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Region 5 RCMP

Southern Oregon Visitors Association

Report Date: August 1, 2010
RCMP Report Period: 7/1/2009 — 6/30/2010



Strategies

. Five strategies are featured in the Region 5 RCMP for the
period July 1, 2009 — June 30, 2010.

. Each is consistent with strategies identified in previous plans.

. Specific goals/tactics within each strategy are described on
the following pages

Following each description is a August 1, 2010 final report;
see blocks with this shading/color.

. The five strategies are:

1. Training

2. Research

3. Internet Marketing

4. Niche Consumer Advertising

5. PR/Trade Shows/Outreach Marketing
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Programs/Tactics
E Strategy 1: Training

Programs/Tactics
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Notes...

RCMP Task Force/Marketing Committee is very committed to this concept and
feels it is absolutely essential to the health and prosperity of the industry in
Southern Oregon.

“Q Care” online is excellent. In Southern Oregon, we have continued to

augment it with classroom-style training custom-designed and offered via
partnerships with DMOs, attractions, and others.

Innovations such as the addition of film and video are taking the classroom-
style format to a new and exciting level.

RCMP dollars were originally earmarked for training, and Southern Oregon
continues to honor the use of these resources for this very important endeavor.
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Aug. 1, 2010 Final Report
Strategy 1: Training

DATE LOCATION # TRAINED RCMP BUDGET PARTNER INVEST
Feb-10 Cave Junction 40 $1,200 $400
Mar-10 Coos Bay 62 $1,860 $1,620
Jun-10 Crater Lake 47 $1,410 S470
Jun-10 Grants Pass 70 $2,100 $700
Jun-10 Grants Pass 26 $780 $260
Feb-10 Lakeview 69 $2,070 $690
Jan-10 Medford 25 $750 $250
May-10 Medford 26 $780 $260
Jun-10 Medford 26 $780 $260
Jul-09 Medford 15 $450 $150
May-10 Roseburg 25 $750 $250

431 $12,930 $5,310
PROGRAM COSTS, TRANSPORTATION, RETAINER, CURRICULUM DEV, SECRET SHOPPING, SUPPLIES, OTHER EXPENSES - averages S30/participant
PARTNER CONTRIBUTIONS (HARD COSTS) FOR MEETING LOCATIONS, PUBLICITY, REFRESHMENTS, DOOR REGISTRATION - averages S10/participant PLUS
contribution by Travel Oregon to offset cost for South Coast training.
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Strategy 2: Research

Programs/Tactics

Notes...

Research remains a priority, and Region 5 is extremely grateful for the work that Travel Oregon
continues with Longwoods International. The Region 5 portion for this comprises the bulk of our
research investment for the RCMP year summarized in this report.

Visitor Profile: a comprehensive report is available on the SOVA partner website and provides a
summary of key findings of the 2007-2009 visitor profile research which SOVA undertook.

Other potential projects have been identified and we hope to engage in these next year, depending on
future funding availability.

Survey of responses given by consumers ordering the Southern Oregon Vacation Guide via the
online form. There are at least eight responses per consumer, offering details on travel
route, interests, and other important considerations. We have more than 40,000 records,
but have never had sufficient resources to study these.

Fulfillment and advertising conversion studies. Surveying recipients of the Southern Oregon
Vacation Guide to determine whether the guide motivated them to travel to Southern
Oregon. Also looking at how we fulfill requests, e.g. are there opportunities for
collaboration when several partners—especially DMOs—fulfill the same leads.
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B Programs/Tactics
E Strategy 3: Internet Marketing

Programs/Tactics
Notes...

As for all tourism marketing associations, this remains a major priority of RCMP Task
Force/Marketing Committee.

Extends work in niche consumer advertising by designing websites tied to campaigns,
allowing specific trackthru and advertising accountability and measurement.

Website covers areas, attractions, etc. not just specific to SOVA’s membership but to all of
Region 5, especially in areas where we link to and support TO campaigns (like Oregon
Bounty).

SOVA research shows the Internet is the prime planning tool, having replaced the two top
planning tools of 1991 study. 35% of visitors surveyed indicated the Internet as their
source of information on visiting Southern Oregon.

The Internet ranks # one in Travel Oregon’s Longwoods Int’| study.
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E Strategy 3: Internet Marketing

Programs/Tactics, cont.
Notes...cont.

SOVA research also reveals that driving people to individual business web sites (especially
lodging) is critical to the financial success of small rural businesses that simply can’t afford
the advertising investment to create large scale brand awareness.

