
City of Brookings 
Modified MEETING AGENDA 

 
TOURISM PROMOTION ADVISORY COMMITTEE 
Thursday, November 16, 2017, 4:00pm 
City Hall Council Chambers, 898 Elk Drive, Brookings, OR 

1. Roll Call 
2. Approval of Minutes – October 19, 2017 
3. Public Comments 
4. Action Items 

a. Port Cleaning Station Refurbishment – Dave Kuehn 
b. Wild Rivers Coast Foundation – Jan Barbas 
c. Media Opportunity – Tim Oakley 
d. Spectrum Digital Campaign – Jeremy Bakke 
e. OCVA Digital Campaign Co-op  – Teri Davis 
f. Events Calendar Proposal – Tim Patterson 

g. TPAC Agenda Modifications – Dane Tippman 
5. Informational Items 

a. Recent Council Actions 
b. TPAC Budget Info 
c. Internet Hit Info 

6. Schedule Next Meeting – next meeting scheduled for December 21, 2017  
7. Adjournment 

 

All public comments and presentations are limited to 10 minutes.  All public meetings 
are held in accessible locations.  Auxiliary aids will be provided upon request with 
advance notification.  Please contact 469-1103 if you have any questions regarding this 
notice. 
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TOURISM PROMOTION ADVISORY COMMITTEE (TPAC) MINUTES 
Thursday – October 19, 2017 

 
CALL TO ORDER 
Meeting called to order at 4:03 PM 
 
1.  ROLL CALL 
Present:  Committee members Chair Skip Watwood, Angi Christian, Candice Michel, Dane Tippman, and 
Sonya Billington. 
Also present:  Staff Committee Liaison Teri Davis   
 
2. APPROVAL OF MINUTES – 

a. Motion made by Angi Christian to approve the minutes of September 14, 2017, motion 
seconded by Dane Tippman and Committee voted; the motion carried unanimously. 

 
3. Public Comment – There was no one present to address the Committee on non-agenda items. 

 
4. ACTION ITEMS  

a. Addition to Agenda  
 
Motion made by Dane Tippman to add Peter Schreiber video presentation to the agenda as 
Item 4f, motion seconded by Candice Michel; the motion carried unanimously. 
 
b. Beat the Brewers Event Evaluation – Event organizer Mike Frederick presented the event 

evaluation. 
 
Motion made by Dane Tippman to accept the Beat the Brewers event evaluation, motion 
seconded by Candice Michel; the motion carried unanimously. 
 
c. Rock the Chetco Event Evaluation –  Event organizer Mike Frederick presented the event 

evaluation. 
 
Motion made by Dane Tippman to accept the Beat the Brewers event evaluation, motion 
seconded by Candice Michel; the motion carried unanimously. 
 
d. Just a Wave Away Advertising Promotion – Teri Davis presented the proposal requesting 

funding of $1,200. 
 
Motion made by Angi Christian to decline the ad proposal, motion seconded by Candice 
Michel; the motion carried unanimously. 
 
e. Events Calendar – Tim Patterson was not in attendance to present the proposal. 
 
Motion made by Dane Tippman to table the discussion, motion seconded by Candice Michel; 
the motion carried unanimously. 
 
f. Incremental Funding Reductions – Teri Davis informed committee members regarding a desire 

by Council that the committee implement incremental funding reductions to events which ask for 
funding for multiple years. 
-Teri asked to provide a history of funding for Coastal Christmas at the next TPAC meeting. 
 

Motion made by Candice Michel to consider the Council’s recommendation, motion 
seconded by Angi Christian; the motion carried unanimously. 
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g. Peter Schreiber – Harris Beach Video presentation – Peter presented the footage thus far 
taken for the Harris Beach video. More footage will be gathered through the winter months. Candice 
Michel and Dane Tippman will continue working with Peter. 

 
5.  INFORMATIONAL ITEMS 

a.   Spectrum Analytics – Jeremy Bakke provided a preliminary promotion proposal for January – 
December 2018 which will target the Redding, California area.  

 -Dane Tippman requested a statement from Spectrum explaining how demographic information is 
collected. Jeremy will bring that to the next meeting. 

 -Jeremy was informed that the Committee could not recommend a full year proposal due to Fiscal 
Year budgeting timing. Jeremy will return at the November TPAC meeting with a six-month 
proposal. 

b.  Recent Council Actions – Teri Davis informed the committee about the events recently approved 
by City Council (Travel Tradeshow in San Francisco and Coastal Christmas)  

c.  People’s Coast Summit Report – Teri Davis provided information she received at the People’s 
Coast Summit regarding tourism trends and recommendations. 

d.   Budget Status – Committee reviewed the budget status 
 -Teri reminded the Committee that it needed to determine what category to take the San Francisco 

tradeshow funds from. 
  

