1.8 times that of the lower paid positions. 

 

Findings – Program Effectiveness 

The contracts do not include measurable performance goals.   

The contracts themselves do not include specific numerical goals.  Instead, they include 
general statements of tasks. 

Both the CVB and EDD are spreading their resources thinly by attempting to perform several 
key initiatives with few staff members.  As part of the Chamber’s overhead, the Chamber 
supplements the direct staff work with more than 2.0 FTEs.  In addition, staff members 
reported that they work a large number of overtime hours, equivalent to between 3 FTEs and 
7 FTEs. 
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CVB Discussion  

CVB has leveraged its resources by defining its target markets and partnering with other 
jurisdictions. 

A key ultimate measure of visitor marketing effectiveness is hotel occupancy and room rates.  
Beverly Hills sets the standard in California, with annual occupancy near 80% and an 
Average Daily Rate (ADR) in excess of $400.  Combined visitor marketing efforts of the 
businesses in Beverly Hills and the CVB have been very successful.  It is difficult to assess 
how much of this success is attributable to which, if any, of the initiatives. 

As discussed earlier, CVB, in recognition of its staff and budget size, has directed its visitor 
marketing efforts to specific geographic areas.  In agreement with the local hoteliers, CVB: 

� Targets leisure travelers (as contrasted with business travelers) 
� Focuses on travelers from outside of Los Angeles County 
� Limits its international efforts to Mexico, Australia, the United Kingdom, Japan,  

and China   

To maximize its reach with available resources, CVB has developed cooperative marketing 
efforts with California Tourism in the Australian market, LA Inc. in China, and other regional 
partners in the other targeted markets.  CVB has also leveraged effective partnerships, 
targeting leisure visitors in cooperation with West Hollywood, Marina del Rey, and Santa 
Monica, positioning greater West Los Angeles as a desirable destination.  All of these efforts 
increase the efficiency of the use of resources. 

The CVB website should be a cost-effective and effective marketing tool for reaching 
potential visitors. 

The last five years has seen a remarkable increase in the importance of Web resources in 
visitor marketing.  CVB has been working to keep its website effective, but has not devoted 
sufficient resources to make it a state-of-the-art site, due in part to competing priorities of its 
other initiatives.   

The CVB should prioritize the Web as a cost-effective primary distribution vehicle for the 
Beverly Hills travel product.  This priority will require increasing resources devoted to the 
Web, or using market research to assess the reach of CVB programs, eliminating or 
postponing those which are less effective or overlap to devote the resources to the Web 
marketing efforts. 

CVB is well regarded in the business community.   

In the online survey results, business respondents generally agreed or strongly agreed that the 
CVB is effective in attracting visitors, provides unbiased information about services and 
facilities, enhances tourism revenues, and attracts domestic and international visitors.  There 
were more than 17 comments offered by respondents, with suggestions for improving 
marketing and advertisement; improving facilities, infrastructure, and programs; increasing 
funding for visitor marketing from the TOT; and increasing events and activities, especially 
local activities. 
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EDD Discussion  
Key ultimate measures of business attraction and retention are commercial vacancy rates, 
employment, and business revenues.  Beverly Hills, again, sets the standard in these areas.  
Similarly, it is difficult to assess how much of this success is based on the initiatives of EDD. 

EDD performs important functions that the Chamber members value but do not translate 
into traditional economic development activities. 

EDD has worked on several strategic goals with its limited staff, and supplements what it is 
doing with low-cost interns and consultant support.  Given the environmental conditions, 
with the existing strong Beverly Hills Brand, it could be argued that Beverly Hills does not 
need to spend significant resources in this area because:   

� The commercial vacancy rate in Beverly Hills is low6. 
� EDD has limited ability to impact the ultimate decision-makers about new lessees.  
� The demand to move to Beverly Hills continues to be high. 

The questions to be addressed are:  What impact do the existing programs have on 
maintaining this demand, and how can EDD support efforts to keep the demand high? 

Of concern is the high level of EDD resources spent on activities that are traditionally 
performed by Chambers of Commerce – especially advocacy, networking, and business 
education.  These Chamber-related functions are important to ensuring a business-friendly 
climate.  The City has an enduring interest in ensuring that these functions are well-handled. 
Achieving this outcome may require the City to provide financial support directly to the 
Chamber if the Chamber lacks the resources through its current membership.  Nevertheless, 
as the strategic direction for business attraction is developed, EDD should identify and devote 
specific attention to those elements that fall outside of traditional member services. 

Business opinion about the EDD counts, as it is many of these very businesses that the City 
wants and needs to keep in the City.  In the online survey of business opinions, respondents 
expressed support for the idea of establishing Business Improvement Districts (BIDs) in 
Beverly Hills.  Respondents also enjoy attending the Chamber’s Annual Economic Summit.  
Survey respondents agreed somewhat with the remainder of the statements regarding EDD 
programs and initiatives, as listed next. 

Primarily EDD-related Functions 

� The annual Chamber and City leadership mission to New York City allows valuable 
access to senior executives from local retailers and new companies that we would 
like to have move to Beverly Hills. 

� I think the Economic Development Division does a good job in helping to attract new 
businesses to Beverly Hills. 

� I think the Economic Development Division does a good job in helping to retain 
businesses in Beverly Hills. 

Shared Chamber and EDD Functions 

� I found the Chamber’s Luxury Summit (panel discussion on luxury marketing) 
worthwhile. 

                                                 
6 Beverly Hills vacancy rate is 3.6% - the lowest in among 9 locations in Los Angeles; Average was 8.1%.  Source:  
Grubb & Ellis; Market Trends Beverly Hills; Fourth Quarter 2007. 
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Primarily Chamber-related Functions 

� I can use the Chamber for assistance when I interact with the City on various issues. 

� I learn about economic and legislative issues through the Government Affairs 
Committee. 

� I have used the Chamber to help express my views on issues, such as 2-hour parking, 
the non-smoking ordinance, and night-life needs in the City. 

� I am a member of the Chamber’s Economic Development Council and find meetings 
useful.  (Note:  A full-service Chamber would convene such functions; not something 
a city would do.) 

Either City or Chamber Functions 

� I participate in the Business Town Halls and find them useful (e.g., meetings on 
General Plan or non-smoking ordinance). 

Recommendations 
The contracts that form the basis of the Performance Audit make it difficult for the City to 
ensure that visitor marketing and business development functions are being cost-effectively 
completed.  To the extent that the City continues to contract for these functions, the contracts 
should be changed significantly.  Revising the contract agreements for CVB and EDD 
services can alleviate the source of much of the concern regarding all of the Value for Level 
of Expenditure topics.   

Recommendation 7:  The City contract for EDD services should minimize the overlap with 
traditional Chamber activities. 

The current approach to addressing the overlap between EDD and Chamber services is to 
require EDD to generate revenues to offset whatever perceived overlap there is between 
Chamber and EDD services.  This approach is a somewhat clumsy way to address the 
perceived issue.  Just as the City has key responsibilities for certain elements of business 
attraction and retention (i.e., use of City property, zoning, and General Plan decisions), the 
Chamber has its traditional role.  Therefore, the City should separately identify and contract 
for the EDD functions that otherwise would not be performed by the Chamber, leaving the 
Chamber to perform its traditional member services using the dues of its members. 

The City should explicitly devote resources to EDD activities that are outside of the normal 
scope of Chamber functions.  Specifically, the City decides what services or functions it 
wants to outsource to EDD.  (It is a separate decision to decide if the City wants to subsidize 
the Chamber and, if decided, should be explicitly stated with dollars clearly identified for this 
purpose.) 

The Chamber should arrange for staff – other than EDD – to perform several of these duties, 
especially government affairs, advocacy, member networking, and education.  This 
separation of duties would allow for a greater impact of the scarce resources available to 
EDD.  The strategic planning process, discussed in Recommendation 1, should inform the 
decision about what should be funded.  The City may choose to support traditional Chamber 
activities (such as the Economic Development Council) by more standard ways, such as 
purchasing memberships for key City staff or purchasing tables at Chamber events. 
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This separation does not mean that the City is not interested in whether the advocacy, 
networking, and educational functions are performed well.  The City is interested.  The 
performance of these duties is directly related to maintaining a “business-friendly” 
environment – a key retention and attraction strategy.  If necessary, it may be in the City’s 
interest to provide a general subsidy to the Chamber to ensure its continued ability to provide 
this service to its business members.  Any such expenditures should be separate from the 
provision of non-Chamber EDD responsibilities. 

Recommendation 8:  City contracts for CVB and EDD services should include programs 
that support the strategic priorities with associated program costs, delineating what is 
included in those program costs. 

City contracts for CVB and EDD services should include programs that support the strategic 
priorities with associated program costs.  The Contract should also explicitly spell out what is 
included in those program costs, such as: 

� Defining reimbursable expenses 
� Non-reimbursable expenses 
� Financial reporting requirements 

The City, CVB, and EDD must translate the priorities into major program efforts that have 
complete budgeted amounts easy to assess and prioritize.  Both contracts recognize this 
intention:  Section 3(e) documents:  “Chamber shall endeavor to develop… a program 
budget for all City-funded programs.” 

The Chamber has not developed a program budget yet.  The Chamber’s current budgeting 
systems do not easily permit development of program budgets.  For example, there is no way 
to identify easily all expenditures associated with international visitor marketing or the New 
York mission.  Salary and benefit costs are not allocated to any identified programs.  Also, 
functions and contracts (e.g., advertising) are listed separately, as contrasted with being 
allocated to specific programs (e.g., international marketing). 

 EDD and CVB should provide budgets that allocate all expenses to strategically-related 
programs and report performance against those budgets.  The budgets would not have to be 
extremely detailed, but should specifically include: 

� Salaries and benefits for all staff time planned for the project – this would include hours 
projected and spent by CVB or EDD staff, as well as supporting staff in the Chamber 
(or any other organization if it is located elsewhere), to perform work on the project 

� A “factor” that represents the overhead costs to be distributed against all projects; it 
can be a percentage added to the hourly charges for salaries and benefits 

� Goods or services expense estimates with major elements displayed 

Thus, a project estimate associated with a strategic objective in a contract might call for 100 
hours of work.  The Chamber should establish fully loaded hourly rates – base salary, 
benefits, and overhead – for performing such services.  The Exhibit V-10 provides a 
guideline on how to estimate hourly rates.  For example, if the individual who would perform 
the project earns $130,000 per year, the project cost estimate would be between $11,000 and 
$12,000 (100 hours x fully loaded hourly rate) plus expenses (e.g., travel or printing costs). 
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EXHIBIT V-10 
Illustration of Calculations for Fully Loaded Hourly Rates 

Base 
Salary 

Yearly  
Hours 

Base 
Hourly 
Rate 

Benefits Administrative 
Overhead 

General  
Overhead 

Fully Loaded 
Hourly Rate 

Ranges 

 Assumptions  25% 20% 15%  

$  160,000  1,800 $  89 $  22.22  $  17.78 $  13.33 $135 - $145  

$  130,000  1,800 $  72 $  18.06  $  14.44 $  10.83 $110 - $120  

$  110,000  1,800 $  61 $  15.28  $  12.22 $    9.17    $90 - $105 

$    90,000  1,800 $  50 $  12.50  $  10.00 $    7.50     $75 - $85  

$    70,000  1,800 $  39 $    9.72  $    7.78 $    5.83     $55 - $65  

$    50,000  1,800 $  28 $    6.94  $    5.56 $    4.17     $40 - $50  
Assumes:  The U.S. Department of Labor establishes a standard work year as 2,080 hours.  The 1,800 
hours assumes 15 days for vacation, 10 days for holidays, and 10 days for sick leave. 

Because developing the capacity for program estimating, budgeting, and reporting can be a 
long-term process, in the interim, the contracts with the Chamber should explicitly spell out 
what Chamber expenses are to be reimbursed and how they are calculated or derived.  The 
City should understand the value being received from all of the overhead charges, and 
explicitly acknowledge its responsibility to pay for those services.  The simplest way of going 
about this is to set up a fixed sum for overhead.  

Because what KH refers to as “charged services” are separate from the overhead amount 
agreed to, the City should require the CVB, EDD, and Chamber to verify that charges are 
only being made for services that are actually provided.  This verification will avoid both 
over-charges and under-charges, neither of which is fair to the City or the Chamber.  This 
practice should be continued if the City contracts with an independent CVB. 

In general, the CVB should have the necessary autonomy required for making its decisions 
(e.g., hiring and purchasing). 

Recommendation 9:  As the strategic direction and assignment of responsibility becomes 
clearer, any contracts between the City and any of its partners should delineate measurable 
performance outcomes, as contrasted with initiatives, associated with the programs.  

As the strategic direction and accompanying assignment of responsibility becomes clearer, 
any contracts between the City and any of its partners – such as EDD, CVB, and RDC – 
should delineate measurable performance outcomes, as contrasted with initiatives, which are 
associated with the programs defined in Recommendation 8.  The outcome measures should 
reflect the strategic priorities.   

As the contracts are now structured, it is difficult for the City to achieve its overall economic 
development and visitor marketing goals effectively, and hold CVB and EDD responsible for 
the respective parts of the goals.  Similarly, EDD and CVB should be required to revise 
contracts with the City to: 

� Take advantage of opportunities that were not envisioned when the initial work plans 
were developed up to 18 months earlier 

� Abandon ideas that seemed workable but did not turn out 
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The City, EDD, and CVB should cooperate in establishing a set of measures to track program 
implementation and outcomes, and the CVB and EDD can then modify initiatives so that they 
achieve the targeted outcomes.  Targets for those measures should be included in the contracts. 

Recommendation 10:  The Beverly Hills Chamber should develop a compensation 
philosophy and a standardized approach to compensation. 

The compensation comparison results identified an inconsistent relationship between 
Chamber salaries and those reported by the comparison groups.  That inconsistency makes it 
difficult to: 

� Analyze and understand the Chamber’s overall position relative to the market  
� Take a systematic approach to compensation modifications, such as raises and bonuses 
� Ensure appropriate and competitive compensation levels 

The Chamber should develop a standardized approach for monitoring their competitiveness 
and monitoring their growth.  The Chamber’s Board should establish a Compensation 
Philosophy that will guide its practices in ensuring their salaries are competitive with the 
external market and promote internal equity.  The Chamber should define what organizations 
they compete with for positions.  This list is often developed when positions have turnover, 
particularly if employees obtain positions with other Chambers, cities, NGOs, or not-for-
profit organizations.  The Chamber should periodically survey these organizations to 
determine if their salaries are competitive. 

The Chamber will want its Total Compensation Philosophy to be competitive with the market 
so that it can attract, retain, and nurture the best and the brightest to fulfill the responsibilities 
for a world-class city and Chamber.  Examples of Total Compensation philosophy might be: 

� The Chamber’s low turnover rates are attributed to its positive work environment, 
Total Compensation competitiveness, and job stability. 

� The Chamber recognizes that, given its size, membership expectations, and City 
contract requirements, its employees must be flexible in meeting these diverse needs 
and interests. 

� The “market” will vary based on the job – some jobs will only be recruited locally 
while other jobs might appeal to a State-wide or national pool of candidates. 

� The Chamber might strive to achieve competitive Total Compensation through the 
following compensation strategies: 

� The Board could establish a goal that base salaries are +10% of the marketplace 
for a given job.  Variances may occur for positions that are: 
x Easier to recruit, resulting in base pay that is more than 10% below the 

marketplace 
x Hard to recruit, resulting in base pay that is more than 10% above the 

marketplace 
� Chamber employees may value their health and retirement benefits.  The 

Chamber may want to offer benefits that match those offered in the public sector 
(such as the City of Beverly Hills). 

� When health and retirement benefits are combined with base pay, the Total 
Compensation package might be above the marketplace by +10% to +20%. 

In addition, if the City is going to cover any and all of any position’s bonus pay, the City 
should ensure that there are clear measurements of expected outcomes tied to the bonus pay. 
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VI – PERFORMANCE MEASUREMENTS 

Performance measurements are critical for superior performance and strategic success.  They 
can be used to improve program delivery, redesign, or program content, or feed organizational 
learning about strategic direction.  

Findings 
The City’s, CVB’s and EDD’s ability to affect directly the items being measured is often 
inversely related to the items’ ultimate strategic importance.  Ultimately, they all influence 
TOT revenues.  As an example, total TOT revenues to the City are influenced by: 

� Number of visitors 
� Length of stay 
� Hotel room rate decisions by hoteliers  
� The U.S. economy  
� Strength of the U.S. dollar 

For the first three measures, CVB and EDD can influence but not control the outcome.  For 
the others, Beverly Hills has virtually no ability to affect the indicator. 

Traditional measures of success for both CVBs and EDDs do not apply well to the CVB 
and EDD.   

As noted earlier, it is less valuable for the EDD to provide traditional EDD services because 
of the lack of available space for new businesses.  It would be unfair to measure the EDD on, 
for example, job creation when that is not a Beverly Hills priority, and, might conflict with 
brand management.  Many CVBs measure convention center bookings, leads, and post-
convention room-nights; these are not applicable because the Beverly Hills CVB lacks a 
convention facility to market. 

Even for the leisure travel market, key ultimate measures of visitor marketing effectiveness 
are hotel occupancy and room rates.  Beverly Hills levels are already the best in California.  

It is difficult to pinpoint the impact of the existing Visitor Marketing program on high 
occupancy and room rates.  

This difficulty is because impact of the visitor marketing programs is cumulative, and 
because the purpose of many of the initiatives is to solidify the Beverly Hills Brand, as 
contrasted with promoting a specific attraction.  

Some fiscal experts promote Zero-Based Budgeting (ZBB) because expenses must be 
justified for each new period as if starting from a “zero base.”  With ZBB, every program, 
service, and function is analyzed for its needs and costs.  Budgets are built around what is 
needed for the upcoming period, regardless of whether the budget is higher or lower than the 
prior period.  

The risk of “zero-basing” the contracted Chamber programs are high.  Anecdotal “evidence” 
comes from two governments that eliminated their visitor marketing programs.  For example: 
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� Marin County stopped its visitor marketing program in response to residential 
requests, and found that many of the residents’ favorite shops and restaurants were 
closing because of the drop in visitor traffic.   

� Similarly, the State of Colorado apparently stopped and then reinstated its visitor 
marketing when the “savings” did not materialize because of a reduction in visitor-
generated revenues.   

When “zero-basing” is not considered, one is left with comparing outcomes of Beverly Hills 
programs with outcomes of other similar communities’ programs, relying on survey 
responses about what materials prompted visitors to come, or comparing year-to-year or 
period-to-period outcomes.  All of these approaches have weaknesses. 

Recommendations 

Recommendation 11: The City should design a balance scorecard including indicators that 
match the strategies developed in the Consolidated Strategic Plan.  

The City must closely monitor the overall health and success of local Beverly Hills 
businesses.  It should also measure the effectiveness of the CVB and EDD programs in 
supporting that business health and success.  They are critical to the fiscal health of the City.    
Measures can be used to: 

� Guide decision-making about when it is necessary to improve program effectiveness 

� Redesign programs when they are not achieving expected outcomes well or fast enough 

� Reconsider overall strategic approaches to problems 

� Provide advance warning(s), as much as possible, of significant variations in key 
indicators 

� Understand as much as possible how to adjust the strategies to impact those 
indicators positively and the environment that they measure 

In the early 1990s, Robert Kaplan and David Norton, wrote The Balanced Scorecard: 
Translating Strategy into Action, which outlined the Balanced Scorecard concepts and 
approach.  The Balanced Scorecard measures if programmatic or operational activities align 
with larger-scale objectives in terms of vision and strategy.  By focusing not only on financial 
outcomes but also on the customer, processes, and human issues, the Balanced Scorecard 
helps provide a more comprehensive view of a business, particularly in terms of focusing on 
what is in the best interest of the organization and, in the case of non-profit organizations and 
government, of their “customers,” taxpayers, and constituents.   The measures are often 
indicators of future performance. 

The Balanced Scorecard metrics or measures are often selected based on a set of “strategic 
objectives” plotted on a strategy map, discussed in Chapter III.  Therefore, the measurement 
system should follow the development of the Consolidated Strategic Plan called for in 
Recommendation 1.  In this way, the Balanced Scorecard measures can be targeted to the 
most important strategies.  Balanced Scorecard indicators should track accomplishment of 
key strategies across various perspectives, facilitate decision-making around improving 
program effectiveness, and inform decisions about revising the overall strategic approach to 
achieving the outcome.  Typically, these perspectives on the Balance Scorecards include:  

� Customer Service.  How do customers and other stakeholders view current services?  
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� Fiscal metrics. What are the critical financial indicators of success?  What kind of 
investments does or can CVB and EDD make that will add value in the short term?  
Long term? 

� Process Improvement metrics.  How well do CVB’s City’s and EDD’s core 
processes produce value?  To achieve the desired service, programmatic, or financial 
outcomes or measures, what processes require improvement? 

� Work force Learning metrics.  How can the CVB’s and EDD’s organization, 
systems, and employees learn, improve, and grow?  What do they need to do to 
ensure that the work force adapts to accommodate the needed programmatic 
requirements (e.g., service levels, service quality)?  Strategic changes?  
Organizational changes?  What kinds of training do the employees need? 

Recommendation 12: Pending completion of the plan, the City and Chamber should adopt 
measures that will allow it to track leading indicators, as well as anticipated outcomes.  

From the initiatives and missions presented in the contracts, building from the Strategy Maps1 
defined and included in Chapter III, KH has prepared maps of potential measures associated 
with outcomes for the EDD- and CVB-contracted initiatives.  The purpose of the maps is to 
make explicit the relationships between potential sets of measures so that the City can select 
which avenues to pursue.   

CVB Proposed Strategy Map – Measurement Relationships 

As discussed earlier, we have identified two strategic approaches that lead to the ultimate 
financial measure of success for the CVB:  continued stream of non-residentially based 
revenues for the City.  The first approach is to encourage high net worth visitors to learn 
about and visit Beverly Hills.  The second approach is to ensure that Beverly Hills amenities 
are managed to maximize visitor satisfaction (and shopping).   

