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Region 5 — Southern Oregon
Objectives

Training
Strengthen the industry through training programs.

Research

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

Digital Assets & Engagement

Boost audience and engagement through content development, SEO/SEM, platform
integration, and marketing.

Consumer Marketing
Increase brand awareness through cooperative marketing campaigns.

Travel Trade
Grow FIT/Group business in Southern Oregon, both domestic and International.

PR

Build awareness and increase earned media for Southern Oregon through
participation in Travel Oregon/Maxwell PR efforts.



Objective A: Training

Strengthen the industry through training programs.

#1. Customer Service Training *Training remains a priority for our region, and
In a continuing effort to encourage great this has been a robust program, with well-
customer service throughout Southern Oregon, established partnerships with DMOs and
SOVA continues to offer two 2012-2013 suppliers, high demand, and engaged and
Customer Service Classes. The first 300 motivated industry participation.
(approximately) attendees are funded by RCMP

dollars. We strive to create a flexible program Outcome:

that can be responsive to industry needs, shifting eImprove customer service across the region,
the resource where it is most needed. That being across all types of tourism and hospitality

said, generally funds are allocated among the industry segments and suppliers.
Region 5 counties on a pro-rata basis. e ncrease Southern Oregon’
advantage.
There are currently two classes being offered, *Strengthen the profile of DMOs in this region by
with many shades on each, depending on the supporting their training efforts and contributing
needs. One class is designed for the front line resources, research, consulting, coordination,
staff, the other for management staff. and other infrastructure and expertise.
*Create awareness for the incredibly critical role
We extend the relevance of training by guality customer service plays in the visitor travel
incorporating community-specific information, experience.
and by training to deficiencies observed during *Train at least 300 professionals in the
‘“secret shopping’ reseapraglamgeame i n advance of
the class.



Objective A: Training, cont.

Strengthen the industry through training programs.

#2. Group Tour/FIT Training

Travel Southern Oregon Tourism Academy

*An itinerary development training program, designed for
DMO professionals and suppliers in a given city.

*This is both a product development and training
program. The concept is to develop tour itineraries by
helping the destination identify key attractions and
experiences for the International group tour and FIT
market.

*A presentation to area stakeholders (for example, the
members of a DMO hotel committee or marketing
advisory group) where we can share the story of
International tourism and train the suppliers and tourism
professionals on how to develop that market.

*The presentation is followed by in-person meetings with
key suppliers (as identified and pre-screened by the
participating DMO) over two days. We provide direct
instruction on how to complete contracts, adjust rates,
and so on.

Basic topics include: How to work with domestic and
international tour operators? What is "FIT" and what do |
need to do to go after that business? Who are Oregon's
top receptive operators? How do | work with Receptive
Operators? How do | attract group tour business? Tour
and Travel Trends - Where is Oregon's International
business coming from?

*The addition of an International group tour/FIT
development program is a response to an identified need
to increase participation among lodging suppliers in this
potentially lucrative market.

*Many suppliers have the desire to enter the International
group/FIT market, but lack the knowledge and training.

Outcomes:

eIncrease the number of suppliers who are
knowledgeable in the travel trade and International FIT
markets; increase the number of contracts and visitors.
*Create positive economic impacts (increase in room
nights) and invest in the private industry.

*Strengthen the profile of Southern Oregon DMOs by
supporting their training efforts, increasing their
knowledge, and contributing resources, research,
consulting, coordination, and other infrastructure and
expertise.

*Do at least three trainings in program year.



Objective B: Research

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

#3. PhoCusWright

Participate in PhoCusWright research project with Travel
Oregon and other partners in group subscription

program.

Add regular segment to our industry enewsletter

‘Research I nsights,”

from the research, with links to abstracts.

sounidhbites h

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

Subjects covered include:

. Travel consumer behav
. -line traveldnying behavior

‘teat ur e sMOsPel|lel ttefg@vel buying
. Traveler technology b
. Il nternational travel
. Website consumer requ
QOutcomes:

-Participation in this research, along with Travel Oregon
and other partners, lets us gain a useful snapshot of the
industry, and provides data sets which can be measured
against industry standards, competitive sets, etc.
Increase our knowledge of current travel trends to help
with our planning strategies. And, provide to our partners
as a resource to help inform their marketing efforts.