Motion made by Dane Tippman to take the funds from the Events category, motion 
seconded by Candice Michel; the motion carried unanimously. 
 

e.   Internet Hit Info – Committee reviewed internet hits document provided  
 

7.  SCHEDULE NEXT MEETING – Next meeting scheduled for November 16, 2017.  
 
8. ADJOURNMENT – with no further business before the Committee, the meeting adjourned at 5:25 pm.   
 
Respectfully submitted, 
 
_____________________________________ 
Skip Watwood, Chair 
(approved at    November 16, 2017   meeting) 
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Event Goals, Sustainability and Budget:

The Wild Rivers Coast Foundation for Dance (WRCFD) seeks to purchase portable stage lighting for
use at multiple venues and multiple events. This is a durable equipment purchase rather than a one
time event. We anticipate that the equipment would be made available to other non-profit performance
arts organizations in ±e area on an as available basis for reasonable fees, or on a collaborative basis.

The WRCFD was incorporated as a 501(c)(3) in August 2016 and so far, in our first year of operation,
have financed two significant productions in Brookings and regionally.

In December 2016 we financed The Nutcracker, A Modern Ballet. As you may recall, the TPAC
recormnended a very generous grant from the City of Brookings which made that production possible.
The City Council unanimously sustained that recommendation. We met all contractual grant
requirements and filed our report on time. We estimated that we brought approximately 100 people
into Brookings for the production. We received several very generous donations, conducted
fundraising activities, and finished the year with approximately $4000 in the bank.

You will recall that in the sustainability section our 2016 application we anticipated coming back to
you for support again this year for a smaller amount, and possibly again next year before we achieved
full sustainability. Most of this need is because there is no suitable venue for dance available in
Brookings.

Last year we were struggling to find a venue, and were originally considering a tent. City Council
expressed concern regarding the tent proposal, and we agreed. Ultimately, the City of Brookings grant
made possible a production in the Elks' Lodge. We outfitted the Elks' Lodge with a dance floor
covering, curtains, and we hired a sound and light contractor. Although reaction to the show was very
positive, there is no doubt in our minds that the Elks' venue did not provide enough tiered seating and
people had difficulty seeing over one another. As well, the lighting proved insufficient. Finally, the
stage was positioned too far from the seating.

In spring of 2017 we self-financed the production of a short show. The Velveteen Rabbit. This was an
all original production of a rarely performed, charming, children's tale. We took the show on the road
with free performances at Kalmiopsis Elementary, at Riley Creek Elementary and at Crescent Elk
Middle School. We then did public performances at Azalea Middle School which brought a number of
people to town, mostly relatives of the student dancers. We were able to build on the City of Brookings
grant by using the dance floor covering and curtains, adding stanchions for curtain support in an open
space, to define a stage area in the large gymnasiums. The schools have tiered bleacher seating, which
is not particularly comfortable and not accessible to some with mobility impairments, but is never the
less an improvement in terms of visibility. As well, we were able to seat people much closer to the
stage. The schools lack appropriate stage lighting. The production broke even and we are entering this
year's Nutcracker season with a bit less than $4000 available.

This year's Nutcracker will remain in the City of Brookings, and we have secured the Azalea Middle
School Gym for December 9 and 10, 2017. Our expenses for this year's Nutcracker are estimated at
$9200 (last year's were $9315). We are able to finance most normal pre-show expenses with existing
cash, a line of credit from a supporter, and anticipated revenues, but wish to continue to build capacity
for quality performances in Brookings by adding better lighting and side curtains with stanchions. We
will continue to leverage last year's support by using the existing flooring, curtains cind cash reserve
(which is partially owing to your support).



We come to you for help in securing the Ughting system for this and future shows, which we expect
will continue to bring tourists to Brookings, both families of the students and as a result of our
advertising.

We have not yet developed a definite estimate of cost, but are working with a theater expert to cost a
system. Due to the grant cycle and approaching show date we are requesting a grant on a not to exceed
basis. If our request should be granted we would submit an equipment and price list equal to or less
than the grant amount to the City Manager and take only the actual amount necessary. The not to
exceed authority request is for $2500.00.
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From: Dane Tippman
To: Teri Davis
Subject: TPAC: Item for Next Meeting
Date: Thursday, October 19, 2017 8:23:12 PM

Teri,

The following is a request to add an item to the next TPAC meeting's agenda. 