                                                 
1 Also developed by Kaplan and Norton, a Strategy Map shows the cause-and-effective relationships and can be 
built to support the four perspectives in a Balanced Scorecard. 

 

Measurement Relationships 
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Website visitors  
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interested in BH
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Number of packages
sold with longer stays
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Repeat visits 
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# of state of the art
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visible initiatives
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Retail Sales 
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Number sales missions
and trade shows

Familiarization
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The chart will help to diagnose problems.  If hotel occupancy rates decline, it may be for 
reasons extraneous to the map, or it may be due to a breakdown in the Web strategy.  If CVB 
achieves all of the leading indicators or volume targets (Web is up, has best features, has lots 
of visitors, and engages visitors) but there is no impact on occupancy rates, it might be 
necessary to develop a new strategy.  In contrast, if the Web features are second class and do 
not attract visitors, then the strategic implementation needs to be revisited. 

There are literally hundreds of potential measures for the effectiveness of the strategies.  The 
City, EDD and CVB will need to identify which measures represent the best combination 
because they: 

� Provide useful information to decision-makers 
� Are relatively easy to gather 
� Can be used to identify trends or patterns 
� Do not duplicate knowledge gained from other measures 

Exhibit VI-1 provides a set of potential measures, separated by international and domestic 
market segments as a starting point for CVB measures. 

EXHIBIT VI-1  
Proposed CVB Measurements 

Initiative Outcome/ 
Key Indicator  Volume/ Workload Efficiency 

Denominators 

International Marketing 

Website 

� # engaged international visitors 
to website 

� # internat’l visitors to site 
� # internat’l hits, valid hits, 

and visits 
� # languages supported  
� # enhanced features on site 

� Website 
development 
cost 

� Hosting  cost 

Trade 
Shows 

� # international packages sold 
 

� # trade shows attended 
� # missions 
� Size of budget for missions 

and shows 

� Days 
attending 
mission or 
show 

� Cost  

Articles 

� Demographics of magazine 
readership in which articles 
appear 

� Visitor net worth 
� # impressions 
� # positive articles 
� Advertising equivalency of 

articles 

� # familiarization visits 
� # CVB meetings with or tours 

for travel or other writers  
� # articles 
� In-kind donation levels by 

hotels for visitation trips 

� Time spent 
by staff  

� Out of 
pocket 
charges 

� Contract 
� Magazine/ 

paper 

Advertising 

� Demographics of magazine 
readership in which 
advertisements appear 

� Visitor net worth  
� Frequency (# times ad is viewed 

during a given period) 
� Reach (unduplicated # 

households)  

� # ads 
� Size advertising budget 
� Contracts in place with 

advertising firms 

� Cost  
� Contract 
� Magazine/ 

paper 
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Initiative Outcome/ 
Key Indicator  Volume/ Workload Efficiency 

Denominators 

Visitor 
Services 

� # and % international visitors 
citing specific services as 
positive  

� # and % international visitors 
reporting they can’t find 
amenities 

� # international visitor complaints 
about amenities 

� International visitor satisfaction 
with Beverly Hills Experience 

� # banner programs 
implemented 

� # banners 
� Coverage and number of 

Ambassadors 
� Coverage of Rodeo Drive 

greeter 

� Cost 
� Website hits 

about 
visiting 
Beverly 
Hills 

 

Domestic (non-LA) Marketing 

Website 

� # engaged domestic visitors to 
website 

� # domestic visitors to site 
� # domestic hits, valid hits, 

and visits 
� # enhanced features on site 

� Website 
development 
and hosting  
cost 

Trade 
Shows 

� # domestic packages sold 
 

� # trade shows attended 
� # missions 
� Size of budget for missions 

and shows 

� Days 
attending 
mission or 
show 

� Cost  

Articles 

� Demographics of magazine 
readership in which articles 
appear  

� Visitor net worth  
� # impressions 
� # positive articles 
� Advertising equivalency of 

articles 

� # familiarization visits 
� # CVB meetings with or tours 

for travel or other writers  
� # articles 
� In-kind donation levels by 

hotels for visitation trips 

� Time spent 
by staff  

� Out of 
pocket 
charges 

Advertising 

� Demographics of magazine 
readership in which articles 
appear 

� Visitor net worth  
� Frequency (# times ad is viewed 

during a given period) 
� Reach (unduplicated # 

households)  

� # ads 
� Size advertising budget 
� Contracts in place with 

advertising firms 

� Overall Cost, 
including 
staff and all 
contractor 
time and 
charges  

� Advertising 
dollar 

Visitor 
Services 

� # and % domestic visitors citing 
specific services as positive  

� # and % domestic visitors 
reporting they can’t find 
amenities 

� # domestic visitor complaints 
about amenities 

� Domestic visitor satisfaction 
with Beverly Hills experience 

� Coverage and number of 
Ambassadors 

� Coverage of Rodeo Drive 
greeter 

� # banner programs 
implemented 

� # banners 

� Cost 
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Measurement Relationships 

 

Retail Gross Revenues

Distribution of 
geographic and 

ƻindustryÓ revenue
levels  

City Revenues from 
 Sales/Business Taxes

Revenues from 
Commercial Properties

Business
 satisfaction with:
Advocacy to City

Advocacy to State/Fed
City policies

# of targeted tenants
getting new leases/space

# of targeted tenants
losing their leases
by neighborhood

# of businesses visited
in NY trip come to BH 

over 5 years

Percent of square
footage leased to targeted

industries by 
neighborhood

Total vacant square 
footage available for 

retail and commercial 
leases   

Website hits in 
Economic Development

# of businesses visited
in NY trip leave BH 

over 5 years

# of businesses citing 
EDC or Luxury Summit

as advantage of
BH

% of targeted
 tenants in identified

 neighborhoods

Business satisfaction with
doing business in 

BH   

Businesses contacted;  and  
feel they have impact on

City decisions    

Because it is a secondary strategy for CVB, visitor services include fewer potential indicators. 
The City can measure reported visitor satisfaction overall, track satisfaction with programs in 
place (the Ambassador), and add some efficiency measures.  If a visitor center, signage, or 
other large amenity improvements were to be built, it would be helpful to consider how their 
success will be measured before advanced designs are developed.  In that way, success can be 
designed into the program. 
 
EDD Proposed Strategy Map – Measurement Relationships 

The EDD measurement chart is simpler.  There are three key drivers: 

� Availability of retail or commercial space to targeted tenants 

� Perceived friendliness of Beverly Hills to businesses 

� The City’s Land Use plans and ability to reinvest and grow in the infrastructure and 
building inventory 

These drivers affect both retention and attraction of businesses. 

 

As an example, the chart highlights the following indicators associated with retail or 
commercial space being filled by targeted tenants: 

� Total vacant square footage of space available for lease 
� # of targeted tenants losing their leases by neighborhood 
� % of square footage leased to targeted industries by neighborhood 
� % of targeted tenants in identified neighborhoods 
� Distribution of longevity of targeted tenants   
� Number and magnitude of redevelopment opportunities tied to the City’s General Plan 
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It is unclear which of the initiatives currently being done by the EDD will directly or 
indirectly affect those measures. 
Business friendliness, such as visitor satisfaction, is directly measured through surveys, 
indirectly through letters of complaint to City agencies, and ultimately in average longevity 
of businesses compared to a standard.  Indirect measures could include participation in City 
Council meetings and engagement in community events.  

EXHIBIT VI-2  
Proposed EDD Measurements 

Initiative Outcome/ 
Key Indicator  Volume/ Workload 

Business Retention 

New York Trip 
 

� # businesses visited in New York City to 
leave over 5 year period 

� City satisfaction with quality of visit 
� # Beverly Hills businesses expressing 

satisfaction with visit to their HQs in 
New York City 

� # businesses visited in New York 
City 

� # New York City CEOs or COOs 
participating  

� # targeted businesses agreeing to 
appointment 

� Average cost per appointment 
� Average cost per Beverly Hills 

business leader attending 

EDC 

� # EDC members citing EDC as 
advantage of doing business in Beverly 
Hills 

� # EDC meetings 
� Attendance at EDC meetings 
� Website hits about doing business 

in Beverly Hills 
� Average net cost per attendee 

Luxury Summit 
� # local businesses citing Luxury Summit 

as advantage of doing business in 
Beverly Hills 

� # attendees 
� # premium guest speakers 
� Average net cost per attendee 

Outreach 
� # businesses who believe EDD helped 

resolve issue or concern 
� # businesses contacted 
� Average cost per business assisted 

Advocacy 

� Business Satisfaction with EDD 
advocacy 

� # positions changed to reflect business 
position 

� Estimated dollar impact on businesses of 
policy changes 

� # policy or position papers 

Research 

� # city policies changed by research 
conducted 

 

� # research reports  
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Initiative Outcome/ 

Key Indicator  Volume/ Workload 

Business Attraction 

New York Trip  

� # businesses visited who come to 
Beverly Hills over 5 year period 

� Cost of New York City trip 
� # Beverly Hills business leaders 

attending 
� # appointments 
� # New York City CEOs or COOs 

participating 
� # targeted businesses agreeing to 

appointment 
� Average cost per appointment 
� Average cost per Beverly Hills 

business leader attending 
� Average cost per New York City 

CEO/COO participating 

Luxury Summit 

� # articles about Summit   � # non-Beverly Hills attendees at 
Luxury Summit 

� Average revenue generated per 
non-Beverly Hills Attendee at the 
Luxury Summit 

� Average cost per non-Beverly 
Hills Attendee at the Luxury 
Summit 

Website � # businesses recognizing site as helpful  � Website hits 

Advocacy 
� # businesses who believe EDD helped 

resolve issue or concern 
� # businesses seeking EDD to assist 

with issues 
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VII – LICENSING AGREEMENT 

Background 
The City of Beverly Hills, which now owns the Shield logo, entered into 
an agreement with the Chamber of Commerce, which in turn entered into 
an agreement with Bradford Licensing Associates (BLA) to market the 
Shield.  The Chamber is responsible for using its “…best efforts to 
vigorously and effectively market and promote” the Shield, and 
indemnifies the City “…from and against all causes of action in 

connection with any use by the Chamber or any Sublicensee of the Shield or any 
manufacture, storage, advertising, promotion, warranty, distribution or use of the goods.”  
Subsequent to the agreement, the City changed the graphic design of the Shield, and efforts to 
market the Shield are again underway. 

During the Performance Audit, a licensing agreement was reached with JT Brands.  This is a 
promising initial success of the marketing program. 

Findings  

Several areas of the Licensing Agreement contract contain unclear or inconsistent terms.  

There are several areas where the Licensing Agreement contract includes unclear or 
inconsistent terms, for example: 

� Section 5 (a) states that royalty payments shall be made 50:50 net of Licensee’s 
(Chamber/BLA) expenses.  It does not mention Licensor fees. 

� Section 10 (d) states that costs of registration and search shall be split 50:50. 

� The contract is silent about legal costs incurred to develop and negotiate an 
agreement. 

BLA and the Chamber are in compliance with the terms of the Agreements. 

The Chamber has been working to market the Shield; KH’s Activity Analysis Survey showed 
that the Chamber devoted approximately 12% of an FTE, or approximately 32 days last year 
in this effort.  As efforts in pursuit of licensing agreements tend to be in intensive bursts that 
are not always predictable, that figure may not be representative of the time that will be spent 
this next year on Shield licensing. 

The Style Guide is almost completed but some other fundamental materials and procedures 
that prospective commercial licensees will expect and require are not now in place. 

Some fundamental materials and procedures – Style Guides, legal reinforcement and 
registration of trademarks, review of documents, and license approval process – are not now 
in place.   
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The Style Guide (also called a “Merchandising Guide”) is almost completed.  The Style 
Guide sets forth technical requirements for depiction of the Shield and representative samples 
displaying how the Shield will appear on packaging, labels, and hang tags.  Because this is a 
critical document that prospective licensees will demand prior to considering a license, it 
must be finalized as soon as possible.  Draft guides are currently under review. 

Other materials and procedures will be required to meet the expectations of prospective 
commercial licensees and make it possible to implement the Strategic Licensing Plan.  In the 
interim, product licensing will be largely in response to proposals received, as contrasted with 
strategically and proactively developed licensing relationships.  

There is currently no agreed-upon strategic approach about how best to market the Shield.  

Part of the reason for including the Chamber’s LOVE, BEVERLY HILLS XX trademark and 
possibly other trademarks in the Representation Agreement with BLA was to create a 
“market basket” of trademarks to present to prospective licensees. Some trademarks are 
benefited by a “market basket” approach; others are not. The Shield is a unique trademark 
that apparently appeals to older and more affluent consumers and may have different uses 
from other trademarks such as LOVE, BEVERLY HILLS XX.   

Recommendation 

Recommendation 13:  The City, the Chamber, and BLA should design procedures and 
agree on assignment of responsibility for license approval, domestic trademark infringement 
tracking and management, and international and foreign trademark registration. 

The City, Chamber, and BLA should design procedures with assigned responsibilities for 
fundamental licensing materials. 

License approval process.  Prospective licensees expect a smooth process for approval of 
licenses.  Therefore, it will be important to design a process before there are pending product 
licenses to approve.  Written procedures should be drafted for the approval process and 
divided into four steps:  

1. BLA working up the most significant deal terms, researching the reputation and track 
record of the proposed licensee, and making recommendations regarding the 
advisability of the proposed license 

2. City staff performing the review and making timely decisions on how best to proceed 
(e.g., the company reputation, track record of the proposed licensee, proposed 
products, territory, distribution channels, royalty rate, and license terms) 

3. Top-level review by the Subcommittee or City Council to resolve any political issues 
and consider and approve the most significant terms of the proposed license (e.g., 
royal reviews involving $100,000 or more per year) 

4. Mid-level review by a Chamber or City representative of all aspects of the final 
proposed product (such as product and packaging samples) and of the secondary 
terms of the proposed license, at which point it may be appropriate to conduct market 
research or focus groups 

It would be advisable to draft these written procedures, including turnaround times, with a 
flow chart of the various steps.  The Chamber has drafted some guidelines and procedures 
and is awaiting the City’s response. 
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Domestic trademark infringement tracking and management.  Infringements on the license 
affect its value; prospective licensees will expect that the license will be vigorously defended.  
Therefore, assignment of responsibility for enforcement of trademark infringement needs to 
be clarified; and procedures should be drafted for: 

� The prompt review of suspected infringements 

� The issuance of cease and desist letters and resolution of the infringements 

� The preparation and review of all documents involved in the licensing process (such 
as nondisclosure agreements and license agreements) 

� The searching and registration of trademarks 

This effort is likely to require dedicated time, from .25 FTE to .50 FTE.  It will be important 
for the City and the Chamber to agree about and define roles in this area.  Initial steps would 
include setting up a tracking system to log agreements, terminations, and costs.  Information 
on infringements, such as actions and outcomes, would also have to be monitored. 

International and foreign trademark registration.  While domestic trademark registration 
and enforcement is obviously required, it would be far too costly to obtain trademark 
registrations in all classes of goods and services in all countries worldwide prior to obtaining 
license agreements.  Assuming only $1,000 per trademark per class per country, with 45 
classes and more than 250 countries, the initial filings would cost in excess of $11 million.  
An agreed upon approach to this issue will be required 

Commercial trademark licensors typically file trademark applications only after serious 
negotiations have commenced for specific goods in specific countries, and often wait until 
license agreements have actually been signed to file trademark applications.  This approach 
involves a level of risk because, in non-English law countries, the first person to file a 
trademark application owns the trademark.  It would be advisable to include two trademark-
related steps in the license approval process: 

� At an early stage, to conduct a trademark search on the proposed goods in the 
proposed country to make sure that a third party does not own the Shield there. 

� At a later stage (once a deal term sheet has been approved by the City, or possibly 
later, once a Sublicense Agreement has been signed), to file trademark registration 
applications in the classes and countries covered by the Sublicense Agreement. 

Strategic approach to marketing the Shield.  The City and the Chamber, in consultation with 
its contractors, should agree on the best approach, and be flexible about how best or whether 
to use the “market basket” approach.  In addition, strategic decision-making regarding 
maximizing revenues should include consideration of working with existing licensees.  
Although the existing licensees appear to be exclusively for entertainment or advertising uses, 
it is advisable to work with them as part of this licensing program.  The Shield is a brand 
known to them and they may have interests in renewals and additional uses, resulting in 
greater revenue with minimum effort.  
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VIII – RODEO DRIVE COMMITTEE (RDC) 

This chapter outlines the findings and recommendations pertaining to the contract the City of 
Beverly Hills has with Rodeo Drive, Inc., and its working relationship with the Rodeo Drive 
Committee (RDC). 

Background 
RDC Goals 

RDC was launched in the 1970s to create a unique identity of high-end retail shops, restaurants, 
and hotels in the heart of Beverly Hills.  Its current goals are to: 

� Create greater tourism outreach to draw tourists to Beverly Hills and hotel guests to 
Rodeo Drive 

� Market Rodeo Drive to a younger demographic (age 20 to 40) 

� Continue and build special events on Rodeo Drive to draw traffic and media attention 

� Develop a Rodeo Drive website to provide accurate and pertinent information to visitors 

� Conduct research to determine tactics to re-gain Rodeo Drive’s market share 

RDC Membership 

RDC represents the stores located along Rodeo Drive.  The store managers meet monthly; the 
meetings are chaired by an appointed member of the RDC Executive Committee.  An RDC 
Executive Committee of approximately 10 hotel and store managers meets more frequently.  
RDC organizes, promotes, and launches many marketing initiatives. 

RDC views Rodeo Drive as the crown jewel of Beverly Hills and Rodeo Drive and the hotels 
as key economic engines to the City.  RDC values its partnership with the City and working 
relationship and support from The Donahue Group.   

City-RDC Contract 

Similar to the City’s contract with the Chamber, RDC has three-year contracts with the City, 
starting in 2005.  The contracted services are funded through the City’s Marketing TOT 
allocations.  The current contract is for $370,000 with RDC, as an economic development 
partner, to provide specific projects or events over the next three years, including: 

� Rodeo Drive Walk of Style:  City sponsorship of $350,000  
� Rodeo Drive Concurs d’Elegance:  City sponsorship of $20,000  
� Continued participation in the City’s Holiday Program and light pole banner efforts 

RDC is to furnish the City with quarterly reports and an audited annual financial report, 
prepared by a Certified Public Accountant (CPA).  The financial report is to separate RDC’s 
financial reporting from each program funded by the City1.   

                                                 
1 Note:  KH did not review these financial reports since our focus was on performance, not a financial audit. 
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Recommendations 

Recommendation 14:  The City of Beverly Hills should establish quantifiable 
measurements of expected outcomes of City funding for RDC. 

The City’s RDC contract delineates specific contracted deliverables that are much more 
black-and-white in terms of whether or not they were accomplished.  Specifically, the RDC 
contract outlines following deliverables: 

Rodeo Drive Walk of Style 

� The execution of the event itself 

� Identification of 5 potential honorees for a Fall and Spring plaque unveiling and 
awards ceremony, followed by the induction of 1 to 2 honorees annually with high-
profile events to garner media attention 

� Development of marketing materials and the Rodeo Drive Walk of Style website, 
emphasizing Rodeo Drive and Beverly Hills as the fashion and entertainment epicenter 

� Investigation of additional income streams to create a self-sustaining program 

Rodeo Drive Concurs d’Elegance  

� Institutionalization of the Rodeo Drive Concurs d’Elegance each Father’s Day 

� Expansion of the event to include the 200 block of N. Rodeo Drive  (Note:  Such 
expansion may entail investigation of the practicality given limited access to parking 
garages.) 

� Creation of a Rodeo Drive Concurs d’Elegance website 

� Partnerships established with local businesses, including luxury sponsors to 
underwrite the event costs 

� Expansion of the banner program geographically 

� Advertisement of the event locally and regionally  

Rodeo Drive Holiday Program 

� Memorialization of RDC’s commitment and continued participation in the Holiday 
Program 

� Extended shopping hours prior to Christmas 

� Valet parking options 

RDC members and other business leaders praise these programs for their quality, importance, 
and innovation.  

Walk of Style.  Many look forward to this program and believe it is an important venue 
for recognizing honorees. 

Concurs d’Elegance.  Some would like the events to show case more Beverly Hills-
based businesses, such as the local restaurants at the Concurs d’Elegance, particularly 
since it is such a world showcase event. 
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City Holiday Programs.  All are sympathetic with the challenges in designing a holiday 
program, particularly one that must be world class and an international draw.  
Interviewees report that the Holiday Program has become better each year and that this 
most recent year was both impressive and well-marketed in the area. 

In designing approaches to program evaluations, there are two kinds of techniques:  process 
evaluations and outcome evaluations.  Most of these deliverables are process-oriented, which 
is a good starting point.  Examples of shifting the deliverables to an outcome orientation would 
be defining more precisely anticipated outcomes in extending shopping hours prior to Christmas: 

Examples of Leading Indicators 

� Target number or percent of additional stores that are open compared to the prior year 

� Actual shopping hours prior to Christmas (e.g., there is a big difference if the shops 
remain open 1 versus 3 hours or every evening versus 1 evening) 

� Increase number of evening shoppers 

� Increase number of evening diners 

� Increased sales, which translates into increased sales taxes 

Examples of Lagging Indicators 

� Increased visitors from with a 15-mile radius of Beverly Hills who return to 
experience Rodeo Drive after the holidays 

� Increase in the number of visitors who have attended prior Beverly Hills Holiday 
Programs 

In addition, the deliverables do not have any qualitative indicators although interviewees and 
participants report that the RDC programs are world class.  Therefore, in future years, the 
City and RDC should strive to take these deliverables to the next level of sophistication by 
adding both outcome measurements and qualitative indicators. 

