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Objectwes

A. SUPPORT TRAINING PROGRAMS

Strengthen the industry through supporting customer service training programs.

Southern Oregon



Objectwe
A. SUPPORT TRAINING PROGRAMS
Strengthen the industry through supporting training programs.

#1. Matching Funds Rationale:

Providemat chi ng fund figr an Psngnstrates anpRgeing comrgitment to improving
conduct training programs. industry knowledge across the region and provides

direct support to DMOs.
Grant amounts calculated on a pro-rata share.

Outcome:

A Improve customer service across the region,
across all types of tourism and hospitality
industry segments and suppliers.

A Create awareness for the critical role quality
customer service plays in the visitor travel
experience.

A IncreaseSout hern Oregonds comj
advantage.

A Strengthen the profile of DMOs in this region by
supporting their training efforts and contributing
resources.

Southern Oregon



Objectwe
B. RESEARCH

Increase understanding of target markets and establish useful datasets
to inform marketing choices, and to provide industry and regional benchmarks.

#2. PhoCusWright
Participate in PhoCusWright with Travel Oregon and
other partners in group subscription program.

Southern Oregon

Rationale:

PhoCusWright delivers qualitative and quantitative
research on the evolving dynamics that influence
travel, tourism and hospitality distribution.
Subjects include:

To o T T To o

Travel consumer behavior

On-line travel buying behavior

Mobile travel buying behavior

Traveler technology behavior

International travel buying patterns

Website consumer requirements and trends

Outcome:
A Gain a useful snapshot of the industry, obtain

data sets which can be measured against
industry standards, competitive sets, etc.

Increase knowledge of current travel trends to
help with planning strategies.

Provide data to partners as a resource to help
inform their marketing efforts.



Objectwe

C. DEVELOP DIGITAL ASSETS & ENGAGEMENT
Develop digital assets including flagship website, mobile-enhanced site(s), and mobile apps. Boost
reach and engagement through content development, platform integration, and social media.

#3. Content development

A Create rich content to support entire digital platform,
to leverage specific campaigns, and to extend the
Southern Oregon brand.

A Invest in photography assets.

A Resurrect YouTube channel and create videos, as
well as gather existing video assets from partners.

A Assets include quarterly digital magazine, Travel
Southern Oregon Wordpress blog, Facebook,
flagship website, mobile apps, and YouTube.

A Primary audience is consumer/leisure market, but
content is a valuable asset for attracting the interest
of travel trade, writers, and others.

A Integrate content in mobile applications for tablets
and smartphones.

Southern Oregon

Rationale:

A Quality content is vital to engage and retain
consumer/fan interest.

A Content is planned to support themes and branding by
Southern Oregon regional campaigns and Travel
Oregon digital and consumer marketing campaigns.

A Quality content is the best way to engage consumers,
drive traffic to our digital platform, and from there to
our suppliers and partners.

Outcome:

A Quarterly digital magazine (increase subscribers by
10% from 30,000 to 45,000).

A Add minimum six new blogs to Travel Southern
Oregon Wordpress; add minimum six new videos to
YouTube channel.

A Continue to develop and support ad networks across
our digital platform, giving partners a sales and
marketing opportunity.

A Increase unique visitors to site by 10%.



Objectwe
C. DEVELOP DIGITAL ASSETS & ENGAGEMENT

Develop digital assets including flagship website, mobile-enhanced site(s), and mobile apps. Boost
reach and engagement through content development, platform integration, and social media.

#4. Facebook Rationale:

A Participate with Travel Oregon and other partners in ATravel Oregonés Adveandurecat |
Adventurecation and/or cooperative campaigns designed to effective program that has delivered excellent results
dramatically increase fans for the Oregon brand, and and growth in fans and engagement,
increase interest in Southern Oregon as a vacation A Other targeted Facebook advertising features content
destination. relevant to the season, to regional news or events,

A Invest in FB targeted advertising (consistent with our brand and so on. A fluid, organic approach leverages other
and selling propositions) to increase fans and engagement social media lifts, trending topics, and interests as
on the FB page. those opportunities arise.

