
 

 

AGENDA 
 

GALLUP CITY COUNCIL 
REGULAR MEETING 

TUESDAY, JULY 26, 2016; 6:00 P.M. 
CITY COUNCIL CHAMBERS 

 
Jackie McKinney, Mayor 

 
 Linda Garcia       Allan Landavazo 
 Councilor, District #1     Councilor, District #2 
 
 Yogash Kumar      Fran Palochak 
 Councilor, District #3     Councilor, District #4 
 

Maryann Ustick, City Manager 
George Kozeliski, City Attorney 

 
A. Pledge of Allegiance 
 
B. Roll Call 
 
C. Approval of Minutes 

 
Regular Meeting of July 12, 2016 

 
D. Presentation of Proclamation 
 
 National Night Out, Tuesday, August 2, 2016 
 
E. Discussion/Action Topics 
 

1. Approval of the Local Liquor Excise Tax Accountability Report for 2nd 
Quarter Calendar Year 2016 – Debra Martinez, McKinley County DWI 
Director 

 
2. Recommendation by the Lodgers’ Tax Committee on Proposed Branding 

and Marketing Plan – Catherine Sebold, Tourism and Marketing Manager 
 
3. Fiscal Year 2017 Lodgers’ Tax Event Funding – Catherine Sebold, 

Tourism and Marketing Manager 
 
4. Resolution No. R2016-32; 4th Quarter Fiscal Year 2016 Budget 

Adjustments and Report of Actuals – Patty Holland, Chief Financial Officer  
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 Discussion/Action Topics, continued 
 

5. Action to Change the Time of the August 9, 2016 Regular City Council 
Meeting to 4:30 P.M. Due to the City’s Special Municipal Election – 
Maryann Ustick, City Manager 

 
F. Comments by Public on Non-Agenda Items  
 
G.  Comments by Mayor and City Councilors    
 
H. Comments by City Manager and City Attorney 
 
I. Motion to Adjourn 
 
 

Auxiliary aides for the disabled are available upon request.  Please contact Alfred Abeita, 
City Clerk, at 863-1254 at least one (1) week prior to the meeting or as soon as  

possible in advance of the meeting to make any necessary arrangements. 
 

Pursuant to the “Open Meetings Act”, NMSA 1978, Section 10-15-1 through 10-15-4  
of the State of New Mexico, this Agenda was posted at a place freely accessible  

to the public 72 hours in advance of the scheduled meeting. 
 



Minutes

Regular Meeting of July 12, 2016



Minutes of the Regular Meeting of the Gallup City Council, City of Gallup, New Mexico,
held in the Council Chambers at Gallup City Hall, 110 West Aztec Avenue, at 6:00 p.m.
on Tuesday, July 12, 2016.

The meeting was called to order by Mayor Jackie McKinney.

Upon roll call, the following were present:

Mayor: Jackie McKinney

Councilors: Linda Garcia
Allan Landavazo
Yogash Kumar
Fran Palochak

Also present: Maryann Ustick, City Manager
George Kozeliski, City Attorney

Presented to the Mayor and Councilors were the Minutes of the Regular Meeting of
June 28, 2016.

Councilor Palochak made the motion to approve the aforementioned Minutes.
Seconded by Councilor Garcia. Roll call: Councilors Palochak, Garcia, Kumar,
Landavazo and Mayor McKinney all voted yes.

The Mayor and Councilors recognized and commended the City’s Solid Waste
Collectors who were finalists of the Roadrunner Chapter of the Solid Waste Association
of North America (SWANA) Road-E-O Driving Competition. The overall driving award
from the competition was presented to Orlando Tom for achieving first place in both the
side-load and front-load categories. Randy Platero placed second in front-load and
third in the side-load categories. Jonathan Bowman placed third in the front-load
category and Anson Denetdale place seventh in the front-load category.

Presented to the Mayor and Councilors were the following Discussion/Action Topics:

1. Request for Street Closures for the Gallup Inter-Tribal Indian Ceremonial
Parades to be Held on Thursday, August 11, 2016 and Saturday, August
13, 2016— Stewart Barton III, Gallup Inter-Tribal Indian Ceremonial

Dudley Byerley of the Gallup Inter-Tribal Indian Ceremonial Board presented the
schedule for this year’s Ceremonial as well as an overview of the event. He requested
closure of the affected streets for the parade route and to close the City parking lot west
of the Octavia Fellin Children’s Library for the queen contest. Mr. Byerley said the
parades will be dedicated to Stu and Flo Barton to honor them for more than 30 years of
volunteer service to the Ceremonial. Mr. Barton passed away earlier this year.
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Discussion followed concerning Preview Night of the Ceremonial, including changes to
be implemented for managing this year’s wine tasting event. Mr. Byerley also
presented a summary of enhancements to this year’s Ceremonial, including community
events calling for decorated store fronts and wearing traditional apparel. The cash bank
at the Ceremonial will also be eliminated.

Following discussion, Councilor Garcia made the motion to approve the request for
street closures for the Gallup Inter-Tribal Indian Ceremonial Parades to be held on
Thursday, August 11, 2016 and Saturday, August 13, 2016 and to approve the
requested parking lot closure for the queen contest. Seconded by Councilor Kumar.
Roll call: Councilors Garcia, Kumar, Landavazo, Palochak and Mayor McKinney all
voted yes.

2. Appointment of Jeremy Boucher to the Lodgers Tax Committee — Mayor
Jackie McKinney

Mayor McKinney recommended the appointment of Mr. Boucher to fill the vacancy on
the Committee, created by the resignation of Frances Richardson.

Councilor Palochak made the motion to approve the appointment of Jeremy Boucher to
the Lodgers Tax Committee. Seconded by Councilor Landavazo. Roll call: Councilor
Palochak, Landavazo, Garcia and Mayor McKinney all voted yes. Councilor Kumar
abstained. Motion carried.

3. Appointment of Chief Phillip Hart to the Metro Dispatch Authority Board —

Mayor Jackie McKinney

Mayor McKinney asked for the Councilors approval to appoint Chief Hart to the Board.

Councilor Landavazo made the motion to approve the appointment of Chief Phillip Hart
to the Metro Dispatch Authority Board. Seconded by Councilor Palochak. Roll call:
Councilors Landavazo, Palochak, Kumar, Garcia and Mayor McKinney all voted yes.

4. Month to Month Extension of Agreement with Severn Trent Environmental
Services (STES) for Operation of the City of Gallup’s Wastewater
Treatment Plant, Effluent Reuse Pumping Facilities and Collection System
Lift Stations Dated May 27, 2010— Richard Matzke, Electric Director

Mr. Matzke said the term of the original contract with STES expired on June 30, 2015.
On June 23, 2015, the Mayor and Councilors approved a one year extension of the
contract with a new expiration date of June 30, 2016. From October through December
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2015, three vendors were selected to participate in a Request for Qualifications (RFQ)
process for a new Design, Build, Operate (DBO) Upgrades and Contract Operation and
Management Services Agreement for the City’s Wastewater Treatment Plant (WWTP).
The three vendors are Severn Trent Environmental Services, Veolia and CH2M. The
City issued a Request for Proposals (REP) for the operation and maintenance services
of the WWTP to the qualified proposers in February 2016 with a due date of May 19,
2016. The due date was subsequently extended to June 9, 2016 and at the deadline,
the City received one proposal in response to the REP. The proposal is currently under
review. The City approached STES regarding the possibility of extending the current
contract to allow time to review the proposal submitted, negotiate a new agreement and
transition to a new operator. STES proposed an initial extension of 60 days, beginning
July 1, 2016, with a provision for monthly extensions subject to mutual written approval
by both parties. STES has requested a 5% monthly increase in the base operation cost
during the extension period and no change to the maintenance and repair budget of
$12,500 per month. The monthly cost for the extension will increase from about
$99,770 to $104,133, resulting in an additional monthly impact of about $4,363. STES
also requested a waiver of the performance bond requirement and release from the
Guarantees statement in Schedule 1 of the original agreement.

Discussion followed concerning the monthly maintenance and repair budget, the
reduction in odors from the VVWTP as experienced by residents on the west side of
town and the DBO upgrades requirement in the REP.

Following discussion, Councilor Palochak made the motion to approve the month-to-
month extension of the Agreement with Severn Trent Environmental Services for
Operation of the City of Gallup’s Wastewater Treatment Plant, Effluent Reuse Pumping
Facilities and Collection System Lift Stations dated May 27, 2010. Seconded by
Councilor Kumar. Roll call: Councilor Palochak, Kumar, Garcia, Landavazo and Mayor
McKinney all voted yes.

The following Presentation and Information item was presented to the Mayor and
Cou nci lors:

1. Discussion on Proposed Ordinance to Allow Off-Highway Motor Vehicles
on City Streets — George Kozeliski, City Attorney

Mr. Kozeliski said he was advised by Councilor Landavazo about a new provision in the
Off-Highway Motor Vehicle Act which allows off-highway vehicles to operate on City
streets. Under the new law, a local authority may enact an ordinance or resolution to
allow an off-road vehicle to be operated on a paved street or highway owned and
controlled by the authority, under the following conditions: 1) the vehicle must have one
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more headlights and one or more taillights; 2) the vehicle must have brakes, mirrors and
mufflers; 3) the operator must have a valid driver’s license, instruction permit or
provisional license; 4) the operator must have insurance in compliance with the
provisions of the Mandatory Financial Responsibility Act; and 5) the operator of the
vehicle must wear eye protection and a safety helmet. By ordinance or resolution, the
local authority may establish separate speed limits and operating restrictions for off-
highway vehicles where they are authorized to operate. Farmington was the first city in
the state to pass an ordinance under the new provisions of the Off-Highway Motor
Vehicle Act. Farmington restricted their ordinance to recreational off-highway vehicles
and to require a vehicle under the ordinance to have a speedometer, horn, illuminated
dashboards, turn signals and mufflers. For discussion, Mr. Kozeliski presented a draft
ordinance that may be considered by the Mayor and Councilors at a later date. The
draft ordinance has all of the provisions that are included in the Off-Highway Motor
Vehicle Act as amended.

