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FIRST QUARTER REPORT 2021-2022
July, August, September

INTRODUCTION

Travel Salem is pleased to present its 21-22 First Quarter Report pursuant to 2021 City of Salem Contract Section 1.7.
The contract stipulates quarterly reports include a financial report, an overview of activities and performance
measurement data, and clearly demonstrate how Transient Occupancy Tax funds and Salem Tourism Promotion Area
funds are used on projects, programs and initiatives in Salem. This report fulfills these contractual requirements.

All programs and setvices tie back to Travel Salem’s 2020-2025 Strategic Plan and the 2021-2022 Business Plan and
drive toward the imperative to increase visitor-related economic impact through four core areas of focus: destination
experience, destination development, destination marketing, and organization optimization.

COVID-19 hit in March 2020 with the industry experiencing unprecedented impacts. The
industry has rebounded in many ways, but many businesses continue to face challenges
related to workforce issues (recruitment, retention) and the continued changing landscape
of COVID protocols to ensure public safety. During the first quarter, the U.S. faced
impacts from mutations of the virus (Delta variant) and the resurgence of travel limitations.

KEY PERFORMANCE MEASUREMENTS

21-22YTD % of 21-22 Year-End
Performance Measures' (Jul-Sep) Target Target 20-21 TOTAL

Estimated Economic Impact TBA TBA N2% = $321,300,000 $315,000,000
Transient Occupancy Tax’ $1,395,173 43% N5% = $3,249,877 $3,095,121
Leverage $735,153 32% $2,300,000 $2,680,099
Consumer Engagement 27,818,663 20% MN15% = 137,383,383 119,463,811
Visitor Information Network 73,056 93% N6% = 78,405 73,967
Attendance

Earned Media Impressions 26,038,969 25% N5% = 104,615,797 99,634,093
Social Media Reach 2,626,412 29% M2% =9,107,916 8,132,068
TravelSalem.com Visits’ 45,068 12% N0% = 380,288 345,716
Conventions & Sports 13 65% MN0% =20 18
Bookings

ITargets are based on normal market conditions and don’t take into consideration significant impacts such as a pandemic,
recession/depression, natural disasters, fuel anomalies, etc.

20utcomes influenced by fluctuations in ADR, occupancy
3Methodologies may change year to year as vendors update their algorithms; year over year changes may not be comparable

FUNDING KEY BY SOURCE

Transient Salem Wine Unrestricted Willamette Grants Blended

Occupancy :  Tourism i Country i sourcesleg., : Valley i sources
Tax ¢ Promotion Plate County funds, Visitors : :

Area advertising) i Association



MARKETING & COMMUNICATIONS

e Developed a Travel Salem Sports flier for recruitment efforts at tradeshows promoting
Salem as a location for future sporting events @

e DPartnered with Amtrak’s marketing team to create a website, which once complete, Travel
Salem will have access to update local destination information

e Provided regionally-focused expertise at Willamette Valley stakeholder listening sessions
regarding Travel Oregon’s marketing and communication efforts for strategic planning @

e Cultural Heritage Liaison Work Plan — completed review of Willamette Heritage Center’s
operations, marketing and metrics; providing customized recommendations including

yes

marketing plan, performance measurement reporting and website & social media management ®
e Surveyed the Wine Charm Trail participants to determine support with results showing majority
support for program continuation @

Social Media

Refer to the attached Social Media Addendum for examples and results of top-performing posts for the quarter

e Published 3 blogs with a combined reach of 161,849 accounts across Facebook and Instagram:
o The Dog Days of Summer: Pooch-Friendly Places to Stay & Play in the Salem Region
o 10 Great Spots for Outdoor Dining Around the Salem Region
o 10 Latino-Owned Businesses to Check Out in Salem and the Mid-Willamette Valley
e The highest performing post was regarding Enchanted Forest’s re-opening. This post achieved an
incredible amount of engagement across all platforms: Facebook saw a total of 199,097

Sports Flyer

unique people reached, 6,438 likes, 1,131 comments, and 1,205 shares; Instagram saw
4,189 likes, 985 saves, 993 shares, 66 comments, 620 new followers, and 153,146 reach