This recommendation is consistent with those outlined for the Chamber in the chapter on 
“Measurement.” 

Recommendation 15:  RDC should embark on a multi-year planning process focusing on 
marketing strategies. 

Many of the RDC events are repeated each year:  Walk of Style, Concurs d’Elegance each 
Father’s Day, and the Holiday Program.  As marketing experts in each of their respective 
hotels, stores, and restaurants, the RDC members are acutely aware that they must continually 
rethink and update these and other programs so they do not become repetitive or stale.  They 
are also constantly developing other programs that will attract visitors to Rodeo Drive (and 
Beverly Hills in general). 

Similar to Recommendation 1 on strategic planning for CVB and EDD, the RDC would 
benefit from a multi-year planning process where RDC – along with the City and Chamber – 
could brainstorm potential strategies, set priorities, and develop a longer term perspective.  
Such an approach would also assist in developing potential lagging indicators of expected or 
desired outcomes.  

This need to plan is more apparent with the recent economic recession that has affected all 
segments of the economy, including the luxury retail stores and restaurants.  In addition, the 
Rodeo Drive merchants are aware of the aggressive advertising campaigns of other shopping 
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areas, most notably South Coast Plaza, The Grove, and Century City Shopping Mall.  Many 
cite the need to attract the younger consumer with spending power by creating excitement 
about shopping in Beverly Hills (versus the place where their grandmothers shop).  They 
argue that luxury has gone mainstream with more consumers being price-conscious and 
shopping at discount malls or for online deals of luxury items.  They would also like to see 
greater focus on the local market, coupled with the CVB’s destination marketing efforts. 

Therefore, the planning process should be strategic in nature but focused on marketing 
initiatives to maintain Beverly Hills in general and Rodeo Drive specifically as a unique 
luxury shopping experience.  These planning efforts should be coordinated with the 
Consolidated Strategic Planning recommended earlier (Chapter III). 
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IX – IMPLEMENTATION AND TRANSITION PLAN 

This final chapter outlines a systematic approach for reviewing and implementing the 
recommendations set forth in this Performance Audit.  The first section describes the key 
elements to consider during implementation.  The second section provides a time-frame for 
implementation and an assessment of the importance, difficulty, and cost of making the 
recommended transitions. 

Initial Action Steps 
The City and City Council should take the following initial steps. 

1. The City Council and City staff members should review the recommendations one 
by one, and accept them in principle.  Recommendations should be modified as 
required to meet specific constraints or concerns of parties not included in the scope 
of the Performance Audit review or the availability of resources.  All recommendations 
should be accepted, rejected, or modified; none should be ignored.  At this point, the 
final priorities, timelines, and accountabilities can be set. 

2. It is important for there to be continuity in program delivery for CVB and EDD 
functions.  Therefore, the City should extend the current Chamber contract.  Over 
the course of the next two quarters, the City should develop contract addenda to 
implement recommendations associated with contract costs, overheads, and 
programs to be supported.  This time frame also allows for the completion of the 
strategic planning process.  The strategic planning process will permit verification of 
KH assumptions.  Changes or additions to the strategies of the functions will further 
support what are the best options for organizational placement before making 
irrevocable moves.  At the same time, concerns about excessive overhead costs and 
improved direction for the initiatives will be addressed. 

3. The City should embark on Recommendation 1 on strategic planning, which will 
form the foundation for decisions related to the subsequent recommendations.  If a 
decision is made prior to embarking on strategic planning to establish an independent 
CVB, the City will need to establish the new structure for the new entity in tandem 
with strategic planning. 

4. Given the importance of including many voices – City, Chamber, business 
community, EDD, and CVB professionals – in the completion of EDD and CVB 
strategies, a high-level Advisory Council should be set up to resolve differences, 
and review planning and implementation of the recommendations, until the major 
changes have been completed. 

5. An Advisory Council for the CVB should be established.  Regardless of the ultimate 
decision about CVB location, there should be an independent Advisory Council 
focusing only on CVB issues.  Identifying members of the Advisory Council should 
begin immediately, so that by the beginning of the fourth quarter, an initial group can 
be in place.  The City and CVB should collaborate to address such issues as structure, 
size, number, terms, industry representation, potential membership fees, etc. 
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6. Changing or establishing financial systems to permit program budgeting can be a 
complex task.  Depending on the timing of the reorganization, it may not be 
necessary to change Chamber systems.  If either EDD or CVB remains in the 
Chamber, however, it will be of benefit to all concerned. 

7. Finally, as the strategic planning process nears completion, the City, Chamber, 
EDD, and CVB should begin to develop a Balance Scorecard.  The Balance 
Scorecard can measure the impact of the strategies, permit revision and changes as 
necessary, and be used for public accountability.  Once refined, the Balance 
Scorecard model might be adopted for the RDC. 

Implementation and Transition Actions 
On the following pages, KH presents a table with estimates of timing, importance, and 
complexity of implementing the recommendations.  The symbols for each of these 
considerations are defined in Exhibit IX-1. 

EXHIBIT IX-1 
City of Beverly Hills:  Implementation Plan Considerations 

Considerations for 
Each Recommendation Legend for Information Provided 

Relative importance 
���   = High priority 
���   = Medium priority 
���   = Low priority 

Complexity   
ٍ ٍٍ    = Hard to implement 
    ٍ ٍ   = Moderately difficult to implement 
         ٍ    = Easy to implement 

Dollar Implication 
        $$   = Potentially significant revenue required 
          $   = Investments or consulting support potentially needed 
        …   = No Cost 

 
In Exhibit IX-2, KH provides a 21-month schedule with proposed timing, quarterly, of major 
steps required for implementing each recommendation.  KH also distinguishes among actions 
that may differ depending on the adopted strategies.  These actions are color-coded: 

Black: Planned Actions 
Red:  Necessary only if CVB becomes independent 

Blue:   Necessary only if CVB stays in Chamber 

Green:   Necessary only if EDD moves entirely to City 
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EXHIBIT IX-2 
Proposed Timeline for Recommendation Implementation 

Actions Priority Complexity Cost 

July to September 2008 

City reviews and accepts Performance Audit 
recommendations ���� ٍ … 

City, Chamber, CVB, and EDD develop  
implementation plan ���� ٍٍ … 

The City and the Chamber complete negotiation on 
support needed for Chamber (if any) ���� ٍٍ … 

The City, Chamber, and CVB begin to identify and 
solicit membership in initial Advisory Council  ���� ٍٍ … 

October to December 2008 

City drafts and awards RFP to coordinate Strategic  
Plan development ���� ٍٍ $1 

City coordinates amendments to Chamber contracts for 
interim services  ���� ٍٍ $ 

City works with Chamber on split of EDD functions ���� ٍٍ … 
City and Chamber develop agreements about licensing 
responsibilities and procedures ��� ٍٍ … 

January to March 2009 

City begins and manages Consolidated Strategic Plan 
development.  Because of demands of the holiday 
season, the planning efforts should not begin until after 
the  
New Year. 

���� ٍٍٍ $ 

CVB drafts a charter for its revised future operation – 
covering issues about staying or leaving the Chamber.   

� If CVB were to leave the Chamber, issues to 
be resolved involve identifying legal, fiscal, 
human resources, and related issues and 
potential resolutions.   

� If CVB were to stay in the Chamber, the primary 
emphasis would be to develop operating 
agreements between the CVB and the Chamber. 

��� ٍٍٍ …

Chamber works with City on CVB and EDD program 
definition and cost reporting ���� ٍٍ $ 

April to June 2009 

Consolidated Strategic Plan is completed ���� ٍٍٍ … 

                                                 
1 Approximate cost of $80,000-$150,000 
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Actions Priority Complexity Cost 

City, Chamber, CVB, and EDD develop budget 
estimates for implementing the Consolidated  
Strategic Plan 

���� ٍٍٍ … 

Decisions on organizational placement are made, given 
agreed-to strategies  ���� ٍٍٍ … 

CVB prepares a detailed budget and establishes a 
legal, non-profit structure; CVB establishes working 
group to coordinate move; CVB recruits board 
members  

���� ٍٍٍ $$ 

Council reviews financial structure proposal  ���� ٍٍ $ 

July to September 2009 

City drafts and approves multi-year financial structure 
and contracts for CVB 

���� ٍٍٍ … 

The CVB Board selects CVB Executive Director ���� ٍٍٍ … 
Multi-year contract is completed  ���� ٍٍ $ 

EDD functions and staff move to City; 
financial accounting, human resources, and 
related issues are resolved 

���� ٍٍ $ 

City drafts and issues RFP for performance 
measurement ���� ٍٍٍ $2 

October to December 2009 

CVB develops detailed plans for the organizational 
changes and potential relocations 

���� ٍٍ … 

CVB selects and prepares location and office space 
needed 

��� ٍٍ $$ 

CVB establishes organizational and human resources 
structure, makes decisions about what to do in-house 
and what to do using contractors, including contracting 
for services from the Chamber 

���� ٍٍ $ 

CVB recruits and fills balance of CVB positions  ��� ٍٍ $$ 

City, Chamber, and CVB draft performance measures 
into a Balance Scorecard format ���� ٍٍ $ 

January to March 2010 

CVB completes its move ��� ٍ $ 

Balance Scorecard and performance measures are 
implemented and monitored 

����
��

ٍٍٍ $ 

 
 

                                                 
2 Approximately $40,000-$60,000, depending on if it is prepared in conjunction with the Consolidated Strategic Plan 
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APPENDIX A – List of Documents Reviewed 

List of Documents 
� Economic Impacts of Beverly Hills Tourism in 2004 

� Beverly Hills Economic Strategy – Approaches for Business Retention (updated 2007) 

� Contracts 

� Economic Development between City and Chamber 
� Visitor Marketing between City and Chamber/CVB 
� Licensing Between City and Chamber 
� Licensing between Chamber and Bradford Licensing Associates 
� BHCVB and Infox for fulfillment 
� BHCVB and MSSaatchi for advertising and promotion  
� BHCVB and Round2 for media planning and buying  
� BHCVB and Marketing Garden for Japanese Tourism Representation 
� City and Rodeo Drive, Inc. 

� EDD description of mission, scope, core-strategies and tactics 

� CVB First Quarter Report – 2007/08 

� CVB Second Quarter Report – 2007/08 

� BHCVB Presentation to City Council members 1/22/08 

� BHCVB Visitor Services Plan, July 2007 

� Statistics and Trends of Rooms Business in Los Angeles December 2007 

� Projects for Chamber Communications staff 

� Review Report for Conference and Visitors Bureau – 6/30/07 

� Beverly Hills Economic Profile – October 2006 

� Beverly Hills Budget and Economy – 2006/07 

� WACVB Performance Reporting Handbook 

� Financial Documents 

� Budget Plans – 07/08 for CVB 
� CVB income statement for 7 months ending 1/31/08 with detailed postings 

describing expenses 
� BH Chamber of Commerce Income Statement for 7 months ending 1/31/08 with 

detailed postings describing expenses 
� Economic Development Department Second Quarter Report with detailed 

postings describing expenses 
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� CVB Second Quarter Report with detailed postings 
� Financial Statements and Accountant’s Review Report for Chamber of 

Commerce – 6/30/07 
� Financial Statements and Accountant’s Review Report for Economic 

Development Council Division – 6/30/07 
� Financial Statements and Accountant’s Review Report for Conference and 

Visitors Bureau – 6/30/07 
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APPENDIX B – List of Interviews 

List of Interviews 
Council members  

� Mayor Delshad 
� Vice Mayor Brucker 
� Councilmember Fenton 
� Councilmember Briskman 

Chamber employees  

� Dan Walsh, Chief Executive Officer 
� Anita Eddy, Vice President of Economic Development and Government Affairs 
� Kathryn Smits, Director BH CVB 
� Jacqueline Paynter, Director of Communications 
� Jennifer Corbo, Vice President 
� Farimah Fayyad, Controller 

City officials 

� Katie Lichtig, Assistant City Manager 
� Vince Bertoni, Director of Community Development 
� David Lightner, Deputy City Manager 
� Alison Maxwell, Director of Economic Development and Marketing 
� Rod Wood, City Manager 
� Roxanne Diaz, Esq, Counsel to the City 

Business leaders  

� Alan Alexander 
� Ali Kacsiki 
� Tom Blumenthal 
� Dick Rosenzweig 
� Rudy Cole 
� Warren Ackerman 
� Clifton Smith, Jr. 

CVBs  

� Catalina Island Chamber of Commerce 
� Costa Mesa Conference and Visitors Bureau 
� Laguna Beach Visitors and Conference Bureau 
� LA INC. The Convention and Visitors Bureau 
� Marina del Rey Conference and Visitors Bureau 
� Newport Beach Conference and Visitors Bureau 
� Santa Monica Convention and Visitors Bureau 
� Scottsdale Convention and Visitors Bureau 
� Sedona Chamber of Commerce, Tourism Bureau Division 
� West Hollywood Marketing and Visitors Bureau 
� Coachella Valley Organizations 
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Bradford & Associates 

� Michael Alemeda 
� Michelle Minieri 
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APPENDIX C – Business Interview Themes 

Destination Marketing – Visitors 
� Marketing strategy and marketing plan – need to be more sophisticated and research-

based in marketing approach 

� Shift in market – China, Australia, and Europe (with devaluation of U.S. dollar) 
� Need to use local expertise 

� Need to motivate day visitors to come to Beverly Hills 

� More events (documentary film festivals, car shows, etc.) 
� More street life 
� More night life 
� Development of eastern end of Wilshire as entertainment venue 

� Difficulty in measuring outcomes 

� Emphasis on hotels versus other businesses 

� Competition from high-end malls 

� Benefits of a Visitors’ Center with a concierge service orientation, coupled with 
electronic kiosks, walkmans for walking tours, etc. 

� Special “welcomings” of dignitaries who come to Beverly Hills via honorary 
“Ambassadors” or “Chief Protocol Officers” 

Economic Development 
� Business taxes subsidize residential taxes to deliver quality City services 

� Residents dislike the traffic congestion 

� Highest and best use of available commercial real estate 

� Right mix of businesses (talent agents versus medical offices) 
� Mixed-use buildings 

� Difficulty in having businesses in Beverly Hills 

� Focus on broader business segments – not just high-end retailers and hotels 

� Roles and responsibilities of dual economic development functions within the City 
and the Chamber 

� Economic Development Luncheons useful for business-to-business marketing with 
other Beverly Hills businesses but not internationally or with non-Beverly Hills 
businesses 

� Consulates in Beverly Hills 

Rodeo Drive, Inc. (RDI) – focus group scheduled for May 7, 2008 
� Great idea in 1970s for European flair in Beverly Hills; then unique in the world – 

some of the novelty gone today 
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� Now many Rodeo Drive stores are chains, requiring corporate sign-offs to do 
anything special 

� Question of City subsidizing RDI 

Holiday Decorations 
� Challenging but agreement the decorations should be “fabulous!” 

� Viewed that advertising of the decorations better this year 

Beverly Hills Shield 
� Great icon but not great potential to generate revenues 

� Chamber icon confusing 
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APPENDIX D – Online Survey Analysis 

Participant Breakdown 

Exhibit D-1 displays a breakdown of Survey participants by geographic location and LAWA 
affiliation. 

EXHIBIT D-1  
Survey Participant Breakdown 

Primary Interest in Beverly Hills Response 
Average 

Local Business Person, not a member of the 
Chamber of Commerce 10  

Member of the Chamber of Commerce 48 
Resident 15 
Visitor 4 
Other 3 

 

Participants identifying themselves as other include a former city official, BHCC Board 
Member, and a Beverly Hills Chamber of Commerce Board and Executive Commissioner. 

Program Awareness 

EXHIBIT D-2  
Awareness of the impact of Economic Development and Visitor Marketing programs  

on the City of Beverly Hills 

Survey Question Yes No 
Percentage 

Familiar 
with a 

Program 
Did you know that about 75% of the City’s general revenue is 
generated by business-related activities? 57 14 80% 

Did you know there is a Chamber of Commerce? 70 1 99% 
Do you think it is important for the City of Beverly Hills and the 
Chamber of Commerce to attract and retain businesses in Beverly 
Hills? 

70 1 99% 

Did you know the City contracts to perform Economic Development 
Programs through the Economic Development Division of the 
Chamber of Commerce? 

53 18 75% 

Are you familiar with the Economic Development programs (e.g., 
Economic Development Council, Government Affairs Committee, 
Economic Summit, Luxury Summit, Holiday Party on South Beverly 
Drive, Support for Subway to the Sea down Wilshire)? 

63 8 89% 

Did you know the City contracts with the Conference and Visitors 
Bureau to perform Visitor Marketing Services? 57 14 80% 
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Beverly Hills Conference and Visitors Bureau (CVB) 

Survey Participants were asked to indicate their degree of agreement with statements 
regarding Beverly Hills Conference and Visitors Bureau Programs and Services.  Responses 
are analyzed by applying a scale of 1-4 to levels of agreement: 

Agree – 3.3 to 4.0 
Somewhat Agree – 2.5 to 3.2 
Somewhat Disagree – 1.8 to 2.4  
Disagree – 1 to 1.7 

It is this scale that will be used to analyze the survey response to the statements listed in 
Exhibit D-3. 

EXHIBIT D-3  
Agreement Statements Regarding  

Beverly Hills Convention & Visitors Bureau Programs and Services (BHCVB) 

Survey Statement Response Average 
Lo 1  ÅÆ  4 Hi 

BHCVB provides visitors with unbiased information about services and 
facilities available to visitors to Beverly Hills. 3.3 

The BHCVB is effective in attracting visitors. 3.2 
Tourism revenue in Beverly Hills is enhanced by BHCVB efforts. 3.2 
BHCVB destination marketing efforts are effective at attracting international 
visitors. 3.1 

BHCVB’s website provides strong visitor-related content at 
www.LoveBeverlyHills.org. 3.1 

BHCVB destination marketing efforts are effective at attracting domestic 
visitors. 3.0 

BHCVB travel trade programs are effective. 3.0 
BHCVB has a strong advertising/media program. 2.7 
BHCVB has an effective Public Relations programs. 2.7 
I see more customers, clients, and patrons because of BHCVB activities. 2.5 

 

Respondents agree that the BHCVB provides unbiased information to Beverly Hills visitors, 
and somewhat agree with the remaining statements.  Although, the statements regarding a 
strong BHCVB advertising/media program, effective public relations programs, and 
attributing increased visitation numbers to BHCVB activities rate on the low end of the 
spectrum.  The response averages indicate that respondents generally agree to some degree 
that BHCVB provide effective Beverly Hills visitation programs and services. 

How should the City encourage visitors and tourists to visit Beverly Hills?   
Survey respondents indicate that the City should encourage visitation and tourism in Beverly 
Hills by improving marketing and advertising efforts, infrastructure, facilities, and program; 
and increasing funding, events, and activities.  Some respondents indicated that the current 
efforts should continue. 
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Improve Marketing and Advertisement 
� Advertise Rodeo Drive to tour groups  

� As a business, I do not care to see visitors and tourists who do not buy. I would 
however, like to see the local clientele coming to rodeo drive.  

� As a Chamber member, I would be interested in learning more about how to get 
value from the visitor marketing programs  

� By offering marketing solutions for the Chamber member companies to make it easy 
for them to market themselves online where people are looking for their businesses.  
We can help implement that program. 

� Connect fashion to popular movies with a tourist map   

� Direct Mailings to selected zip codes in U.S 

� Encourage film production with Beverly Hills locations prominently featured  

� Expand the present marketing program being conducted by the BHCVB  

� I think the CVB has done a very good job of attracting hotel guests as shown by the 
increased occupancy and higher room rates.  However, I think the city needs to be 
more competitive in the marketing outreach to customers in the 50 mile radius to be 
more effective in reaching retail and restaurant customers to compete with Westfield 
Century City, Topanga, Beverly Center, The Grove and South Coast Plaza. 

� Marketing programs abroad  

� Marketing trips      

� More media-more ads      

� More recognizable branding: better graphic that everyone will recognize as “Beverly 
Hills.” Just as Vegas has built its brand beyond gambling to an ultimate 
entertainment/pleasure destination, BH has the opportunity to build beyond “where 
the rich & famous shop” image. The question is: what level of growth does the city 
truly want? Like Palm Beach, BH is still a mixture of small and international 
business. What is the ultimate vision? Can BH be marketed in a mass way? Does BH 
want that? What about a virtual Rodeo at an international theme park?  

� Need a strong marketing committee  

� New York has a program for tourists as well as Hawaii. We need something more 
exciting      

� Print advertisements in upscale magazines worldwide 

� Promoting the unique qualities of the city      

� Set up a marketing and visitors program within City Services  

� Through advertising in trade publications 

� Through high end magazine ads  

Improve Facilities, Infrastructure, and Programs 
� Creating more reasons to visit, not just name recognition 

� I have been critical of cost vs. result of Christmas program and 2007 was very bad  



 
KH 
CONSULTING 
GROUP APPENDIX D-4 

� Improve website  

� Maintain the highest quality of services and accommodations. Office buildings look 
shabby and need to be spruced up or build new ones 

� Make parking areas that are free for some time, and have cheap shuttles from the 
parking into the shopping areas.  

� Need the Cultural center  

� No place for visitors to go to get info 

� Offering special incentives to visit Beverly Hills  

� The Chamber needs venues inside the business to assist visitors  

Increase/Review Funding 
� I believe the BHCVB gets more money from the City than what is effectively 

brought in. 