Greg Kirk, Red Rock Motorsports, spoke in favor of the draft ordinance regarding the
operation of off-highway motor vehicles on city streets.

Discussion followed concerning the potential of adding new events to Gallup by
enacting the proposed ordinance; the types of vehicles that would be allowed and not
allowed by the proposed ordinance; educating the public about what is permitted and
not permitted under the ordinance when it is enacted; considerations for regulating the
decibel level of off-highway motor vehicles in the draft ordinance; and the need for
defining the maximum speed capability of the off-highway motor vehicles in the
proposed ordinance, to prevent the hindrance of the traffic flows when the vehicles are
being operated on local roadways.

When asked to provide an opinion on the draft ordinance, Chief Phillip Hart, Gallup
Police Department, said he had safety concerns with children who may think they can
operate off-highway motor vehicles on their own. He recommended doing whatever is
necessary to educate the public about the matter.

Comments by Public on Non-Agenda Items
Helen Matzke addressed the Mayor and Councilors regarding an unpleasant experience
she had while taking a walk yesterday. She had to call the police to request help for a
young girl who was being abused by her parent or guardian. Ms. Matzke wanted to
publically thank Officer Ryan Blackgoat for his assistance with the situation.

Priscilla Manuelito, the newly appointed President of the Gallup McKinley County
School Board, introduced herself to the Mayor and Councilors.



MINUTES
Regular City Council Meeting — 7/12/2016
Page 5

Comments by Mayor and City Councilors
Councilor Palochak congratulated Mr. Tom for his achievement. She also commented
on her pleasant experience at the Arts Crawl last Saturday and encouraged everyone to
attend the monthly event. Councilor Palochak also encouraged citizens to support the
Gallup Inter-Tribal Ceremonial. She will hold her Neighborhood District Meetings on
Thursday, July 14, 2016 at 6:00 p.m. at Stagecoach Elementary School and on
Thursday, July 21, 2016 at 6:00 p.m. at Tobe Turpen Elementary School. Her guests
will be representatives from the Gallup Police Department and Public Works
Department.

Councilor Landavazo commended Vince Alonzo, Parks and Recreation Director, and
his staff for their work with the numerous events that took place during the weekend,
including Wild Thing Bull Riding, the Pee Wee Reese Regional Baseball Tournament,
the Mario Estrada Softball Tournament and the Arts Crawl event downtown. Councilor
Landavazo will hold a District 2 Community Meeting at the Eastside Fire Station on
Monday, July 25, 2016 at 6:30 p.m. A meet and greet with Chief Hart will be held during
the meeting and Stan Henderson, Public Works Director, will provide information on the
proposed bond projects. Based on national events, Councilor Landavazo reminded
police officers to honor and protect their badge. He also encouraged everyone to
extend their appreciation to the police officers for all the hard work they do.

Councilor Kumar attended the Wild Thing Bull Riding and commended Mr. Alonzo and
his staff for their work to support the event. Councilor Kumar congratulated Mr. Tom for
his success at the state driving competition. Councilor Kumar will hold a District
Meeting at the Elks Lodge on Wednesday, July 20, 2016 at 6:00 p.m. A meet and greet
will be held with Chief Hart and Ms. Ustick will provide information on the upcoming
bond election. Information on how to form a neighborhood watch will also be presented
at the meeting.

Councilor Garcia also commended Mr. Tom for his award as well as Adrian Marrufo,
Solid Waste Superintendent. She thanked Mr. Alonzo and his staff for their hard work
and dedication to the City. The City will hold the National Night Out event on Tuesday,
August 9, 2016 at the Rio West Mall. The event will give the public a chance to meet
their local police officers and firefighters. Councilor Garcia expressed her support to
Chief Hart and the Gallup Police Officers for all they do as she prays for their continued
safety as they work to protect the citizens of Gallup.

Mayor McKinney commended Mr. Tom for his accomplishment. Mayor McKinney
commended all City departments for the work they do to support local events. He also
mentioned the numerous events taking place in Gallup, including the Nightly Indian
Dances, outdoor adventure activities, bike runs, etc. Earlier in the day, Mayor
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McKinney attended a round-table discussion, hosted by the Greater Gallup Economic
Development Corporation, in which issues related to the downtown area, tourism and
energy were discussed. The meeting was very productive and based on the
discussions he expects effective results to surface in the future.

Comments by City Attorney and City Manager
Mr. Kozeliski thanked the Mayor and Councilors for appointing Chief Hart to the Metro
Dispatch Authority Board. Mr. Kozeliski provided an update regarding the computer
servers at Metro Dispatch. He commended Georgene Dimas for her work as
Communications Director at Metro Dispatch for the past three years

Ms. Ustick thanked the Chamber of Commerce for their work in managing the Nightly
Indian Dances. She also thanked Mr. Tom, Mr. Marrufo and all the staff at the Solid
Waste Division for the work they do. Ms. Ustick said the City’s new Water, Wastewater
and Solid Waste Director will report for duty on Monday, July 25, 2016. The last pickup
date for this year’s Community Cleanup Program has been changed from August 13,
2016 to August 20, 2016 to resolve a scheduling conflict with this year’s Ceremonial.
Ms. Ustick said the Regular City Council Meeting of August 9, 2016 falls on the same
day of the City’s Special General Obligation Bond Election, which creates a scheduling
conflict for the City Clerk. She asked for the Mayor and Councilors to advise her of their
preferences for rescheduling the August 9, 2016 Regular Meeting. Ms. Ustick
disseminated copies of a one page summary of the City’s Strategic Plan. A quarterly
update of the status of the Strategic Plan will be presented to the Mayor and Councilors
in October2016.

There being no further business, Councilor Palochak made the motion to adjourn the
meeting. Seconded by Councilor Garcia. Roll call: Councilors Palochak, Garcia,
Ku mar, Landavazo and Mayor McKinney all voted yes.

Jackie McKinney, Mayor

ATTEST:

Alfred Abeita II, City Clerk



DiscussionlAction Topic I

Approval of the Local Liquor Excise Tax Accountability Report
for 2 Quarter Calendar Year 2016

Debra Martinez, Mckinley County DWI Director



APPROVAL AND ACCEPTANCE
OF THE

LOCAL LIQUOR EXCIST TAX
ACCOUNTABILITY REPORT

WHERAS, the Board of County Commissioners of McKinley County in open meeting on July 19,2016,
reviewed the attached Accountability Report for calendar year 2016 2nd Quarter; and, has by motion accepted
and approved the same pursuant to NMSA 197$ §7-24-10.1.

McKINLEY COUNTY BOARD OF COMMISSIONERS:

DATE:_________________ By:
Anthony Tanner, Chairperson

ATTEST:

Harriett K. Becenti, County Clerk

WHERAS, the City of Gallup Council in open meeting on July 26th, 2016, reviewed the attached
Accountability Report for calendar year 2016 2nd Quarter, and, has by motion accepted and approved the same
pursuant to NMSA 197$ §7-24-10.1.

CITY OF GALLUP:

DATE:

_______________

By:
Jackie McKinney, Mayor

ATTEST:

Alfred Abeita, City Clerk
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Name Number served

City of Gallup- Gallup
• 4 828 taken to Gallup Detox.

Police Department

Detox 6,785 Admissions
McKinley County-DWI .

21 Intensive Outpatient Program: 14 Males, 7 Females
Program
. Juvenile Detox- 12, Casemangement -16 New Clients average 37 clients per

McKinley County- . .

JSACC
month, Follow ups- 13. Boys Council-12, Botvin Life Skills 10, NIYLP-8, 5

presentations/health fairs.



