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ADMINISTRATION

Angie Morris
President & CEO
amorris@ TravelSalem.com

MARKETING & PUBLIC RELATIONS

Irene Bernards Kathie Reeves
Exec VP, Director of Marketing & PR Marketing Manager
ibernards@TravelSalem.com kreeves@ TravelSalem.com
Jenie Skoy Barb Cowan
Public Relations Manager Guest Services/Volunteer Coord.
jskoy@TravelSalem.com bcowan@TravelSalem.com

Barbie Dressler & Andrew Toney. Weekend Travel Café Hosts

CONVENTION & EVENT MARKETING BUSINESS DEVELOPMENT
Debbie McCune Sue Nichols
Director of Sales Community Development Director
dmccune@TravelSalem.com snichols@TravelSalem.com

Tara Preston
Program Assistant
tpreston@TravelSalem.com
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&% ] WINE COUNTRY.

Travel Salem moved the needle forward-iil18rough
innovative programs that set the bar for the industry

Thekey performance measurementsontinue to reveal
downward pressure from the recession, however,
improvements were made over the previous year. Both the

Top of the list was the successful passage of SB 442 to Estimated Economic Impact ($496 million) and Leverage
create th&Vine Country Plate a specialty license plate and($1.9 million) increased ir1l) showing a marked

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 ¢
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 o
to wine and culinary tourism projects, as we

&3
as regional tourism agencies in major wine ONPROFIT %

growing portions of the state. Once the plates

gonBusiness 2010

improvement in the health of the local industry. While the

TOT revenues decreased iFl10the 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

go on sale in Spring 2012, visitors and residents alike willlebounds and job growth continues to expand.

reminded about Oregonds
through these gorgeous moving billboards. Cheers to
Oregonds tourism industry!

Travel Salem made th@0 Best Nonprofits to Work for

in Oregon list again for the second year in a row, which is
testament to a fabulous team that enjoys working togethe§l
and delivering results for the community.

Dwane Brenneman
Chair
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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
alem, and we look forward to continuing our work
ogether in the coming year!

Angie Morris
President & CEO



KEY PERFORMANCE MEASUREMENTS

Travel Salemds pr ogr ams tremdstb ganeetteriinsightsintoahe kealtth ef the g n e
deliver tangible results for the communities and industry. Specific tourisbased activities also provide
businesses we serve. There are several key performaodext for evaluating the big picture, and can reveal
indicators that can provide a sense of the overall  trends and key market factors that influence how the
economic health of the Salem area tourism industry.organization makes adjustments in program initiatives.
When evaluating progress, these indicators must beTravel Salem is not the sole contributor or driver to
considered alongside other measurements suchast he regi onds tourism econ
financial resources and membership support. Add intbe organization takes a leadership role in tourism

the mix environmental influences and other economipromotion to help shape industry results.

Transient Occupancy Tax
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new client we will take on Salem —Marion & Polk
A OEAA | Ao_Ao OEEO | $29 | $29 | g,
they do an awesome job e : $2.5
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of connecting tourism $1.9 :
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?_ Into the Wild Salem|Conference Center & Beginning af

Equine Adventures Grand Hotel opened recession
% 3
2003 2004 2005 2006 2007 2008 2009 2010

Leverage

Donated products & services

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

$488,094
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Day vs. Overnight Travel

Day m Overnight
The region outpaced Salem in day t:jxvel 37%in

2 to 1; continue focus on converting Dav Travel
regional day visitors to overnight stayls

16%in
Day Travel

Marion & Polk

Tourism Economic Estimated Economic Impact Trends
Development (in $ millions)

Over the past five year Salem —Marion & Polk

direct travel spending i s | 84829 | 4976 $sci
Marion & Polk Countie —T
grew$9.62 millionon
average each year, wh
also addind.12 jobson

average annually.

2003 2004 2005 2006 2008 2009 2010

Visitor Volume &
Average Spending

. Total Travel Impacts
947,000 trips
to Salem in 1aL1.

Arts, Entertainment, On average, there were

Casino & Recreation 25 pe0p|eper travel

| - party, spending

Loca T;agszssortatlon $125 per day and
staying2.6 nights.

Food Service

ommodatio Food Stores Retail Sales




DIVERSIFY FUNDING STREAMS

Develop longerm stable funding by examining opportunities within existing program offerings and establishing
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 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.

PRIVATE & OTHER SOURCES « New record achievedlieveragesecured
25%- Marion & Polk Contracts 5%- Other for the year e $1, 88
46%- Adv & Sponsorship - 3%- Special Events increase of 25% over the previous year!
15%- Membership 4%- Grants . .
The results are from public relations
efforts in securing local, regional and
national media coverage.

« Awarded a Travel Oregon grant to
produce amnteractive 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 th@¢ 110
sponsor for thébsolutely Art Wall in the
Tr avel Caf ®.

Revenue Trends

$803,142*

$729,6014755 116
$613,770

$482,812$469,539
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* Included revenues for Travel Café build




INCREASE ORGANIZATIONAL CAPACITY

Increase organizational capacity in both human and financial resources to boost program support, services andg
bandwidth of Travel Salem.