� More money from TOT taxes should be reinvested in proactive sales and PR for 
bringing visitors to BH  

� More money should be spent on attracting new customers, but in key markets  

� Receive more funding to expand these programs  

� The City needs to support CVB efforts and increase the funding for advertising and 
media programs as wells as funding trips to primary markets  

� Work with local hotels  

Increase Events and Activities 
� More city events 

� More events and activities 

� More events-fairs, markets and street type events  

Continue with Current Efforts 
� Continue doing what they are doing 

� I think it is well programmed right now – hotels are doing extremely well as are 
retailers and restaurants       

� Keep doing what the City and CVB is doing now and watch carefully what other 
cities and regions are doing (know your competition)  

� More of the same  
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Economic Development Division (EDD) 

Survey Participants were asked to indicate their degree of agreement with statements 
regarding Beverly Hills Conference Economic Development Division (EDD).  Responses are 
analyzed by applying a scale of 1-4 to levels of agreement: 

Agree – 3.3 to 4.0 
Somewhat Agree – 2.5 to 3.2 
Somewhat Disagree – 1.8 to 2.4  
Disagree – 1 to 1.7 

It is this scale that will be used to analyze the survey response to the statements listed in 
Exhibit D-4. 

EXHIBIT D-4  
Agreement Statements Regarding Programs and Initiatives of the                                      

Economic Development Division (EDD) of the Beverly Hills Chamber of Commerce 

Survey Statement Response Average 
Lo 1  ÅÆ  4 Hi 

I support the idea of establishing Business Improvement Districts in Beverly 
Hills. 3.7 

I enjoy attending the Chamber's Annual Economic Summit. 3.3 
The annual Chamber and City leadership mission to New York City allows 
valuable access to senior executives from local retailers and new companies 
that we would like to have move to Beverly Hills. 

3.2 

I can use the Chamber for assistance when I interact with the City on various 
issues. 3.2 

I learn about economic and legislative issues through the Government 
Affairs Committee. 3.2 

I found the Chamber's Luxury Summit (panel discussion on luxury 
marketing) worthwhile. 3.2 

I have used the Chamber to help express my views on issues, such as 2-hour 
parking, the non-smoking ordinance, and night-life needs in the City. 3.0 

I participate in the Business Town Halls and find them useful (e.g., meetings 
on General Plan or non-smoking ordinance). 2.9 

I think the Economic Development Division does a good job in helping to 
retain businesses in Beverly Hills. 2.9 

I think the Economic Development Division does a good job in helping to 
attract new businesses to Beverly Hills. 2.9 

I am a member of the Chamber's Economic Development Council and find 
meetings useful. 2.8 

 
Response averages indicate that survey respondents support the idea of establishing Business 
Improvement Districts in Beverly Hills and enjoy attending the Chamber’s Annual Economic 
Summit.  Survey respondents agree somewhat with the remainder of the statements regarding 
EDD programs and initiatives, indicating that they are generally pleased with and participate 
in the EDD’s efforts and initiatives. 
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EXHIBIT D-5  
Economic Development Program Attendance/Participation 

Event or Program 
Have 

Attended or 
Participated 

Response 
Count 

Percentage 
that have 

Attended or 
Participated 

Business Town Halls (e.g., meetings on General Plan, 
or non-smoking ordinance) 18 29 62% 

Government Affairs Committee 18 29 62% 
EconomicDevelopment Council 15 29 52% 
Annual Economic Summit/Luxury Summit  
(panel discussion on economic forecast, luxury 
marketing) 

21 29 72% 

 
Responses indicate that 62% of respondents have participated in Business Town Halls and the 
Government Affairs Committee; 52% have participated in the Economic Development 
Council; and 72% participated in the Annual Economic Summit/Luxury Summit. 

What role should the City have in retaining businesses in Beverly Hills?  
Survey respondents indicate that the City should have an active or supporting role in retaining 
businesses in Beverly Hills. 

The City should have an active role  
� A major one since the City owns a lot of the property in the Triangle.  

� A strong role in letting the business community know that it will work with them but 
remember that the residents elect the City Council.  

� Active  

� Both the City and the support of the private sector through the EDC and Chamber are 
very important in this regard.  Need both addressing the issue. 

� City should be co partner with chamber and continue to finance the program  

� Given the percentage of city revenue generated by businesses, the city should be 
MUCH more responsive (if not proactive) in issues that negatively affect businesses, 
i.e. parking. 

� Huge role with City support      

� I think the City should play a major role -- show businesses they care about having 
them as part of the community and economic fiber of Beverly Hills. 

� The City needs to become more "friendly" to new businesses by making entitlements 
and business permits easier to obtain.   

� The city should play a large role in retaining businesses in the BH area. 

� They should do their best to keep the businesses in BH  

� Very active 
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The City should have a supporting role 
� Allow businesses to make their own decisions.  An open dialogue needs to take place 

as opposed to mandates.    

� Providing marketing solutions for local businesses to easily promote themselves to 
local visitors or consumers.    

� They should have a role but should in no way be the primary role. I do not think they 
are taken very seriously 

What role should the City have in attracting new businesses to Beverly Hills?  
Survey respondents indicate that the City should have an active or supporting role in retaining 
businesses in Beverly Hills – specifically in building and developing real estate. 

The City should have an active role  
� A major one     

� A strong role in marketing the City to the world community. We are loosing 
important tenants to Century City.  

� Both the City and the support of the private sector through the EDC and Chamber are 
very important in this regard.  Need both addressing the issue. 

� Lead role with City support  

� Providing marketing solutions for local businesses to easily promote themselves to 
local visitors or consumers. 

� The City should be very active in attracting business and have a plan to consistently 
grow Beverly Hills commerce.    

� The City should identify businesses that have disproportionate value to the City (i.e. 
high economic value with low negative impacts, such as traffic generation).  The City 
should then aggressively and directly solicit those businesses.   

� Very active 

� Very active      

The City should have a supporting role     
� A subordinate role. I do not feel they have the expert touch.  

� Easier rules & regulations.  

� Meetings with the city council members and the mayor.     

Build and Develop Real Estate 
� Build more office buildings.      

� The City should work with both business and real estate brokers identify space 
available and encourage new space to be built. 

� The cost to lease retail space in the Golden Triangle is one of the highest rates in the 
world and the US for real estate.  If there is an area such as the Industrial Zone or 
South Canon that could be developed with a lower rental rate or tax incentive to 
attract more hip and upscale retailers aimed at a younger consumer, that might help 
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attract additional retailers and offset the current competition with Melrose Place, 
Robertson, etc.  

Additional EDD Comments 

Additional comments vary in focus and are listed here. 

� I do note really see the benefit of this program 

� Increase involvement by bringing back major department stores on Wilshire 

� It was more than stupid to not invite Stanwood Smith to New York on the New York 
Beverly Hills meeting and event.  The chamber needs great PR with the largest local 
press and should focus attention on that, not individual likes or dislikes 

� Outreach to individual businesses.  I still don't know after 4 years of doing business 
here what I should hope to gain from this 

� The cost seems excessive.  I’d like to see a comparison of other cities and chambers. 

� The EDC team, and the whole Chamber team, is doing a very effective job along 
with the City in focusing on critical economic issues in Beverly Hills. 

� The monthly EDC programs under the leadership of Allan Alexander are excellent.  
They are very well attended and the speakers are relevant and interesting. 

Holiday Decorations  

Survey Participants were asked to indicate their degree of agreement with statements 
regarding Beverly Hills Holiday Decorations.  Responses are analyzed by applying a scale of 
1-4 to levels of agreement: 

Agree – 3.3 to 4.0 
Somewhat Agree – 2.5 to 3.2 
Somewhat Disagree – 1.8 to 2.4  
Disagree – 1 to 1.7 

It is this scale that will be used to analyze the survey response to the statements listed in 
Exhibit D-6.  

EXHIBIT D-6  
Opinions of Holiday Decorations 

Survey Statement 
Response 
Average 

Lo 1  ÅÆ  4 Hi 
I have attended and enjoyed the lighting ceremony. 3.6 
I like the holiday decorations program. 3.5 
I like the holiday entertainment and other activities, such as Santa and  
Trolley Rides. 3.5 

My business holiday decoration program includes exterior decorations. 3.3 

Response averages indicate that survey respondents have attended and enjoy the lighting 
ceremony and like the holiday decorations and associated activities.  Business respondents 
also indicate that they use exterior decorations for the holiday season. 
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Comments and Suggestions for Improving Holiday Decorations 
Survey respondents suggest that the quality of the holiday decorations be improved, the 
quantity be increased, and marketing for holiday events be increased.  A couple of 
respondents are pleased with the current holiday decorations.  

Improve quality of holiday decorations and attractions 
� Bring in larger name entertainment to create a stronger pull to BH. 

� Holiday decorations are nice but don’t draw much attention. It needs to be more 
exciting. 

� I think that the decorations need to be more chic and sophisticated. I believe we 
should have a red carpet Shopping weekend. We can close Rodeo, and turn it into a 
promenade with baristas, and hot cocoa stations which would entice potential clients 
to stay longer, and shopping more. 

� I think the lighting is still dark. While the chandeliers are highly luxurious, I think we 
need to do a different decoration this year.  I also do not think the “gift box” statues 
in the median are as luxurious as the chandeliers. 

� I think we should build on a festive environment...we need to spend for a better 
sound system and should have easy listening music throughout the year 

� Less cost   better result 

� Less is more.  

� Needs a huge upgrade done by professionals 

� The chandeliers look old and awful with the acrylic cases surrounding them. 

� The local malls put our Christmas program to shame 

� There should be nighttime Christmas shopping 

� They need to be more elaborate like Rodeo Drive's Baccarat chandeliers.  

� Try not to be so apparent that we're Jewish oriented. We need to recognize the 
patrons that are Christmas shopping.   

� We need better decorations that bring life to the street after dark.   

Increase the amount of and locations for holiday decorations and attractions 
� Decorate City Hall.  City Hall looks like the Scrooge residence every Christmas.   

� Holiday décor should be expanded and increased  

� Increase locations with music in the city. 

� Remember that Rodeo Drive is not the ONLY retail area in the city.  Rodeo gets 90% 
of the city’s holiday efforts. 

Improve marketing and local involvement  
� Improve marketing on holiday events 

� Increase efforts to the extent possible to ensure the citizens are aware of the program 
and are given an opportunity to participate.  
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The Program is good as-is 
� Good program  

� The program is good  

Rodeo Drive Programs 

EXHIBIT D-7  
Are you Familiar with These Various Rodeo Drive Programs? 

Survey Statement Yes No 
Percentage  of 

Respondents Familiar with 
Rodeo Drive Programs 

Are you familiar with the Concours d'Elegance 
program (the Father's Day Car Show)? 46 11 81% 

Are you familiar with the Walk of Style program? 42 14 75% 
Have you noticed the Plaques on the Rodeo Drive 
sidewalk? 34 23 60% 

What comments or suggestions do you have for new programs or improvements 
to existing programs on Rodeo Drive? 
Survey respondents indicated a varied list of recommendations and comments regarding the 
Rodeo Drive programs:   

� Chamber of Commerce Members are not invited to these events specifically and have 
no official role. 

� Cover every area of entertainment and beauty 

� I think all three programs are excellent. 

� Keep up the programming as it brings in new people each time 

� More upscale mailings to residents for outreach to surrounding areas, to generate 
more business, scp does a very good job of this 

� Rodeo Drive could use more dollars for advertising and marketing programs to 
attract local customers to the City for retail and restaurants to offset the tourist 
programs the CVB currently markets to. 

� The Car Show brings in traffic but no business. I think something new like closing 
Rodeo for traffic on Sundays and create for example an “Italian piazza” with outside 
cafe's and live music. 

� The Concours is great 

� The new banners are not up to the quality that Beverly Hills represents and what is 
their purpose? 

� The Walk of Style is too elitist 

� There's more to BH than Rodeo Drive 

� What happen to the Beverly Hills Food and Wine event?  That was a great idea!  
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Final Comments 

Survey respondents provided a varied list of comments and suggestions for their final comments: 

� Chamber membership needs to be increased - not enough depth in the community 

� Chamber of Commerce helps where they can.  The City Government does not 
include the Chamber, but the Chamber includes the City Government 

� Help the Chamber help Beverly Hills. 

� I joined the Chamber of Commerce for one year and refused to stay a member.   
The chamber was all over me to join, but after receiving my dues, I was never 
contacted again until it was time to pay again.  I experienced absolutely NO benefit 
from membership. 

� Not a bad survey 

� The Chamber does an okay job nothing outstanding. I think the CVB does a better job... 

� The City does not recognize its greatest tax contributors.  If it does, they certainly 
have a poor way of showing it. I'm not suggesting favoritism.  I'm suggesting they be 
treated with respect. 

� The Executive Director Dan Walsh and his staff are exceptionally talented 
professions who accomplish a tremendous amount of work for the benefit of the City. 

� There's more to BH than Rodeo Drive. 

� We can't keep doing the same thing over and over expecting different results. 

� We definitely need continuous programs that attract the locals and visitors to our city. 
At present time, this is not happening enough. 
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APPENDIX E – Focus Group Themes 

Focus Group Themes 

Strengths 
� CVB doing a great job 

� Streets around Rodeo are building up and doing well 

� Resident likes “live, shop in BH” banners—thinks they remind people to stay in town 

Weaknesses 
� Streets are too quiet, particularly in the evening 

� Shops close too early 

� Nothing to keep people in BH at night  

Opportunities/Promotions 
� Need more places like Urth Café to draw evening visitors and bring life to the streets 

� Build weekend traffic 

� Events will draw in people on a particular day, but then people will think to shop and 
dine in BH more often rather than heading to competing destinations 

� Rodeo Committee talking about closing the 200 block once a month to attract foot 
traffic and providing music, etc to create a festive atmosphere 

� BH CVB now targeting Mexico City (trip)—do more of this type of thing 

� Target California tourism office in Mexico City 

� Figure out where business is coming from 

� Get promoters like Vegas clubs do to promote events (be careful who you attract) 

� Use celebrities at street events to increase press and draw crowds 

� Focus on teenagers 

� Create Fashion Week type event for BH 

� Recruit celebrity designers to take part 

� Use TMZ, You Tube, etc 

� Father’s Day car show a great event 

� Close streets more often for events  

� Find strategic partners outside of BH to partner with on promotions (museums or 
other classy places) 

� Hold events like symphony in the park to reinforce BH image and remind people to 
come here 

� Hold a “thank you” event for residents (i.e.: music, picnic, etc.)  
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� Hold Rodeo “walk of Style” two times per year 

� Make it less exclusive 
� Invite more people to at least one of the events 

� Need more events to create momentum (like Feragamo concert) 

� Have movie screenings on the street (show movie on side of a building) 

� Open up events more 

� “taste of Beverly Hills” event could be created (like Bon Appetite) 

� Find local partners to help with events (both residents and businesses) 

� Create more entertainment options at night 

� Create an online “suggestion box” on city website 

� A fulltime BH “czar” could be charged with bringing events to city 

Advertising/Media Program 
� Lack of advertising exists 

� Need more advertising to bring people in 

� Ads should “speak to luxury” 

� Spending more on advertising would generate more business and thus income 

� Target people already visiting LA area since budget not large enough to advertise 
effectively internationally 

� Consider how to target next generation of tech-savvy kids and young adults 

Visitor’s Center 
� Need a physical visitor’s center 

� City “concierge” in line with BH image 

� Site must be classy (no T-shirt sales) 

� Employees must be knowledgeable and professional like ones in high-end hotels 

� A new website offers visitor information (www.thisweekinbeverlyhills.com) 

Holiday Decorations 
� Group liked new décor last two years 

� Liked music on Beverly 

� Streets empty by 9:00pm—this is a problem 

� Rodeo used draw crowds like The Grove—now it clearly doesn’t 

� Need to better advertise later store hours during holiday time 

� Do something to keep people in the area after the lighting ceremony 

� Being in BH in December must be about the “experience” 

� People must feel taken care of 
� Return to high level of customer service 
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� It must feel special to be there 

� Should provide something “charming” to go with lighting ceremony (i.e. 2 Rodeo 
shops provided hot chocolate) 

� South Beverly had Wicked cast sing—do more events like this 

� Provide a trolley around the Rodeo area 

� Focus on locals in December since business travelers are scarce 
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APPENDIX F – Survey Results – City Survey 

Participant Breakdown 

Responses were received from 18 cities.  In addition to the 18 cities listed below, one 
declined to provide identifying information.  Cities ranged from about 4,000 in population to 
close to one million, and total budgets from $4.5 million to $3 billion.

� Palo Alto 
� Santa Clara 
� Irvine 
� Burlingame 
� Laguna Beach 
� Red Bluff 
� Daly City 
� West Hollywood 
� Jackson 

� Morgan Hill 
� San Jose 
� King 
� Windsor 
� Livermore 
� San Bernardino 
� Pacifica 
� Hayward 
� Laguna Hills 

 

Convention/Conference and Visitors Bureau (CVB) 

� 10 cities have a Convention or Conference and Visitors Bureau 

� Of the 8 respondents who gave organizational location of their CVB: 

� 3 (Red Bluff, Pacifica, and Windsor) located it in their Chamber of Commerce 
� 3 were located in a separate, stand-alone organization, (although the Chamber 

president is the GM of the CVB) 
� 1 (West Hollywood) was formed as a BID of the hotels 

� One focuses on international/distance marketing 

� Funding sources include  

� City General Fund (4) 
� Transit Occupancy Tax (3)  
� Fees and Event Payments (2)  
� Hotels (1) 
� Chamber (1) 
� Redevelopment funds (2) 

 

Chamber of Commerce  

� Seventeen of the 18 cities acknowledged having a Chamber of Commerce; two 
declined to answer the question.  Twelve cities provided funding – ranging in 
amounts from “less than $10,000 to $140,000, including all of the cities where the 
Chamber is providing CVB functions. 

� Those who do provide funding rely on the Chamber for: 



 
KH 
CONSULTING 
GROUP APPENDIX F-2 

� Business attraction and retention (3, including one city with no Economic 
Development functions) 

� Tourism/Visitor Marketing/Promotion  (7) 
� Special events (4) 
� Business development (4) 

 

Economic Development 

� Twelve of the cities have an economic development function or program, with 
budgets ranging fromn $150,000 to $40 million 

� Two of the cities have multiple sources of funding for their ED functions; the balance 
is mostly split between general fund and RDA/Economic Development Fund 

� City General Fund – 7 
� Economic Development/RDA fund – 6 

� Organizationally, for the cities that claim an economic development function: 

� 9 cities managed their ED functions as part of the City 
� 3 have an independent RDA 
� None run their economic Development functions as part of the Chamber  
� The Chamber of one of the cities that does not have Economic Development 

functions is responsible for business retention and attraction 
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APPENDIX G – Best Practices Benchmarking Results 

Organization: Catalina Island Chamber of Commerce and  
Visitors Bureau 

Interviewed: Wayne Griffin, President and CEO 
(310) 510-7643 
wgriffin@catalinachamber.com 

Background and 
Organization 
Structure: 

The Chamber & Visitors Bureau is set up by ordinance, voted on by 
the residents, which sets forth their duties and funding  

The Visitors Bureau is part of the Chamber of Commerce.  The 
Officers of the Chamber include the Vice President of Marketing. 
They also have a contract with a media buyer who negotiates the 
rates for their various advertising campaigns. They were established 
in 1949 and have 350 members who are marketing partners. 

The Chamber & Visitors Bureau is governed by a 21-member Board 
of Directors and run by a seven officers, including the Vice Chair of 
Marketing, Brad Wilson.  The Directors are composed of business 
owners on Catalina Island. 

The only industry on the Island is tourism. 

Mission/Program 
Goals: 

The mission of the Catalina Island Chamber of Commerce & 
Visitors Bureau is to contribute to the economic development of 
Avalon and all of Catalina Island by selling, marketing and 
promoting Avalon and Catalina Island as a year-round destination, 
and to advocate the interests of business members on Catalina Island. 
Sales and marketing efforts are focused on attracting visitors mid-
week and at any time during shoulder months. 

Funding: 22% of TOT for advertising and promotion plus private sources such 
as membership dues, fundraising, and in-kind services.  The TOT 
collection for fiscal year 2007-2008 accounted for approximately 
65% of the Chamber’s total budget.  

Management: The Visitors Bureau is part of the Chamber of Commerce which was 
established by ordinance.  The Officers of the Chamber include the 
Vice President of Marketing. They also have a contract with a media 
buyer who negotiates the rates for their various advertising 
campaigns. 

Most Effective 
Programs: 

No one item works on its own, it’s a package of efforts.  E-
advertising is appearing to be the most effective, so they are 
revisiting their approach to see if they should spend more time and 
money on that type of advertising.  Their marketing includes print 
advertising, banner advertising in the LA newspaper group (greater 
LA County papers), paying for key words on Google, etc. and e-
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advertising. 

Their biggest marketing venture is in conjunction with two major 
companies, one which owns hotels and restaurants, the other which 
owns the major ferry system to the Island.  They combine their 
efforts in an advertising program for the Island including other 
retailers and hotels. 

ROI/Effectiveness 
measures:  

The evaluation is based on responses to ads, number of visitors to the 
Island, amount of TOT collected, and occupancy rates.  Since 
visitors come by boat, it is fairly easy to get an accurate count. 

Staffing:  8 full-time staff composed of a President/CEO, Marketing Manager, 
Visitor Center Manager/Film Liaison, Programs 
Manager/Administrative Assistant, Member Services Manager and 
three (3) customer service representatives.  



 
KH 
CONSULTING 
GROUP APPENDIX G-3 

 
Organization:  Laguna Beach Visitors & Conference Bureau 

Interviewed: Judith A. Bijlani, CMD, Executive Director 
(949) 376-0511 
judyb@laguanbeachinfo.com 

Chris Mattos, Concierge, who referred me to Ashley Johnson, 
Marketing Manager 

Background and 
Organization 
Structure: 

The Laguna Beach Visitors 5 Conference Bureau is an independent, 
incorporated 501(c)(3) organization. They are a membership bureau 
composed of hotel, restaurant, and retail business owners.  They 
were formed in 1986 and are not part of the Chamber of Commerce.  
They have a Board of Directors composed of nine (9) members. 

Mission/Program 
Goals: 

The mission is to promote tourism. 

