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Travel Salem moved the needle forward in 10-11 through 
innovative programs that set the bar for the industry. 
 
Top of the list was the successful passage of SB 442 to 
create the Wine Country Plate, a specialty license plate and 
the first of its kind in the country! The concept was 
conceived of and initiated by Travel Salem, 
but it took support from veteran legislators as 
well as the tourism community to make it a 
reality. The initiative will pump new dollars 
into communities throughout Oregon, and 
will brand the state as a premier culinary 
destination. The revenues will be granted out 
to wine and culinary tourism projects, as well 
as regional tourism agencies in major wine-
growing portions of the state. Once the plates 
go on sale in Spring 2012, visitors and residents alike will be 
reminded about Oregonõs culinary bounty on a regular basis 
through these gorgeous moving billboards. Cheers to 
Oregonõs tourism industry! 
 
Travel Salem made the 100 Best Nonprofits to Work for 
in Oregon list again for the second year in a row, which is a 
testament to a fabulous team that enjoys working together 
and delivering results for the community. 
 

The key performance measurements continue to reveal 
downward pressure from the recession, however, 
improvements were made over the previous year. Both the 
Estimated Economic Impact ($496 million) and Leverage 
($1.9 million) increased in 10-11, showing a marked 
improvement in the health of the local industry. While the 

TOT revenues decreased in 10-11, the decrease 
slowed with only a 5% difference from the 
previous year. The significant increase in 
Leverage was due to a healthy and effective 
public relations program that is putting the 
Salem area on the map and building brand 
awareness for the community as a visitor 
destination. While the industry continues to 
suffer effects from the recession, the industry is 
showing signs of recovery as corporate travel 

rebounds and job growth continues to expand.  
 
Travel Salemõs mission is to bring value to the businesses 
and communities we serve, by creating jobs and enhancing 
the overall quality of life of the region. 
 
Thank you for your investment and partnership in Travel 
Salem, and we look forward to continuing our work 
together in the coming year! 

Angie Morris 
President & CEO 

THRIVING 

Dwane Brenneman 
Chair 
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KEY PERFORMANCE MEASUREMENTS 
Travel Salemõs programs and services are designed to 
deliver tangible results for the communities and 
businesses we serve. There are several key performance 
indicators that can provide a sense of the overall 
economic health of the Salem area tourism industry. 
When evaluating progress, these indicators must be 
considered alongside other measurements such as 
financial resources and membership support. Add into 
the mix environmental influences and other economic 

trends to gain better insight into the health of the 
industry. Specific tourism-based activities also provide 
context for evaluating the big picture, and can reveal 
trends and key market factors that influence how the 
organization makes adjustments in program initiatives. 
Travel Salem is not the sole contributor or driver to 
the regionõs tourism economic outcomes. However, 
the organization takes a leadership role in tourism 
promotion to help shape industry results. 

Salem Conference Center & 
Grand Hotel opened 
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Beginning of  
recession 

 
Ȱ+ÕÄÏÓ ÔÏ 4ÒÁÖÅÌ 3ÁÌÅÍ 
for connecting us with a 
new client we will take on 
Á ÒÉÄÅ ÌÁÔÅÒ ÔÈÉÓ ÍÏÎÔÈ ȣ 
they do an awesome job 
of connecting tourism-
related businesses with 
ÐÏÔÅÎÔÉÁÌ ÃÕÓÔÏÍÅÒÓȦȱ  

 
 ɂ Into the Wild  

Equine Adventures 

25% 

Visitors Guide .. $114,336 
Volunteers ....... $24,562 
Media .............. $1,016,469 
Advertising ...... $47,504 
In-Kind ............. $509,348 
WVVA .............. $172,646 



 

 

2010 Travel Impacts*   
(in $ millions) 

 