A Create shoulder season (Nov-Dec) FB consumer campaign A Facebook remains a viable consumer marketing/digital
with south coast partners (Region 1) targeted in the Bay engagement option, with 900 million users, high ROI,
Area, to drive fall travel to the Rogue Valley & south coast. numerous filters, and relatively low cost.

AAWines, Whales & Wingsbo

U Promoting the cuisine all along the way, the great Outcome:
wine, and the whales & wildlife (e.g. bird watching, A Increase fan base by 10% overall, through all efforts,
etc.) as well. (from 24,000 to 26,400).

U Could highlight winter / holiday festivals, prize A Increase average post engagement by 10%.

offerings to drive engagement on the site. Trivia
contests, photography contests, etc.

U Pays off for just about every destination. Could
introduce two routes i one that takes in Klamath

A Through a cooperative campaign with the south coast
centered around driving shoulder season travel,
increase fans to the FB page as well as entrants to the

County and their winter festivals. prize offerings, trivia contests, and photography
contest. Increase fans and engagement for partner FB
Southern Oregon pages.
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#5. Print advertising

Travel Oregon trip planner (MediAmerica). A major
presence in the Southern Oregon section with a
cooperative approach to funding.

Southern Oregon

Rationale:

As the main fulfillment piece for state tourism, it is
vital for Southern Oregon to support the Travel
Oregon trip planner through advertising that brands
the region.

Outcome:

A Increase exposure of the Southern Oregon
brand.

A Leverage partner resources in cooperative
approach.

A Support Travel Oregon platform.



#6. Targeted online ad campaigns

A Reach millions of potential visitors on top
websites, wherever they aggregate online, with
dynamic banner and display advertising.

A Utilizing RTB (real time bidding) across major
public and private ad exchanges and Facebook,
profile and bid on ad impressions that fit
campaign and target goals.

MOGO campaign

0 Launch April 17 and run through June 23, 2013.

U Yield over 2.5 million impressions for eight-week campaign
delivering several sets of creative.

0 All traffic to dynamic landing page featuring partners w/
direct links through to sites.

U Three to four pieces of creative featuring Travel Southern
Oregon & a partner, with equal delivery among partners.

U Unique Travel Southern Oregon pixel on
southernoregon.org & embed on emails. Partners embed

Rationale:

This is the leading-edge of digital marketing
because it features custom message delivery via
display in banner, video and text, and delivers
specific conversion and revenue (for suppliers)
tracking.

Outcome:

A Drive traffic to landing page (flagship site) to
increase exposure for suppliers and partners
and click-thru to their websites, for special
offers, newsletter subscriptions or any other
defined measurement.

A Increase traffic, page views, and digital
magazine subscriptions for Travel Southern
Oregon.

Give lift to leaderboard banner advertisers on

pixels on their sites & emailstheaf!sagswgﬁwe'to build fAcooki e

of potential Southern Oregon travelers. $24,000 campaign,
RCMP + leverage by partners.

Southern Oregon
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#7. Brand/marketing development
Conduct brand/marketing audit to explore, develop,
deepen, and refresh the Southern Oregon brand.

Southern Oregon

Rationale:

A Travel

A

Sout hern Oregonds cC
campaigns have been focused on a cooperative
approach, where multiple partner messages

must be built-in to the advertising. This structure

has limited the ability to develop a true regional

brand.

Though we have focused on well-developed

sales propositions, we must evolve and develop

a disciplined, strategic approach to the Southern

Oregon brand.

Consumers in search of a destination rely
heavily on a brandos
significance.

It is critical to invest in development of a regional
brand.

Sy mboa

Outcome:

A

Increase partner understanding and participation
in regional marketing by engaging them in this
brand audit and marketing development
endeavor.