Objective B: Research, cont.

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

#4. Visitor Surveys (website)

*Compilation of surveys collected online
(www.southernoregon.org), via the online form
visitors use to order information about Southern
Oregon.

eZoomerang survey of visitors to the site who
have opted-in and provided their email to us.
*Questions might include: did you make the trip
you were researching? How long did you stay?
What areas of Southern Oregon did you visit?
Did you visit any other destinations? Are you a
fan on our Facebook page?

*Possibly incentivize with giveaway or related FB
promotion.

Surveys provide critical information, which is
voluntarily given by people who visit the website
to order a printed guide. Hopefully, they will also
be motivated to complete email surveys.

Outcomes:

-Our learning will be beneficial to our industry
partners, transportation planners, Travel Oregon,
and others.

-Obtain useful, up-to-the-moment data on the
influence of the website, engagement, user
actions, travel interests, planned travel routes,
geographic origin & more.


http://www.southernoregon.org/

Objective C: Digital Assets & Engagement

Boost audience and engagement through content development, SEO/SEM,

platform integration, and marketing.

#5. Content Development/Engagement

*Create rich content to support campaigns and extend
the Southern Oregon brand.

*Assets include quarterly digital magazine, Travel
Southern Oregon Wordpress blog, Facebook, and
YouTube.

*Also includes content for the TO site, and the ORB.
*Target audience: consumer/leisure market.

#6. SEO/SEM
Increase unique visitors to website site.

*Fresh content is necessary to engage and retain consumer/fan
interest. Content is planned to support themes and branding by
Southern Oregon regional campaigns and Travel Oregon digital and
consumer marketing campaigns.

eAnalysis of visitor surveys and Zoomerang surveys may help
identify areas where more content is needed.

*Maximizing content opportunities on the TO platform, especially on
the ORB, is also an important outcome. We have developed a
tentative co-op approach to this, and hope to implement it soon if we
can obtain partners and support for the concept.

Outcomes:

«Quarterly digital magazine (increase subscribers by 25% (from
30,000 to 45,000).

eIncrease time spent on Travel Southern Oregon site by 10%.

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

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

Content will keep people there, but first we have to get them to the
flagship site, and to the mobile site.

Outcomes:

*Audit and maximize ad word campaigns, add other PPC
campaigns, set up tools and training for ongoing management,
identify and pursue banner advertising opportunities on Travel
Oregon and elsewhere. Invest in mobile marketing campaign.
eIncrease unique visitors to site by 10%.



Objective C: Digital Assets & Engagement, cont

Boost audience and engagement through content development, SEO/SEM,
platform integration, and marketing.

#7. Facebook Campaign A robust and effective progra

«Participate with Travel Oregon and other partners in with Sparkloft/Travel Oregon delivered excellent results
Adventurecation and/or cooperative campaigns designed ~and growth in fans and engagement.

to dramatically increase fans for the Oregon brand, and ~ *Other targeted Facebook advertising is evaluated —

for Southern Oregon as a vacation destination. effective programs that generate click-through (within our
eInvest in other, ongoing Facebook targeted advertising budget parameters) are noted, and those which generate

(consistent with our brand and selling propositions) to little interest are dropped or adapted. We select content
increase fans and engagement on the FB page relevant to the season, to regional news or events, and

so on. We believe one key to efficacy is a fluid, organic
approach which seeks to leverage other social media lifts
and interest.

*We have just begun a wholesale audit of our online
marketing campaigns, and this will be followed by some
strategic shifts in the next 60 days, at which time this
section of the RCMP will be updated with more specifics.

Outcome:
Increase fan base by 10% (from 23,610 to 26,000).
Increase average post engagement by 10%.



Objective D: Consumer Marketing

Increase brand awareness through cooperative marketing campaigns.

#8. Consumer Advertising

*Various brand and cooperative advertising campaigns,
across various media (digital, print, radio, TV), focused on
targeted markets, and centered around the 2012-2013 brand
and positioning developed by the Marketing/RCMP
committee.

