
City of Brookings 

MEETING AGENDA 
 

TOURISM PROMOTION ADVISORY COMMITTEE 
Wednesday, June 26, 2013, 4:00pm 
City Hall Council Chambers, 898 Elk Drive, Brookings, OR 

1. Roll Call 

2. Informational Items 

a. Letter from Kite Festival dated June 6, 2013. [pg. 2] 

b. Listing of annual festivals and events in Brookings-Harbor. [pg. 4] 

3. Action Items 

a. Off-Season Event Application from the Chalk Art Festival. [pg. 5] 

a. Internet Advertising Applications. [pg. 13] 

b. Request from Oregon Coast Magazine [pg. 40] 

4. Schedule Next Meeting 

5. Adjournment 

 

All public meetings are held in accessible locations.  Auxiliary aids will be provided upon 

request with advance notification.  Please contact 469-1102 if you have any questions 

regarding this notice. 
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Brookings-Harbor Annual Festivals and Events 
Date Event Place Organization Contact Person Phone 

Jan-Mar Whale Watching  
Harris Beach & Samuel 

Boardman State Park  
Oregon State Parks  541-469-2021 

Jan-Dec 2
nd

 Saturday Art Walk  Downtown Venues Manley Art Center Lyn Guild 541-469-3123 

@Feb 14 Winter Art and Chocolate Festival Seascape Center  David Willhite 541-217-7415 

May 

Memorial Day   
Azalea Festival City Wide Chamber of Commerce Les Cohen 541-469-3181 

May 

Memorial Day 
Party at the Port Port of Brookings Harbor Port of Brookings Harbor Jean Day 541-469-2218 

June-Oct 

 Saturdays   
Artisan and Farmers Market Port of Brookings Harbor Farmers Market 

Tina 

Kirkpatrick  
541-813-1611 

June - Sept AMF Sunday Concerts in the Park Azalea Park Bandshell American Music Festival Les Cohen 541-469-3181 

July 4
th

 4
th

 of July Celebration & Fireworks Port of Brookings Harbor Chamber of Commerce Les Cohen 541-469-3181 

July 4
th

  4
th

 of July Family BBQ and Field Day Azalea Park Bandshell 
Friends of Brookings-

Harbor Aquatic Center 

Juliann 

Leighton 
541-251-0617 

July 4
th

 
Bluegrass on the Boardwalk/Funky 

Foot Race, and Kids Boardwalk Dash 
Port of Brookings Harbor Port of Brookings Harbor Jean Day 541-469-2218 

July 20-21
st
 Southern Oregon Kite Festival 

Kite Field 

Port of Brookings Harbor 
Chamber of Commerce Steve Blasdell 541-469-3181 

Aug 9-11
th

 Pirates Festival Port of Brookings Harbor  Pirate Productions Bruce Ellis 541-251-4422 

Aug. 17
th

 Chalk Art Festival Port of Brookings Harbor Pennies for Pooches 
Dale & Tina 

Kirkpatrick 
541-813-1611 

Aug 24-25
th

 Doo Wop on The Boardwalk Port of Brookings Harbor Pirate Productions Bruce Ellis 541-251-4422 

Aug 29 -Sept 1
st
  

Labor Day
 Salm’n Salmon Ocean Derby Port of Brookings Harbor Port of Brookings Harbor Jean Day 541-469-2218 

September 28
th

   Beach & Riverside Cleanup Beaches and Chetco River www.solv.org 
Briana 

Goodwin 

503-844-9571 

x317  

October 5
th

 Raining Cats & Dogs Port of Brookings Harbor Brookings Harbor Rotary Jan Ramelli 541-469-4500 

October 12
th

  Harvest at the Port Port of Brookings Harbor Port of Brookings Harbor Jean Day 541-469-2218 

Dec 1-25
th

 Natures Coastal Holiday Light Show Azalea Park NCH Dave Kitchen 541-661-7437 

Dec 7
th

   Santa’s Port Stop Port of Brookings Harbor Port of Brookings Harbor Jean Day 541-469-2218 

 

http://www.solv.org/








































































From: Gary Milliman [gmilliman@brookings.or.us] 
Sent: Wednesday, June 05, 2013 5:21 PM 
To: Rob Spooner 
Cc: Joyce Heffington 
Subject: Re: Brookings Transient Room Tax 
 

The Committee has fully allocated all funding for the current fiscal year and has not scheduled 
discussion of FY 13-14. I will put your request to address the Committee on their next meeting agenda. 
Sent from my Verizon Wireless BlackBerry 

 
From: Rob Spooner <rwspooner@gmail.com>  
Date: Wed, 5 Jun 2013 16:31:11 -0700 
To: <gmilliman@brookings.or.us> 
Subject: Brookings Transient Room Tax 
 
I've been watching the agendas, and somehow the committee seems to have moved from very general 
planning to specific proposals that do not consider magazines as an option. Is there some way I can get 
onto an agenda and present the argument for our kind of print? We also do a lot online in conjunction 
with it, and it would be a different style from the Internet options I've seen offered so far. 
 