(highest follow, save and share count to date on Instagram)

e Gained 435 Instagram followers at a growth rate of 3.31%

¢ In-house photo/video content was produced for the following locations:
o Oregon State Capitol e

Thank You Berry Much Farms

Flying Bee Ranch

Don Froylan Creamery

Beilke Family Farms

Salem Kayak Rentals LL.C e

Keizer Rapid Parks

The Governor’s Cup

O O 0O 0O O O O

Top Performing Post

Social Media Posts




TravelSalem.com
e Launched a new TravelSalem.com website in July that is integrated with the Travel Salem IDSS
database. The new site optimizes the user experience and improves SEO rankings

e C(Created landing pages on TravelSalem.com:
o Highlight IRONMAN event registration, lodging, competition routes & other event resources ®
o Address the homeless issue and the work of the City of Salem and numerous nonprofit

organizations to assist those without shelter o

o Focus on wildfires in the region and accessibility to specific areas

TravelSalem.com IRONMAN Landing Page

Willamette Valley Visitors Association

e Senta Willamette Valley Consumer e-Newsletter “Welcoming the Arrival of Summer with Outdoor
Adventure” (5,499 impressions) e

e Created new blogs promoting the Willamette Valley through heritage, artisanal makers, outdoor dining
and recreation

o Enchanted Forest Celebrates 50 Years of Magical Memories
o Blog post - Outdoor Recreation Along the Detroit Lake Area and Santiam Canyon
o A “Top Chef’-inspired Tour of the Willamette Valley
o 5 Great Places to Mountain & Gravel Bike in the Willamette Valley
e Promoted travel to the Willamette Valley at the TravelPro Domestic Travel Advisor Show and the

Family Travel Show; met with 135 domestic travel advisors looking for new drivable destinations and

experiences due to ongoing COVID concerns

Blog & e-Newsletter Examples



CONVENTIONS & SPORTS
Refer to the attached Convention & Sports Addendum for examples and results of top-performing posts for the
quarter

e Secured a three-year contract (2021-23) to host Oregon’s first IRONMAN 70.3
OREGON event in July 2021 at Salem’s Riverfront Park. See attached economic
impact report from event e

e Contracted with Small Market Meetings for a year-long campaign (print,
articles, digital) that will also include a Meeting Planner Familiarization Tour in
May 2022 o

e Attended Connect Association Tradeshow in Tampa, FL (September) — met with
36 planners to pitch Salem as a meeting/convention destination; working leads ®

e Attended the TEAMS tradeshow in Atlantic City, NJ (September) — met with 31
sports planners to pitch organizers to hold their events in the Sports Capital of
Oregon; working leads ®

e Placed a co-op ad with the Salem Convention Center in Sports Events Magazine’s
July issue, with a focus on Esports, Cheer & Dance ®

Sports Events Magazine Ad



Travel Salem
Public Relations Addendum
7/1/2021 - 9/30/2021

Secured 81 articles and mentions with a reach of 26,038,969 and advertising equivalency of $299,759

Media/Headline Value Reach Key Messages/Content

Statesman Journal $2,024 36,000 The Statesman Journal
produced a story on the positive
economic impact that
IRONMAN produced and
included quotes from
staff/owners of The Governor's
Cup, the Grand Hotel and Lively

Salem Businesses to See
Economic Boost During
Ironman Weekend

Station.
Published: 07/2021
Pitched: 07/2021
Bravo TV $30,000 2,500,000 Bravo's Top Chef Portland

season finale showed finalists
doing some of their shopping at
Bauman's Farm & Gardens
before moving on to Willamette
Valley Vineyards for the final
culinary competition of the

The Next Top Chef Is...

season.
Published: 07/2021
Pitched: 02/2021
TravelAwaits.com $26,000 2,900,000 Writer June Russel-Chamberlin

published a feature story that
included Deepwood Museum &
Gardens, Bush's Pasture Park
Rose Garden, Schreiner's Iris
Gardens, Gaiety Hollow, Martha
Springer Botanical Garden,
Sebright Gardens and The
Oregon Garden.

7 Gorgeous Gardens to Visit
Near Salem, Oregon

Published: 07/2021
Pitched: 06/2021

Take Root Magazine $7,500 50,000 Melissa Wagoner produced a 4-
page feature article detailing the
history of Flying Bee Ranch, the
art of beekeeping and the story
of owners Jeremy Mitchell and
Delsey Maus.