As with many tourism marketing associations, SOVA has engaged completely in social
media. Adding social networking features, Web 2.0, video, animations, blogs, photography,
plus Facebook, Flicker, and other sites. We seek ways to engage consumers to create
content. Other innovations generally designed to appeal to larger cross section of
consumers and to keep site relevant and engaging.
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Totals and Overall Averages 25,600 23,382 58,100 2.30 2.21

Totals and Overall Averages 59,023 1668 2.83% 0.26 434.05

Totals and Overall Averages 599
(FB campaign targets No. California;
interests Oregon Shakespeare
Festival, Rogue River, Crater Lake.
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E Strategy 4: Niche Consumer Advertising

Programs/Tactics
Notes...

Extends the work of previous year by focus on defined markets, and on the International
market.

Continued effort aimed at creating a campaign that provides the opportunity for
businesses to support with a retail message. The goal would be to help many small
businesses (outfitters, wineries, tour operators) grow within the region. Also leverages
RCMP funding.

Continue branding ads in key niche markets and add adjoining retail ads to feature specific
businesses in a niche area (wineries, golf courses, museums, etc). These supporting ads will
be funded through SOVA’s proven co-op format. These retail ads will help ensure that
direct leads are generated for business follow up.

August 1, 2010 FINAL Report — Region 5: Southern Oregon / Southern Oregon Visitors Association



SOUTHERN
OREGON

i,
i




SOUTHERN
OREGON

i

SR

August 1, 2010 FINAL Report — Region 5: Southern Oregon / Southern Oregon Visitors Association



SOUTHERN
OREGON

EXPENSES TOTALINCOME SOVA PARTNER FUNDS RCMP FUNDS
$123,784 $129,290 $129,290 S0
$34,000 $34,000 $14,250 $19,750

$152,746 $152,746 $101,470 $51,276
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Strategy 5: PR/Trade Shows/Outreach Marketing

'nnﬁﬁnﬂi Programs and Tactics

Programs/Tactics

Notes...

Specific Activities:

1) Media Relations — Including FAMs/Travel Writers/PR/Industry, et al
2) Trade Shows
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Continued — Writers, Tour Ops, etc. — partial list
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PR/ TRADE SHOWS / RESOURCE DEVELOPMENT

TRADE SHOWS
CONSULTANT/ CONTRACTOR $6,600
CANADA $5,223
POW WOW $6,525
GO WEST $4,573
OTHER $7,500
$30,421
TOTAL $49,928

FAMS/PR/TRAVEL WRITERS

CONSULTANT/CONTRACTOR
FAMS/TRAV WRITERS - OTHER
PR RESOURCE DEVE - INDUSTRY

OTHER

$9,000
$2,355
$5,152
$3,000

$19,507
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Aug. 1, 2010 Final Report

Strategy Budgeted: (RCMP) Income: (Partner/SOVA cash) Income: (Partner/SOVA In-Kind) Total Expenditures Thru 6/30/09
1 Training $8,000 $1,000 $5,310 $12,930
Support from TravOR for classes taught on south Coordination, facilities, publicity, registration, etc. Retainer/staffing; training classes; misc expenses
coast, spring 2009
2 Research $5,000 $10,000
Longwoods (two years)
3 Internet $10,000 $24,000 $7,667
Internet marketing is supported by partner Retainer/staffing; campaign mgmt tied to niche
advertising, which leverages the investment of advertising programs; key word mgmt; add’l
RCMP dollars in this strategy. domains; online trade shows & Int’l efforts such as
Pow Wow
4 Niche Consumer Adv $54,770 $115,720 $51,276
Partner investments in co-ops that were at least
partially funded via RCMP during this report period
5 PR/Trade Shows/Outreach $40,000 $12,000 $49,928
Partner investments in PR/Trade Show
Other
Fulfillment-TORP $20,000 $8,323
Admin Overhead $10,000 $14,668
Add’l In-Kind $13,000
BUDGETED LEVERAGE/PARTNER INVESTMENTS LEVERAGE/PARTNER-SOVA IN-KIND TOTAL EXPENDITURES
$147,770 $152,720 $18,310 $154,792
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Contact Information
Southern Oregon Visitors Association

Mailing Address:
PO Box 1645 / Medford, OR 97501

Office Location:
673 Market St. / Medford, OR 97504

Phone (541) 552-0520 / Fax (541) 552-1073
office@sova.org www.southernoregon.org

Industry website: www.southernoregon.org/partners
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