Funding: Surcharge on hotel occupancy of 2% established by a BID.  1% goes 
to the Arts program.  The monies are collected by the hotels.  They 
have 1,300 independently owned Rooms (no chains) that are 
members of the BID.  Their other revenue source is though 
membership in the Bureau.  The budget can vary from $500,000 to 
$999,999 depending on occupancy rates. 

Management: In addition to the Executive Director, they have 4 full-time, 
including Asley Johnson, Marketing Manager, and 2 part-time 
employees.  They also have a nine (9) member Board of Directors 
that directs policy and programs. 

Most effective 
programs: 

Their main and most successful program is direct targeting of 
visitors through on-line services and search engine maximization.  
The Visitors Center is a very important source of promoting the 
hotel, restaurant, and retail businesses in Laguna Beach.  The Arts 
Council handles the annual arts parade. 

ROI/Effectiveness 
measures:  

No benchmarks.  Difficult to ascertain effectiveness.  Looks 
primarily to hotel occupancy numbers. 

Staffing:  Four full-time and two part-time employees. 
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Organization:  LA INC. The Convention and Visitors Bureau 

Interviewed: Michael Collins, Executive Vice President 
(213) 236-2304 
mcollins@lainc.us 

Background and 
Organization 
Structure: 

LA INC. is the CVB for the City of Los Angeles.  It is a private, 
nonprofit 501(c)(6) business association contracted by the City of 
Los Angeles.  With headquarters in Los Angeles, LA INC. has sales 
representation throughout the United States.  LA INC. also maintains 
international marketing offices in alliance with Los Angeles World 
Airports (LAWA) in Tokyo, London, and Beijing.  It has a 35 
member Board of Directors with fiduciary responsibilities, not just 
an advisory board.  These directors serve on a non-paid, voluntary 
basis.  It is composed of business, labor, and geographic 
representation with a heavy emphasis on the hotel industry.  The 
programs approved by the Board are carried out by the full-time 
staff. 

LA INC.’s only involvement with EDD is that they also assist in the 
City’s economic development by bringing people and businesses to 
Los Angeles.  The City has its own internal EDD staffed by City 
employees. 

Mission/Program 
Goals: 

To enhance the economy of the City of Los Angeles by promoting 
the City as a site for business meetings, conventions, and trade 
shows; and as a destination for leisure travelers. 

The mission is to advance the prosperity of LA’s visitor economy 
and the livelihoods that depend on it. .This is achieved by sales and 
marketing to the principle segments of both the domestic and 
international travel trade and consumer.  In particular, LA INC. 
represents the LA destination to the meetings and convention 
industry nationwide; the international travel trade and traveler; the 
cruise passenger and cruise lines; the domestic leisure traveler; as 
well as the worldwide travel media. 

Funding: 3-year contract with City of Los Angeles which it funds through 
TOT revenues. Also generates private funding and partnerships in 
PR and advertising with City businesses, primarily hotels.  LA INC. 
receives 1/14th of the TOT collection based on current rate of a 14th 
TOT, to be used only for services and functions set forth in the 
contract (e.g., see Contract Appendix E - booking the Convention 
Center, maintaining visitor centers, etc.). 

This CVB has the largest budget of those interviewed.  They get 
approximately $11 million from the City of Los Angeles, $6.8 
million from the Department of Airports of the City of Los Angeles, 
and approximately $1.5 million from membership dues.  In addition, 
they get funding for specific programs from marketing partnerships. 
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Management: Set up as traditional big city CVB with a contract with the City of 
Los Angeles for the majority of its revenue sources.  Managed by an 
Executive Committee composed of the President & CEO, Executive 
VP, Sr. VP of Sales, Sr. VP of Finance, Sr. VP of Marketing, Sr. 
Director of Business Development, and Assistant VP of Human 
Resources.  It has 81 full-time employees.  The CEO is hired by the 
Board. 

Recommends against having the CVB be part of, or contracted 
through, a Chamber of Commerce because of the differences in their 
missions.  The Chamber is interested in promoting existing 
businesses as well as in advocacy while a CVB is outward looking, 
trying to attract conventions and visitors. 

Most effective 
programs: 

PR campaign.  More effective than advertising due to large cost of 
advertising.  Gets more mileage from “free” advertising through a 
PR campaign.  Recent trend is web page and e-advertising.  Visitor 
Centers and offices in other national and international cities is very 
effective. 

Recommends that the City have its own brand management team 
within the City selling the City’s brand.  [In fact the City has started 
that through the City Attorney’s office.] 

ROI/Effectiveness 
measures:  

Difficult to ascertain effectiveness.  Reports performance to City 
Council based on contract.  Looks at different benchmarks for sales 
and marketing. 

Sales: Concession sales at the Convention Center, leads to closing ratios 
(30% and above is good number), brand management to increase 
revenues from visitations.  Increase in TOT is good indicator but not 
perfect due to its being influenced by many different factors, better 
to review occupancy rates. 

Marketing: Very difficult to determine success of marketing activities.  Looks at 
hits on the website, return of questionnaires on web coupons, 
feedback from the hotels who are the main beneficiaries of the 
marketing activities. 

Other: How much private money is being brought in as a partnership effort 
to promote the City compared to the City’s investment. 

City Contract: Requires LA INC. to develop annual measurable, quantifiable goals 
for the services and functions and provide to the City Administrative 
Officer (CAO) who is the contract administrator for this contract.  
Reports quarterly and annually to the CAO and City Council and 
additional reports to the CAO as requested. 

Annual 
Benchmarks: 

Actively solicit 1,120 potential sales leads for conventions, meetings, 
and sale shows in the City with emphasis on use of the Los Angeles 
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Convention Center (LACC) and LA City hotels. 

Generate 360,000 new room nights for events held at the LACC and 
200,000 room nights for meetings in self-contained hotels. 

Provide assistance to 166 conventions, business meetings, and trade 
shows held in LA City. 

Exhibiting at 11 conventions and shows in the year prior to the LA 
event to promote LACC and extended stays in LA City. 

Produce 27 displays and exhibits promoting LA City facilities and 
attractions and display at leisure and trade show and conferences in 
the US. 

Maintain one or more visitor information centers in LA City and 
provide assistance to 650,000 visitors at those centers. 

Publish and distribute 12 difference maps of the facilities and 
attractions. 

Develop programs to attract international writers, editors, travel 
agents, and wholesalers to LA City and host 280 individuals on 
familiarization tours 

Write or cause to be written articles and reports about LA City for 
major national and international publications and newspapers 
generating $14,200,000 in publication and circulation value. 

Design and maintain a website accessed by 1,500,000 visitors. 

Produce and distribute 19,000 copies of meeting planner guide and 
150,000 copies of a visitor travel guide. 

Gather data for and publish master calendar of events. 

Generate a minimum of $2,700,000 in private industry support from 
members and cooperative income. 

Staffing:  Has a Board and Executive Team and 81 employees. 

Observations:  Web pages under DiscoverLosAngeles.com are the most complete 
with the most information on both the City and the CVB of any 
reviewed by this interviewer.  Contract is the most detailed with 
specific number targets to measure success. 

LA City 
Controller Audit: 

Laura Chick just completed a Follow-up Audit of the Los Angeles 
Convention and Visitors Bureau (LA INC.).  The audit, which 
followed up on an October 22, 2002 audit, found that the 
reconstituted LA INC. is a much stronger and effective organization 
than the previous CVB.  Of the original 13 recommendations made 
in 2002, LA INC. had fully implemented 7 recommendations.  
However, the Controller found that the contract between the City and 
LA INC. was still not strong enough and recommended further 
changes when the contract is renegotiated to ensure maximizing 
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taxpayer dollars. 

The Controller found that a new contract must contain clear and 
measurable goals that the City expects LA INC. to obtain.  (The 
current contract has goals set by LA INC. as listed above.) In 
addition, the Controller recommended that the City specify 
guidelines on acceptable compensation practices for staff and 
contractors.  Furthermore, the Controller recommended that the City 
prepare a strategic plan for economic development that has made the 
promotion of tourism a top priority and recommended that the City 
investigate the programs at other major destinations to help 
formulate such a policy. 

The Executive Summary contains the following which should be 
equally relevant to the City of Beverly Hills: 

“[T]he contract should better define the City’s expectations for LA 
INC.’s performance, and allowability of costs charged to City 
funds.” 

“Most stakeholders assess LA INC.’s effectiveness by the amount of 
TOT revenue received by the City.  Over the past five years, the 
City’s TOT gross receipts have increased by 50%....Since 2005, TOT 
increases have resulted primarily from a corresponding increase in 
room rates.” 

“The following are the key issues that still need to be addressed: 

� The Contract does not define the City’s expected economic 
impact resulting from LA INC.’s efforts. … 

� The contract does not define allowable expenses for City 
activities or how City funds should be allocated among 
various activities. … 

� LA INC. and LACC [the Los Angeles Convention Center] 
should strengthen procedures to justify, document and 
monitor the Convention Center Booking confirmation 
process. 

� LA INC. has revised its practices regarding incentive 
payments, but the City contract does not define or limit 
compensation or amounts to be paid by TOT. …”  
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Organization: Newport Beach Conference and Visitors Bureau 

Interviewed: Gary Sherwin, President and CEO 
(949) 784-9758 
www.visitnewportbeach.com 

Background and 
Organization 
Structure: 

The Newport Beach CVB is an independent, incorporated 501(c)(6) 
corporation under contract to the City of Newport Beach.  It was 
formed in 1983 and has a membership of 200 members. It is separate 
from the Newport Beach Chamber of Commerce but does sit on the 
Chamber’s Board.  Economic Development is handled by the City of 
Newport Beach within the office of the City Manager. 

Mission/Program 
Goals: 

To gain and retain clients, thereby contributing to the economic 
fabric of the community, visitor servicing, solicitation of 
conferences, tour groups, and other related group business; and to 
engage in visitor promotions which generate overnight stays and 
increase visitors’ spend. 
The contract requires them to position Newport Beach as a visitor 
and conference destination. Although they do not have a convention 
center, there is conference space available at Newport Beach hotels. 
The CVB markets the totality of the Newport Beach experience 
through tourism. 

Funding: 90% funded primarily through the TOT with some funding through 
membership dues from hotels and service companies in the 
hospitality industry in the city and the Chamber.  They are allocated 
18% of the City’s TOT revenues. 

Management:  They are managed by a 17 member Board of Directors and a 7 
member Executive Committee.  They have 16 full-time staff 
members.  The budget of $2.5 to $5 million per year is allocated 60% 
to conference marketing and 40% to tourism marketing. 
They focus on direct hotel room sales with a Vice President of Sales 
and 4 full-time employees. They also have offices in LA and San 
Francisco which are large feeder markets for them.  They also have a 
dedicated marketing department headed by a Vice President of 
Marketing which they only started two years ago.  The marketing 
department is focusing on protecting branding and on marketing 
strategies rather than relying on advertising agencies.  The majority 
of their resources are used for these two areas.  They also have a full 
time website manager. 
Stated that it is not appropriate for the CVB to be part of the 
Chamber of Commerce of a city because their responsibilities are so 
different.  The CVB is externally focused to bring visitors into the 
city while the Chamber is internally focused to protect the interests 
of existing businesses as well as bringing in new businesses.  The 
CVB needs to be quicker and more flexible with how they spend 
their money than a Chamber which is more bureaucratic.  Having the 
CVB within the Chamber also caused confusion as to who is 
responsible for marketing the City as a whole.  In order to have a 
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successful CVB, they need the authority, tools, and flexibility to get 
the job done. 

Most Effective 
Programs: 

Total package, but basically direct sales efforts such as database 
marketing, lead generation, trade show participation and 
familiarization tours.  Also has marketing and PR efforts.  Website is 
critical.  It must be engaging.  They do not sell room nights, but have 
referrals to hotel sites. 

ROI/Effectiveness 
measures:  

Historically they have shown a strong economic impact from the 
conference and tourism markets which has meant a 20 to I ROI. 
Their contact mandates performance reports which they provide 
monthly.  The Board has established performance criteria which 
include lead generation goals, lead conversion goals, number of sales 
calls, number of site inspections, number of journalist assists, ad 
equivalency amounts, and e-marketing goals. 
His reviews are based on success of criteria matrix and forming 
partnerships with stakeholders and elected officials who answer 
questions on his performance for the Board’s annual review. 

Marketing 
Department 
Report: 

Shows goals and achieved amounts in the areas of Advertising, 
Publishing, Public Relations, eMarketings, and partnership 
marketing.  Eg, March goal results: value added advertising goal of 
$300,000 amount achieved $70,000, key word rankings for Newport 
Beach goal of top 5 for Google rank achieved top 2, goal of top 5 for 
Yahoo rank achieved top 1, goal of top 10 for MSN rank achieved 
top 3. 

Conference Sales 
Report: 

Shows activity report with a goal of 30 calls per week actual number 
per sales person, lead conversion ratio with a goal of 25% and a year 
to date 21% achieved and other conference booking information. 

Staffing:  Currently has 16 full-time employees primarily doing sales and 
marketing. 

Observation:  Very detailed and informative website.  Complimentary of BHS 
CVB head. 
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Organization:  Santa Monica Convention and Visitors Bureau 

Interviewed: Misti Kerns, President and CEO 
(310) 319-6263 
mkerns@santamonica.com 

Background and 
Organization 
Structure: 

The Santa Monica CVB is an independent, incorporated 501(c)(4) 
organization which was formed in 1982 through the joint efforts of 
the City of Santa Monica and Santa Monica Chamber of Commerce.  
It is separate from the Chamber of Commerce and does not book 
conferences at the civic auditorium.  However they do 
meeting/conference marketing.  They are not a membership bureau. 

The CVB is the official tourism development agency for the Santa 
Monica area.  It partners with the Cities of Beverly Hills, West 
Hollywood, and Marina del Rey to market the Westside of the Los 
Angeles area. 

The CVB does not handle EDD efforts.  The City has an economic 
development department which acts as a liaison to merchants and 
special business improvement districts and organizations and 
manages the City’s real estate assets such as the Third Street 
Promenade and administers the BID contracts. 

Mission/Program 
Goals: 

The Bureau acts as a catalyst in the development of tourism 
programs designed to increase positive consumer and trade 
awareness of Santa Monica as a travel destination.  They also 
provide hands-on technical assistance to local businesses and also 
educates the community on the economic and social implications of 
tourism within Santa Monica. 

Funding: The CVB is funded through a contract with the City of Santa 
Monica.  They have a flat budget with CPI increases.  The funding 
comes from the City’s general fund but is equal to 6% of TOT 
revenues.  The budget varies annual from $1 million to $2.5 million.  
Their budget is allocated 30% for meeting/conference marketing and 
40% for tourism marketing and 30% for other activities and 
overhead. 

Because they are underfunded by the City for the services they 
provide, they partner with City businesses as well as neighboring 
cities to maximize their dollar investment.  For example, they partner 
with the Westside cities to work together at trade shows to market 
the entire Westside experience. 

They only have two paid ads per year because they are not funded 
for marketing. 

Management:  The CVB is managed by a Board of eleven (11) members, the City 
Manager and five (5) appointed by the City Council and five (5) 
appointed by the Chamber of Commerce. 
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Most Effective 
Programs: 

They concentrate on PR and media since that gives them free 
exposure.  They concentrate on international awareness since the 
local businesses and hotels do not market abroad (except for the 
chain hotels, but their efforts are chain-wide, not specific to Santa 
Monica).  They also work to make sure that the businesses can 
deliver on the services that they have marketed to the visitors.  Also, 
they work on educating the residents on the economic importance of 
visitors to the City. 

An example of a program for delivery of services to the visitors is 
the Beach Summit.  This is a meeting of the Bureau and politicians, 
police, businesses, and community leaders to talk about how to 
improve the tourist experience.  In the past this has led to increased 
police presence, increased street cleanliness, and business 
availability for special events (e.g., staying open after hours). 

ROI/Effectiveness 
measures:  

Their contract with the City does not include benchmarks.  However, 
they do have performance measurements to determine effectiveness.  
They look at website hits, number of e-mails and phone inquiries, ad 
equivalency values, sales leads and actual bookings (although it is 
difficult to get information back from the hotels), employment within 
the City and guests to the Visitors’ Center. 

Staffing:  CVB has 8 full-time and 18 part-time staff members. 

Follow-up:  She will be sending contract and organizational chart.  Material was 
requested twice and not sent. 
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Organization:  Scottsdale Convention & Visitors Bureau 

Interviewed: Brent DeRaad, Executive Vice President                                          
(480) 429-2256                                               
bderaad@scottsdalecvb.com 

Background and 
Organization 
Structure: 

The Scottsdale Convention and Visitors Bureau is an independent, 
incorporated 501(c)(6) organization formed in 2001.  They function 
under a contract with the City of Scottsdale as well as agreements 
with their partners, discussed below. The CVB is a separate 
organization from the Scottsdale Chamber of Commerce which is a 
private, non-profit, membership organization representing nearly 
2000 member businesses and individuals.  The Chambers mission is 
“[t]o provide partnership opportunities through programs and 
services designed to help [their] members meet their business goals.”  
Prior to 2001, the CVB function was carried out by the Chamber of 
Commerce.  However, they decided that they did not want to receive 
City monies any longer in order to be an independent organization 
that was free to advocate for their members’ needs. 

The Scottsdale CVB is a membership bureau composed of tourism or 
hospitality related businesses located within Scottsdale, Paradise 
Valley, Town of Fountain Hills as wells as golf courses throughout 
Maricopa County that are not part of a hotel that is not eligible for 
membership, the Salt River Pima-Maricopa Indian Community, the 
Fort McDowell Yavapi Nation, Sedona, Flagstaff and Grand Canyon 
tourism and hospitality related businesses, Maricopa County arts and 
culture, attractions and adventures, convention and group services, 
dinning, nightlife, publications, shopping and transportation 
businesses and various statewide such as hotels, attractions, map and 
tour businesses.  In addition to the general membership category, the 
CVB has an Allied Membership which offers selected businesses in 
Maricopa County that relate to servicing leisure travel and meetings 
markets not covered by the primary membership categories.  This 
group currently includes such businesses as banks, HR consulting 
firms and doctors. The Chamber of Commerce and City of Scottsdale 
are also associate members of the CVB. 

The City of Scottsdale through its Economic Vitality Department has 
its own EDD program which includes an emphasis on tourism.   The 
City published a study, which can be accessed from the Scottsdale 
CVB website, entitled Scottsdale/Paradise Valley Tourism Study, 
February 2007. 

Mission/Program 
Goals: 

They are committed to enhancing the economic base of Scottsdale 
and its partnering communities through a strong visitor, meetings 
and group travel industry. 

In addition to their contract with the City of Scottsdale, the CVB has 
separate marketing agreements with Paradise Valley, the Town of 
Fountain Hills, the Salt River Pima-Maricopa Indian Community, 
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and the Fort McDowell Yavapi Nation.  They also have partnership 
agreement with Sedona and Flagstaff whereby they provide in-kind 
services by packing their destination marketing.  Both Scottsdale and 
Sedona are trying to attract day visitors and overnight visitors which 
are beginning their travel in the other City. 

They have a main downtown visitor center as well as satellite centers 
but believe that the importance of the centers has been diminished in 
recent years by the utilization of the online services provided on their 
website.  However, the centers do have printed materials and kiosks 
where the visitor can download maps. 

They also have a 20-year agreement with the Fiesta Bowl whereby 
the teams and alumni stay at Scottsdale and partner hotels (Paradise 
Valley contributes an addition $75,000 for this effort). 

Funding: The funding for the CVB comes from several sources.  They receive 
approximately $7 million annually from the City of Scottsdale.  The 
exact amount is determined by the CVB’s annual plan and budget, 
which must be approved by the City, and by the amounts of TOT 
collected.  Currently the TOT rate is 3%; of that amount 80% is 
allocated to the City’s tourism fund and from that fund the CVB 
contract is funded.  In addition, the CVB receives $600,000 from 
Paradise Valley, $60,000 from Fountain Hill (which only has 4 
hotels), $75,000 from the Pima community and $90,000 from the 
Yavapi Nation.  The budget is in excess of $11 million annually.  
They do not have a convention center in Scottsdale but do 
destination marketing for high-end meetings and groups. 

Budgeting is done by line item (see working draft for fiscal year 
2008-2009).  The proposed budget contains information on the 
previous year’s budget, the forecasted budget for the next fiscal year 
and the percentage change over the previous approved budget.  It 
also shows the funding from the various Contracts and Project or 
Program Revenues.  The budget also has a breakdown of expenses. 

Management:  The organization is managed by a 30 member Board of Directors 
with a 7 member Executive Committee.  The majority of the 
Executive Committee as well as the Chairman must be an hotelier 
since their funding comes from the TOT generated by the hotels. 

Most effective programs: Believes that they have been most 
successful in branding Scottsdale as a high-end destination site 
resulting in the highest occupancy rates and revenues per available 
rooms in the area.  $6 million of their budget is dedicated to their 
branding efforts.  Their online efforts are critical to their success.  
The website is set up with links to permit on-line booking of rooms, 
events, attractions etc and access to the various guides and maps they 
produce. 

They fulfill their roll of establishing a program to connect 
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tourism/hospitality businesses with the organization and each other 
by providing members with exposure through the CVB’s primary 
marketing vehicles, including the annual destination marketing guide 
and/or meeting and travel planners guide and the web site.  They 
have a very comprehensive website that permits meeting and leisure 
planning on site, videos and live views, links to hotels, B&Bs, spas, 
arts, wedding planners and vendors, cultural events, and interactive 
maps of the services, members, attractions, etc. in the area. 