MARION & POLK COUNTIES 
Accommodations ............................... $49.1 
Food & Beverage .............................. $112.9 
Food Stores ........................................ $47.8 
Ground Transportation & Fuel ............... $46 
Arts, Entertainment & Recreation..... $126.8 
Retail Sales ......................................... $55.5 
Other Travel ....................................... $11.4 

Direct Travel Spending ............  $495.9 
 
Direct Earnings ..................................$132.7 
Jobs .................................................... 6,260 

Tourism Economic 
Development 

 
Over the past five years, 

direct travel spending in 

Marion & Polk Counties 

grew $9.62 million on 

average each year, while 

also adding 112 jobs on 

average annually. 
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Visitor Volume & 
Average Spending 

 
Visitors made roughly 

947,000 trips  
to Salem in 10-11.  

 
On average, there were  

2.5 people per travel 
party, spending  

$125 per day, and 
staying 2.6 nights.  

Salem Marion & Polk

$36.4 
$183.9 

$188.5 

$312.0 

Day vs. Overnight Travel
Day Overnight

37% in 
Day Travel 

16% in 
Day Travel 

The region outpaced Salem in day travel 
2 to 1; continue focus on converting 
regional day visitors to overnight stays 
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DIVERSIFY FUNDING STREAMS 
Develop long-term stable funding by examining opportunities within existing program offerings and establishing new 
revenue streams through creative ventures. 

 

RESULTS: 
 

Initiated and passed SB 442 to create the 
Wine Country Plate, a specialty license 
plate with proceeds benefitting tourism 
promotion throughout Oregon, and more 
specifically right here in the mid-
Willamette Valley! The bill passed the 
Senate 28-2 on June 17 and the House 48-
11 on June 23! The bill was officially 
signed into law on August 4, 2011 by 
Governor Kitzhaber. This is the first Wine 
Country Plate in the U.S. and a 
groundbreaking branding campaign for 
Oregon. 

 
New record achieved in Leverage secured 
for the year é $1,884,865! Thatõs an 
increase of 25% over the previous year! 
The results are from public relations 
efforts in securing local, regional and 
national media coverage. 

 
Awarded a Travel Oregon grant to 
produce an Interactive Online Map for 
TravelSalem.com featuring regional 
cultural and heritage assets. Secured 18 
partners to populate the map and provide 
both content & financial support for the 
project. 

 
Secured Salem Electric as the 10-11 
sponsor for the Absolutely Art Wall in the 
Travel Caf®. 
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TOTAL 2010-11 OPERATING BUDGET: 
Revenue .................. $722,116 
Leverage ............. $1,884,865 
TOTAL ..............  $2,606,981 

 
3.9 : 1 RATIO 

For every $1.00 Travel Salem received from City 
of Salem TOTɂanother $3.90 was generated 

* Included revenues for Travel Café build 

05-06 06-07 07-08 08-09 09-10 10-11

$482,812 $469,539 

$613,770 

$803,142* 
$729,601 

$722,116 

Revenue Trends

1% 

9%
Administrative

50%
Marketing & PR

21%
Conventions & 

Events

9%
Services15%

Business 
Development

Travel Salem Program Expenditures
2010-11 Actuals: $722,791

74%
City of Salem 

Contract  

$533,030 26%
Private & 

Other Sources  

$189,086 

Travel Salem Revenue Sources
2010-11 Actual: $722,116 

PRIVATE & OTHER SOURCES 
25% - Marion & Polk Contracts 5% - Other 
46% - Advt & Sponsorship 3% - Special Events 
15% - Membership  4% - Grants 

Program costs include  
overhead expenses 



 

 

INCREASE ORGANIZATIONAL CAPACITY 
Increase organizational capacity in both human and financial resources to boost program support, services and the overall 
bandwidth of Travel Salem. 

RESULTS: 

 
Filed incorporation documents with the IRS and 
Oregon to secure nonprofit status for Travel Salemõs 
new foundation, Cultivating Communities. 
Received tax-exempt status from the IRS as a 501c3 
nonprofit on December 20, 2010. Cultivating 
Communities is an education-based nonprofit 
dedicated to the tourism & hospitality industry in the 
mid-Willamette Valley.  