A Flight of Its Own - How a
beekeeping hobby became a
way of life at Flying Bee
Ranch

Published: 07/2021
Pitched: 01/2021

Page: 1of 3 Printed: 1/3/2022




Media/Headline Value Reach Key Messages/Content
Epoch Times $22,000 1,900,000 Freelance writer Janna Graber
toured wine regions in Oregon
. and included Bethel Heights
Oregon Wine Tour: o '
Vineyards, Small Towns & E_ola Hills” Legacy Estate
Vineyards and the
Adventure .
Independence Hotel in her
feature on the Willamette Valley
region.
Published: 08/2021
Pitched: 06/2021
Eater Portland $3,900 97,000 Writer Emily Feel produced a
feature story on how Salem's
17 Destination Restaurants, Iﬁgd zg??:whaga??:izmm over
Food Carts, and Bars in menF;ioned gr):aat Spots
Salem, Oregon throughout Salem, including
Dough Hook Bake Shop, Xicha
Brewing, Noble Wave, Fork
Forty Food Hall, The Yard,
Published: 08/2021 Epilogue Kitchen and more.
Pitched: 03/2021
KGW Ch. 8 $23,000 2,100,000 Silver Falls State Park was
highlighted as one of four
. i camping getaway spots
Grarg:mG?:]awggtséWS:n;mer featured by Grant McOmie on
ping y his travel show, "Grant's
Getaways" on KGW Ch. 8.
Published: 08/2021
Pitched: 03/2021
Forbes Magazine $25,200 2,800,000 Silver Falls State Park was

This Fall Foliage Predictor
Map Can Help You Plan Your
Autumn Vacation

Published: 09/2021
Pitched: 10/2019

mentioned as one of the West's
best spots to visit in the fall.

Page: 2 of 3
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Media/Headline Value Reach Key Messages/Content
Foodista $18,000 1,000,000 Writer Michael Fagin included
Salem’s Riverfront Park, the
i . Carousel, Minto-Brown Island
Salegéﬁ)(rsegr?g lv'IA o-rre”o of Park, the Willamette River and
Salem Kayak Rentals in part 2
of his 3-part series on visiting
the Salem region.
Published: 09/2021
Pitched: 04/2019
Northwest Travel Magazine $5,794 125,000 Writer Peggy Cleveland wrote a
feature story about the Great
: . Oaks Food Trail, which was
Exploring Oregon s_Great picked up by Northwest Travel
Oaks Food Trail . X
Magazine, and included
mentions of The Independence
Hotel, Gilgamesh Brewing, Left
Coast Estate, Keeler Estate and
Salt Creek Cider House.
Published: 09/2021
Pitched: 03/2021
Portland Monthly $18,159 125,000 The Mount Angel Abbey
Museum and the Gordon House
10 Can't Miss Oregon }'ézrter'.rr]]dutge%nsae“i:glé isit
Museums Outside of Portland uring lop museu VISt
outside of Portland.
Published: 09/2021
Pitched: 04/2020
thrillist.com $22,500 2,500,000 Writer Katy Spratte Joyce

Fall in Love with Oregon's
Boozy, Laid-Back Wine
Country

Published: 09/2021
Pitched: 06/2021

included mentions of Salem, the
Benedictine Brewery,
Woodburn's authentic Mexican
restaurants and Silver Falls
State Park in her feature on the
Willamette Valley, following the
FAM tour she took part in over
the summer.

Page: 3of 3
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Travel Salem
Social Media Addendum
7/1/2021 - 9/30/2021

Enchanted Forest

Published: 07/2021

Facebook:

398,204 Impressions, 8,774
engagements, 1,131
comments (most in 1st
Quarter)

I nstagram:

192,286 Impressions, 4,189
likes, 66 comments, 993
shares, 986 saves, 620
follows

The re-opening of Enchanted
Forest was something that the
public has been wanting for
quite some time. When we
created this post announcing
their re-opening, it received the
highest engagement and
impressions for all posts across
all platforms.