Action Item
Add 'New Business' section to all following TPAC meeting agendas. 
Under the New Business section, the Chair asks if there is any new business. Interested
members may identify themselves as having new business to present to the committee for
discussion. Members called upon then announce and present their new business. New business
discussions may result in actionable items being added to the next meeting's agenda. 

v/r
Dane Tippman

mailto:dane.g.tippman@gmail.com
mailto:tdavis@brookings.or.us
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Fainous$tqges.coM Quote * balance due
Order# 388306 Order Date 11/6/2017

PS-Joey.C 1:49:34 PM
T7203 Bamwood Or, Houston Tx 77090

Print Date 11/7/2017

10:55:21 AM 281 880-9922

Barbas Jamie

102-VIVID44G

131-CCO-P

134-ACROBAT-P

137-TrueDMX-6

139-GIRAFFE-P

Slim LED Can with 4 X 48 watt RGBW $205.00 $1640.00

order customer id

"O" clamp for 1.5 inch truss or tripod $5.95

order customer id

□MX controller. 192 ch

order customer id

137-TrueDMX-100 100 foot TRUE DMX cable

order customer id

6 foot TRUE DMX cable

order customer id

13' black tripod

order customer id

$88.99

$44.99

$8.43

$58.50

$47.60

$88.99

$89.98

$50.58

$117.00

Jbarbas09@gmail.com

#1 801-755-9067

Order Subtotal $2034.15
Sales Tax $0.00
Total Due $2034.15

Special Order Items Can NOT Be Returned



Oregon
South

Coast

Fishermen
P. O. Box 2709 • Brookings, OR 97415

Sept. 1,2015

The Oregon South Coast Fishermen Is a non-profit, 501 (c) (3) organization. Our tax ID
number is 26-0159001.

MISSION STATEMENT

❖ Oregon south Coast Fishermen Is a STEP group and will participate, as
requested directed and authorized, with the Oregon Department of Fish
and Wildlife to accomplish STEP projects and activities.

❖ Oregon South Coast Fishermen is dedicated to the maintenance and
enhancement of the fishery resources and to their management for the
benefit of sustainable fish populations and sport fishing opportunities.

❖ Oregon South Coast Fishermen is dedicated to the protection,
management and enhancement offish habitat, with special emphasis on
the Chetco and Winchuck rivers and their tributaries and the ocean
territorial waters within Curry County.

❖ Oregon South Coast Fishermen is dedicated to providing youth angling
and outdoor education opportunities.

❖ Oregon South Coast Fishermen will provide appropriate comment on
activities that affect fisheries, habitat and fishing opportunity.

❖ Oregon South Coast Fishermen will be involved with the local community
to promote the importance of fisheries and fishing as both an economic
benefit and a quality of life Indicator.

Oregon South Coast Fishermen will promote fishing by sharing information and
techniques with our members and other fishermen, by reaching out to new fishermen
and new residents to Introduce them to the local fishing opportunities and by promoting
club fellowship and social activities.

Thank you for your support.



OREGON SOUTH COAST FISHERMEN

2016 has been another busy and productive year for the Oregon South Coast Fishermen,
Accomplishments for this year Include:

•  Collected scale samples from Chetco River salmon carcasses, bringing our total collections
since 2008 to nearly 2800 samples.

•  Helped to collect steelhead broodstock from the Chetco River.
•  Purchased another nine steelhead transport boxes for the Chetco River angler donation

program. The boxes were funded through a STAC mini-grant.
•  Joined with CDFW, Curry Anadromous Fishermen, Watershed Council Staff and Cregon

State Parks to host every third grade student In Curry County for Reel Fish days at
Arizona Beach State Park.

•  Continued work with CDFW and Cregon State Parks to Improve Arizona Pond for fishing. The
three phase project will Include removing cattail and aquatic vegetation from the eastern half of the
pond; dredging the fishing area to bring It back to the original depth; constructing fishing platforms
and a covered gazebo/plcnic^aquatlc ed.struGture.