Clients:

Men:
Female:
Total:

MCKINLEY COUITY DWI INTERVENTION PROGEAM
109 Hasler Valley Road, P.O. BOX 70

GALLUP, NEW MEXICO 87301
(505) 863-1422/23/24 FAX: (505) 863-1425

INTENSIVE OUTPATIENT PROGRAM

(April, May, June 2016)

Total Enrollment for Quarter: 21

(04-01-2016 — 06-27-f 6)

Completed Program:

109 Hasler Road * Gallup, New Mexico 87301
Phone #: 505-863-1422 - Fax#: 505-863-1425

2nd Quarterly report:

Men:
Female:

14
07

Terminated: Active:

14 01 03 10
07 00 02 05
21 01 05 15



QUARTER 4
LET Report Data

JSACC

April: Detox Intakes: 4
Case Management: 5 NEW, 33 TOTAL
# of Follow-ups: 4
Boys Council: S
Botvin Life Skills: 0
NIYLP: 0
Girls Circle: 0
Community Presentations: 1— Pinehill Schoot HF

May: Detox Intakes: 7
Case Management: 9 NEW, 38 TOTAL
4* of Follow-ups: 3
Boys Council: 0
Botvin Life Skills: 0
NIYLP: 0
Girls Circle: 11
Community Presentations: 3—Twin Lakes Health Fair,
Ramah Health Fair, Indian Hills Elem. School

June: Detox Intakes: 1
Case Management: 2 NEW, 39 TOTAL
4* of Follow-ups: 6
Boys Council: 4
Botvin Life Skills: 10
NIYLP: 8
Girls Circle: 0
Community Presentations: 1— Manuelito Chapter



PC Monthly Admission 2016
JAN FEB J MAR APR MAY JUN JUL AUG SEP

Males 1804 1962 1931 1953 1842 1917
Females 380 218 340 341 383 349
TOTAL 2184 2180 2271 2294 2225 2266

Individual Clients on 72 Hr Hold
JAN FEB MAR APR MAY JUN JUL AUG SEP

Males 206 240 257 247 252 247
Females 33 40 42 39 41 52
TOTAL 239 280 299 286 293 299

72 Hours Admits
JAN FEB MAR APR J MAY JUN JUL AUG SEP

Males 503 605 651 600 ] 729 654
Females 58 80 95 83 ] 83 113
TOTAL 561 685 746 683 812 767

Shelter with .aoo Admits
JAN FEB MAR APR MAY JUN JUL AUG SEP

Males 292 213 303 319 215 284
Females 26 21 23 31 18 16
TOTAL 318 234 326 350 233 300

Shelter with BrAC Reading
JAN FEB MAR APR MAY JUN JUL AUG SEP

Males 155 157 158 117 102 73
Females 66 56 40 33 31 25
TOTAL 221 213 198 150 133 98

Medical PHS
JAN FEB MAR APR MAY JUN JUL AUG SEP

Males 120 135 100 121 108 104
Females 26 24 14 24 20 24
TOTAL 146 159 114 145 128 128

Medical RMCH
JAN FEB MAR APR MAY JUN JUL AUG SEP

Males 2 9 17 3 4 j 6
Females 0 1 0 0 1 - 2
TOTAL 2 10 17 3 5 8

Agency
JAN FEB MAR APR MAY JUN JUL AUG SEP

GPD 1525 1562 1623 1685 1569 1574
MCSO 118 141 95 102 133 137
NNPD 5 7 3 2 6 1 —

NMSP 10 19 13 9 18 19
DOTNM 0 0 0 1 0 0
DPSAz 1 0 0 0 0 0

NCI 0 0 0 0 0 1
Medstar 1 0 0 0 0 0
NNBHS 0 0 0 0 0 0
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DiscussionlAction Topic 2

Recommendation by the Lodgers’ Tax Committee on
Proposed Branding and Marketing Plan

Catherine Sebold, Tourism and Marketing Manager



____

CITY OF COUNCIL STAFF SUMMARY FORM

*jGALLUP MEETING DATE: July 26, 2016

SUBJECT: Approval of Lodgers Tax Committee Marketing Brand Recommendation
DEPT. OF ORIGIN: Tourism
DATE SUBMITTED: July 20, 2016
SUBMITTED BY: Catherine Sebold

Summary: The Gallup McKinley County Chamber of Commerce submitted an application to the New
Mexico Department of Tourism in April 2015 for a Cooperative Marketing Agreement, which was to
include research, a marketing plan, and a tourism website and social media based on the approved
marketing plan. The Chamber entered into a contract with HK Advertising and The Idea Group to
fulfill the agreements. The $40,000 in State Tourism Department Grant Funds required a match of
$40,000 in Lodger’s Tax Funds. The Gallup City Council approved up to $40,000 in Lodgers Tax
Funding in October, 2015 for the Cooperative Agreement. The Marketing Plan was presented to the
Lodgers Tax Committee by The Idea Group in July, which included a “Gallup Brand Promise” and
“Gallup Branding” suggestions. The Lodgers Tax Commiffee voted to adopt the Gallup Brand
Promise and one of the recommended Gallup Branding suggestions. -

Fiscal Impact: N/A Reviewed By: P
Finank epartment

Attachments: Marketing Plan, Gallup Brand Promise and Gallup Branding.

Legal Review: Approved As To Form:__________________________
// /AttorneY

Recommendation: Approve Branding and Marketing Plan as recommended by Lodgers Tax Committee on July 20, 2016
which includes the Gallup Brand Promise and the Gallup Branding.

Approved for Submittal By:

1” CITY CLERK’S USE ONLY
-l’-e- JJ(rI COUNCIL ACTION TAKEN

partment Directo49
-, Resolution No. Continued To:

“/jjU- v:N0 ,feirdedTo:
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H
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H
(
O

V
E

R
T

I
S

I
N

G
G

A
L

L
U

P
M

A
R

K
E

T
IN

G
PLA

N
—

G
am

e
P

lan
for

C
om

m
unity

B
randing

S
uccess

G
O

S
A

O
N

L
L

C

O
V

E
R

V
IE

W

HK
A

dvertising
and

T
he

Idea
G

roup
of

S
anta

Fe,
LLC

w
ere

tasked
by

the
C

ity
of

G
allup

and
the

G
allup—

M
cK

inley
C

ounty
C

ham
ber

of
C

om
m

erce
to

develop
a

new
tourism

brand
and

an
integrated

m
arketing

action
plan

aligned
w

ith
the

strategy
and

tactics
of

N
ew

M
exico

T
rue

th
at

w
ill

drive
com

m
unity

efforts
to

attract
m

ore
visitors

to
G

allup,
increase

their
length

of
stay

and
expenditures,

and
ensure

a
rew

arding
custom

er
experience

(CX
).

A
ccording

to
Ed

B
urghard,

creator
of

the
S

trengthening
B

rand
A

m
erica

P
roject,

place
branding

is
m

uch
m

ore
than

a
logo,

tagline,
w

ebsite
or

brand
positioning.

It’s
the

ability
of

the
com

m
unity

to
deliver

on
the

brand
prom

ise
and

exceed
visitor

expectations.
B

urghard’s
sim

ple
equation

clearly
defines

the
elem

ents
of

successful
place

branding:

Place
B

randing
=

P
lace

M
aking

+
P

lace
M

arketing

D
riven

by
short

term
desire

to
attract

m
ore

visitors,
m

any
com

m
unities

dive
deep

straight
into

P
lace

M
arketing.

T
hey

create
advertising

cam
paigns

and
distribute

m
arketing

content
through

today’s
sophisticated

m
arketing

ecosystem
including

print,
television,

radio,
billboards,

internet
and

social
m

edia
channels.

T
he

advertising
often

w
orks,

piquing
the

interests
of

targeted
travels

w
ho

then
actually

visit
the

destination.
T

his
accom

plishm
ent

often
results

in
com

m
unities

believing
their

P
lace

B
randing

goal
has

been
achieved.

H
ow

ever,
m

any
com

m
unities

do
not

equally
address

the
P

lace
M

aking
variable

of
the

equation;
they

fail
to

ensure
the

visitor
experience

m
eets

or
exceeds

expectations.
T

his
lack

of
attention

to
place

m
aking

m
ay

do
m

ore
harm

to
their

brand
than

good.
W

hen
the

traveler
spends

tim
e

and
m

oney
to

visit
a

destination
and

has
a

sub-par
or

negative
experience,

he
or

she
w

ill
not

only
cease

to
visitthe

destination
in

the
future

but
also

use
social

m
edia

avenues
such

as
T

ripA
dvisor

to
share

their
poor

encounter
online.

Just
like

a
spark

can
start

a
forest

fire
th

at
rages

across
the

landscape,
a

negative
social

m
edia

post
can

torch
future

desire
of

others
to

frequent
the

heavily
m

arketed
destination.

O
ur

team
strongly

believes
in

the
Place

B
randing

equation
and

this
report

reflects
our

findings,
strategies

and
action

item
s

to
address

both
Place

M
aking

and
Place

M
arketing.
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H
(
D

V
E

R
T

I
S

I
U

G
G

A
LLU

P
M

A
R

K
ETIN

G
PLA

N
G

am
e

P
lan

for
C

om
m

unity
B

randing
S

uccess
,G

O
!1

S
A

O
N

!!!L
L

C

EX
EC

U
TIV

E
SU

M
M

A
R

Y

N
E

W
M

E
X

IC
O

T
R

U
E

N
ew

M
exico

T
rue

is
the

state’s
tourism

brand
and

aggressively
prom

otes
th

at
our

state
offers

adventure
steeped

in
culture.

T
he

N
ew

M
exico

T
ourism

D
epartm

ent
has

established
substantial

cooperative
m

arketing
program

s
to

support
N

ew
M

exico
T

rue
C

om
m

unity
P

artners.
T

his
plan

identifies
the

specific
tasks

th
at

G
allup

can
im

plem
ent

to
leverage

N
M

TD
resources

and
m

axim
ize

their
branding

reach.

B
R

A
N

D
R

E
SE

A
R

C
H

G
allup

S
takeholder

interview
s,

focus
groups

and
a

detailed
online

survey
w

ere
used

to
identify

th
e

com
m

unity’s
current

perception
about

G
allup,

perceived
brand

assets
and

brand
liabilities,

and
how

they
w

ould
like

G
allup’s

brand
to

be
positioned

in
th

e
future.

From
this

research
a

brand
positioning,

brand
prom

ise
and

proposed
brandlines

w
ere

created.
S

ubstantial
secondary

m
arket

research
w

as
perform

ed
on

the
current

tourism
industry

and
em

erging
travel

trends,
tourism

w
ebsite

best
practices

and
festivals/fairs&

events
evaluation

criteria
to

m
axim

ize
R

O
l.T

his
inform

ation
w

as
used

to
develop

t
h
e
_

i
n

g
A

ction
Plan.