 
Rob Spooner, Publisher 
Oregon Coast Magazine 
 
The older I get the more I admire and crave competence, just simple competence, in any field from 
adultery to zoology. H.L. Mencken  
 
 

 

mailto:rwspooner@gmail.com
mailto:gmilliman@brookings.or.us


Oregon Coast Magazine and Twitter 
 

Over a period of more than two years, Oregon Coast Magazine has developed a 
substantial number of followers on Twitter.  With more than 125,000 (early June 2013), 
there are enough to draw real attention to the friends and clients of OCM who are 
working with the magazine on this project.  The strategy is unique on the Oregon Coast 
and perhaps anywhere.  Many questions have been asked and this is an attempt to 
answer as many as possible.  If you're just interested in what this can do for you, skip to 
the "benefits" section at the end. 
 
The closest parallel to the Twitter network that Oregon Coast has created would be a 
daily newspaper.  The Oregonian newspaper has itself created a series of Twitter 
accounts and a good way to understand Oregon Coast's is to compare the two. 
 
Many companies and organizations have a single Twitter account and few have more 
than two or three.  Oregon Coast Magazine has almost three dozen and The Oregonian 
has a similar number.  Both have a primary account --@OregonCoastMag and 
@TheOregonian, respectively.  Both have additional accounts for interests, such as 
food.  Both have accounts for geographical targets. 
 
There are differences.  The Oregonian has accounts for reporters, but OCM is not a 
large enough organization to make this practical.  The Oregonian targets Portland 
primarily, while OCM draws from several states and provinces.  Some of OCM's 
accounts reflect where the followers come from, although this isn't precise. 
 
The two biggest differences reflect the contrast between metro Portland and the Oregon 
Coast.  In Portland, the Oregonian is the newspaper for where people live and some of 
its advertising is very mundane.  OCM, however, fundamentally promotes the coast to 
people who don't live here and nearly everything we say about the coast is something to 
do on a visit.  The distinction between advertising and editorial is very sharp for The 
Oregonian, but some of OCM's advertisers are communities promoting fun events.   
 
As a result, almost all of what The Oregonian tweets about is linked to OregonLive, 
which is their Web version of the newspaper.  The tweets themselves are editorial, but 
the purpose is to drive traffic to pages carrying ads.  OCM does this to some degree, 
and in fact we sometimes link to OregonLive articles about the coast.  Tweets are very 
short, 117 chars with room for a short URL at the end.  Nearly all of our tweets have 
such a link and the destination could be our own site, OregonLive or another news site, 
a resource, a photo, or somebody's Web site.   
 
The other big difference is that we often retweet between accounts.  The Oregonian 
seldom does this.  Their attitude is that of a daily newspaper, which believes that while 
you may be mostly interested in food, your paper will contain the sports section and if 
you want that, you can read it.  Our view is that people may have one thing in mind, but 
we are actively trying to get them to stay longer, cover more territory, and do more 



things.  We frequently retweet to tempt our followers with new things. 
 
We also believe that our followers are generally following many other accounts.  It might 
be possible to follow nothing but The Oregonian and a few other regular news sites, but 
it's unlikely that anybody uses Twitter solely to plan a vacation.  Unlike email, tweets 
appear on your Twitter timeline if you're logged in, but if you're offline for a period of 
time, there may be a lot of tweets that pass unnoticed.  For this reason, we consider any 
topic worth tweeting about to be worth tweeting two or three times, maybe more.   
 

Benefits to You 
 
We now cut to the chase.  Building our followers and writing hundreds of tweets has 
been time consuming and expensive, and continues to be.  This is not tax-supported 
and there needs to be revenue for us.  Until now, we've tweeted generally without any 
compensation, and we'll continue to do some of this, but we have shown that we can 
send hundreds of clicks through to other sites and those who desire more Web traffic 
can find it here.  We'll discuss pricing on an individual basis.  It will depend on other 
advertising that is being done with OCM and the Mile-by-Mile Guide.  We will also price 
support for community events better than for straight commercial deals. 
 
Most people will want us to write and tweet for them.  In those cases, we will price on a 
guaranteed number of clicks through. A few will want to build their own Twitter followers 
and for them, the best plan is for us to retweet from their accounts.  We'll price this 
competitively, but without any guarantee since we won't even know the click count.  This 
is only worthwhile for people aggressively promoting their own Twitter status. 
 
Although details may vary, we're confident that anyone buying a print ad will find Twitter 
to be a huge value-added, while those who opt for Twitter without print will get clicks at 
a rate that services like Google Adsense or Yahoo will have trouble matching. 
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