Marion and Gatch
Falls

Published: 09/2021

Facebook:

252,958 Impressions, 5,957
engagements
(Likes+Comments+Shares)

Instagram:

110,700 impressions, 1,565
likes, 15 comments, 86
shares, 367 saves

Post featuring Marion and
Gatch Falls in the Mount
Jefferson Wilderness. This post
also informed potential visitors
of the new permits required to
visit these.areas.

Page: 1of 3
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Dog Days of
Summer

Published: 08/2021

Facebook:

155,253 impressions, 269
engagements, 899 link
clicks

Instagram:

66,561 impressions, 1,194
likes, 1 comment, 7 shares,
72 saves, 329 link clicks

Blog promotion featuring dog-
friendly locations in the Mid-
Willamette Valley.

Marion Farm Loop

Facebook:

80,545 impressions, 645
engagements, 181 link
clicks

Instagram:

90,617 impressions, 683
likes, 11 comments, 163
shares, 215 saves, 228
follows

Published: 08/2021

Marion Farm Loop feature,
showcasing various local farms
offering spaces for visitors. This
post garnered the highest follow
count on Instagram for the 1st
quarter.

Page: 2 of 3
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Hispanic Heritage . Hispanic Heritage month runs
Month Facebook: annually from September 15-

. ) October 15. This post promoted

73,425 impressions, 4,598 |4 blog that featured 10 Latino-

engagements, 997 link owned businesses within the
clicks Mid-Willamette Valley.
Instagram:

497 likes, 14 comments, 34
shares, 28 saves, 170 link
clicks

Published: 09/2021

Oregon Capitol . Photos taken in-house showing
Reopening Facebook: the newly-reopened Oregon

. ) State Capitol. The Capitol had
57,219 impressions, 5,110 |peen undergoing renovations
engagements, 42,451 reach [for the past year, and this post
showed one of the new spaces
I nstagr am: created during that time: their
new Welcome Center.

348 likes, 10 comments, 12
shares, 9 saves

Published: 07/2021

Page: 3of 3 Printed: 1/3/2022



ironman (0.3 2021

Estimated Economic Impact
Salem, OR



Travel Salem, in partnership with Sport Oregon, the Willamette Valley
Visitors Association and Travel Oregon, hosted the inaugural IRONMAN
70.3 Oregon Triathlon on July 25, 2021, in Salem.

The sold-out event served as a qualifier for the 2021 IRONMAN 70.3
World Championship in St. George, Utah and drew more than 7,000
people from across the globe to Salem.

Travel Salem signed a 3-year contract with IRONMAN valued at

$33 million in estimated economic impact.

Salem’s Riverfront Park served as the main stage and transition area
for the race.

The course began with a 1.2-mile downriver swim in the Willamette
River, starting just north of Riverfront Park, followed by a 56-mile bike
ride to Ankeny National Wildlife Refuge and back to Riverfront Park.

The final leg consisted of a 13.1-mile out and back run through Minto-
Brown Island Park.

2,310 6,930

Athletes Family & Friends

The planning for IRONMAN Oregon began just seven months
prior to the event - making this the fastest launch of a new
event in the history of IRONMAN.

Despite the short timeline, IRONMAN Oregon reached
maximum capacity for registration (capped at 2,400

participants) and achieved 100% of its volunteer needs.

Next year’'s event is scheduled for July 10, 2022.




ESTIMATED ECONOMIC IMPACT BREAKDOWN

State Tax

Earnings

top 10 locations of athletes

Arts &
1. California 30.3% Entertainment
2. Oregon 27.7%
3. Washington 22.67 e
4. Florida 3.4Y%
5. [daho 3.2%
6. Colorado 2.7%
7. Arizona 2.5% Retail
8. Texas 2 5%
9. Nevada 2.4%
10. Utah 2 29

survey says...