T
A

R
G

E
T

M
A

R
K

E
T

S
T

his
m

arketing
plan

has
identified

12
targ

et
m

arkets
based

on
P

sychographics
and

D
em

ographics.
P

sychographic
targets

include:
T

ransient
V

isitors,
G

roup
T

ours,
O

utdoor
A

dventures,
A

rtS
eekers,

C
ultural

S
eekers,

and
T

eam
S

ports.
D

em
ographic

targets
include

B
aby

B
oom

ers,
G

en
X,

M
illennials,

A
sians,V

eterans
and

individuals
w

ith
Special

N
eeds.

TH
E

N
E

W
G

A
L

L
U

P
T

hree
new

com
ponents

have
been

created
for

the
G

allup
brand:

brand
positioning

statem
en

t,

B
R

A
N

D
brand

prom
ise

and
proposed

brandlines.
T

he
essence

ofthe
new

brand
is

th
at

G
allup

w
ill

deliver
true,

life-changing
m

om
ents

for
art,

culture
and

outdoor
adventure

seekers.

M
A

R
K

E
T

IN
G

A
C

T
IO

N
A

detailed
m

arketing
action

plan
has

been
created

w
ith

actionable
tactics

to
extensively

PL
A

N
partner

w
ith

N
ew

M
exico

T
rue,

convert
transient

visitors
to

tourism
custom

ers,
aggressively

prom
ote

via
the

Internet/social
m

edia,
develop

tangible
tourism

,
targ

et
group

tours,
build

an
A

sian
travel

m
arket,_and

continue
to

im
prove

G
allup

place
m

aking.
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H
(
D

V
E

R
T

I
S

i
N

G
G

A
LLU

P
M

A
R

K
ETIN

G
PLA

N
G

am
e

P
lan

for
C

om
m

unity
B

randing
S

uccess
O

S
A

0
j!L

L
C

N
E

W
M

E
X

IC
O

T
R

U
E

N
ew

M
exico

T
rue

is
the

overarching
brand

of
the

N
ew

M
exico

T
ourism

D
epartm

ent
(N

M
TD

).
It

is
the

first
statew

ide
branding

initiative
th

at
has

been
enthusiastically

em
braced

and
supported

by
N

ew
M

exico
com

m
unities

to
prom

ote
tourism

throughout
the

state.
T

he
C

ity
of

G
allup

has
em

braced
the

“T
rue”

brand
since

its
inception.

T
o

date,
N

ew
M

exico
T

rue
C

om
m

unity
P

artners
include:

G
allup,

A
ztec,

A
rtesia,

S
an

ta
R

osa,
S

ilver
C

ity,
T

ruth
or

C
onsequences,

R
io

R
ancho,

E
lephant

B
utte,

B
ernalillo,

V
alles

C
aldera,

iem
ez,

H
arding

C
ounty,

E
agle

N
est,

L
as

V
egas,

M
oriarty,

C
arlsbad,

D
em

ing,
Sky

C
ity,

R
osw

ell,
A

lam
o

gordo,
C

loudcroft,
L

as
C

ruces,
R

ed
R

iver,
T

aos,
Los

A
lam

os
an

d
F

arm
ington.

T
he

brand
positioning

created
by

T
rue

is
th

at
N

ew
M

exico
is

a
place

th
at

offers
outstanding

adventure
steeped

in
culture.

T
he

brandline
for

the
T

rue
cam

paign
is

A
dventure

th
at

F
eeds

the
Soul.

W
hile

states
like

C
olorado

and
U

tah
do

offer
great

adventures,
they

lack
the

ability
to

provide
am

azing
cultural

experiences.
From

a
branding

perspective,
the

fact
th

at
N

ew
M

exico
can

offer
both

adventure
A

N
D

culture
is

the
state’s

unique
differentiator

and
dram

atic
difference

from
other

com
petitive

destinations.

N
M

TD
has

been
tirelessly

w
orking

to
create

aw
areness

of
the

brand
in

the
m

inds
of

travelers
seeking

adventure
and

culture.
U

tilizing
m

any
m

arketing
ecosystem

com
ponents

such
as

television,
dynam

ic
w

ebsite,
FA

M
trips,

print,
billboards,

online
sw

eepstakes,
photo

contests,
videos,

social
m

edia,
outreach,

visitor
centers,

geo-targeted
ads,

etc.,
the

T
rue

cam
paign

is
grow

ing
the

fly
and

drive
m

arket
to

our
state,

generating
approxim

ately
34

m
illion

visits
and

helping
to

building
a

$6
billion

travel
industry.

A
s

a
N

ew
M

exico
T

rue
C

om
m

unity
P

artner,
G

allup
has

th
e

opportunity
to

collaborate
w

ith
N

M
TD

on
m

any
strategic

tourism
initiatives

th
at

w
ill

enable
G

allup
to

m
axim

ize
their

branding
reach

to
a

w
ider

targeted
audience

and
b
etter

leverage
available

financial
resources.

O
ur

team
has

substantial
experience

w
orking

w
ith

N
ew

M
exico

T
rue

and
brings

this
expertise

to
this

m
arketing

plan.
In

addition,
w

e
m

et
w

ith
N

M
TD

on
several

occasion
to

strategize
w

ith
the

d
ep

artm
en

t
to

identify
“T

rue”
best-practices

for
G

allup
to

follow
to

thoroughly
utilize

N
M

TD
m

arketing
opportunities.

Specific
“T

rue”
strategies

and
tactics

are
outlined

in
the

G
allup

M
arketing

A
ction

Plan
below

.
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H
tV

E
H

T
I
S

I
N

G
G

A
L

L
U

PM
A

R
K

E
T

IN
G

PL
A

N
G

am
e

P
lan

for
C

om
m

unity
B

randing
S

uccess
O

R
S

L
L

C

B
R

A
N

D
R

ESEA
R

C
H

T
he

desired
brand

positioning
reflected

in
this

report
is

derived
from

the
valuable

input
provided

to
our

team
from

G
allup

stakeholders,
focus

groups
and

online
survey

respondents.
T

his
new

brand
w

as
not

created
by

our
team

but
by

the
people

w
ho

live
and

w
ork

in
G

allup.T
heir

insight,
opinions

and
suggestions

w
ere

distilled
to

create
th

e
new

brand
positioning,

proposed
targ

et
m

arkets,
and

to
identify

both
functional

and
em

otional
benefits.

In
addition

to
the

prim
ary

research
com

piled
above

our
team

perform
ed

substantial
secondary

tourism
research

as
a

basis
for

developing
the

G
allup

M
arketing

A
ction

Plan.
Specifically,

w
e

analyzed
tourism

industry
and

trends,
perform

ance
and

creative
arts

industry,
N

ative
A

m
erican

arts
m

arket,
outdoor

and
cultural

activities,
the

C
hinese

Inbound
T

ravel
M

arket,
B

rand
U

SA
m

arketing
approach,

adaptive
sports

industry,
B

aby
B

oom
ers,

G
en

X,
M

illennials,
com

petitive
landscape,

and
N

M
TD

tourism
data.

F
urther,

w
e

atten
d

ed
the

2016
N

ew
M

exico
T

rue
G

overnor’s
C

onference
on

H
ospitality

and
T

ourism
presented

by
the

N
ew

M
exico

H
ospitality

A
ssociation

and
joined

breakout
sessions

in
social

m
edia,

custom
er

service,
group

tours
and

evaluating
successful

events.
B

est-practices
identified

are
reflected

in
the

new
G

allup
M

arketing
A

ction
Plan.

W
e

also
review

ed
best-practices

for
tourism

w
ebsites,

sitem
aps

and
content

developm
ent.

T
hese

findings
w

ere
used

to
create

the
requirem

ents
for

the
new

G
allup

w
ebsite

and
related

site
m

ap.
T

op
w

ebsite
recom

m
endations

can
be

found
in

m
arketing

action
plan.

L
astly,

w
e

investigated
best

practices
in

the
evaluation

of
festivals,

fairs
and

events
and

identified
funding

criteria
for

the
G

allup
L

odgers
T

ax
B

oard
to

use
in

determ
ining

how
to

best
financially

support
future

activities
in

the
com

m
unity

w
hile

m
axim

izing
R

O
l.

N
um

erous
research

reports
and

P
ow

erP
oint

presentations
have

been
developed

and
shared

w
ith

com
m

unity
stakeholders

during
this

branding
process.

File
nam

es
and

descriptions
of

docum
ents

can
be

found
in

the
appendix

of
this

report.
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H
(
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V
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R
T

I
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I
H

G
G

A
LLU

P
M

A
R

K
ETIN

G
PLA

N
G

am
e

Ptan
for

C
om

m
unity

B
randing

S
uccess

G
O

U
S

A
O

N
!JA

L
L

C

TA
R

G
ET

M
A

R
K

E
T

S

T
here

are
m

any
indicators

th
at

G
allup

is
w

ell
positioned

to
increase

tourism
and

average
visitor

spend
in

the
future

including
the

success
of

the
N

ew
M

exico
T

rue
branding

cam
paign,

G
allup’s

current
flow

of
transient

visitors,
trends

in
the

national
tourism

industry,
and

the
com

m
unity’s

unique
offering

of
outdoor

adventure,
art

and
culture.