Improve the clarity and impact of the consumer
messaging about Southern Oregon. 9



#8. Trade shows Rationale:

A Coordinate regional presence by developing buy-in A regional (or statewide) footprint creates a larger, more
opportunities with partners. cohesive presence, competes more effectively with other
A Seek opportunities in conjunction with other regions, destinations outside Oregon, and makes a positive
DMOs, Travel Oregon, and other partners. difference in generating leads and building destination
A Target Northern California, high-end consumer. awareness.
Outcome:

These shows generate quality leads, but there are many

factors that we evaluate to judge the success of a show,
including booth traffic, engagement with visitors to the

booth, anecdotal observations, and so on. We also judge

a showbés efficacy by feedback

book business, thatodos a huge s
Bay Area Travel Adventure Show (February 2014) Held in Santa Clara, highly desirable demographic. Attracts more than 15,000 travel

and adventure enthusiasts.
Sunset Celebration Weekend (June 2014) First weekend in June. In Menlo Park on grounds of Sunset Magazine. More than

25,000 high-end travelers.

Southern Oregon
10



#9. Opportunities
Dedicate resource to be used for consumer marketing
opportunities.

Southern Oregon

Rationale:

A In the fast-moving world of consumer marketing, we
occasionally have the opportunity to leverage a state,
regional or partner-coordinated marketing program.

A For example, a modest investment to help fund a
photography or video project can yield useful assets
for regional marketing at a fraction of the total cost.

A Remnant space, online banners, and other
opportunities can be evaluated.

A Strategic marketing programs, via partnerships with
Crater Lake National Park Trust and the Southern
Oregon Winery Association, are other areas where
opportunity funds can be leveraged.

Outcome:

A In marketing terms, this is dependent on the specific
campaign.

A In partnership terms, the outcome is a stronger
regional message.
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#10. Itinerary development

A Continue to refine itineraries to attract travel trade
contacts and to sell at shows.

A Growing the partnership with Northern California
suppliers, DMOs, and tourism associations continues
to be a priority.

A Destination or city specific itineraries can be developed
at a reasonable cost by using our designer and
template. This is a win-win, since the destination
incurs a modest cost for a great product, ad we can
add another branded, quality itinerary to the product
collection.

A Having now produced 24 itineraries, we will turn our
attention to refining and revising as needed.

A Develop translations of selected itineraries into
German and Chinese.

Southern Oregon

Rationale:
A Product development is a vital endeavor and contributes to

the long term success of the industry by driving sales and
creating positive and widespread economic, social and
cultural impacts.

A International business has increased in Southern Oregon.

Each area reports growth in this area and acknowledges
the benefits of the itineraries and partnerships.

Outcome:

A

o To T

Increase number of foreign-language itineraries (five in
German and five in Chinese).

Increase business to suppliers and destinations.
Increase catalog placements.

Encourages partners to cross-sell the region.

12



#11. Research trips

A Allocate resource for development and execution of
research FAMs brought to us from Travel Oregon.

A Create and coordinate amazing experiences for key travel
trade contacts.

A Facilitate contacts with suppliers, DMOs. Set up partner
participation, especially DMO, to strengthen their
relationships with potential receptive operators.

A Develop itineraries and follow up on requests. Form long-
term relationships to build the market.

A Create equity in coverage and opportunities by tracking
featured destinations and attractions, and the exposure
they have received through our efforts. Pursue
opportunities to bring attention to lesser-covered areas or
attractions.

A Match FAMs to requests but explore creative additions and
suggest/advocate for additional time or experiences.

Southern Oregon

Rationale:

A Research trips are a critical part of driving sales and increasing
economic impact to the region.

A Numerous high-quality opportunities are presented by Travel
Oregon, and capitalizing on those is an extremely effective use
of resources.

A Rather than budgeting for a set number of trips, we look at the
budget holistically, and leverage partner investments (comps,
discounts) where possible (and necessary) to accommodate
every opportunity from Travel Oregon. A minimum of five per
year, however, is a useful benchmark.

Outcome:

A Increase demand through effective, entertaining, unique, and
well-executed FAMs.

A Increase number of product catalog placements, and ultimately,
contracts with suppliers.