Local Tax

Food Stores

$10,065,100

Estimated Economic Impact

Lodging

Food Service







TRAVEL SALEM DASHBOARD

Key Performance Measurements
February 27, 2013 Board of Directors Approved

21-22 (Jul-Sep) % of20-21 20-21 19-20 18-19 17-18 16-17 15-16 14-15 13-14 12-13 11-12

Travel Salem Resources S 726,636 41% $ 1,758,023 | $ 1,580,578 | $ 1,672,575 | $ 1,363,418 [ $ 1,333,358 | $ 1,148,027 | $ 954,704 | $ 736,845 [ $ 702,267 | $ 723,344
City of Salem Contract S 339,270 44% $ 766,195 [ $ 842,550 [ $ 1,022,027 [ $ 980,660 | $ 987,230 [ $ 771,420 | $ 714,000 | $ 550,000 [ $ 479,000 | $ 550,000
Salem Tourism Promotion Area S 282,231 44% $ 639,571 | $ 230,355
Other Sources S 105,136 44% $ 241,276 [ $ 334,650 [ $ 477,009 | $ 294,202 | $ 270,417 [ $ 233,501 | $ 240,704 | $ 186,845 | S 223,267 | $ 173,344
Wine Country Plate $ = 0% S 110,972 [ $ 105,123 | $ 113,539 | $ 88,556 | $ 75,711 | $ 136,392
PC Destination Dev Position $ - - S - S 50,000 | $ 60,000
Fly Salem $ - 0% $ 9(s 17,900
Travel Salem FTE 12.00 120% 10.00 11.00 14.15 13.13 12.13 10.73 10.73 8.15 7.70 10.17

Membership 320 79% 403 428 494 477 395 348 355 409 424 443
Revenue S 48,888 151% S 32,311 | $ 120,884 | S 150,338 | $ 142,808 | $ 119,096 | $ 107,098 | $ 96,689 | $ 91,521 | $ 113,492 | S 113,761

Estimated ic Impact (2020) S 315,000,000 100% $ 315,000,000 | $ 638,000,000 | $ 607,500,000 | $ 593,100,000 | $ 565,500,000 | $ 553,200,000 | $ 548,200,000 | $ 541,000,000 | $ 527,100,000 | $ 505,900,000
Direct Jobs 6,050 100% 6,050 7,400 7,140 6,910 6,740 6,450 6,250 6,130 5,930 5,910

TOT Revenues $ 1,395,173 45% $ 3,095,121 | $ 3,374,954 | $ 4,023,294 | $ 3,999,857 | $ 3,943,284 | $ 3,612,596 | $ 3,125,123 | $ 2,730,822 | $ 2,445,339 | $ 2,239,286

Occupancy - Rooms Sold (Salem) 255,301 52% 493,749 447,291 533,112 521,082 565,667 566,407 416,594 391,501 364,608 340,507

Average Daily Rate (ADR) S 134.54 136% $ 98.67 | $ 97.78 [ $ 10241 | $ 101.16 | $ 93.99 | $ 89.30 | $ 83.52|$ 79.79 | $ 76.86

Revenue per Available Room (RevPar) S 68.68 104% S 66.22 | $ 56.37 [ $ 66.39 | S 65.85 [ $ 63.19

Total Rooms Out of Service 9.0% 19% 46.8% 15.6%

Hotel Rooms Out of Service (Reno & Covid) 7.8% 72% 10.8% 8.6%

TOT Influenced by TS $ 1,031,535 50% $ 2,056,056 | $ 1,810,117 | $ 2,324,599 | $ 2,210,561 | $ 2,228,282 | $ 1,994,536 | $ 1,689,319 | $ 1,532,047 | $ 1,425,310 | $ 1,265,905
Leisure S 920,814 45% S 2,042,780 | $ 1,721,227 | $ 2,051,880 | $ 2,000,540 | $ 2,004,665 | $ 1,842,268 | $ 1,578,168 [ $ 1,392,719 | $ 1,245,578 [ $ 1,140,800
Conventions/Sports* S 110,721 834% $ 13,276 | $ 88,891 | $ 272,719 [ $ 210,020 | $ 224,285 [ $ 152,285 [ $ 145,841 | $ 139,328 | $ 179,732 | $ 125,105
TS Correlation to TOT Ratio 74% 112% 66% 54% 58% 56% 57% 55% 54% 56% 58% 57%

