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BUDGETING WITH AN EYE ON 2015-16 
WHAT WE DO KNOW:    
$283.1  MILLION IN NEW VALUE IS NEEDED TO ADD 1% IN REVENUE TO THE GENERAL 
FUND 
 
• The 2015-16 CCPI granted by the assessors statewide will be 1.998% instead of the 

0.454% granted in 2014-15.  The city will probably see 1.5% of this number due to Prop 8 
reduced properties. 

 There are still 11,176 single family homes in Oakland awaiting Prop 8 restoration that will not 
 receive this adjustment.  They may receive more if values are fully or partially restored. 
 
• With the first 10 months of sales transactions reporting in 2014, Single Family Home 

median prices are up 12.49% over the prices reported in the 2013 calendar year. 
 

• 2014 sale transactions will add a minimum of  $659.8 million in value to the 2015-16 
assessment roll in the general fund  portion of the city which is the equivalent of a 2.3% 
increase. 
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 Peak year for the highest 
average and median 
prices was 2007. 
 

 Largest year over year 
increase in median price 
was 2013 with an 
increase of 49.90%. 
 

 2014 median prices 
continued to see an 
increase of 12.49%. 
 

 Current prices are 
$80,000 off the peak 
median prices reported. 
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BUDGETING WITH AN EYE ON 2015-16 
• PROPOSITION 8 VALUE RESTORATION TO GENERAL FUND VALUES:  

o There were $913 million in Proposition 8  values restored in the 2014-15 FY  
o This accounted for 42% of the overall GF growth of 7.6% experienced in 14-15.   
o There is still more than $1 billion left to be restored.  If ½ of this amount is restored in 

2015-16, that will add $544 million to the reported assessed values for an additional 
increase of 1.9% 

 
• SUMMARY: 

• CCPI   1.5% 
• SALES TRANSFERS  2.3% 
• EST. PROP 8 VALUE RESTORATION 1.9% 
• ESTIMATED 2015-16 INCREASE  5.7% 

 
WHAT WE DON’T KNOW: 
• How much of the Prop 8 pool of values will really be restored in Oakland? 
   
• How much new construction will make it to the new roll?  
 
• What impact will appeals in the pipeline have on the bottom line? 
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SALES TAX TRENDS 

Andy Nickerson 
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SALES TAX TRENDS 
Calendar Year 

Statewide sales declined by $100 billion from 2007 to 2009 
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REGIONAL REPORT 
FY 2013 Compared to FY 2012 

Region Actual % Change Adjusted % Change 

Bay Area 5.4% 5.1% 

Central Coast 3.0% 2.6% 

Far North 5.4% 4.7% 

Sacramento 5.6% 5.1% 

San Joaquin Valley 6.2% 4.5% 

Sierras 3.2% 1.3% 

Southern California 6.0% 4.2% 

State of California 5.7% 4.4% 
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OAKLANDS SALES TAX BASE 
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13 YEAR SALES TAX TREND 
POS Receipts (excluding County & State Pools) 
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OAKLAND SALES TAX BY 
MAJOR INDUSTRY GROUP 
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HOW RETAIL IS CHANGING 
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FIVE YEAR SALES TAX FORECAST 

Fiscal Year % Change 

2014-15 3.3% 

2015-16 1.6% 

2016-17 4.1% 

2017-18 4.1% 

2018-19 3.9% 

2019-20 3.8% 



The Business of Tourism in

Alison Best, President & CEO



Oakland Tourism is a $1.3 

Billion Industry
Tourism Creates Jobs

Tourism Helps Move Oakland 

Forward. 

• 2.5 million people visited Oakland in 

2013.

• Overall visitor spending was $1.3 billion

• Tourism supports over 94,000 full time 

in the Oakland area



“City to Watch: Oakland 

Rising”

“Oakland: Brooklyn by the 

Bay”

“Intersection: Oakland’s 

Style”

“Edible Oakland”

“Best in the US”

“The Real Oakland”

THE WORLD IS TALKING

http://www.pkfc.com/store/products.aspx?CategoryID=400


OAKLAND HOTEL DEVELOPMENT IS NEEDED

Smith Travel Research Tells A Compelling Story for Oakland 

Hotel Development!

Oct 2012-

Sept 2013

Oct 2013-

2014

Difference National

Average YTD

National 

Difference

Occupancy 73.8% 77.7% 5.2% 66.1% 3.6%

Average 

Daily Rate

$108.31 $119.58 10.4% $115.85 4.6%

Revenue Per 

Occupied 

Room

$79.93 $92.87 16.2% $76.62 8.4%



The Time is NOW to invest in Tourism

The U.S. lodging industry will achieve 65% occupancy in 2015, 

the highest national occupancy rate since STR, Inc. began 

reporting data in 1987.

2015 Forecast

*September 2014 edition of PKF Hospitality Research's (PKF-HR) Hotel Horizons®

Supply 1.3%

Demand 2.4%

Occupancy 1.1%

ADR 5%

REVPAR 6.2%



Investments in the visitor economy drive broader 

economic growth



Call to Action

Coordinate economic development and destination 

promotion 

• EDOs and DMOs are both in the business of marketing a 

place. 

• The decisions that they aim to influence are different; 

• However, the audience they market to and the products 

they promote have significant overlap. 

mailto:ALISON@VISITOAKLAND.ORG


DMOs and EDOs: Differences and Similarities 



Best practices in DMO-EDO coordination 
Air Service Development 

Airports and economic development agencies can benefit from the support of DMOs in efforts to 

add new service. 

Brand Building 

The best destination brands are broad in reach and impact. Coordination between DMOs and 

EDOs is essential for maximum impact. 

Communication 

A platform for regular communication between the DMO and EDO builds bridges for sharing 

ideas and working together. 

Collaboration on Bids 

For important investment bids, EDOs can leverage DMO expertise to make the best possible 

pitch. 

Targeted Conventions 

Strategic targeting of events and event attendees can result in the development of clusters and 

provide direct marketing opportunities for EDOs. 



Call to Action

Prioritize destination promotion 

• In addition to attracting visitors, destination promotion 

fuels economic development by supporting a high 

quality of life, building transportation networks, raising 

awareness, and attracting decision makers. 

• Therefore, destination promotion should be upheld as a 

vital component of a city’s or state’s economic 

development strategy. 



Destination Development: A Group Effort!
• Funding the marketing efforts: Oakland Tourism 

Improvement Districts

• Collaboration on a 5 Year Destination Plan

• Change the image: Work together for better lighting, graffiti 

abatement, crime reduction and tell new Oakland story to 

media

• 880 Freeway Gateway Plan: first image from airport and 

freeways is critical

• Focus connectivity and wayfinding: maps, signage etc.

• New Lodging – Room demand and growth will force new 

lodging



Transient Occupancy Tax Overview
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WANT TO PARTNER WITH VISIT OAKLAND?

CONTACT: ALISON@VISITOAKLAND.ORG, 510-839-9000

VISITOAKLAND.ORG/PARTNER
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