*Target — largely Northern California, some International.
Visitor profile research — Longwoods, PhoCusWright, VISA
Vue, SOVA, etc. — further define the target market
demographics and refine approach.

*Messages are developed around three types of travelers:
oExploring adventures — active vacationers, golf,
boating, jetboats, fishing, rafting, snowsports.
oGood life — wine, culinary, theater, festivals,
museums & galleries.
oNat ur e 6-sunlimited dutdoor opportunities,
campgrounds, trails, wildlife viewing, hiking.

Positioning statement: Southern Oregon offers the ultimate
road trip with a diversity of natural and authentic experiences,
unmatched in Oregon, filled with value, spirited people, world-
renowned attractions, and diverse landscapes.

«Campaigns are timed to engage potential visitors during
planning, and to support and leverage Travel Oregon and
other partner media investments.

«Campaigns are distributed across the year, with thoughtful
and strategic consideration for building shoulder season
travel wherever possible.

QOutcomes:

*Successful, effective campaigns which provide
investment opportunities for businesses to support with a
retail message; and to leverage RCMP funding. Ensure
affordability and robust participation by partners.
eIncrease awareness of Southern Oregon as a vacation
destination, particularly in Northern California/SF Bay
Area market.

*Support and leverage the Travel Oregon brand.



Objective D: Consumer Marketing, cont.

Increase brand awareness through cooperative marketing campaigns.

#9. Consumer Trade Shows

For leisure travel, we continue to focus on the California
Bay Area.

Last year, we highlighted Southern Oregon to some
75,000+ potential visitors, acquired 850 qualified leads,
and represented more than 30 regional businesses and
Destination Marketing Organizations (DMO).

The following is a list of potential shows slated for 2012-
2013. (We rely on partner investment to make these
successful.)

Sacramento International Sports Show (January 2013)

Bay Area Travel Adventure Show (February 2013)

Sunset Celebration Weekend (June 2013)

*Coordinate regional brand presence at shows by developing buy-in
opportunities with partners and creating a proven and effective
cooperative approach.

.Seek opportunities in conjunction with other regions, DMOs, Travel
Oregon, and other partners.

-Opportunity where a regional (or statewide) footprint (a larger, more
cohesive presence on the floor) can make a positive difference in
generating leads and building destination awareness.

Outcomes:

-Goal is to continue creating affordable cooperative programs for our
regional partners, encouraging cooperative efforts, and leveraging
the RCMP resource with partner investment.

-All of 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 al so
feedback from our partners: i f
success.

Over 50,000 attendees / 300 Food, Travel, and Sportsman related
booths (relating to boat sales, focusing on fishing expeditions,
rafting, hiking, birding, and hunting.)

Held in Santa Clara, highly desirable demographic. Attracts more
than 15,000 travel and adventure enthusiasts.

First weekend in June. In Menlo Park on grounds of Sunset
Magazine. More than 25,000 high-end travelers. 10

j uo
t hey



Objective E: Travel Trade

Grow FIT/Group business in Southern Oregon, domestic and International.

#10. Itinerary/Product Development

«Continue to build itineraries to attract travel trade contacts
and to sell at shows.

*We currently have 20 itineraries showcasing each region in
Southern Oregon (including the south coast) which

include: individual city three-day, theme focused, Chinese
translation, regional, statewide, and three state itineraries. The
growing partnership with Northern California continues to be a
priority.

#11. Research Trips

*Budget for development of research FAMs brought to us from
Travel Oregon.

*Create and coordinate amazing experiences for these key
travel trade contacts.

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

eltineraries are developed for specific shows (see next section
below) but this also represents an ongoing area of effort and
creativity for SOVA.

*We are always thinking about and developing new and interesting
itineraries, often matching the newest stories we have to tell.

*We also offer city-specific itineraries — we place the information
into our template/branded format, suppliers/destinations can print
their own copies, link to the digital versions, and so on.

Outcomes:

*Provide at least 4 itineraries per destination, and continue to
update and refine to reach our 24 itinerary goal.

*Upcoming focus areas include "best of hiking and biking tour"
(including annual races and events focused around this theme),
motorcycle routes, language translations (various), Lake County.
eInternational business has increased in Southern Oregon due to
the efforts of Travel Oregon and SOVA. Each region reports a
growth in this area and acknowledges the benefits of the itineraries
and partnerships.