Leverage $ 737,109 28% $ 2,680,099 | $ 2,651,380 | $ 3,002,724 | $ 2,470,711 | $ 2,501,594 | $ 2,382,473 | $ 1,972,138 | $ 2,086,254 | $ 1,914,854 | $ 3,206,602
Visitors Guide S = 0% S 53,669 [ $ 67,611 |$ 70,730 [ $ 70,917 [ $ 72,262 | $ 69,606 | $ 82,923 | $ 81,533 [ $ 87,953 | $ 112,793
Volunteers $ - 0% $ 7,967 | $ 2,326 [ $ 26,319 [ S 8,118 [ 307 [ $ 2,345 | $ 3,212 [ $ 4,236 | $ 9,224 [ $ 16,126
Public Relations - Advt Equiv S 299,759 26% $ 1,133,596 | $ 1,254,895 [ $ 1,474,188 | $ 1,423,206 | $ 1,474,934 | $ 1,584,522 [ $ 1,047,244 [ $ 1,128,533 [ $ 960,533 [ $ 2,166,423
Advertising S 16,459 13% $ 125,361 | $ 35,124 | S 44,965 [ S 44,565 | $ 42,843 [ $ 65,787 [ S 41,794 | $ 68,311 [ S 70,690 [ $ 78,245
In-Kind $ 163,710 36% $ 459,506 | $ 377,428 [ $ 318,288 [ $ 333,323 [ $ 585,898 | $ 544,901 [ $ 611,395 | $ 601,311 [ S 608,563 | $ 621,353
WVVA/Regional S 257,180 29% S 900,000 | $ 913,996 | $ 1,068,235 | $ 590,583 | $ 325,350 [ $ 240,000 | $ 185,570 | $ 202,440 | $ 177,891 [ $ 211,662

Ce 31,431,063 26% 119,445,096 95,265,103 128,175,456 93,775,785 74,612,410 60,098,680 41,476,228 39,106,833 43,778,277 48,925,791

Examplesinclude:

Visitor Information Network 73,056 99% 73,967 200,221 295,976 208,408 169,044 164,735 144,441 135,337 111,112 136,966
Conv Services - Visitors Reached 0 0% 700 37,928 117,550 65,829 43,846 42,990 36,117 41,641 47,477 54,385
Visitor Inquiries 365 9% 3,902 2,620 5,017 26,391 26,039 53,708 35,054 43,852 42,900 42,045
Media Impressions 26,038,969 26% 99,634,093 55,326,367 55,197,719 62,547,434 52,950,700 50,223,577 29,061,138 29,910,649 26,711,743 37,519,977
Advertising Impressions 2,422,337 13% 19,165,672 21,811,088 44,487,848 11,012,028 9,493,651 1,459,500 4,456,800 2,544,000 13,126,000 7,628,520
Online Visits 45,068 13% 341,354 224,723 432,862 719,013 472,448 301,183 273,903 268,472 234,277 185,382
Social Media Impressions 2,560,830 31% 8,319,137 4,486,346 7,132,200 9,156,821 2,192,969 4,783,482 4,268,921 4,548,526 3,208,521 3,256,090

| | |

[ I [

* Business is also being booked for future years in the current year, however, this TOT value will be recognized in those respective years.

TOT Influenced by Ts: [ |

1) Leisure trend is attributed to PR, social media efforts, and Travel Café and enhanced Visitor Information Network

2) 0809 convention figure included the last year of OSAA basketball tournaments at Willamette University

3) 09-10 convention dip was due to a timing issue between fiscal years of when the JWC events were held