 
 

Recruited 5 new volunteers to provide broad-based 
support to visitors, as well as the marketing and 
convention programs. 

 
Executed social media promotional efforts to 
enhance program efficiency (see Tourism Marketing 
section for detail). 
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BUILD MEMBERSHIP PROGRAM 
Develop a broad-based, regional membership program that delivers value-added tourism services to members. The 
membership program was designed within requirements of the Salem City Charter. 

RESULTS: 
 

In 2010-11, Travel Salem secured 368 
members (105% of goal), an increase of 6% 
over the previous year. A total of 86 new 
members were acquired, with overall annual 
attrition of 63 members due to recession 
factors and businesses closing their doors. 
Sales presentations decreased by 28% over the 
previous year due to staffing reductions. 

 
Partnered with 16 Chambers of Commerce 
and other membership organizations 
throughout the region by providing reciprocal 
membership benefits. 

άέϻ ÏÆ ÍÅÍÂÅÒÓ ÓÅÌÅÃÔ Ȱ5-0ÉÃËȱ /ÐÔÉÏÎÓ  
as opposed to pre-packaged options, preferring to 

custom-build their membership package. 

Ȱ The support they provide businesses is 
fantastic. Learning everything about 
what they do will take you two sessions. 
For the membership fee this is a great 
way to spend your advertising dollars Ȣȱ  

 
 ɂJ. Bielke,  

Keizer Heritage Foundation  

04-05 05-06 06-07 07-08 08-09 09-10 10-11

356 members
$60,000

178 members
$85,875

275 members
$80,609*

346 members
$128,795

MEMBERSHIP PROGRAM

Program Launch 

No members 
when part of City 

368 members 
$117,152 

63%
Salem

37%
Regional

MEMBERSHIP COMPOSITION

* Decreased revenues due to promotional discounts; began offering free web 
listings per City of Salem in April. 



 

 

RESULTS: 
Secured an additional three-year contract (2012-2014) 
with the Jehovah Witness Convention and the Oregon 
State Fair & Expo. Travel Salem committed to an annual 
binder of $13,500 in Agility Funds to guarantee this 
critical piece of business, worth an estimated $14.2 
million in economic impact. 

 
Secured the 2012 & 2013 NAIA Menõs Golf National 
Championships at Creekside Golf Club. The 2012 event 
will mark the first time that the NAIA has played its 
men's golf tournament on the West Coast since 1956. 

 
Secured the 2012 Oregon Womenõs Veterans 
conference (400+ delegates, valued at $110,250 in EEI). 

 
Secured lodging for Stihl Timbersports ($62,500 value 
in EEI) and the 2011 softball season ($1.4 million in 
EEI).  

 
Hosted Good VibrationsñMusic, Motorcycles & 
Merlot with 700 riders rolling into the Salem area from 
six states and Canada. This event had the largest 
attendance of any first-year event produced by Road 
Shows. 

 
Hosted Triple Crown Sports of Colorado, which is 
looking to expand their program into Oregon in 2012, on 
a familiarization tour of regional baseball venues.  

 
Organized a Canadian sales mission targeting group 
tour operators and travel agents, through a partnership 
with Willamette Valley Visitors Association. 

BROADEN SCOPE OF CONVENTION & EVENT MARKETING PROGRAM 
Develop a comprehensive Convention & Event Sales program that promotes and leverages a wide variety of properties 
and meeting venues throughout the region. 