G
allup

cannot
be

all
things

to
all

people
and

it
cannot

pretend
to

be
som

ething
it

is
not.

G
allup

is
a

uniquely
diversified

com
m

unity,
a

railroad
tow

n,
authentic

to
the

core,
gritty,

real,
surrounded

by
beautiful

scenery
and

outdoor
adventures,

and
hom

e
to

N
ative

P
eoples,

their
art

and
culture.

T
his

is
G

allup.

For
G

allup
to

be
successful

attracting
m

ore
visitors,

it
m

ust
find

people
w

ho
seek

out
th

ese
kinds

of
offerings

and
experiences.

In
other

w
ords,

target
like-m

inded
people

w
ho

love
w

hat
the

residents
of

G
allup

love.

O
ur

team
has

identified
12

potential
targ

et
m

arkets
for

G
allup

to
pursue

as
it

m
oves

forw
ard

w
ith

th
e

G
allup

M
arketing

A
ction

Plan.
It’s

im
possible

to
pursue

all
m

arkets
at

once
but

im
portant

to
see

the
types

of
visitors

th
at

G
allup

could
attract

over
tim

e.

W
e

have
divided

the
targ

et
m

arkets
into

tw
o

broad
categories:

P
sychographic

and
D

em
ographic,

each
is

explained
below

.

P
sychographic

targ
ets

are
like-m

inded
individuals

w
ho

share
sim

ilar
interests

regardless
of

their
education,

race,
age,

incom
e,

gender,
etc.

For
instance,

people
w

ho
love

m
ountain

biking
w

ould
be

a
psychographic

target.
O

ne
could

easily
reach

this
group

by
advertising

in
a

m
agazine

th
at

m
ountain

bikers
love

to
read.

D
em

ographic
targ

ets
are

individuals
w

ho
share

the
sam

e
age,

incom
e,

education,
gender,

race,
etc.

For
this

target,
one

could
easily

reach
55+

years
or

older
by

advertising
in

the
A

A
R

P
m

agazine.

B
oth

psychographic
and

dem
ographic

targeting
w

ork
to

raise
brand

aw
areness.

C
all-to-action,

product
offerings

and
com

m
unications

have
to

be
adjusted

to
resonate

w
ith

each
type

of
audience.

A
list

of
G

allup
targ

et
m

arkets
follow

.
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1.11
(
D

V
I

f
i
l
l

S
IN

G
G

A
L

L
U

P
M

A
R

K
ETIN

G
PLA

N
G

am
e

P
lan

fo
r

C
om

m
unity

B
randing

S
uccess

M
TH

E

IDEA
GROUP

O
F

SA
N

TA
FE,LLC

•
“1,O

O
O

guests
occupy

hotels
nightly

•
E

ntice
visitors

out
to

enjoy
G

allup

•
N

M
visitor

outdoor
activity

is
up

•
N

ational
&

S
tate

Park
visits

increasing

•
L

everage
N

M
reputations

for
arts

•
E

stablish
unique

differentiator
for

G
allup

-
-
-
-
-

•
M

illennials/B
oom

ers
seek

experiences
•

D
evelop

im
m

ersion
program

s

•
Y

oung
fam

ilies
attending

sporting
events

•
E

ncourage
exploring

G
allup

am
enities

PSY
C

H
O

G
R

A
PH

IC
S:Six

psychographic
targ

et
m

arkets
have

been
identified

for
G

allup
to

consider:
T

ransient
V

isitors,
G

roup
T

ours,
O

utdoor A
dventurers,

A
rt

S
eekers,

C
ulture

S
eekers

an
d

S
ports

T
eam

.
S

om
e

basic
statistics

and
trends

have
been

associated
w

ith
each

target.
(For

m
ore

detailed
targ

et
m

arket
inform

ation,
see

the
appendix

for
full

file
nam

e
of

tourism
m

arket
research

report.)

T
ransient

V
isitors:

Individuals
w

ho
are

already
staying

in
G

allup
hotels/m

otels/R
V

parks,
etc.

T
he

goal
is

to
entice

these
visitors

to
leave

their
hotel

room
s

and
spend

m
ore

tim
e

and
m

oney
experiencing

G
allup.T

he
m

arketing
plan

heavily
addresses

this
targ

et
group

through
a

local
G

allup-based
cam

paign
called

‘G
o.

See.
D

o.”

G
roup

T
ours:

A
lthough

attracting
m

ajor
buses

filled
w

ith
tourist

sounds
exciting,

the
reality

is
th

at
m

any
sm

aller
group

tours
are

already
passing

through
the

com
m

unity.
T

he
goal

is
to

attract
m

ore
sm

aller
group

tours
w

here
current

visitor
infrastructure

w
ill

accom
m

odate
the

pending
influx.

O
utdoorA

dventurers:
A

dventure
G

allup
has

already
begun

to
targ

et
this

psychographic
through

its
current

i
’
s
v
c

i-i

•
Focus

on
sm

all
tours

and
groups

•
L

earn
their

needs
and

fill
any

gaps

T
ransient

V
isitors

-

G
roup

T
ours

O
utdoor

A
d

v
en

tu
rers

A
rt

S
eekers

C
ulture

S
eekers

S
ports

T
eam

s

m
arketing

and
developm

ent
of

trails,
m

aps,
etc.

T
he

doorw
ay

has
been

opened.T
he

goal
is

to
continue

to
im

prove
the

offering
and

guarantee
the

custom
er

experience.
T

he
m

arketing
plan

em
phasizes

the
need

to
develop

m
ore

outdoor
experiential

tours
and

refine
the

visitor
experience

from
arrival

to
departure.

C
o
n
fid

en
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G
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G
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lan
for

C
om

m
unity

B
randing

S
uccess

A
rtS

eekers:
T

here
is

already
existing

m
arket

aw
areness

by
art

seekers
for

art
crafted

and
sold

in
G

allup
and

M
cK

inley
C

ounty.
T

he
m

arketing
goal

is
to

increase
this

understanding
w

ith
current

art
lovers

but
also

create
new

aw
areness

by
a

younger
audience

such
as

M
illennials

w
ho

m
ight

not
currently

have
an

appreciation
for

N
ative

A
m

erican
artw

ork.
In

addition,
this

plan
addresses

the
need

to
enhance

th
e

art
visitor

process
to

ensure
art

seekers
have

a
good

experience
w

hile
in

G
allup.

C
ulture

S
eeker:

T
he

culture
of

G
allup

is
rich

and
rew

arding
w

hen
shared

positively
w

ith
visitors.T

he
fact

th
at

G
allup

can
provide

a
top-notch

cultural
experience

enables
th

e
com

m
unity

to
directly

align
w

ith
the

N
ew

M
exico

T
rue

brand.
T

he
m

ore
G

allup
can

identify
travelers

seeking
this

kind
of

cultural
experience,

the
m

ore
closely

th
e

visitor
expectations

w
ill

align
to

the
G

allup
brand

prom
ise,

providing
a

visit
th

at
w

ill
exceed

those
expectation.

Sim
ilar

to
art

seeker
m

arket
above,

it’s
im

perative
for

G
allup

to
guarantee

a
positive

experience.
T

he
m

arketing
plan

addresses
w

ays
to

accom
plish

this
goal.

S
ports

T
eam

s:
G

allup
has

experienced
recent

success
hosting

team
sports

events
and

to
u

rn
am

en
ts

such
as

baseball,
football

and
rodeo.

W
ith

outstanding
recreational

facilities
and

am
enities,

further
targeting

this
existing

m
arket

is
encouraged.

In
addition

to
attracting

m
ore

tournam
ents,

the
plan

identifies
w

ays
to

entice
team

sports
participants,

fam
ilies

and
fans

to
b
etter

experience
G

allup
during

their
stay.

(R
em

aining
page

left
blank)
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I
S
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G
G

A
LLU

P
M

A
R

K
ETIN

G
PLA

N
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G
am

e
P

lan
fo

r
C

om
m

unity
B

randing
S

uccess

D
E

M
O

G
R

A
PH

IC
S:

Six
dem

ographic
targ

ets
have

been
identified

th
at

co
m

p
lem

en
t

th
e

psychographic
targ

ets
above.

T
hey

are:
B

aby
B

oom
ers,

G
en

X
/G

en
Y,

M
illennials,

A
sian,

V
eterans,

and
individuals

w
ith

S
pecial

N
eeds.

A
gain

som
e

basic
statistics

and
tren

d
s

have
been

listed
here

but
detailed

research
can

be
found

in
th

e
m

arket
research

rep
o

rt
listed

in
th

e
appendix.

B
aby

B
oom

ers:
T

his
group

of
trav

elers
w

as
born

b
etw

een
1946

and
1964,

alm
ost

all
plan

to
travel

and
have

th
e

discretionary
incom

e
to

enjoy
a

rew
arding

experience.
T

hey
don’t

consider
them

selves
as

aging.
A

t
this

point
in

life,
th

ey
enjoy

taking
trips

w
ith

fam
ily

and
reunions.

T
his

is
an

o
p

p
o

rtu
n

ity
for

group
to

u
rs

in
G

allup.

G
en

X
:

Fam
ily

life
sh

ap
es

this
group

born
b
etw

een
1965

and
1982.

T
hey

m
ay

not
travel

far
from

hom
e

but
w

an
t

a
com

fortable
and

m
em

orable
experience.