RESULTS:

« Filed incorporation documents with the IRS and ~ « Recruitecs new volunteerdo provide broadhased
Oregon to secure nonpr oBupportte\isiorsuas wefl asthe markatingsand S a

new foundationCultivating Communities. convention programs.

Received tagxempt status from the IRS as a 501c3

nonprofit on December 20, 2010. Cultivating « Executedsocial mediapromotional efforts to
Communities is an educatioesed nonprofit enhance program efficiency (Beerism Marketing

dedicated to the tourism & hospitality industry in the section for detail).
mid-Willamette Valley.

BUILD MEMBERSHIP PROGRAM

Develop a broatiased, regional membership program that delivers-aalded tourism services to members. The
membership program was designed within requirements of the Salem City Charter.

RESULTS: MEMBERSHIP PROGRAN
membpers
«In 201011, Travel Salesecured 368 o ae0.000 340 MeMber$117,152
members(105% of goal), an increase of 6% 275 members g
over the previous year. A total of 86 new $80,609"
members were acquired, with overall annual 1728'298”;2”
attrition of 63 members due to recession .

factors and businesses closing their doors. when pert of ity

Sales presentations decreased by 28% over the

previous year due to staffing reductions.
« Partnered with 16 Chambers of Commerce 0405 D508 0007 | a0 O%0 104

and other membership organizations

throughout the region by providiregiprocal

membershipbenefits.

web

(r'he 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

2 J. Bielke,
Keizer Heritage Foundation



BROADEN SCOPE OF CONVENTION & EVENT MARKETING PROGRAM

Develop a comprehensive Convention & Event Sales program that promotes and leverages a wide variety of p

and meeting venues throughout the region.

RESULTS:

« Secured an additional thyear contract (202014)
with theJehovah Witness Conventioand the Oregon
State Fair & Expo. Travel Salem committed to an ann
binder of $13,500 in Agility Funds to guarantee this
critical piece of business, worth an estimated $14.2
million in economic impact.

e Secured the 2012 & 2R 1 A Mends Gol
Championshipsat Creekside Golf Club. The 2012 eve
will mark the first time that the NAIA has played its
men's golf tournament on the West Coast since 1956

eSecuredthe20@r egon Womends Ve

conference (400+ delegates, valued at $110,250 in El

« Secured lodging f&tihl Timbersports ($62,500 value
in EEI) and the2011 softbakeason ($1.4 million in
EEI).

« HostedGood Vibrationgi Music, Motorcycles &
Merlot with 700 riders rolling into the Salem area fro
six states and Canada. This event had the largest
attendance of any figear event produced by Road
Shows.

« HostedTriple Crown Sportsof Colorado, which is
looking to expand their program into Oregon in 2012,
a familiarization tour of regional baseball venues.

« Organized &anadian sales missiotargeting group
tour operators and travel agents, through a partnershi
with Willamette Valley Visitors Association.

Bookings
59 Leads Resulted in 29 Definite Booking

Citywide J 11

Salem Conference Cente '5
Red Lion Hotel 3
Willamette Heritage Center 3
Oregon State Fair & Exp 2
Chemeketa CB
Comfort Suites Airport
Creekside Golf Cours

Keizer Renaissance In

N

Elsinore Theatre

DELEGATES
107,716

41,1189,98
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ROOM NIGHTS

25,646

04-05 0506 0607 0708 0809 0910 1011

LEADS SECUREL ™" 52%59"

59 66 58 59

04-05 0506 0607 0708 0809 0910 1011

xAO Al



BUILD SERVICES & HOSPITALITY PROGRAM

Develop a comprehensive services and hospitality program that ensures visitors have the information, resourcq
support they need to make the most out of their travel experience.

Welcome Bags Distributed:
9,57® 16% increase over 690

CONFERENCES/EVENTS
ASSISTED

Groups Contacted for Service:
56?2 2% increase over 020

Duetothed gr een me e twhen glamrdngt r
conferences and events, the Services program has wc
with planners to provide more sustainable options for
groups. Providing more pcenference/event visitor

information online for attendees, encouraging groups
provide information onsite, and introducing a new-valu
packed coupon book for attendees.

86 89 87
i |

% 2 62%

04-05 0506 06-07 07~08 0809 0910 1011

The key to success of the Services program is
customization of servicedor each group according to VISITORS REACHEIL
their specific needsand Travel Salem has developed a
reputation for service that goes the extra mileakes 78,590
the planners look good to their attendees, the attendee
feel valued, and this service approach improves the oc
of the group rebooking in the future. 72,732

70,276
The Services program reached out to regional partner 69,059
update th@ravel Salem databaswith venues that have
banquet and meeting space, so the mestdgte l
information can be provided to meeting planners.

07-08 08-09 09-10 1011

I T OAl 7AO00AOT ! PEAODI
service for our visitors was one of the deciding
factors in my locating the conference in

3A1 Al 86
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? D. Caron,
President, Western Apicultural Society

(®n 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 wrapup committee already booked the
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2 D. Lapof,

9
EMS Conference Chairman
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