ROI/Effectiveness 
measures: 

Performance measures change on an annual basis. For the fiscal year 
commencing on July 1, 2008, the CVB’s performance measures are: 

1. Convention Sales [these are hotel hosted, not at a convention 
center] 

a. Generate 1200 convention sales leads for member hotels 

b. Conduct 110 customer interactions/site inspections for 
member hotels 

c. Confirm 375 meetings bookings for future dates resulting in 
90,000 room nights at member hotels 

2. Convention Services 

a. Service 1200 meetings and conventions at member hotels 

b. Generate 220 non-hotel leads to Scottsdale CVB members 

3. Travel Industry Sales 

a. Produce 1800 domestic and international tourism program 
leads and services for member hotels and venues 

b. Promote Scottsdale as one of the world’s top destinations to 
65oo targeted domestic and international travel professionals by 
working with tour operators to include Scottsdale travel 
packages in their product offering and by training travel agents 
how to effectively sell Scottsdale to their clients 

c. Generate 1.9 travel agent impressions through destination 
product offerings in domestic and international tour operator 
brochures 

4. Communications 

a. Generate 1100 travel/tourism articles showcasing Scottsdale 
and/or the CVB 

b. Reach 900 million readers/viewers through domestic and 
international media placement 

c. Generate publicity with an equivalent advertising value of $11 
million 

5. Marketing 
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a. Convert 67% of those requesting Scottsdale destination 
information from the CVB into actual Scottsdale visitors 

b. Generate a $90 million economic impact associated with the 
CVB’s visitor inquiries 

c. Generate 9000 total inquiries from the CVB’s domestic feeder 
markets and Canada 

d. Utilize City marketing initiative funds to run marketing 
programs that achieve 30 million advertising impressions in 
high-value customers in primary and secondary domestic feeder 
markets and Canada portraying Scottsdale as a luxury travel 
destination 

e. Generate 1.25 million unique visitors to the CVB’s website 

6. Event marketing 

a. Generate 60 million event impressions 

Staffing:  41 full-time equivalent employees, 50 employees in all, including an 
executive team composed of 7 full-time positions:  President & CEO, 
Executive VP, VP of Finance and Administration, VP of Marketing, 
VP of Tourism, VP of Sales & Services, and VP of Communications. 

Observations:   Their Marketing team includes a creative director, art directors, 
director of online marketing as well as an online marketing 
coordinator, production coordinator/copywriter, production 
coordinator, graphic designer, and visitor center manager, concierge, 
and call center representative.  This demonstrates their commitment 
to in-house expertise and the importance of their online services.  In 
my opinion, their online services are the best of those reviewed 
including LA INC. 

Their webpage also contains a link to a page illustrating how tourism 
helps the residents of Scottsdale, e.g. the community is cleaner, safer, 
and taxes are lower thanks to the tourism industry.  This is a good 
tool that could be utilized by Beverly Hills and its partner CVBs 
since the partners mentioned the importance of demonstrating to the 
residents and non-tourism/hospitality related businesses how the 
tourism industry benefits them. 
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Organization:  Sedona Chamber of Commerce 

Interviewed: Jennifer Wesselhoff, CEO 
(928) 204-1123 
jwess@sedonachamber.com 

Background and 
Organization 
Structure: 

Visitor marketing services began with the Chamber of Commerce 
over 60 years ago and was funded by voluntary contributions from 
Chamber members.  Approximately five years ago, they determined 
that the funding was inadequate and the voluntary nature unfair to 
those that were funding while all businesses were benefiting.  At that 
time they changed their structure to divide their work into four 
divisions:  the Tourism Bureau Division, the Film Office Division, 
the Administration and Finance Division, and the Chamber Division.  
They have 1,030 members in the Chamber and 460 members in the 
Tourism Bureau.  (In order to join the Tourism Bureau, they must be 
a member of the Chamber.  Chamber membership is $200 per year 
and generally, Tourism Bureau membership is an additional $350 per 
year.) 

They do handle EDD.  “Development” is not a favored activity in the 
City.  The City has recently hired an Economic Planner. 

Tourism is the only industry in Sedona and development is 
rigorously controlled by the City. 

Mission/Program 
Goals: 

Promoting Sedona as an overnight destination thereby increase 
revenues for general businesses in Sedona.  The mission of the 
Sedona Chamber of Commerce, Tourism Bureau Division is to 
promote Sedona as a destination for high-value overnight visitors.  
The Tourism Bureau is a marketing division of the Sedona Chamber 
of Commerce.  Chamber members who wish to increase visitor 
awareness of their product or service, visitor spending, and 
promotion of Sedona as a tourism destination are encouraged to join. 

They stress the importance of the tourism community to the residents 
and other businesses in Scottsdale. 

They have established a Valley Tourism Ambassadors program 
which trains front-line hospitality employees and volunteers to turn 
every visitor encounter into a positive experience.  They have a 
Certified Tourism Ambassador designation to show that they have 
taken the training course for employees and volunteers. 

Funding: Funding for the Tourism Bureau is a combination of $350 per year 
(and requires that the business be a member of the Chamber for an 
additional $200 per year which is applied to other Chamber 
activities) and a minimum of $220,000 per year from the City of 
Sedona.  The City’s contribution is determined by a base contract 
amount of $220,000 for marketing plus a performance bonus 
determined by at least a 30% increase in TOT revenue from the 
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previous year.  In 2007 the City received TOT revenues of $1.7 million. 

The Visitors’ Center has a separate funding source of $300,000 from 
the City of Sedona. 

The contract with the City does not set performance standards or 
benchmarks.  However, the Chamber sets annual strategic and 
operational goals and reports on those quarterly to the Board and 
annually in a published report. 

Management: The Chamber is managed by a Board of Directors and an Executive 
Staff of 10 including a Director of Tourism & PR, a PR/Marketing 
Director, and a Tourism Development Manager plus the CEO. 

Most Effective 
Programs: 

They have several successful programs from a marketing standpoint 
with the most successful being their webpage (1 million hits last 
year).  They contract for an automatic reporting system of hits and 
referrals to businesses.  They also produce a visitors’ guide and staff a 
visitor’s center which assisted over 350,000 tourists last year. 

ROI/Effectiveness 
measures:  

The Tourism Bureau sets annual goals which it uses to measure their 
success.  They also estimate the equivalency value of free PR which 
they compute by use of a third party contractor. 

The 2008 goals of 
the Tourism 
Bureau and 
Visitor Services: 

 

Strategic: 
Tourism: 

Increase City of Sedona TOT collections by 7% 

Generate $135,000 in membership dues 

Enhance regional programs 

Update visual brand 

Mitigate impacts of Hwy 179 construction 

Visitor Services: 

Generate $185,000 in gross revenue 

Expand training for volunteers and local businesses 

Evaluate and expand new products for sale 

Introduce advanced technology  

Position the Chamber as the premier volunteer opportunity in 
Sedona 

Operational: 
Tourism: 

Generate $5 million in ad-value editorial 

Assist 180 media professionals 

Generate 30 qualified leisure trade inquires 



 
KH 
CONSULTING 
GROUP APPENDIX G-18 

Organization:  Sedona Chamber of Commerce 

Generate 85 qualified meeting/group leads 

Increase visitations to visitsedona.com by 5% 

Enhance advertising message by developing a new ad campaign 

Distribute a summer e-mail newsletter 

Enhance ExperienceSedona.com 

Visitor Services: 
Coordinate 20 open houses 

Set standard for hospitality and customer service 

Expand volunteer program 

Educate volunteers and staff to provide quality service to visitors 

Continually review retail items for sale 

Enhance brochure distribution 

Enhance volunteer incentive/recognition program 

Implement electronic kiosks at the Visitor Center and explore 
remote locations 

Develop real time communication programs 

Staffing:  The Bureau has 10 full-time staff plus 100 volunteers and contracts 
with third parties for additional services such as a clipping service, 
automatic reporting, and ad equivalency values. 

Observations: Although the contract does not require goals or benchmarking, the 
Chamber has established them and strives to increase numerical 
goals annually.  Their annual reporting is very detailed on all goals 
and attainment levels and all activities.  They do not do any EDD 
work, nor have they been requested to do so.  The City only created a 
staff position of Economic Planning Director (they do not use the 
word “development”) 2½ years ago.  The City has recently started 
looking at clean industries to attract to Sedona rather than just 
tourism.  The Chamber’s mission statement is business retention and 
expansion while the Tourism Bureau’s is destination marketing for 
high-value (college-educated couples in the 44-55 age range with 
annual household income over $100,000) tourists. 
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Organization:  West Hollywood Marketing and Visitors Bureau 

Interviewed: Bradley M. Burlingame, President & CEO 
(310) 288-2525 
Burlingame@visitwesthollywood.com 

I also interviewed Katrin Lucas, Director of Sales 

Background and 
Organization 
Structure: 

The Bureau was formed in 1986 and is an independent, 
incorporated 501(c)(6) organization separate from the West 
Hollywood Chamber of Commerce.  They have no membership 
and our fully funded by a BID and stakeholder contributions. 

Per Katrin, Brad Burlingame was hired about 10 years ago to turn 
around the CVB and has been successful. 

Per Brad, there was interest in combining the Bureau and the 
Chamber of Commerce; however, he discouraged the move 
because of the differences in missions between a Bureau and a 
Chamber.  The Chamber is interested in advocacy for the existing 
businesses while the Bureau is focused on external sources of 
marketing and attracting activity and tourism and should try to 
avoid taking advocacy position on City Council matters to ensure 
the continued support of the City and to avoid any conflict of 
interests.  The Bureau does have a voice in the community and 
the City Council requests their input on matters within their 
purview.  

The Bureau has no active roll in Economic Development which 
is handled by the City’s EDD.  However, they do participate in 
programs developed by the EDD in such things as classes on how 
to do business in the City and the importance of tourism to the 
City and business revenue stream. 

In addition to the contract with the City for the Marketing and 
Tourism Bureau, the Bureau contracts for management of the 
Avenues of Art and Design BID in the City. 

Mission/Program 
Goals: 

To market the City of West Hollywood as a “first choice” visitor 
destination to business and leisure travelers by promoting 
awareness of the City’s unique location, image, businesses, and 
industries and by providing requested support for the City’s 
economic development efforts. 

Funding: The Marketing and Visitors Bureau is funded through the Hotel 
BID assessment.  Hotel guests pay an amount equal to 1.5% of 
the room rate.  The assessment is collected by the hotels and 
forwarded to the Bureau.  The assessment collected for fiscal year 
2006-2007 was $1.6 million, a 5.5% increase over the previous 
fiscal year. 

The Bureau also receives revenues from cooperative funds from 
city stakeholders to enhance press and sales efforts.  The Bureau 
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received $92,000 in cooperative funds, including approximately 
$36,800 in in-kind support form hotels, restaurants, and 
nightclubs to fund media and buyers’ tours, receptions, 
promotions, and other events. 

The TOT is currently at 12.5% and the revenue goes entirely to 
the City.  The collection for fiscal year 2006-2007 was $13.6 
million, a 6.3% increase over the previous fiscal year. 

Management:  
 

The Bureau is managed by a Board of Directors and a staff of 
eight (8).  They are under a contract with the City of West 
Hollywood that is renewed annually. 

The contract provides for services to be supplied by the Bureau 
including, but not limited to: 

Marketing: Trade shows/sales activities; New York, London, 
Miami, Sydney, and Mexico City sales activities; co-op 
partnerships with strategically-aligned destinations; community 
special events; hotel coordination; premiums to promote City at 
trade events; provide advice to City on areas of concern and 
interests to hotels, etc. 

Advertising:  Direct mail, ads, PR, working with City 

Tracking:  Effectiveness of marketing efforts; tracking phone, 
written and website requests and distribution of materials; 
tracking hotel information; etc. 

Collateral Materials:  Visitor’s guides, newsletters, destination 
video, and street maps 

Operations and tracking functions are budgeted at $500,000 of 
$1.5 million estimated budget. 

Most Effective 
Programs: 

Website is critical.  He is shifting more of his budget to 
maintaining and upgrading the website.  Written material is 
pretty much limited to business to business.  Communication 
with the hotels and the City is essential.  While hotels are the 
main focus, they also target businesses since they are marketing 
the City as a destination for visitors.  They need to be sure that 
the businesses can deliver on the marketing promises. 

He stressed the importance of one-on-one business relationships.  
They only go to trade business trade shows, not consumer shows, 
so that they are spending their budget wisely to reach the 
business clientele.  Because there is very little wholesale business 
in the City, they have very targeted outreach in that area. 

He believes that showcasing their efforts and the importance of 
tourism to the community is very important so that the 
community understands the benefits to them.  They work very 
hard on this effort and does not believe that others to so 
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particularly well. 

ROI/Effectiveness 
measures:  

The Bureau tracks the changes in the Hotel BID assessment and 
TOT for an indication of the West Hollywood hotels’ 
performance, in addition to Average Daily Rate, Occupancy 
Rate, and Revenue per available room which measures how well 
hotels have been able to fill rooms during off-season and how 
well they maximize their rate during high season.  The Bureau 
relies on a 3rd party contractor, PKF Consulting, for an indication 
of these trends. 

The Bureau also tracks the total annual visitors to West 
Hollywood and the spending per person per day.  They have 
calculated that international visitors spend $373/person/day and 
domestic visitors spend $218/person/day for a total annual visitor 
spending amount of $624.7 million. 

Benchmarking: Benchmarking is very difficult.  City looks at occupancy levels 
but with no conference or significant meeting space, using room 
nights as indicator is difficult.  He does present annual reports to 
the City showing activity related to trade, media, working with 
hotels and entertainment business.  He tracks success by talking 
to the international business partners who can show direct 
bookings into West Hollywood hotels as a result of the Bureau’s 
marketing efforts. 

Each CVB has its own marketing strategy because they are very 
different destinations with a very different customer base.  They 
focus on corporate but primarily in the entertainment field 
especially the production staff. 

Staffing:  Eight (8) full-time staff members. 

Observations:  Very detailed reports which were provided as well as contracts 
with specific assignments but no performance benchmarks.  
Good website which is being improved.  Successful operation 
shown by fact that City contracted with them to manage the other 
BID’s marketing and advertising program.  Complimentary of 
BHS CVB head. 
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Organization:  Marina del Rey Conference and Visitors Bureau 

Interviewed: Beverly Moore, Executive Director 
(310) 306-9900 
bmoore@VisitMarina.com 

Background and 
Organization 
Structure: 

The Marina del Rey CVB was created in 2001 through the combined 
efforts of the six hotels located in the unincorporated area of Marina del 
Rey and the Los Angeles County Department of Beaches and Harbors, 
the managing agency for the entire Marina area.  Los Angeles County 
owns all of the land and water in Marina del Rey and is the landlord of 
all of the real estate including the land upon which the hotels are built.  
There are 1,034 rooms in the area.  

The CVB is set up as a 501(c)3 private non-profit organization.  Their 
budget of approximately $800,000 annually includes a stipend of 
approximately $250,000 annually from the Department of Beaches and 
Harbors and a direct contribution from each hotel in the alliance – the 
hotels contribute 1% of their gross revenues directly into the CVB’s 
budget. 

The CVB is governed by an 11 person Board of Directors which is 
made up of the following:  6 management representatives from the 
hotels, 1 representative from the County Board of Supervisors, 1 
representative from the Department of Beaches and Harbors, 1 advisory 
representative from the LA County Small Craft Harbor Commission 
(appointed by the Supervisors), 1 representative of the Marina del Rey 
Lessees Association (a portion of the land in the Marina is leased out to 
the private sector on long term leases; this representative is the 
equivalent of a community property owner’s group), and 1 
representative of the staff of the Department of Beaches and Harbors. 

Mission/Program 
Goals: 

The mission of the Marina del Rey Conference & Visitors Bureau is to 
offer a full-service Bureau.  They assist with meeting site selection, 
publish official Marina del Rey publications and maps, make 
arrangements for site inspections, provide travel media support, local 
supplier contract information, and suggestions on things to  
do and see in the area.  They are dedicated to making one’s meeting, 
production, or visit perfect.  However, their mission does not include 
tourism promotion, so a specific joint marketing program around 
tourism is not feasible.  Their primary roll is developing destination 
awareness for the Marina del Rey community. 

They also participate in the regional chamber of commerce, the LAX 
Coastal Area Chamber of Commerce, which represents a large number 
of communities, including the LAX area, Westchester, Playa Vista, 
Playa del Rey and Marina del Rey.  The CVB is active in that 
organization in a number of their programs, including ex-officio board 
participation, committees and attendance at important functions such as 
their community ChamberFest and Marina del Rey Boat Show. 
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Funding: 1% of gross revenue from six alliance hotels plus a stipend of 
approximately $250,000 annually from the Los Angeles County 
Department of Beaches and Harbors. 

Management:   The Marina del Rey Convention and Vistors’ Bureau is managed by a 
Board pursuant to a contract with the participating hotels and the 
County of Los Angeles.  The contract does not contain performance 
standards or benchmarks. 

Most Effective 
Programs: 

Their most important marketing tool is their website, 
www.VisitMarina.com.  Their other successful programs include 
aggressive media relations outreach, an active Visitor Information 
Center, acting as an advocate for community reinvestments into 
infrastructure supporting tourism, acting as the central source of 
information for the media, industry and public about Marina del Rey.  
They also are involved in limited tradeshow participation, limited on-
line and print advertising, and various publications and newsletters. 

ROI/Effectiveness 
measures:  

They do not have a specific measurement for determining an ROI, but 
they do report a number of factors regarding the programs, including: 

� Media placements – circulation 
� Media placements – equivalent advertising value 
� Media placements – number of placements 
� Travel writer visits – goals per month/year and total number of 

visits 
� Tradeshow participation – number of direct mail 

campaigns/planners reached 
� Tradeshow participation – number of contacts made at each 

Tradeshow participation – number of leads generated at each  
� TOT collections 
� Website – unique visitors, page views, percentage of visits 
� Number of business reply responses to printed advertising 
� Click-throughs and impressions of online advertising 

placements 
� Circulation totals of printed advertising placements 
� Number of visitors to the Visitor Information Center 
� Hotel occupancy, revenue per room and average rates. 

Staffing:  They have two full-time employees (Ms. Moore and one assistant) and 
three-part time employees who work at the Visitors Center.  They 
contract out for their advertising, graphics, PR, website, etc.  They do 
not have a sales function as such, since their six hotels have over 25 
people in sales positions. 
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Organization:  Costa Mesa Conference and Visitors Bureau 
Interviewed: Diane Pritchett, Executive Director 

(714) 435-2109 
tourism@southcoastmetro.com 

I also spoke with Ruth at (714) 435-8530 

Background and 
Organization 
Structure: 

The Costa Mesa Conference and Visitors Bureau is an independent, 
501(c)(6) non-profit organization.  It was formed in 1994 through a 
Business Improvement District whereby the hotels are assessed 2% 
to fund the BID in addition to the 6% TOT which goes to the City’s 
general fund.  The City does not have a convention center, so all 
CVB business is directed towards booking rooms and meetings in 
the hotels.  They are governed by a Board of Directors composed of 
10 hotel representatives and 2 City representatives.  The CVB works 
under a letter of intent with the City of Costa Mesa. 

Mission/Program 
Goals: 

The mission of the Costa Mesa Conference & Visitors Bureau is to 
entice drive-and-dine travelers to Costa Mesa. Their goal is to get a 
“body in a bed”, especially during the slow travel times of weekends, 
holidays, and early November. 

Funding: BID assessments on 10 hotels of 2% (added to the 6% TOT on rooms) 

Management: The Conference and Visitors Bureau is governed by a 12 member 
Board of Directors composed of one representative from each of the 
10 area hotels and 2 representatives of the City of Costa Mesa.  They 
employ four people, including the Executive Director who was only 
hired two years ago.  They are currently undergoing an evaluation of 
their organization to see if they should expand beyond their current 
fairly simple structure and mission. 

Most Effective 
Programs: 

They are now relying almost exclusively on web-based activities.  
They have stopped advertising in the Sunset Magazine and other 
print media. 

They do not promote retail activities, only the hotels with an 
emphasis on the Arts available in Costa Mesa.  They do only 
destination advertising. 

ROI/Effectiveness 
measures:  

They measure success by the number of rooms booked at the hotels.  
Since their budget is dependent on room nights, the budget increases 
with more activity for which they take partial credit since their 
website directly references and has links to the hotels in the BID. 

Staffing:  4 full-time staff plus they have contractors for designing and 
maintaining their website and for Public Relations. 

Observations: This is a very simple CVB structure.  They have a very limited focus 
on increasing hotel occupancy.  They do not work with or interact 
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with the local Chamber of Commerce.  They operate with a letter 
agreement with the City of Costa Mesa which includes no 
performance standards or required tasks.  This structure would not 
be adequate for the needs of the City of Beverly Hills. 
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Organization:  Coachella Valley CVBs 
Interviewed: Woodie Peak, Vice President 

Palm Springs Resort Convention and Visitors Authority 
(760) 969-1334 

Mark Graves, Director of Communications 
Palm Springs Resort Convention and Visitor Authority 
(760) 641-6907 

Background and 
Organization 
Structure: 

The Coachella Valley is home to many high-end communities 
including Palm Springs, Palm Desert, Rancho Mirage, Indian Wells 
and La Quinta.  It has a mix of organizations that promote the region 
and the specific cities within the Valley.  The Palm Springs Resort 
CVA was established in 1989 as a Joint Powers Authority (JPA) and 
supported by the TOT of the members of the JPA and membership 
fees.  This discussion will be based on this organization with further 
notes on the specifics within cities listed below. 

The JPA is composed of the cities of Indian Wells, Rancho Mirage, 
Cathedral City, Desert Hot Springs, La Quinta, Indio, Palm Desert 
and Palm Springs and the County of Riverside.  Membership in the 
CVA is composed of the JPA cities and county and hotels, 
restaurants and retailers. 

Membership levels vary by category of involvement beginning at 
$395/year for the Palm Level which provides one free listing with 
hyperlink on the CVA website, a listing in CVA guides, opportunity 
to buy additional advertising on the website, convention center 
information, networking, referrals and a weekly e-newsletter.  The 
Santa Rosa Level, at $695/year includes the above plus two 
additional listing the the two guides and 3 listings in the monthly 
Desert Guide with a circulation of 1.4 million.  The highest level, the 
San Jacinto Level is $895/year which includes all of the above plus 3 
months of banner ads on the website and additional guide listings 
plus a reception and luncheon. 