TRAVEL SALEM
STATEMENT OF ACTIVITIES / NET ASSETS
2021-22 First Quarter

| YTD Actuals |
TOTAL

PUBLIC
City of Salem Contract $ 339,270 $ 339,270 $ - $ 339,270 40% $ 846,000 $ 766,195
Salem Tourism Promotion Area $ 282,231 $ 282231 ¢ - $ 282,231 40% $ 714,000 $ 639,571
Subtotal $ 339,270 $ 282,231 $ - $ 339,270 $ 282,231 $ - S 621,501 40% $ 1,560,000 S 639,571
REGIONAL
Marion County $ - $ - $ B 0% $ 125,000 $ 125,000
Polk County $ - $ - B - - $ 15,000  $ 15,000
Subtotal $ - $ - $ - 0% $ 140,000 $ 140,000
PRIVATE
Membership $ 48,938 $ 48,938 $ 48,938 47% $ 104,405 $ 28,806
Special Events (Pickleball) $ - $ - % - 0% $ 28484 $ 5285
WCP - Funds Released $ 3,600 $ 3,600 ' $ 3,600 - $ - $ 45,878
STPA - Funds Released $ 50,762 $ 50,762 $ 50,762 - $ -
Grants $ - $ - $ - - $ - $ -
Polk County Destination Dev' $ - $ - $ - - $ - $ 6,550
Other $ m $ 1,725 $ m $ 1,725 ' $ 1,836 23% $ 8,100 $ 34,781
Subtotal $ 11 $ 50,762 $ 54,263 $ 111 $ 50,762 $ 54,263 ' $ 105,136 75% $ 140,989 $ 121,300
Temporarily Restricted Rev (WCP) $ - $ - $ - S - S - S - S = - S 100,000 S 87,452
Operational Funding (Prior Year) S - S 100,000 S 150,000
Salaries & Related Expenses* $ 163,185 $ - $ 36,537 $ 163185 $ - $ 36537 $ 199,721 22% $ 907,411 $ 651,065
Operations* $ 52771 $ 14,465 $ 6,023 $ 52771 $ 14465 % 6,023 $ 73,260 38% $ 191,882 $ 169,028
Professional Services $ 7620 $ 15,100 $ 79 $ 7620 $ 15100 $ 79 $ 22,799 46% $ 49,250 $ 45,226
Advertising $ 1,528 $ 18,072 $ 3,857 $ 1,528 $ 18072 $ 3,857 | $ 23,457 3% $ 776,925 $ 207,208
Trade Shows & Fam Tours $ - 0% 3111 $ - $ - % 3§ - % 3111 0% $ 4820 % 2,519
Special Events $ 508 $ - $ 10 $ 508 $ - $ 10 $ 519 0% $ 23,864 $ 6,270
Agility Fund $ - % - % - $ - % - % - 0% - 0% $ 58,500  $ -
Misc. $ 62 $ - $ 80,270 $ 62 $ - $ 80,270  $ 80,332 4017% $ 2,000 $ 1,236

OPERATING SURPLUS / (DEFICIT) $ 113,706 $ 282,246 $ (72,514) $ 113,706 $ 282,246 $ (72,513) $ 323,438 1228% $ 26,337 $ 55,773
OTHER INCOME - LEVERAGE
Visitors Guide $ - $ - % = $ 53,669
Volunteers $ - $ - $ - $ 7,967
Media $ 299,759 $ 299,759 | $ 299,759 $  1,133,59
Advertising $ 16,459 $ 16,459 | $ 16,459 $ 125,361
In-Kind $ 163,710 $ 163,710 ' $ 163,710 $ 459,506
WVVA/Regional $ 257,180 $ 257,180 | $ 257,180 $ 900,000
Total Other Income - Leverage  $ - $ - $ 737,109 $ 737,509 $ 737,109 32% $ 2,300,000 $ 2,680,099
Other Expense - Leverage $ - $ - $ (737,109) $ (737,109) $ (737,109) 32% $ (2,300,000) $1(2,680,099)
Transfer to Restricted Funds $ - $ (50,762) $ (3,600) $ - $(50,762) $  (3,600) $ [(54,362) $ (45,878)
Extinguished Debt Income (PPP) $ - $ - $ 272,134 $ - $ - $ 272134 $ 272,134
Carry Forward $ 423112 $ 202,978 $ 423112 % 202,978 | $ 626,090 $ 626,090 $ 436,525
Prior Qtr Cumulative +/- $ - $ -

* 10% of Travel Salem salaries, rent & utilities are paid by Flex funds to offset expenses related to regional program work

! Partnership with Polk County, Independence, Monmouth, Dallas & Travel Oregon to fund a full-time Polk County Destination Dev Mgr



TRAVEL SALEM
GLOSSARY OF TERMS

Activity & Production Statistics
Updated January 6, 2022

Introduction

There are three key performance measurements (KPM] that provide a sense of the overall
economic health of the Salem & Mid-Willamette Valley tourism industry. When evaluating
progress, these indicators must be considered alongside available financial resources,
market influences and other factors. While Travel Salem is not the sole driver of the
region’s tourism economic outcomes, we assume a leadership role in shaping industry
results and influence more than 66% of trip planning decisions (according to Visitor Profile
studies).