G
allup

has
m

uch
to

offer
this

targ
et

including
team

sp
o

rts
and

o
u
td

o
o
r

ad
v

en
tu

re,
especially

visiting
surrounding

national
parks.

M
illennials:

T
here

are
m

ore
M

illennials
th

an
G

en
X

and
B

aby
B

oom
ers.

M
illennials

love
to

travel.
T

hey
love

custom
ized,

unique
experiences

—
not

cookie-cutter
big

75M
-

spending
$120B

in
travel

annually
•

99%
plan

to
travel;

cost
not

a
b

attier

•
68M

project
peak

in
2018

1..:.
Fam

ily
o

rien
ted

,
com

fortable
experiences

t

•
75.4M

now
surpass

B
oom

ers
in

size
•

S
eek

im
m

ersion
in

culture
&

cuisine

D
E

M
O

G
R

A
PH

K
S

B
aby

B
oom

ers

G
en

X
/

M
illennials

(
A

sian!
I

O
ther

V
eterans

•
C

hinese
visitation

to
SM

by
2020

•
B

ecom
ing

top
U

S
inbound

m
arket

•
21.8

m
illion

v
eteran

s
in

th
e

U
S

•
L

argest
group

G
ulf

W
ar/V

ietnam
1
4
M

•
A

daptive
sports

is
an

em
erging

industry
•

60,000
participants

are
served

annually

brands.
T

hey
also

enjoy
group

trips
w

ith
friends.

T
he

goal
is

to
put

th
e

au
th

en
tic

o
u

td
o

o
r,

art
and

culture
experiences

offered
by

G
allup

on
th

eir
radar.

Social
m

edia
is

th
e

best
w

ay
to

reach
this

audience.
T

he
m

arketing
plan

em
phasizes

heavy
usage

of
th

e
In

tern
et

and
social

m
edia.

C
o
n
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M
A

R
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ETIN
G

PLA
N

G
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e
P

lan
for

C
om

m
unity

B
randing

S
uccess

O
!1

N
U

A
L

L
C

A
sian:

M
ainland

C
hinese

have
becom

e
the

largest
group

of
travelers

in
the

w
orld.T

hey
have

transform
ed

travel
m

arkets
in

A
ustralia

and
T

hailand
and

are
expected

to
reshape

tourism
in

A
m

erica
as

w
ell.

Five
m

illion
C

hinese
are

estim
ated

to
visit

the
U

SA
by

2020.
T

he
C

hinese
love

w
ide

open
spaces,

cow
boys

and
Indians,

national
parks,

scenic
beauty

and
gam

ing.
N

o
m

aior
com

m
unity

or
region

in
N

ew
M

exico
has

addressed
this

m
arket.

T
he

m
arketing

plan
recom

m
ends

th
at

the
C

hinese
m

arket
be

pursued
aggressively

in
the

future.

V
eterans:

G
allup

is
recognized

as
the

m
ost

patriotic
sm

all
tow

n
in

A
m

erica.
To

align
w

ith
this

positioning,
G

allup
should

em
brace

the
grow

ing
m

arket
of

veterans.
G

allup
should

targ
et

its
outdoor

adventure,
art

and
cultural

experiences
for

veterans
and

prom
ote

via
sm

all
group

tours.

A
daptive

S
ports:

T
here

is
a

grow
ing

m
arket

to
provide

adaptive
sports

program
s

for
individuals

w
ith

physical
and

m
ental

handicaps.
Such

program
s

include
skiing,

m
ountain

biking,
archery,

rock
clim

bing,
etc.

M
any

of
these

adaptive
sports

participants
are

veterans.
G

allup
should

target
this

grow
ing

m
arket

and
create

specific
team

and
individual

sports.

(R
em

aining
page

left
blank)
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G

A
L

L
U

P
M

A
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K
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G
PLA

N
—

G
am

e
P

lan
fo

r
C

om
m

unity
B

randing
S

uccess
G

1
O

N
!JA

L
C

C

T
H

E
N

E
W

G
A

LLU
P

B
R

A
N

D

T
he

G
allup

brand
positioning,

prom
ise

and
proposed

brandlines
w

ere
developed

using
these

critical
elem

ents:

+
G

allup
stak

eh
o

ld
er

in
terv

iew
s

+
G

allup
fo

cu
s

g
ro

u
p
s

+
G

allup
o

n
lin

e
su

rv
ey

+
S

eco
n

d
ary

to
u

rism
m

ark
et

research
+

M
eetin

g
s

w
ith

N
ew

M
exico

T
ru

e
+

P
ro

v
en

co
m

m
u

n
ity

b
ran

d
in

g
ap

p
ro

ach

B
R

A
N

D
PO

SIT
IO

N
IN

G
ST

A
T

E
M

E
N

T

U
sing

the
valuable

inform
ation

and
strategic

thinking
harnessed

from
the

com
ponents

above,
the

G
allup

brand
positioning

statem
ent

w
as

developed
as

the
foundation

for
future

brand
alignm

ent
and

m
arketing

com
m

unication
by

the
G

allup
com

m
unity.

T
he

positioning
statem

ent
reflects

how
the

com
m

unity
w

ants
to

be
perceived

by
visitors

in
the

future.
It

identifies
the

unique
aspect

of
the

brand,
target

m
arkets,

fram
e

of
reference

for
the

brand,functional
benefits

of
the

brand,
perm

ission
to

believe
that

the
brand

can
deliver

on
its

prom
ise,

and
the

em
otional

benefits
derived

by
visitors

from
a

G
allup

experience.

This
is

the
internal

G
allup

perspective
that

succinctly
spells

out
the

essential
elem

ents
of

a
successful

com
m

unity
brand.

From
this

statem
ent,

allfuture
branding

and
m

arketing
com

m
unications

w
ill

be
developed.

This
statem

ent
is

the
foundation

for
the

brand
prom

ise
and

w
ill

be
used

to
drive

allfuture
G

allup
m

essaging
and

m
arketing.

It
generates

visitor
expectations

about
the

G
allup

experience.
Itw

ill
create

one
voice

for
the

com
m

unity
and

enable
m

arketing
partners

to
share

com
pelling,

consistent,
and

on-going
m

essaging
that

reinforces
the

m
eaning

of
the

G
allup

brand.

C
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G
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G
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e
P

lan
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r
C

om
m

unity
B

randing
S

uccess
O

5A
O

N
!L

L
C

U
N

IQ
U

E
A

SPE
C

T
G

allup
seam

lessly
blends

great
outdoor

am
enities

w
ith

art
A

N
D

cultural
offerings

based
on

its
close

proxim
ity

to
N

ative
A

m
erican

P
eoples

w
ell

as
o
th

er
m

ajor
ethnic

groups

T
A

R
G

E
T

M
A

R
K

E
T

G
allup

targ
ets

individuals
and

fam
ilies

seeking
unique,

authentic
and

tangible
experiences

in
outdoor,

art
and

culture
G

allup
is

the
one

true
place

to
play

and
stay

in
th

e
A

m
erican

S
outhw

est

G
allup

offers
visitors:

•
A

w
ide

variety
of

outdoor
adventures

and
activities

•
S

pectacular
beauty

•
A

w
e-inspiring

art
•

R
ich

culture
and

traditions
•

A
uthentic

encounters
w

ith
N

ative
A

m
erican

P
eople

and
their

traditions
G

allup
has

been
creating

life-changing
adventures

since
1881

and
borders

the
N

ative
A

m
erican

com
m

unities
and

pueblos
of

the
N

avajo
and

Zuni
P

eople

G
allup

enables
real,

m
em

orable
and

m
eaningful

m
om

ents
and

the
opportunity

to
live

life
to

_
_
_
_
_

th
e

fullest
every

day
For

individuals
and

fam
ilies

seeking
unique,

authentic
and

tangible
experiences

in
the

A
m

erican
S

outhw
est,

G
allup

is
the

one
true

place
th

at
offers

enticing
outdoor

adventures
and

activities
nestled

in
spectacular

beauty
w

hile
seam

lessly
blending

aw
e-inspiring

art
and

rich
culture

deeply
rooted

in
N

ative
A

m
erican

P
eople

and
traditions.

G
allup

has
been

creating
life-changing

adventures
since

1881
and

prom
ises

to
alw

ays
rem

ain
true

to
its

roots.
T

he
com

m
unity

affords
visitors

th
e

opportunity
to

seek
real,

m
em

orable
and

m
eaningful

m
om

ents
and

to
live

life
to

the
fullest.

F
R

A
M

E
O

F
R

E
FE

R
E

N
C

E

FU
N

C
T

IO
N

A
L

B
E

N
E

FIT
S

PE
R

M
ISSIO

N
T

O
B

ELIEV
E

E
M

O
T

IO
N

A
L

B
E

N
E

FIT

G
A

L
L

U
P

P
O

S
IT

IO
N

IN
G

C
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P
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G
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S
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G
A

L
L

U
P

B
R

A
N

D
PR

O
M

ISE

From
the

G
allup

brand
positioning

statem
en

t
above,

a
short

and
succinct

brand
prom

ise
has

been
crafted.

G
allup

delivers
true

(real),
life-changing

m
om

ents
(adventures)

for
art,

culture
and

outdoor
seekers

T
his

brand
prom

ise
reflects

the
expectation

th
at

G
allup

is
creating

in
th

e
m

inds
of

targeted
custom

ers.
G

allup
m

ust
strive

to
deliver

this
brand

prom
ise

to
each

and
every

visitor
to

the
com

m
unity.