*Rather than budgeting for or identifying 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 four per year, however, is a useful benchmark.

Outcomes:

Increase demand through effective, entertaining, and on-schedule
trips. Develop itineraries and follow up on requests. Form long-
term relationships to build the market. Increase number of product
catalog placements, and ultimately, contracts with suppliers.
Increase industry knowledge in the region.

11



Objective E: Travel Trade, cont.

Grow FIT/Group business in Southern Oregon, domestic and International.

#12. Travel Trade Shows *For 2012-2013, we plan to shift increasing resources to
Participate with Travel Oregon in travel trade show this strategy area, in response to feedback from
efforts. Create partnership opportunities for DMOs, partners and the RCMP/Marketing Committee Chair and

tour & receptive operators, and suppliers. committee members, especially those who have had

Pre-assigned appointments (or sales missions), some success in building their group business.

participating DMO partners represented by SOVA «Strive to continue building relationships with feeder

contractor, regional itineraries sold at the show wiill routes from SFO, and to align with Travel Oregon global

include those participating, and also lead access. sales initiatives to increase our presence with travel

Target. Domestic/International, FIT/Group trade and to generate leads from tour operators.
‘Extend Southern Oregon’s mo

Tentatively planned: market, specifically China.

Pow Wow, April 2013.

Canadian Sales Mission, Spring 2013. Outcome: Increase number of leads in both quality and

Go West, February 2013. guantity. Continue relationship-building. Increase

CITM, January 2013. (Note: possible grant?) number of product opportunities, especially in Canada,

NTA, January 2013. Develop a strategy for increasing which will hopefully lead to more contracts with Southern
domestic tours through a regional participation model for  Qregon suppliers, and increased revenue through
NTA. This begins with research on the economic impacts bookings. Building on momentum in China, possibly

of domestic tours in Southern Oregon. A meeting with participate CITM or other Asia sales initiatives of Travel
suppliers and DMOs was held last spring to discuss this Oregon

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.

12



Objective E: PR

Build awareness and increase earned media for Southern Oregon through
participation in Travel Oregon/Maxwell PR efforts.

#13. Travel Oregon research trips, PR events,
callouts & opportunities

Content development, relationship management,
industry relations, coordination, itinerary planning
and implementation, and extending the work of
Travel Oregon and Maxwell PR.

These may be both domestic and International
opportunities, leisure and travel trade.

Travel Oregon has the best resources to identify and
qualify PR opportunities, bring them to fruition, and
track the results. Partnering with Travel Oregon to
respond to opportunities they create is the central
focus of our strategy around PR.

Create, coordinate, host, and otherwise engage fully
in travel writer trips, FAMSs, receptions, and other
activities that surround this nucleus. Acquire
investment by our partners to leverage these
endeavors.

Outcome: |l nt egration of our
daddy” and increase in reg
content matrix for our region to identify match-up
opportunities where our assets (we set our digital
magazine editorial cal enda
daddy” to | everage stories

13
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RUNNING Y RANCH

ROSEBURG , OREGON

SOREDI FOR BUSINESS  [#+4z88AR)

HELLGATE JETBOATS

Two April 2012 online campaigns:
Outside magazine online co-op ad (left) and TripAdvisor co-op ad (right).

FACEBOOK ADS Preview:

Travel Southern Oregon

i ; YTV Visit our Page & become
Content varies depending soiEeN kit il
on the messages and home of Crater Lake

National Park, the Oregon

markets we are targeting. I ““‘ Shakespeare Festiva,

Rogue River & more!

You like this.

15



RCMP Committee & Process

Region 5 includes the following counties: Douglas (except coastal portion);
Josephine; Jackson; Klamath; and Lake.

Planning process: We hold meetings three-to-four times per year of the
RCMP/Marketing Committee. At the meetings, we review/recap programs
completed, and brainstorm ideas/make plans for campaigns, strategies and
tactics for the coming year. We also review the top-line objectives of the Region
5 RCMP, to verify ongoing commitment to these broad objectives.