•  Assisted the Port of Brooklngs-Harbor with the Slam'n Salmon Derby.
•  Assisted CDFW with the" Eggs to Fry" program In the local schools by preparing and

distributing the aquariums and helping with the fish releases.
•  Partnered with the Watershed Council Education Program and kids from Azalea Middle School

to conduct water quality Investigations at the Salmon Run Golf Course ponds.
•  Funded a long term temperature monitoring study at the Salmon Run Golf Course Irrigation

pond to assess the feasibility of using the pond for kids fishing events.
•  Held another successful "Kids Fishing Derby" during the Azalea Festival Parade.
•  Provided rod/reel combinations to kids at the Azalea Festival and Free Fishing Day

events in Curry County.
•  Continued the twenty plus year project that colects data from the Winchuck screw

trap to assess fall Chinook and winter steelhead out-migrant size and numbers.
•  Seined the Chetco estuary periodically during the summer to assess growth and body

condition of fall Chinook smolt.

•  Acclimated and released two lots of hatchery fall Chinook smolt in the OSCF net pen in Ferry
Creek Reservoir.

•  Assisted with the collection of fall Chinook from the Chetco to provide the broodstock for
the Chetco hatchery program.

•  Continued the snout raffle program to Improve recovery of Coded Wire Tags from returning
Chetco River salmon to assess release strategies and smolt survival.

•  Secured public access to the Icebox Bar for the fall/winter fishing season.
•  Held the first annual Garrison Lake club fishing/picnic event.

In addition, we told stories, shared tips, enjoyed guest speakers, and gathered Information about fish,
fishing and Issues Important to our fishery resources at our monthly meetings.

Whether you worked on projects, attended meetings, or just helped us with your membership we
appreciate each and every one of you and thank you for your support. Please continue to help OSCF
and our fishery resources by renewing your membership.

(If you are a life member you are receiving this as an update to this year's activities.)



Tim Oakley

www.timoakley.com

541 6613662

timoakley@timoakley.com

#timoaIdey


	10-19-17 TPAC Minutes.pdf
	CALL TO ORDER
	Meeting called to order at 4:03 PM
	1.  ROLL CALL
	2. APPROVAL OF MINUTES –
	a. Motion made by Angi Christian to approve the minutes of September 14, 2017, motion seconded by Dane Tippman and Committee voted; the motion carried unanimously.
	3. Public Comment – There was no one present to address the Committee on non-agenda items.
	4. ACTION ITEMS
	Motion made by Dane Tippman to add Peter Schreiber video presentation to the agenda as Item 4f, motion seconded by Candice Michel; the motion carried unanimously.
	d. Just a Wave Away Advertising Promotion – Teri Davis presented the proposal requesting funding of $1,200.
	Motion made by Angi Christian to decline the ad proposal, motion seconded by Candice Michel; the motion carried unanimously.
	e. Events Calendar – Tim Patterson was not in attendance to present the proposal.
	Motion made by Dane Tippman to table the discussion, motion seconded by Candice Michel; the motion carried unanimously.
	f. Incremental Funding Reductions – Teri Davis informed committee members regarding a desire by Council that the committee implement incremental funding reductions to events which ask for funding for multiple years.
	-Teri asked to provide a history of funding for Coastal Christmas at the next TPAC meeting.
	Motion made by Candice Michel to consider the Council’s recommendation, motion seconded by Angi Christian; the motion carried unanimously.
	g. Peter Schreiber – Harris Beach Video presentation – Peter presented the footage thus far taken for the Harris Beach video. More footage will be gathered through the winter months. Candice Michel and Dane Tippman will continue working with Peter.
	5.  INFORMATIONAL ITEMS
	a.   Spectrum Analytics – Jeremy Bakke provided a preliminary promotion proposal for January – December 2018 which will target the Redding, California area.
	-Dane Tippman requested a statement from Spectrum explaining how demographic information is collected. Jeremy will bring that to the next meeting.
	-Jeremy was informed that the Committee could not recommend a full year proposal due to Fiscal Year budgeting timing. Jeremy will return at the November TPAC meeting with a six-month proposal.
	b.  Recent Council Actions – Teri Davis informed the committee about the events recently approved by City Council (Travel Tradeshow in San Francisco and Coastal Christmas)
	c.  People’s Coast Summit Report – Teri Davis provided information she received at the People’s Coast Summit regarding tourism trends and recommendations.
	d.   Budget Status – Committee reviewed the budget status
	-Teri reminded the Committee that it needed to determine what category to take the San Francisco tradeshow funds from.
	Motion made by Dane Tippman to take the funds from the Events category, motion seconded by Candice Michel; the motion carried unanimously.
	e.   Internet Hit Info – Committee reviewed internet hits document provided
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