T
he

brand
prom

ise
also

establishes
success

criteria
for

all
partners

to
use

to
evaluate

brand
perform

ance.

T
he

sim
ple

branding
question

to
ask

in
the

future
on

any
aspect

of
G

allup
offerings:

A
re

w
e

delivering
true,

life-changing
m

om
ents

for
art,

culture
and

outdoor
seekers?

Ifthe
answ

er
is

yes,
then

perceptions
in

the
m

inds
of

travelers
w

ill
be

positive
and

the
strength

and
statu

re
of

the
G

allup
brand

w
ill

clim
b.

Ifthe
answ

er
is

no,
the

G
allup

com
m

unity
m

ust
w

ork
to

g
eth

er
to

refine
and

rew
ork

the
offering

until
a

strong
yes

is
achieved.

L
astly,

G
allup

and
its

partners
can

alw
ays

im
prove

the
brand

offering.
E

ven
ifthe

answ
er

is
yes,

the
next

question
to

ask
is

how
w

e
can

m
ake

our
real,

life-changing
adventures

even
better.

G
A

L
L

U
P

B
R

A
N

D
L

IN
E

S

T
he

purpose
of

a
brandline

is
to

create
a

short,
m

em
orable

phrase
th

at
aligns

w
ith

the
brand

positioning
and

enables
targ

et
m

arkets
to

quickly
recognize

the
brand.

HK
A

dvertising
and

T
he

Idea
G

roup
propose

four
brandlines

th
at

w
ill

enable
G

allup
potential

visitors
to

easily
recall

the
G

allup
brand.

T
hese

four
brandlines

follow
.

C
o
n
fid

en
tial

P
age

13
6
/2

8
/2

0
1
6



liii
fD

V
V

H
S

S
H

G
A

L
L

U
P

M
A

R
K

ETIN
G

PLA
N

G
am

e
P

lan
for

C
om

m
unity

B
randing

S
uccess

1
1

T
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H
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D

V
E

R
T

I
S

N
6

G
A

L
L

U
P

M
A

R
K

ETIN
G

PLA
N

G
am

e
P

lan
for

C
om

m
unity

B
randing

S
uccess

G
O

S
A

O
J
L

,

M
A

R
K

E
T

IN
G

A
C

T
IO

N
PLA

N

HK
A

dvertising
and

T
he

Idea
G

roup
have

developed
a

m
arketing

action
plan

to
enhance

G
allup

Place
B

randing,
including

Place
M

aking
and

Place
M

arketing.
W

e
have

provided
tactics

related
to

the
nine

nodes
of

the
m

arketing
ecosystem

—
A

udio/V
ideo,

Print,
O

ut
of

H
om

e
(O

O
H

),
D

irect
M

arketing,
P

lace-B
ased

M
arketing,

Public
R

elations,
M

obile
M

arketing,
Internet

and
E

xperiential.

T
he

plan
also

includes
substantial

m
arketing

strategies
G

allup
can

use
to

partner
and

leverage
N

ew
M

exico
T

rue
resources

and
capabilities.

L
astly,

the
plan

identifies
special

projects
and

activities
th

at
the

com
m

unity
should

consider
to

build
G

allup
brand

equity
by

increasing
brand

assets
and

decreasing
or

elim
inating

brand
liabilities.

M
any

of
th

ese
action

item
s

do
not

have
to

be
addressed

im
m

ediately
but

should
be

review
ed

and
considered

for
future

im
plem

entation.

T
he

strategy
m

indset
th

at
drives

the
G

allup
M

arketing
A

ction
Plan

is
designed

to
m

axim
ize

reach
and

frequency
w

ith
target

m
arkets

given
G

allup’s
available

m
arketing

resources.
T

he
key

strategies
are

defined
below

:

S
trategy

#1
—

N
ew

M
exico

T
rue:

P
artner

extensively
w

ith
N

ew
M

exico
T

rue
to

utilize
all

N
M

TD
resources

available
to

prom
ote

the
G

allup
region

and
its

unique
offerings

of
outdoor

adventure,
art

and
culture

experiences.
M

any
of

the
T

rue
resources

are
free

or
low

cost
for

N
ew

M
exico

T
rue

C
om

m
unity

P
artners

and
can

generate
substantial

aw
areness

for
G

allup
w

ith
both

fly
and

drive
m

arkets.
T

he
M

arketing
A

ction
Plan

lists
alm

ost
40

N
ew

M
exico

T
rue

action
item

s.

S
trategy

#2
—

G
o.

See.
D

o.:
B

ecause
of

its
proxim

ity
to

Interstate
40,

G
allup

has
a

steady
flow

of
daily

transient
visitors

staying
at

hotels/m
otels,

frequenting
food

establishm
ents,

and
shopping

at
box

stores
and

dow
ntow

n
retailers.

G
allup

has
the

opportunity
to

create
com

pelling
and

enticing
local

prom
otions

to
convert

th
ese

visitors
into

tourism
custom

ers
for

G
allup

outdoor,
art

and
culture

experiences.
T

he
plan

highlights
a

local
cam

paign
called

“G
o.

See.
D

o.”
designed

to
call

attention
to

G
allup

offerings
w

henever
and

w
herever

transient
visitors

are
spending

tim
e

in
tow

n.

C
onfidentiaL

P
age

17
6
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G
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e

P
lan

for
C

om
m

unity
B

randing
S

uccess
G

O
S

L
L

C

S
trateg

y
#3

—
In

tern
et/S

o
cial

M
edia:

T
his

plan
em

phasizes
best-practices

in
Internet

and
social

m
edia

m
arketing

to
targ

et
and

attract
desired

travelers.
M

ost
people

today
utilize

sm
art

phones,
tablets

and
laptops

to
access

travel
inform

ation.
U

sing
leading

search
engines

such
as

G
oogle,

they
research

and
book

trips
th

at
align

w
ith

their
personal

interests.
G

allup
has

the
opportunity

to
convert

m
any

online
visitors

by
developing

and
m

anaging
a

strong
online

presence
th

at
utilizes

digital
strategies

such
as

adw
ord/pay

per
click,

re-targeting,
geofencing,

blogging,
hashtags,

social
m

edia/inbound
m

arketing,
w

ebcam
s

and
e-new

sletters.

In
addition,

the
plan

recom
m

ends
th

at
G

allup
continue

to
produce

and
release

a
steady

flow
of

com
pelling

digital
content

including
hip,

action-oriented
videos,

photos
and

podcasts.
C

reating
opportunities

for
G

allup
visitors

to
create

and
post

their
ow

n
video/photo

content,
know

n
as

U
ser

G
enerated

C
ontent

(U
G

C
)

is
also

recom
m

ended.

S
trateg

y
#4

—
E

xperiential
(T

angible)
T

ourism
:

T
he

new
G

allup
brand

prom
ise

is
to

provide
true,

life-changing
m

om
ents

to
outdoor,

art
and

culture
seekers.

T
ravelers

today
are

no
longer

sightseers
but

sight-doers.
T

hey
w

ant
to

im
m

erse
them

selves
into

authentic,
rew

arding
experiences.

N
M

TD
has

coined
this

travel
trend

tangible
tourism

and
defines

it
below

.

T
angible

T
ourism

(noun):
T

he
m

ultidim
ensional

experience
a

visitor
has

w
hen

their
senses

or
em

otions
are

engaged
in

an
activity

unique
to

the
area

in
w

hich
they

are
visiting.

T
he

M
arketing

A
ction

Plan
recom

m
ends

th
at

G
allup

actively
address

tangible
tourism

by
w

orking
w

ith
com

m
unity

partners
to

develop
and

prom
ote

creative
tourism

,
experiential

tourism
,

im
m

ersive
experiences

and
authentic

experiences.
T

he
criteria

to
follow

is
w

hether
or

not
the

activity
provides

true,
life-changing

m
om

ents
big

or
sm

all.
Q

uality
is

key
over

quantity.
By

providing
tangible

tourism
offerings,

G
allup

w
ill

create
favorable

and
m

em
orable

experiences
in

the
m

inds
of

visitors
w

ho
w

ill
be

inclined
to

both
visit

G
allup

again
and

recom
m

ended
G

allup
to

fam
ily

and
friends.

S
trateg

y
#5

—
G

roup
T

ours:
T

he
plan

identifies
action

item
s

for
G

allup
to

follow
to

build
up

visitation
by

group
tours.

Specifically,
G

allup
should

targ
et

regional
group

tour
o
p
erato

rs/p
lan

n
ers

through
tradeshow

s
and

use
direct

m
ail

and
FA

M
tours

to
educate

th
ese

individuals
and

organizations
on

the
benefits

of
group

tours
visiting

G
allup.T

he
new

tangible
tourism

experiences
created

in
S

trategy
#4

above
w

ill
be

a
m

ajor
driver

to
increase

group
tour

visitation.
G

allup
should

also
becom

e

C
onfidential.
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G
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P
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for

C
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m
unity

B
randing

S
uccess

m
em

bers
of

the
A

m
erican

B
us

A
ssociation

and
to

prom
ote

to
m

em
bers

th
e

advantages
of

bringing
bus

tours
to

the
com

m
unity.

S
trategy

#6
—

M
ainland

C
hinese

T
ourists:

L
ong-term

,
th

ere
is

no
bigger

opportunity
for

G
allup

to
build

its
visitor

base
than

to
create

the
right

offerings
to

targ
et

and
attract

M
ainland

C
hinese

visitors.
A

new
m

em
orandum

of
understanding

betw
een

the
U

S
and

C
hinese

G
overnm

ents
perm

its
large

tours
of

C
hinese

to
visit

the
U

S.
Places

such
as

the
G

rand
C

anyon,
Y

osem
ite

and
Y

ellow
stone

are
already

seeing
large

num
bers

of
C

hinese
tourists.