Mission/Program 
Goals: 

The CVA is dedicated to promoting the eight cities of the Palm 
Springs Desert Resorts to visitors planning a desert getaway to the 
Palm Springs, California area.  By becoming a CVA member, the 
CVA promises that businesses will benefit from many opportunities 
that place them in the forefront of millions of visitors from around 
the globe. 

Funding: The CVA has an annual budget of $5.7 million.  They are funded 
with a combination of members’ dues and .5% of the TOT collected 
by the member cities. 

Management: The CVA is managed by a JPA Executive Committee composed of 
one elected official from each member city and the County that lends 
guidance to the CVA operations and approves and monitors the 
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CVA’s programs.  Additionally, the Board has a Technical Advisory 
Committee composed of city managers from each member city and 
the county to advice on technical and financial matters.  It also has a 
Hospitality Industry and Business Council composed of 17 experts 
from the local hospitality community who advise on the CVA 
marketing programs and strategies.  The JPA is the final authority on 
budget and plan approval. 

The CVA works with the various Chambers of Commerce but their 
focus is on local issues including advocacy while the CVA is focused 
on going outside the area to bring people into the area. 

The CVA is looking at establishing a BID for funding rather than the 
.5% of TOT.  They are reviewing the San Diego and West 
Hollywood models.  They believe that an assessment could generate 
$5 to 10 million without draining the cities’ general funds. 

Most Effective 
Programs: 

Consumer outreach.  Web is critical to designation marketing.  Their 
website is designed for ease of consumer use.  Brochures are going 
on-line but he is not sure if this will replace hard copies altogether. 
Use of internet travel sites is critical.  They are a sales driven 
organization.  Therefore, the most important benchmark for them is 
closing sales on rooms, conferences, conventions, meetings and tour 
packages.  In order to get these types of leads, one-on-one interaction 
with the hospitality and travel services community through 
conferences/conventions is essential. Advertising in Southern 
California is their bread and butter business. 

ROI/Effectiveness 
measures:  

On the convention side, lead generation to hotels or attractions are 
measured by forms filled out by the hotels and they measure the 
effectiveness of the leads by tracking increases in room reservations. 
If the TOT collections go up, they take partial credit. On the PR side, 
they measure the ad equivalency value to determine effectiveness. 

Benchmarking: They do not have performance measurement or benchmarks.  They 
do not have a contract since they are established by the JPA. 

Staffing:  They have a sales staff of 16 to 18 people. They are set up into 
several regional sales teams, plus Chicago and Washington DC. On 
the tourism/leisure travel side, they share a London office with the 
California State Tourism office.  Their major international markets 
are in London and Germany.  They are looking to partner with the 
State more aggressively. 

Observations: It appears that the cities other than Palm Springs are not entirely 
happy with the regional promotional activities of the Palm Springs 
Resorts Convention and Visitor Bureau.  As a result, they have either 
formed their own CVB or have tourism and economic development 
divisions within the city’s government structure.  The comments I 
received the most, with requested anonymity, were that the PSRCVB 



 
KH 
CONSULTING 
GROUP APPENDIX G-28 

Organization:  Coachella Valley CVBs 

is too focused on Palm Springs and their conference center and is, as 
a result, not providing the other cities with sufficient support.  This 
may be the result of poor communications and lack of specific 
performance goals rather than any actual bias towards Palm Springs 
businesses. 
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Organization:  Palm Springs Bureau of Tourism 
Interviewed: Mary Jo Ginther 

(760) 778-8415 

Background: This is strictly a visitors’ information organization separate from the 
JPA. 

Funding: The Bureau is funded through TOT collections by the City of Palm 
Springs. 

Staffing:  It has four City employees. 

 
Organization:  Palm Desert Chamber of Commerce 
Interviewed: Barbara deBoom, President and CEO 

(760) 568-1441 

Background: The Chamber does not handle and CVB activities except for a small 
contract with the City for an annual golf cart parade ($35,000). 

Funding: Membership plus City contract for the parade. 

Staffing:  None for CVB activities. 

 
Organization:  City of Palm Desert 
Interviewed: Ruthanne Moore, EDD Director 

(760) 346-0611 

Background: Handles retail development in Palm Desert.  They have $1.7 
billion/year in retail sales.  They do business outreach and hotel 
development.  She also oversees the El Paseo BID which is managed 
by a Board of Directors composed of El Paseo business owners who 
are appointed by the City.  Since EDD is within the City Managers 
office and the BID is established by resolution/ordinance, there is no 
contract for services. 

Funding: BID assessment for the El Paseo BID; general fund for other 
activities. 

Staffing:  City staff for the EDD functions and a volunteer board for the BID. 

Additional 
Information: 

In addition to the CVA, the EDD, the BID and the Chamber, Palm 
Desert has a certified Visitors Center (Donna Gomez, Asst Manager). 
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The Center is stocked with pamphlets, visitor guides, and information 
to help the visitor get the most out of their stay.  Visitor Center staff is 
on hand to answer any questions a visitor might have.  The City also 
does its own advertising and promotional activities within the 
Community Services division which includes the Marketing 
Department.  Working closely with a community-based Marketing 
Committee, this department is responsible for all marketing and 
promotional efforts including advertising, public relations, publicity 
for special events, development of collateral materials, the City's 
monthly newsletter, and the official Palm Desert tourism website.  
Maintaining a consistent image for the City throughout its local, 
regional, and national marketing campaigns is a prime focus. 

 
Organization:  City of La Quinta 
Interviewed: left messages for Maria Carrias, Assistant City Managers’ office  

(760) 564-3199 

Background: CVB and EDD functions are handled within the Assistant City 
Manager’s office by Ms. Carrias. 

 
Organization:  City of Indian Wells 
Interviewed: Web research only. 

Background: Marketing is done by the City of Indian Wells, Department of 
Marketing and Community Relations Department is run by Nancy 
Samuelson, Director of Marketing and Community Relations.  She is 
responsible for marketing the City and its businesses and for the 
tourism website. 

 
Organization:  City of Rancho Mirage 

Interviewed: Web research only. 

Background: Marketing and EDD is done by the City of Rancho Mirage, office of 
the City Manager.  The Chamber of Commerce also promotes local 
businesses, but does not market the City in general. 
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Participant Work Focus  

Sixteen staff members within the Chamber of Commerce took the online Activity Analysis.  
One staff member did not participate.  Of the 16 employees, 3 identified themselves as “part 
time.”  The balance were full time. Exhibit H-1 displays the distribution of staff according to 
their primary focus. 

EXHIBIT H-1  
Survey Participant Breakdown 

 
All staff members distributed 100% of their time in several ways.  Exhibit H-2 displays how 
the remaining tables calculate the estimated “Full Time Equivalents” (FTEs) or staff years 
devoted to each of the activities or functions. 

EXHIBIT H-2 
FTE Definition 

 

Thirteen of the 16 staff members indicate that on average they work considerably more than a 
standard work week – 6 spending 1-10 hours longer, 3 spending 11-20 hours, and 4 spending 
more than 21 hours beyond a standard work week.  To the extent that these estimates are 
accurate, there are between 3 and 7 additional years of work being performed by the staff in 
the Chamber.  The following analyses do not take those overtime estimates into 
consideration, and distribute only “straight time” for the 16 staff members.  There were 3 
staff members who are part-time, only accounting for a partial FTE. 

Focus of Respondents   Responses 

I focus primarily on Chamber membership related functions 6 

I focus primarily on Economic Development functions 1 

I focus primarily on Conference and Visitors Bureau functions 4 

I split my time among two or three of the functions 5 

Total 16 

c b b b

b

b ccc cb c bcbc

3 People
spend 10%

of their time:
30% of FTE

2 People
spend 25%

of their time:
50% of FTE

10 People
spend 2% of

their time:
20% of FTE

When added together, the
work of these 15 people

make up 1 FTE

++

= =    1 Staff Year
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Staff members taking the survey were instructed that: 

� 3% = 15 minutes per day, 1 hour per week, or 8 days per year,  

� 6% = 30 minutes per day, 2.3 hours per week, 10 hours per month, or 16 days  
per year 

� 20% = 1.5 hours per day, 1 day per week, 4 days per month, or 2 months per year 

Therefore, 0.14 FTE would be about one-half hour per week, or a total of 4 days per year. 

Virtually all staff members spend some time on all 3 primary activities performed in the 
Chamber.  Exhibit H-3 displays respondents’ estimates of how they split their time among 
Chamber, CVB, and EDD functions, separating out those who identify specifically with one 
or another function, such as the four staff members who identified themselves as focusing 
“Primarily on Conference and Visitor Bureau functions.” 

EXHIBIT H-3  
Estimate of Time Spent on Chamber Functions 

Options CVB  
FTEs 

EDD 
FTEs 

Chamber 
FTEs 

Split 
Time  
FTEs 

Activities primarily focused on Chamber activities and 
Chamber membership 0.14 0.18 4.78 2.05 

Activities primarily focused on Conference and Visitors 
Bureau functions 3.58 0.02 0.40 1.75 

Activities primarily focused on Economic Development 0.03 0.80 0.33 1.20 

Total 3.75 1 5.51 5 
 

Funtional Activity Analysis  

Respondents were asked to distribute their time among 115 specific activities, listed at the 
end of this section.  Those activities are listed at the end of this section.  KH developed 4 
different groups of activities, particularly: 

� Activities that were solely related to CVB functions 
� Activities that were solely related to EDD functions 
� Activities that were solely related to Chamber membership functions 
� Activities that could relate to any of the functions performed 

While it is important that these data be analyzed in conjunction with corresponding financial 
data, initial conclusions include: 

� Chamber staff who are not assigned to either EDD and CVB spend a significant 
portion of time on CVB and EDD activities.  .92 FTE of non-CVB staff is spent on 
CVB work, and 1.24 FTEs of non-EDD staff is spent on EDD work. 

� CVB and EDD staff members spend .1 FTE on “Chamber” related work.  Time spent 
by those staff members falls into activities such as presenting before the Chamber 
board, and researching and preparing materials of interest to Chamber members. 

� Most of the time spent by both CVB and EDD staff is on activities directly related to 
their primary focus. 
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� Staff members primarily focused on Chamber membership-related activities, devote 
.84 FTE to CVB and EDD work. 

The Exhibits H-4, 5, 6, and 7 display the distribution of work performed by each group within 
the Chamber.  

EXHIBIT H-4  
Work Performed by Chamber Staff 

(5.5 FTEs)  
 

 EXHIBIT H-5  
Work Performed by CVB Staff 

(3.75 FTEs)1  

 
 
 

                                                 
1 Note:  Time allocated to activity associated with NY Trip; CVB also has NY trip, so this is likely not EDD related. 

0.26
5% 0.58

10%

2.65
48%

2.03
37%

CVB
EDD
Chamber 
Joint/Bradford

2.58
68%

0.93
25%

0.07
2%
0.17
5%

CVB
EDD
Chamber 
Joint/Bradford

`
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EXHIBIT H-6 

Work Performed by EDD Staff 
(1.0 FTEs)  

 
 
 

EXHIBIT H-7  
Work Performed by Joint Staff 

(5 FTEs)  

0.00
0%

0.79
79%

0.03
3%

0.18
18%

CVB
EDD
Chamber 
Joint/Bradford

0.66
13%

0.49
10%

0.37
7%

3.48
70%CVB

EDD
Chamber 
Joint/Bradford
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Performance of CVB Functions  

Exhibit H-8 displays who at the Chamber performs CVB functions.  There were 3.5 FTEs 
spent on 18 purely CVB activities, including: 

� Plan and implement international trade program, including providing guidance to 
overseas representatives and international sales missions 

� Provide assistance, technical support, and guidance to visitors to Beverly Hills 

� Review marketing plans; assist in the design of advertising programs; and review / 
approve placement of advertisements 

� Design, write material for, and arrange publication of CVB newsletter. 
 

EXHIBIT H-8   
Who Performs CVB Work? 

(3.5 FTEs) 

 

There was .92 FTE spent directly on CVB functions by staff not assigned to that function.  
No time was spent by EDD staff on CVB work. 

  

Performance of EDD Functions 

Exhibit H-9 displays who performs EDD functions at the Chamber.  There were 2.0 FTEs 
spent on 26 purely EDD activities, including: 

� Conduct initial planning for Economic/Luxury Summit, including determination of 
venue, size, structure, refreshment/meal planning, and cost  

� Advocate for existing local businesses with City Hall Planning and other departments 

� Identify businesses not currently doing business in Beverly Hills, and coordinate or 
support activities associated with attracting them to locate in Beverly Hills 

2.58
74%

0.26
7%

0.66
19%

0.00
0%

CVB Staff
EDD Staff
Chamber Staff
Shared Staff 
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� Arrange for Economic Development Council speakers, emcees, or other dignitary 
participation 

EXHIBIT H-9   
Who Performs EDD Work? 

(2.0 FTEs) 2 

 
 
There was 1.24 FTE spent directly on EDD functions by staff not assigned to that function.  
About 16% of a year, or just over 5 hours per week was distributed among the four CVB staff 
members performing EDD work. 

  
Performance of Chamber Functions 

Exhibit H-10 displays who at the Chamber performs Chamber functions.  There were 3.1 
FTEs spent on 12 purely Chamber activities, including: 

� Design and implement program of member products and services 

� Contact potential Chamber or Board members; enroll members; and process 
applications 

� Draft, review, clear, or present reports or agenda items to the Board 

� Gather, publish materials, or provide resources regarding business topics of interest 
to members 

 

                                                 
2 Note:  .17 FTE associated with activity associated with NY Trip; Therefore, the 0.17 FTE performed by CVB staff is 
likely to be properly assigned to CVB work. 

0.17
8%

0.79
40%

0.58
28%

0.49
24%

CVB Staff
EDD Staff
Chamber Staff
Shared Staff 
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EXHIBIT H-10   
Who Performs Chamber Membership Work? 

(3.1 FTEs) 

 
There was .47 FTE spent directly on Chamber membership functions by staff not assigned to 
that function.  Most of that time was spent by staff members, such as the CFO or the 
Executive Director, who share time on multiple activities.  CVB and EDD staff spent a 
combined .10 FTE on “chamber” functions, specifically including presenting items to the 
Board, and researching materials or topics of interest to members, directly related to their 
duties in visitor marketing and economic development. 

 

Performance of “Multi-Purpose” Functions 

The balance of the work covered administrative, supervisory, and management activities that 
are part of all organizational work.  They fall into 6 different categories, including 

� Events: planning, coordinating, and running miscellaneous events other than the 
Economic Development Council and the Luxury Summit 

� Communications: developing, soliciting approval for, approving, and disseminating 
broadcast emails, newsletters, etc. 

� Finance: preparing and reviewing financial reports, accounts payable and receivable, 
budgeting, and payroll 

� HR/Management/Supervision: providing staff guidance, training, development, 
monitoring completion of work, or attending staff meetings 

� IT: maintaining and updating websites, computer hardware, and software 

� Other: general clerical duties and office space planning and management  

 

2.65
85%

0.37
12%

0.07
2% 0.03

1%

CVB Staff
EDD Staff
Chamber Staff
Shared Staff 
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Exhibit H-11 displays the distribution of these functions.  There were 6.6 FTEs spent on the 
58 different activities. 
 

EXHIBIT H-11 
Who Performs “Multi-Purpose” Work? 

(6.6 FTEs) 

 

As displayed in Exhibit H-12, 3 activities – General Clerical and Office (labeled as “Misc”) 
Planning, HR/Supervision, and Event management (other than the Luxury Summit and the 
Economic Development Council) make up the lion’s share of the 6.6 FTEs.  Work associated 
with managing the Licensing agreement with Bradford Associates is included in this 
grouping.  No time was spent by either EDD staff or CVB staff on licensing work.  
  

EXHIBIT H-12 
 Distribution of Multi-Purpose Functions  

(5.51 FTEs) 

0.93
14%

0.18
3%

2.03
31%

3.48
52%

CVB Staff
EDD Staff
Chamber Staff
Shared Staff 

0.13
2%

1.31
23%

0.10
2%

1.13
21%1.19

22%

0.33
6%

1.32
24%

Bradford
Event
Comm
Finance
HR/MGT/SUP
IT
Misc
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Additional analysis of the activities was conducted, because these functions represent the 
largest single grouping of activities.  Exhibits H-13 and H-14 display how CVB and EDD 
staff members spend their time.  In CVB, the largest share is 1.32 FTE spent on general 
clerical, supporting the activities of the unit.  In addition, attending or managing events, 
coordinating financial and budgetary issues, and attending staff meetings and providing 
supervision and direction make up the balance.  In EDD, small amounts of time are spent on 
HR/Supervision, financial activities, and participation in events.  
 

EXHIBIT H-13 
CVB Multi-Purpose Functions 

(.91 FTEs) 

 
EXHIBIT H-14 

EDD Multi-Purpose Functions 
(.48 FTEs) 

0.00
0% 0.15

16%

0.04
4%

0.15
16%

0.23
25%

0.07
8%

0.28
31%

Bradford
Event
Comm
Finance
HR/MGT/SUP
IT
Misc

0.08
17%

0.02
4%

0.08
17%0.30

62%

0.00
0%

0.00
0%

0.00
0%

Bradford
Event
Comm
Finance
HR/MGT/SUP
IT
Misc



 
KH 
CONSULTING 
GROUP APPENDIX H-10 

Open Ended Comments 

Chamber staff offered several comments in response to questions about Chamber strengths 
and suggestions for improvement.  Topics included in the Strengths were: 

� A strong focus on businesses and members to address their needs and concerns 

� The ability of staff to work cooperatively and interdependently to get a great deal of 
work done   

Suggestions for changes included: 

� Improving the physical facilities 
� Establishing a high-quality visitor’s center 
� Making changes to the organizational structure 
� Reviewing allocation of resources 

 

Functional Activity Response 
Average 

Response 
Total 

Response 
Count 

Arrange for or manage office equipment, supplies, and 
business tools, e.g., allocate/place orders store 0.9 8 9 

Provide administrative support to others, e.g., phone, 
correspondence, filing, copying, diary management 3.6 32 9 

Pick-up, sort, or deliver incoming/outgoing mail 1.7 15 9 

Complete or approve requests for reimbursement, e.g., 
Amex, petty cash, purchase cards 0.6 5 9 

Print, copy, bind, and distribute documents 1.9 17 9 

File electronic and hard copy documents for future retrieval 2.6 26 10 

Greet and receive visitors to Chamber headquarters; 
arrange for coverage 3.0 27 9 

Plan, manage HQ construction/remodeling 1.1 10 9 

Manage tenant relations, including collect rent, negotiate 
lease terms, lease modifications, with Tenants; respond to 
tenant requests 

0.6 5 8 

Prepare, review, clear or discuss performance management 
reviews 1.0 10 10 

Plan, assign and monitor completion of work 2.3 23 10 

Coach or give instruction to staff; assign or oversee on-the-
job training 2.2 28 13 

Provide information or guidance to staff reporting to you to 
help them complete their work 2.5 30 12 

Schedule, plan, conduct or attend regularly scheduled staff 
meetings 3.4 55 16 

Input financial data into accounting system 0.8 6 8 

Prepare, present, defend or review Monthly CVB forecast 0.7 7 10 

Prepare, present, defend or review Monthly EDD forecast 0.4 4 9 
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Functional Activity Response 
Average 

Response 
Total 

Response 
Count 

Prepare, present, defend or review Monthly Chamber forecast 0.6 5 8 

Prepare monthly and quarterly financial reports for the 
Executive Director or the City 0.9 8 9 

Prepare and present monthly reports to the Executive 
Committee and the Board 1.3 12 9 

Analyze financial data and prepare informational reports; 
Reconcile discrepancies in financial reports 1.4 11 8 

Provide assets/equipment accounting, e.g., 
additions/transfers/retirements 0.1 1 8 

Prepare and circulate budget requests;Prepare Annual budget 1.0 10 10 

Prepare budget performance reports for staff, the executive 
committee 0.5 4 8 

Analyze budget performance reports 0.4 3 8 

Prepare materials for submission to payroll 0.4 3 8 

Calculate/prepare commission reports for sales-team 0.3 2 8 

Manage all accounts payable; Review submitted invoices, 
approve and arrange for payment 1.2 11 9 

Prepare tax reports, including 401k monthly report 0.4 3 8 

Coordinate auditing of books and records with external 
independent auditors and accounting firms 1.3 10 8 

Prepare checks for signature; sign and distribute checks 0.4 3 8 

Prepare and distribute invoices and bills 1.8 14 8 

Manage accounts receivable, including collection of 
outstanding debts, fees and dues from Chamber and Board 
members 

1.1 9 8 

Prepare and submit quarterly request for funding 0.3 2 8 

Manage financial risk program 0.3 2 8 

Recruit and hire people to fill temporary or permanent 
vacancies, including ancillary services such as background 
checks 

0.4 3 8 

Coordinate the commencement of new hires, e.g., IT 
systems access, orientation. 401k enrollment, etc. 0.5 4 8 

Manage HR administration and support, including 
personnel records, termination paperwork, background 
checks, benefits, 401k enrollment, etc. 