Convention & Event EEI: 
$7,915,800 

)ÎÃÒÅÁÓÉÎÇ ȰÖÁÌÕÅȱ ÏÆ ÇÒÏÕÐÓ ȣ ÆÅ×ÅÒ ÄÅÌÅÇÁÔÅÓ ÂÕÔ ÍÏÒÅ ÒÏÏÍ ÎÉÇÈÔÓȢ  
 
The decrease in delegates and room nights from 08-09 to 09-10 is due to the 
Jehovah Witness Convention moving one of their weekends from June to 
July, which moved the event to FY 10-11 instead of FY 09-10.       
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Elsinore Theatre

Keizer Renaissance Inn

Creekside Golf Course

Comfort Suites Airport

Chemeketa CBI

Oregon State Fair & Expo

Willamette Heritage Center

Red Lion Hotel

Salem Conference Center

Citywide
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Bookings
59 Leads Resulted in 29 Definite Bookings

41,117 39,985 

107,716 

59,981 

43,378 
35,247 

26,325 

04-05 05-06 06-07 07-08 08-09 09-10 10-11

DELEGATES

12,633 
10,973 

9,397 

14,560 

25,646 

13,055 

20,462 

04-05 05-06 06-07 07-08 08-09 09-10 10-11

ROOM NIGHTS

69 

45 
59 

66 

29 

58 59 

04-05 05-06 06-07 07-08 08-09 09-10 10-11

LEADS SECURED
Est. Room Nights:  

45,209 

06-07 delegates included wrestling tournaments, which subsequently  
moved to Portland in 07-08. 
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7ÅÄÎÅÓÄÁÙ &ÁÒÍÅÒÓȭ -ÁÒËÅÔȟ $Ï×ÎÔÏ×Î 3ÁÌÅÍ 

BUILD SERVICES & HOSPITALITY PROGRAM 
Develop a comprehensive services and hospitality program that ensures visitors have the information, resources and 
support they need to make the most out of their travel experience. 

Welcome Bags Distributed:  
9,570ɂ16% increase over 09-10 

 
Groups Contacted for Service: 

56ɂ2% increase over 09-10 

Due to the ògreen meetingsó trend when planning 
conferences and events, the Services program has worked 
with planners to provide more sustainable options for 
groups. Providing more pre-conference/event visitor 
information online for attendees, encouraging groups to 
provide information onsite, and introducing a new value-
packed coupon book for attendees.  
 
The key to success of the Services program is 
customization of services for each group according to 
their specific needsñand Travel Salem has developed a 
reputation for service that goes the extra mile.  It makes 
the planners look good to their attendees, the attendees 
feel valued, and this service approach improves the odds 
of the group rebooking in the future.   
 
The Services program reached out to regional partners to 
update the Travel Salem database with venues that have 
banquet and meeting space, so the most up-to-date 
information can be provided to meeting planners. 

Ȱ4ÈÁÎË ÙÏÕ ÆÏÒ ÙÏÕÒ ÁÓÓÉÓÔÁÎÃÅ ×ÉÔÈ ÔÈÅ ΨΦΧΦ 
!ÎÎÕÁÌ 7ÅÓÔÅÒÎ !ÐÉÃÕÌÔÕÒÅ #ÏÎÆÅÒÅÎÃÅ ȣ ÙÏÕÒ 
service for our visitors was one of the deciding 
factors in my locating the conference in 
3ÁÌÅÍȢȱ   

 ɂD. Caron,  
President, Western Apicultural Society 

ȰOn behalf of the entire conference, we wish to 

send a big note of appreciation to Travel Salem 
for being a warm welcome to our many out of 
town attendees. The comments on both the 
Salem Conference Center and charming 
downtown for after hour pleasures were very 
positive.  So positive, in fact, that the attendee 
and wrap-up committee already booked the 
ÃÏÎÆÅÒÅÎÃÅ ÆÏÒ ÎÅØÔ ÙÅÁÒȦȱ  

ɂD. Lapof,  
EMS Conference Chairman 
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CONFERENCES/EVENTS 
ASSISTED

07-08 08-09 09-10 10-11

69,059 
70,276 

78,590 

VISITORS REACHED

72,732

62% 