W
ith

its
outdoor,

art
and

cultural
offerings,

scenic
beauty

and
w

ide
open

spaces,
proxim

ity
to

national
parks,

and
gam

ing
venues,

G
allup

has
the

essential
elem

ents
to

build
a

successful
C

hinese
inbound

tourism
m

arket.

S
trategy

#7
—

Place
M

aking:
A

s
em

phasized
in

the
overview

of
this

docum
ent,

place
m

aking
is

a
critical

factor
of

place
branding.

In
th

e
S

pecial
P

rojects
sections

of
th

e
M

arketing
A

ction
Plan

w
e

have
listed

action
item

s
for

G
allup

to
consider

to
m

ake
the

com
m

unity
a

b
etter

place
to

live
and

visit.
By

enhancing
place

m
aking,

m
ore

visitors
w

ill
have

experiences
th

at
exceed

expectations
thereby

dram
atically

strengthening
the

status
and

strength
of

the
G

allup
brand.

N
EX

T
ST

E
PS

W
ith

its
new

brand
positioning

and
m

arketing
action

plan,
G

allup
is

ready
to

form
ally

launch
an

exciting
new

branding
cam

paign
to

attract
targeted

m
arkets

to
the

com
m

unity
and

encourage
visitors

to
stay

longer
and

to
spend

m
ore

during
their

visit.T
he

rollout
of

the
brand

and
the

im
plem

entation
of

the
m

arketing
action

plan
w

ill
take

tim
e.

W
e

have
listed

five
key

next
steps

to
officially

initiate
the

G
allup

banding
journey.

••
P

rioritize
M

arketing
Plan

action
item

s
and

assign
responsibilities,

tim
elines,

and
budgets

+
B

egin
w

orking
w

ith
N

M
TD

im
m

ediately
and

to
im

plem
ent

N
M

T
rue

branding
and

m
arketing

opportunities
+

Form
G

allup
B

randing
A

lliance
and

begin
to

integrate
new

G
allup

brand
into

m
indset

of
the

com
m

unity
+

D
evelop

reco
m

m
en

d
ed

social
m

edia
channels

and
begin

utilizing
Internet

best-practices
advertising

strateg
ies

+
D

evelop
local

“G
o.

S
ee.

D
o.”

cam
paign

to
begin

converting
existing

tran
sien

t
visitors

into
tourism

cu
sto

m
ers

C
onfidentiat
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T
his

rep
o
rt

w
as

p
rep

ared
by

H
K

A
dvertising

and
T

he
Idea

G
roup

of
S

anta
Fe,

LLC.

H
K

A
dvertising,

led
by

D
avid

H
ayduk,

is
a

to
p

branding
and

m
arketing

com
pany

based
in

S
anta

Fe,
N

ew
M

exico.
T

he
com

pany
has

been
in

o
p

eratio
n

s
for

32
years.

T
he

Idea
G

roup
of

S
anta

Fe,
LLC

w
as

launched
by

Jam
es

G
lover

in
2002,

and
provides

strategic
solutions

and
branding

to
N

ew
M

exico
com

m
unities

P
lease

contact
us

for
additional

inform
ation

on
th

e
G

allup
branding

initiative.

D
avid

H
ayduk

Jam
es

G
lover

H
K

A
dvertising

T
he

Idea
G

roup
of

S
anta

Fe,
LLC

41
B

isbee
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R
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S
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S
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N

M
$7508

S
anta

Fe,
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M
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T
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follow
ing

docum
ents

w
ere

cited
in

this
report

and
are

on
file

w
ith

the
C

ity
of

G
allup

and
G

allup-M
cK

inley
C

ounty
C

ham
ber

of
C

om
m

erce.

G
allup

B
randing

R
esearch

Interview
s

Final
2-8-16
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m

arizes
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allup
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R
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R
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esearch

June
21

2016
(W

ord)
tourism

industry
:T

ourism
W

eb
site

B
est

P
ractices

and
P

resen
tatio

n
th

at
highlights

tourism
w

ebsite
b

est
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tourism
w
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DiscussionlAction Topic 3

Fiscal Year 2017 Lodgers’ Tax Event Funding

Catherine Sebold, Tourism and Marketing Manager



____

CITY OF COUNCIL STAFF SUMMARY FORM

GALLUP MEETING DATE: July26, 2016

SUBJECT: FY 2017 Lodgers Tax Event Funding
DEPT. OF ORIGIN: Tourism
DATE SUBMITTED: July 22, 2016
SUBMITTED BY: Catherine Sebold

Summary: Throughout the year, the Lodgers Tax Committee recommends funding for the promotion of
events to bring tourists to the City of Gallup. The funds are provided from the Lodgers Tax Funding collected
and can be used for promotional purposes only.

The attached form lists the requests and recommendations for funding. Each entity funded will sign a contract
for the use of the Lodgers Tax Funds as recommended by New Mexico Department of Finance and
Administration (DFA)

itFiscalimpact: ReviewedBy: Ltt44_-(!
Finthce Department

There is sufficient budget in place for the recommended funding. These are to be paid from the Lodgers Tax
Fund.

Attachments: Recommended Funding

Legal Review: Approved As To Form:____________________________
City Attorney

Recommendation: Staff recommends approval of the recommended funding.

Approved for Submittal By:
V CITY CLERK’S USE ONLY

(t- 41j4 COUNCIL ACTION TAKEN
Department Director

4 / Resolution No. Continued To:/2/ //1_ Ordinance No. Referred To:

_fiManer Approved: Denied:
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0
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Resolution No. R2016-32;
4th Quarter Fiscal Year 2016 Budget Adjustments

and Report of Actuals

Patty Holland, Chief Financial Officer



____

CITY OF COUNCIL STAFF SUMMARY FORM

kiGALLUP MEETING DATE: July 26, 2016

SUBJECT: 4th Quarter FY2O1 6 Budget Adjustments and Report of Actuals
DEPT. OF ORIGIN: Finance
DATE SUBMITTED: July 22, 2016
SUBMITTED BY: Patty Holland

Summary: Each quarter, the Finance department reviews any changes to the budget and submits these
changes to council for approval. The following areas are reviewed: personnel, operations, capital outlay and
transfers in and out of each fund. The Department of Finance and Administration (DFA) requires Council to
pass a resolution for all budget increases, decreases, and transfers between funds. DFA further requires
approval of the report of actuals showing cumulative activity for the fiscal year. The report to DFA regarding
budget revisions is due July 31, 2016.

This revision encompasses all budget changes processed April 1, 2016 through June 30, 2016 (Quarter 4 of
FY2OI 6).

Th

Fiscal Impact: Reviewed By: 11f4— j4c0c
Fina,e Department

None.

Attachments: Budget Changes Q 4, FY 2016, Report of Actuals 6/30/7 6

Legal Review: Approved As To Form:___________________________
City Attorney

Recommendation: Staff recommends approval of the budget adjustments and report of actuals.

Approved for Submittal By:
CITY CLERK’S USE ONLY
COUNCIL ACTION TAKEN

Department Director

Resolution:: :::
Approved: Denied:

Other: File:



CITY Of GALLUP
RESOLUTION NO. R2016-32

A RESOLUTION AMENDING THE FISCAL YEAR 2016 BUDGET FOR CERTAIN FUNDS,
APPROVING THE YEAR TO DATE REPORT OF ACTUALS AND APPLICATION TO THE LOCAL
GOVERNMENT DIVISION OF THE NEW MEXICO DEPARTMENT Of FINANCE AND
ADMINISTRATION FOR THE APPROVAL THEREOF:

WHEREAS, the Governing Body in and for the City ot Gallup, State of New Mexico
has amended the budget for Fiscal Year 2016 (July 1, 2015 through June 30, 2016); and

WHEREAS, said budget amendment was developed on the basis of need and
through cooperation with all user departments, elected officials and other department
supervisors; and

WHEREAS, to perform essential and necessary services for the citizens of the City of
Gallup, certain transfers of funds for personnel, operations and capital outlay
expenditures are necessary; and

WHEREAS, the DEA YTD report of actual activity has been prepared showing
summary data by fund; and

WHEREAS, the official meeting for the review of said documents were duly
advertised on July 22, 2016, in compliance with the State Open Meetings act; and

WHEREAS, it is the majority opinion of this Council that the proposed budget
adjustment meets the requirements as currently determined for the close of the fourth
quarter of 2016.

NOW THEREFORE, BE IT HEREBY RESOLVED that the Governing Body of the City of
Gallup, State of New Mexico hereby adopts the budget amendment herein above
described and respectfully requests approval from the Local Government Division of the
Department of Finance and Administration.

RESOLVED: In session this 26th day of July, 201 6.

CITY OF GALLUP, NEW MEXICO
ATTEST:

Al Abeita, City Clerk Jackie McKinney, Mayor

Linda Garcia, City Councilor

Allan Landavazo, City Councilor

Yogash Kumar, City Councilor

Fran Palochak, City Councilor
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DiscussionlAction Topic 5

Action to Change the Time of the August 9, 2016
Regular City Council Meeting to 4:30 P.M.

Due to the City’s Special Municipal Election

Maryann Ustick, City Manager
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