Intra-region communications process: Anyone can join the RCMP/Marketing
Committee. We send our monthly industry newsletters (via email) which
announce (among other things) scheduled meetings of the committee. We also
provide links to our partner website, where all Region 5 plans and reports are
posted. The partner website also includes links to Region 5 STR reports; our
visitor profile research; Symposium presentation decks; etc.

In November 2011, we conducted an esurvey of the RCMP/Marketing
Committee, posing a variety of questions about branding, target markets, media
choices, etc. We plan to make this an annual (at least) method to collect
feedback from our partners.
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RCMP Committee & Process, cont.

List of RCMP partners/committee actively involved in the planning and
evaluation process (and their roles):

— Carolyn Hill, CEO, Travel Southern Oregon/SOVA

— Committee Chair: Bob Hackett, Oregon Shakespeare Festival

— Independent contractors and key vendors:

e Southern Oregon Marketing Consultant — Sue Price: Travel Trade, PR, Training
e Dennett Consulting Group — Mark Dennett: Marketing campaign coordinator/consultant
» Jeffery Jones Advertising/Marketing — Jeff Jones: graphic design, print & digital, project coordination

* News-Register Digital Media — Dan Shryock: CMS (subcontractor, LVSYS), site architecture and design,
functionality, digital magazine, digital platform general support.

Officers & Executive Board:
Anne Jenkins, Travel Medford & the Valley
Kerrie Walters, Grants Pass Tourism
Jean Kurtz, Roseburg VCB
Keith Barnhart, Willow Springs Guest Ranch
Katherine Hoppe, Coos Bay/North Bend Visitor Bureau
Bruce Hoevet, Travel Medford VCB Advisory committee
Craig Ackerman, Crater Lake National Park
Brad Niva, Rogue Wilderness Excursions
Steve Hilbert, Lonesome Duck Ranch
Les Cohen, Brookings-Harbor Chamber of Commerce

Board of Directors — Southern Oregon Visitors Association

Other members of the Board:

Audrey Henry, Lake County Chamber

Mike Patrick, Mayor, Lakeview

Georgia Nowlin, Brandy Peak Distillery
Chris Martin, Troon Vineyard

Travis Hamlyn, Hellgate Jetboat Excursions
Katharine Flanagan, Ashland Chamber/VCB
Bob Hackett, Oregon Shakespeare Festival
Barb Dunham, North Bend Visitors Center
Nathan Mischel, Best Western Coos Bay
Julie Miller, Bandon Chamber of Commerce
Syndi Beavers, Henry Estate Winery

Dani Raines, Seven Feathers Resort

Jim Chadderdon, Discover Klamath

Chip Massie, Klamath Falls Chamber of Commerce
Julie Black, 30-Mile Marketing Group



RCMP Committee & Process, cont.

List of RCMP partners/committee actively involved in the planning and

evaluation process (and their roles) — continued:

—  Other members of the RCMP/Marketing Committee:
»  Karolina Wyszynska, Ashland Springs Hotel
* Kelly Hamlyn, Hellgate Jetboat Excursions
»  Tracy Egan, Ashland B&B Network
»  Duane Bowman, Applegate Valley Winery Association
»  Eric Weiseth, Orange Torpedo Trips
*  Charles Willis, Xanterra Parks & Resorts/Crater Lake Lodge
» SaraKing Cole, Britt Festivals
* Judy Hoyle, Oregon Caves Chateau/Ouffitters
*  Cheryl Crockett, Bay Area Chamber
*  Fred Wickman, Prospect Hotel/Motel Dinnerhouse
* Chad McCollum, Rogue Regency Inn & Suites
»  Christine Collier, Regina Vaccari — Southern Oregon Winery Association
e Lowel |l Pratt, Morrison’s Rogue River Lodge
*  Codi Spodnik, Southern Oregon Regional Economic Development Inc.
*  Cindy Deas, Klamath Basin Birding Trail
. Rick Saul, Ski Ashland
. Sandi Torrey, Jacksonville Chamber of Commerce
» Jacksonville Oregon Business Association
»  Oregon State Parks & Recreation — regional reps
. Sue Densmore, Friends of the Oregon Caves Chateau
*  Gold Beach Promotions Committee — rep.
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