0.4 3 8 

Conduct  or attend training programs 0.5 4 8 

Develop functional specifications for websites 0.7 6 9 

Select/Install/Maintain computer hardware, software, 
network 0.8 7 9 

Select/Install/Maintain telecommunications equipment 0.3 2 8 
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Functional Activity Response 
Average 

Response 
Total 

Response 
Count 

Maintain/update Chamber/EDD website 1.3 12 9 

Maintain/update CVB website; review WebStats to plan 
for changes 3.5 39 11 

Re-design/improve/install major web features such as 
virtual tours, re-organization of site 1.4 15 11 

Develop and implement proactive programs for media 
relations, including press releases 1.3 14 11 

Develop and implement proactive programs to encourage 
articles in travel and other magazines 1.4 15 11 

Respond to requests from news media 1.5 20 13 

Develop, solicit approval for, approve and disseminate 
broadcast emails, newsletters, and other membership 
communications updates 

0.8 8 10 

Design, write material for, and arrange publication of EDD 
newsletter 0.7 6 9 

Design, write material for, and arrange publication of CVB 
newsletter 4.5 54 12 

Manage articles/support for and coordinate with publisher 
of Beverly Hills Magazine 0.1 1 8 

Prepare powerpoint and other presentations; draft and 
present speeches 1.5 18 12 

Prepare video support for initiaitves 0.3 3 9 

Prepare, implement and analyze surveys of membership 
and businesses 0.4 4 9 

Coordinate advertisements in event program books, etc. 1.1 9 8 

Develop communications programs for events or activities 
other than Economic/Luxury Summit or Economic 
Development Council; Write/review copy for invitation, 
articles, etc. 

2.0 24 12 

Perform graphics design for collateral material, websites, 
invitations, etc. other than Economic/Luxury Summit or 
Economic Development Council 

0.7 6 9 

Manage or coordinate efforts associated with the licensing 
program, including planning, managing contract with 
Bradford, etc. 

1.3 13 10 

Develop communications programs for events or activities 
other than Economic/Luxury Summit, Economic 
Development Council; Write/review copy for invitation, 
articles, etc. 

1.2 11 9 

Provide assistance, technical support, and guidance to 
visitors to Beverly Hills 3.3 36 11 

Coordinate and manage meetings/hospitality arrangements, 0.7 7 10 
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Functional Activity Response 
Average 

Response 
Total 

Response 
Count 

including booking rooms, organizing catering, emailing 
times and locations 

Consult/intervene with/support travel companies to 
maximize visitors' enjoyment of BH, including VIP 
programs 

1.3 13 10 

Attend conferences or programs as representative of 
Beverly Hills to highlight it as destination 2.5 28 11 

Plan and implement international trade program, including 
providing guidance to overseas representatives and 
international sales missions 

1.8 24 13 

Provide and coordinate assistance, technical support, and 
guidance and hospitality to media and top trade 
representatives to Beverly Hills 

2.0 22 11 

Meet with hotel representatives; support or coordinate 
cooperative programs and efforts with hotels 1.3 15 12 

Make and solicit approval for travel arrangements 0.2 2 9 

Plan, coordinate or attend New York Mission, including  
pre-planning, implementation and follow-up 2.7 35 13 

Draft or review specifications/RFPs/bid documents for 
services or materials to be procured 0.8 8 10 

Select advertising or public relations vendor 0.0 0 8 

Review marketing plans; assist in the design of advertising 
programs;  review / approve placement of advertisements 2.7 30 11 

Provide guidance to clipping programs; read/review clips 
and design responses as necessary 0.8 8 10 

Develop plans to address issues or take advantage of 
opportunities to enhance BH as destination 2.5 30 12 

Plan and oversee fulfillment contracts for collateral 
material 0.5 5 10 

Award bid/place orders for advertising services or 
advertisements 0.0 0 8 

Identify businesses not currently doing business in Beverly 
Hills, and coordinate or support activities associated with 
attracting them to locate in BH 

0.8 7 9 

Prepare and discuss reports for City Council Ad Hoc 
Committee reviewing EDD projects and programs 0.9 9 10 

Prepare and discuss reports for City Council Ad Hoc 
Committee reviewing CVB projects and programs 1.2 12 10 

Plan and coordinate economic development activities with 
City Hall 0.8 7 9 

Testify before City Council on business-related issues 0.7 7 10 
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Functional Activity Response 
Average 

Response 
Total 

Response 
Count 

Advocate for existing local businesses with City Hall 
Planning and other departments 0.8 8 10 

Solicit member opinions about proposed 
policy/tax/regulatory changes 0.6 5 9 

Analyze proposed policy changes and develop position 
papers consistent with business community 1.0 9 9 

Manage Board calendars, minutes, and agendas 0.8 7 9 

Draft, review, clear or present reports or agenda items to 
the Board 0.2 2 9 

Respond to board requests for information or assistance 0.6 5 8 

Contact potential Chamber or Board members; enroll 
members; process applications 6.3 57 9 

Manage Chamber membership retention, including 
ongoing contact with members, solicitation of interest for 
new programs, distributing materials 

6.7 60 9 

Develop location-specific, neighborhood marketing 
programs for businesses (e.g., South Beverly) 1.1 10 9 

Design and implement program of member products and 
services 11.8 94 8 

Plan and implement member networking activities 2.6 21 8 

Foster, improve and develop strong relationships with 
exisiting Chamber Memberrs and Board Members 7.2 72 10 

Gather, publish materials or provide resources regarding 
business topics of interest to members 1.6 14 9 

Conduct initial planning for Economic/Luxury Summit, 
including determination of venue, size, structure, 
refreshment/meal planning, cost 

0.7 6 9 

Arrange for Economic/Luxury Summit speakers, MC's, or 
other dignitary participation 0.6 5 9 

Develop Economic/Luxury Summit marketing plan, 
including advertisements, articles, 0.4 4 10 

Develop Economic/Luxury Summit invitation list; issue 
invitations and encourage attendance at event; manage 
RSVP process 

0.9 9 10 

Plan/coordinate/perform event production for events other 
than the Economic Development Council or the 
Economic/Luxury Summit, including registration, room 
set-up, problem resolution, 

1.8 16 9 

Develop communications programs for Economic/Luxury 
Summit; Write/review copy for invitation, articles, etc. 0.6 6 10 

Perform graphics design for collateral material, websites, 
invitations, etc., for the Economic/Luxury Summit 0.8 6 8 
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Functional Activity Response 
Average 

Response 
Total 

Response 
Count 

Conduct initial planning for Economic Development 
Council meetings 0.6 5 9 

Arrange for Economic Development Council speakers, 
MC's, or other dignitary participation 1.2 11 9 

Develop Economic Development Council marketing plan, 
including advertisements, articles, 0.0 0 8 

Develop Economic Development Council invitation list; 
issue invitations and encourage attendance at event; 
manage RSVP process 

1.0 9 9 

Plan/coordinate/perform event production for the 
Economic Development Council, including registration, 
room set-up, problem resolution, 

0.3 2 8 

Develop communications programs for Economic 
Development Council; Write/review copy for invitation, 
articles, etc. 

1.0 9 9 

Perform graphics design for collateral material, websites, 
invitations, etc., for the Economic Development Council 0.6 5 8 

Conduct initial planning for events other than the 
Economic Development Council or the Economic/Luxury 
Summit 

0.9 8 9 

Arrange for speakers, MC's, or other dignitary participation 
for events other than the Economic Development Council 
or the Economic/Luxury Summit 

0.5 4 8 

Develop marketing plans, including advertisements, 
articles,  for events other than the Economic Development 
Council or the Economic/Luxury Summit 

1.7 15 9 

Develop invitation lists; issue invitations and encourage 
attendance at events other than the Economic Development 
Council or the Economic/Luxury Summit; manage RSVP 
process 

2.5 27 11 

Plan/coordinate/perform event production for events other 
than the Economic Development Council or the 
Economic/Luxury Summit, including registration, room 
set-up, problem resolution, 

3.8 38 10 

Develop communications programs for events other than 
the Economic Development Council or the 
Economic/Luxury Summit; Write/review copy for 
invitation, articles, etc. 

1.7 17 10 

Perform graphics design for collateral material, websites, 
invitations, etc., for events other than the Economic 
Development Council or the Economic/Luxury Summit 

0.8 7 9 
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APPENDIX I – Compensation Survey Results 

As part of the overall Performance Audit, KH conducted a benchmark compensation 
comparison using published compensation studies: 

� Western Association of Convention and Visitors Bureau (WACVB) CEO and Staff 
Salary and Benefits Survey 

� Destination Marketing Association International (DMAI) Foundation 2006 CVB 
Compensation and Benefits Survey 

WACVB Survey 

The BHCVB participates in the WACVB CEO and Staff Salary and Benefits Survey and they 
provided the analysis data to KH for inclusion in the CVB compensation comparison.  The 
WACVB Survey group includes: 

� Arlington, TX 
� Beverly Hills, CA 
� Boise, ID 
� Central Oregon, OR 

� Las Cruces, CA 
� Mesa, AZ 
� Ontario, CA 
� Pasadena, CA 

� Spokane, WA 
� Sun Valley, CA 
� Tempe, AZ 
� West Hollywood, CA

WACVB Survey participants reported an average operating budget of $2.14 million and an 
average of 11.8 full-time employees.  

DMAI Survey 

KH purchased the DMAI 2006 CVB Compensation and Benefits Survey report to evaluate the 
compensation and benefits offered to the Beverly Hills Chamber of Commerce employees.  
In total 239 CVBs participated in the survey and 4 compensation statistics are provided for 
each position:  mean, median, “25% earn more than”, and “75% earn more than.” 

The DMAI provides an Online Searchable Results program with which a select group of 
survey participants can be chosen and combined to analyze that specific group of participant 
results.  KH reviewed the Survey participant list to identify the cities to be included in the 
compensation comparison. 

Specific CVBs 
To ensure confidentiality of individual DMAI Survey respondents, you can only choose 
CVBs in multiples of five, i.e., 5, 10, 15, and so on.  The complete list of participating CVBs 
is on the next page.  Those highlighted in red are the participants included in the large-city 
comparison and those highlighted in blue are the participants included in the small-medium 
upscale city comparison.
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Aberdeen, SD 
Adirondacks Region, NY 
Alabama Gulf Coast, AL 
Alachua County, FL 
Albuquerque, NM 
Alexandria, VA 
Alton, IL 
Amarillo, TX 
Anaheim/Orange County, CA 
Anderson, SC 
Ann Arbor, MI 
Arlington, TX 
Asheville, NC 
Athens, GA 
Atlanta, GA 
Atlantic City, NJ 
Augusta, GA 
Austin, TX 
Baltimore, MD 
Bandera County, TX 
Baton Rouge, LA 
Battle Creek/Calhoun County, MI 
Beaches of South Walton, FL 
Bellingham Whatcom County, WA 
Birmingham, AL 
Bloomington, MN 
Boise, ID 
Boone, NC 
Boston, MA 
Bowling Green, KY 
Bryan-College Station, TX 
Buffalo Niagara, NY 
Cabarrus County, NC 
Cajun Coast, LA 
Calgary, AB 
Carroll County, OH 
Charleston, SC 
Charlotte, NC 
Cheyenne, WY 
Chicago, IL 
Cincinnati, OH 
Clark-Floyd Counties, IN 
Cleveland, OH 
Coastal Fairfield County, CT 
Cobb County, GA 
Colorado Springs, CO 
Columbus, IN 
Columbus, OH 
Corn Palace, SD 
Council Bluffs, IA 
Crookston, MN 
Dallas, TX 
Darke County, OH 
Dayton/Montgomery County, OH 
Daytona Beach, FL 
DeKalb, GA 
Denver, CO 
Des Moines, IA 
Detroit, MI 
Door County, WI 
Dublin, OH 
Dubois County, IN 
Duluth, MN 
DuPage, IL 
Durham, NC 
Elgin, IL 
Erie County, OH 
Fairbanks, AK 
Fairfield County, OH 
Fargo-Moorhead, ND/MN 
Fayetteville, NC 
Florence/Lauderdale, AL 
Florida's Space Coast, FL 
Fort Collins, CO 
Fort Lauderdale, FL 
Fort Wayne, IN 
Fort Worth, TX 
Franklin County, KS 
Fredericksburg, VA 
Gettysburg, PA 
Grand Junction, CO 

Grand Rapids/Kent County, MI 
Greater Johnstown/Cambria 
County, PA 
Greeley, CO 
Greenbrier, WV 
Greenville, SC 
Greensboro, NC 
Hagerstown/ Washington County, MD 
Hamilton, IN 
Hampton, VA 
Harrison County, IN 
Hartford, CT 
Hawaii 
Hendricks County, IN 
Hocking Hills, OH 
Holland Area, MI 
Hopkinsville-Christian County, KY 
Houston, TX 
Humboldt County, CA 
Huntsville/Madison County, AL 
Hutchinson Area, MN 
Indianapolis, IN 
Irving, TX 
Jacksonville, FL 
Janesville, WI 
Johnston County, NC 
Kalamazoo County, MI 
Kansas City, MO 
Kelowna, BC 
Kenai, AK 
Kenosha Area, WI 
Kissimmee, FL 
Kokomo/Howard County, IN 
Los Angeles, CA 
Lafayette, LA 
Lafayette-West Lafayette, IN 
Lake Tahoe, CA 
Lansing, MI 
LaPorte County, IN 
Las Cruces, NM 
Las Vegas, NV 
Lee County, FL 
Lehigh Valley, PA 
Lewis County, WA 
Lexington, KY 
Loudoun, VA 
Louisville, KY 
Lubbock, TX 
Lynchburg, VA 
Mackinaw, MI 
Madison, WI 
Manitou Springs, CO 
Manteca, CA 
Maryland Heights, MO 
Miami, FL 
Milwaukee, WI 
Minneapolis, MN 
Montreal, PQ 
Naples, Marco Island, Everglades, FL 
Nashville, TN 
Nassau/Paradise Island, FL 
Nelson County, VA 
New Haven, CT 
New Orleans, LA 
Newport, RI 
Newport Beach, CA 
Niagara, NY 
Norfolk, VA 
Northern Kentucky, KY 
New York City, NY 
Oak Park , IL 
Oak Ridge, TN 
Oklahoma City, OK 
Orange County, IN 
Orlando/Orange County, FL 
Ottawa, ON 
Outer Banks, NC 
Overland Park, KS 
Packer Country, WI 
Page-Lake Powell, AZ 
Palm Beach County, FL 

Pasadena, CA 
Pennsylvania Dutch, PA 
Peoria, IL 
Philadelphia, PA 
Phoenix, AZ 
Pinehurst, S Pines, NC 
Pittsburgh, PA 
Prince William County/ Manassas, VA 
Providence Warwick, RI 
Puerto Rico 
Pulaski County, MO 
Racine County, WI 
Raleigh, NC 
Reno-Sparks, NV 
Richmond, VA 
Ridgeland, MS 
Roanoke Valley, VA 
Rochester, NY 
Rockford, IL 
Ruston-Lincoln, LA 
Rutherford County, TN 
Saginaw County, MI 
Salt Lake, UT 
San Antonio, TX 
San Diego, CA 
San Francisco, CA 
San Luis Obispo County, CA 
Sarasota, FL 
Savannah, GA 
Scottsdale, AZ 
Seattle, WA 
Sedona/Oak Creek Canyon, AZ 
Shawnee, OK 
Shreveport-Bossier, LA 
Sonoma County, CA 
Southeastern Massachusetts, MA 
South Padre Island, TX 
Southwest LA/Lake Charles, LA 
Southwest Washington, WA 
Southwestern Illinois, IL 
Spokane, WA 
Springfield, MO 
St. Landry Parish, LA 
St. Louis, MO 
Steuben County, NY 
Sun Valley-Ketchum, ID 
Tacoma, WA 
Tampa Bay, FL 
Tempe, AZ 
Thousand Islands, NY 
Tioga County, NY 
Topeka, KS 
Toronto, ON 
Traverse City, MI 
Tri-Cities, WA 
Tucson, AZ 
Tunica County, MS 
Tuscarawas County, OH 
Valley Forge, PA 
Vancouver, BC 
Victoria, BC 
Vidalia, GA 
Virginia Beach, VA 
Wabash County, IN 
Waco, TX 
Walla Walla, WA 
Warren County, OH 
Washington, DC 
Wausau/Central Wisconsin, WI 
Wheeling, WV 
White Mountains, NH 
Wichita, KS 
Wilmington, DE 
Winston-Salem, NC 
Wisconsin Dells, WI 
Woodfield, IL 
York County, PA 
 
Color Key: 
Small – Medium 
Large 
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DMAI Job Titles and Descriptions for Positions Included in the CVB 
Compensation Comparison 
The BHCVB director reviewed the positions included in the DMAI survey and chose the 
position description that best represents each of their job functions.  The chosen position titles 
and descriptions are below:  

� President/CEO/Executive Director: Directs and leads CVB towards its mission. 
Works directly with/for Board or governing body on policy making and strategy for 
organization. Primary spokesperson for organization. Direct reports typically are top 
department heads of Convention Sales, Travel Trade Sales, Membership, 
Finance/Administration, Marketing, and Communications. 

� Deputy Director/COO: In larger CVBs, assists CEO in management of CVB 
operations and implementation of policies and procedures. May provide staff support 
to Board, committees and outside organizations and can represent CVB as 
spokesperson at important functions. 

� VP/Director, Tourism/Travel Trade Sales: Similar line responsibilities and 
management duties as VP, Convention Sales but in relationship to tourism/travel 
trade sales. In some cases, supervises Visitor Information/Services operations of CVB. 

� Director/Manager of Communications/Public Relations: Responsible for all 
media relations. In some cases, acts as film commissioner, publications manager, 
Internet marketing manager and as liaison with CVB’s advertising agency. Can act as 
spokesperson for CVB. May manage other Communications/Publications personnel. 

� Communications/PR Assistant: Assists Communications and/or Publications 
managers with performing support duties such as writing, photo selection, etc. 

� Director/Manager of Accounting/Finance (Controller): Serves as chief financial 
officer and directs financial affairs of organization. Directs financial management 
procedures, prepares financial statements/reports and manages accounting personnel. 

BHCVB Compensation Comparison 

Exhibit A displays a comparison of the 4 current BHCVB positions with:  

� The WACVB comparison group 
� The large DMAI CVBs 
� The small-medium DMAI CVBs 

To present the data without revealing individual salaries, we set the Beverly Hills CVB staff 
members at 100%.  The comparable staff salary figure is expressed as a ratio of the BH CVB 
staff member.  Comparable staff paid more than the BH staff member would appear as a 
number greater than 100%; those paid less would be a number smaller than 100%. 
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EXHIBIT I-1 
Chamber Compensation Comparison 

 Count Mean Median 75% earn 
more than 

25 % earn 
more than 

CEO**  
Base Salary      
DMAI: President/CEO/Executive Director         

Large 10 148% 148% 144% 154% 
Small-Medium Up-scale 20 86% 77% 66% 100% 

WACVB: CEO  68% n.a. n.a. n.a. 
Total Compensation      
DMAI: President/CEO/Executive Director         

Large 10 126% 123% 120% 136% 

Small-Medium Up-scale 20 65% 56% 46% 83% 

WACVB: CEO  50% n.a. n.a. n.a. 

Executive Director, CVB**  
Base Salary      
DMAI: Deputy Director/COO       

Large 3 n.a. n.a. n.a. n.a. 
Small-Medium Up-scale 4 n.a. n.a. n.a. n.a. 

DMAI: President/CEO/Executive Director         
Large 10 209% 208% 203% 216% 
Small-Medium Up-scale 20 120% 108% 93% 140% 

WACVB: Executive Vice President/COO  77% n.a. n.a. n.a. 
Total Compensation      
DMAI: Deputy Director/COO       

Large 3 n.a. n.a. n.a. n.a. 
Small-Medium Up-scale 4 n.a. n.a. n.a. n.a. 

DMAI: President/CEO/Executive Director         
Large 10 219% 214% 210% 236% 
Small-Medium Up-scale 20 114% 97% 81% 144% 

Beverly Hills: Business Development Director** 
Base Salary      
DMAI: VP/Director, Tourism/Travel Trade Sales       

Large 9 118% 110% 95% 123% 
Small-Medium Up-scale 11 109% 106% 84% 132% 

WACVB: Director of Travel Industry Sales  76% n.a. n.a. n.a. 
Total Compensation      
DMAI: VP/Director, Tourism/Travel Trade Sales       

Large 9 110% 97% 87% 120% 
Small-Medium Up-scale 11 106% 98% 85% 125% 
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 Count Mean Median 75% earn 
more than 

25 % earn 
more than 

Beverly Hills: Marketing Coordinator** 
Base Salary      
DMAI: Director/Manager of Communications/PR       

Large 10 175% 181% 163% 189% 
Small-Medium Up-scale 13 128% 113% 105% 150% 

WACVB: Public Relations Manager  109% n.a. n.a. n.a. 
Total Compensation      
DMAI: Director/Manager of Communications/PR       

Large 10 151% 151% 144% 160% 
Small-Medium Up-scale 13 109% 100% 92% 124% 

Beverly Hills: Project Coordinator** 
Base Salary      
DMAI: Communications/PR Assistant       

Large 5 98% 103% 90% 104% 
Small-Medium Up-scale 14 108% 106% 93% 119% 

WACVB: Marketing Manager  112% n.a. n.a. n.a. 
Total Compensation      
DMAI: Communications/PR Assistant       

Large 5 81% 84% 73% 86% 
Small-Medium Up-scale 14 92% 90% 81% 99% 

Beverly Hills: Controller* 
Base Salary      
DMAI: Director/Manager of Accounting/Finance (Controller)      

Large 10 80% 73% 60% 91% 
Small-Medium Up-scale 13 80% 73% 63% 79% 

DMAI: VP/Director of Finance/Administration      
Large 8 156% 154% 143% 181% 
Small-Medium Up-scale 13 104% 101% 77% 118% 

WACVB: Director of Finance/Administration  160% n.a. n.a. n.a. 
Total Compensation      
DMAI: Director/Manager of Accounting/Finance (Controller)      

Large 10 72% 56% 47% 81% 
Small-Medium Up-scale 13 87% 77% 64% 100% 

DMAI: VP/Director of Finance/Administration      
Large 8 135% 139% 131% 148% 
Small-Medium Up-scale 13 87% 77% 64% 100% 

 * Chamber Overhead position 
** CVB position 