A Facilitate relationships between destinations and travel trade
reps, and help industry knowledge.

13



#12. Shows/sales missions

A Participate with Travel Oregon in travel trade shows
and sales missions.

A Create partnership opportunities for DMOs, tour &
receptive operators, and suppliers.

A Domestic/International, FIT/Group.

Tentative:
U Pow Wow, April 2014
U Canadian Sales Mission, Spring 2014
U Go West, February 2014
u CITM, January 2014 *
* (would require grant or leveraged resource)

NTA, January 2014. Develop a strategy for increasing domestic
tours through a regional participation model for NTA. This begins
with research on the economic impacts of domestic tours in Southern
Oregon. A meeting with suppliers and DMOs was held last spring to
discuss this strategy area. This is a project that has not risen to the
top priority, but we include it each year to raise and maintain
awareness.

Southern Oregon

Rationale:

A

Strive to continue building relationships with feeder
routes from SFO, and to align with Travel Oregon global
sales initiatives to increase our presence with travel trade
and to generate leads from tour operators.

Explore opportunities to extend SouthernOr e gon 6 s
unique and robust momentum in the Asia market,
specifically in China (Fujian Province), and to work with
the NPS.

Steady increases in International FIT and group business
and PR prove that our efforts are driving sales and
increasing positive economic impacts.

Outcome:

A
A

Increase the number and quality of leads.

Continue relationship-building with travel trade reps.
Increase number of product placement opportunities,
leading to more contracts with Southern Oregon
suppliers, and increased revenue through bookings.
Building on momentum in China, possibly participate
CITM or other Asia sales initiatives of Travel Oregon. *

14



#13. Travel Oregon research

trips/opportunities

A Extend the work of Travel Oregon and Maxwell PR
through content development, relationship
management, industry relations, coordination, and
itinerary planning and implementation.

A Both domestic and International opportunities, leisure
and travel trade.

A Create, coordinate, host, and otherwise engage fully
in travel writer trips, FAMSs, receptions, and other
activities.

A Acquire investment by our partners to leverage these
endeavors.

A Create equity in coverage and opportunities by
tracking featured destinations and attractions, and
the exposure they have received through our efforts.

A Pursue opportunities to bring attention to lesser-
covered areas or attractions.

Southern Oregon

Rationale:
A Travel Oregon has the best resources to identify and
gualify PR opportunities, bring them to fruition, and

track the results.

A Partnering with Travel Oregon to respond to
opportunities they create remains the central focus of
our strategy around PR, and is a sound investment of

resources.

Outcome:
A Integrate PR efforts into the overall content matrix for our
region to reveal match-up opportunities where our assets

are better leveraged.

A Increase number of stories and placements and better
track activity and dédconversat.i

maximize opportunities and advocate for the regional
brand.

A Pursue opportunities to introduce new products
(attractions, tours, trails, cycling routes) and story ideas.

15



#14. Content (story) development and

tracking

A Contract with PR professional/writer to
produce stories and track placements.

A Work with Travel Oregon on strategic focus
and recommendations.

A Pursue opportunities to leverage PR efforts
by partners, and by associations such as the
Southern Oregon Winery Association.

Southern Oregon

Rationale:

A We can no longer rely on paid media placements or
advertising linked to editorial to drive stories.

A Content development i story development i is a key goal
to drive traffic to our digital platform and increase
awareness of Southern Oregon as a vacation destination.

A There can be little doubt that a well-placed, quality story,
with rich content, will have a greater impact than many
forms of costly advertising.

A Content can be repurposed across multiple delivery points:

flagship website, digital magazine, blog, social media
channels, and apps.

Outcome:

A Produce at least six stories with targeted pitch to identified
placements and follow-up on placement.

A Establish relationships with publishers and editors.

A Track activity and conversation in the digital space to
maximize opportunities and advocate the regional brand.
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OUTHERN OREGON WINES

a wide variety of unique wineries.
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Designed by the Southern.

For mare tour ideos please visit: Travel Southern Oregon.

partner itinerary
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