To measure overall success and ensure that resources are used efficiently and effectively,
Travel Salem developed the following three KPMs that have been adopted by the City of
Salem since 2007:

e Estimated Economic Impact (EEI) for Salem and Marion & Polk counties
e Transient Occupancy Tax (TOT)
o Leverage (donated products and services)

To drive these results, Travel Salem relies on a formula for success that integrates:
e Proactive collaboration and profitable partnerships to enhance effectiveness
e The pursuit and conscious innovation of products and services
 The ability to adapt quickly with turnkey solutions that respond to changing market
conditions

Glossary of Terms (alphabetical order)

Consumer Engagement

Measures the potential impact that marketing and sales strategies have on travel decisions.
Travel Salem tracks the number of times a person could potentially see and engage with
messages promoting Salem through a variety of channels (e.g., e-Communications, social
media, sales outreach). Measuring consumer engagement allows Travel Salem to analyze
the impact and success of initiatives and fine-tune the approach to maximize return on
investment (ROI).

Convention & Sports Bookings
Convention/Meetings/Sporting events that have booked for future months/years. Includes
number of delegates, room nights and EEI for the event.

Destination Development

The strategic planning and advancement of defined areas to support the development and
progression of a destination for visitors. The sole focus is the development of compelling
experiences, quality infrastructure, and remarkable services to entice repeat visitation.
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Destination Marketing and Management Organization (DMMOQ]

An organization which promotes a location as an attractive travel destination. DMMQOs are
known as tourist boards, tourism authorities or “"Convention and Visitors Bureaus.” They
serve as the official marketing and destination development organization for a city, region,
or state. The mission of a DMMQO is to attract visitation and group business that generates
economic impact to the area it serves. A DMMQO also is the sales arm of the area which
encourages event organizers to choose the destination for meetings, conventions, sporting
events, and exhibitions.

Earned Media Impressions
Impressions & advertising equivalency value for articles placed in various publications
(print, online, broadcast, outdoor) due to Travel Salem'’s efforts.

Estimated Economic Impact (EEI)
Estimates the economic activity in a specified region caused by visitors and convention and
sports business.

Events & Community Activities Assisted

Travel Salem promotes events and activities through numerous marketing channels (e.g.,
Visitors Center, TravelSalem.com, e-Communications, public relations, and media
exposure).

Group Services

o Events Assisted - The number of groups/events that are provided services,
resources, and visitor information.

o Visitors Reached - The number of visitors at conferences/events where Travel Salem
provides visitor information.

o Welcome Bags Distributed - Welcome Bags contain promotional information from
local businesses on what there is to “see and do” in the Salem area. The Welcome
Bags are distributed to conferences/events and contain information that is tailored
to meet the delegates’ interest/needs.

Leverage
Includes donated products and services including, but not limited to:

o Volunteers - The number of volunteer hours worked in the Visitors Center or at
conferences/events. The hourly value of this service is derived from
www.Oregon.gov.

o Earned Media - Local, regional, or national media exposure resulting from Travel
Salem’s publicity efforts to promote the region. The value is calculated based on the
platform’s advertising rates.

o Advertising - Travel Salem receives an “agency discount” on media buys because it
is recognized as an in-house advertising agency. This discount is not available to
individual businesses purchasing advertising. Any free advertising opportunity is
also included.

o In-Kind - Travel Salem receives donated products and services that it would
otherwise have to purchase. Examples include office and meeting space, accounting,
legal services, product donations, etc.
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o WVVA/Regional - Travel Oregon receives a statewide 1.5 percent lodging tax that it
allocates to regional destination marketing organizations for use in promoting each
region to out-of-state visitors. The monies cannot be allocated to local destination
marketing organizations. Salem is included in the Willamette Valley Visitors
Association (WVVA] along with Eugene (East Lane County), Corvallis (Benton County],
Albany (Linn County), Yamhill County and South Clackamas County). The WVVA
Board of Directors includes key decision makers from the DMMO of each city. This
Board determines how the resources will be spent to market the region. Travel
Salem recognizes the WVVA financial resources allocated from Travel Oregon as
leverage.

PR Presentations/Community Engagement

Staff presentations to civic groups, nonprofits, and businesses. Presentations include
community outreach to promote Travel Salem programs and services, general tourism-
related issues, convention, meeting and event business, and overall awareness of tourism
economic impact. Also referred to as Travel Salem’s Speakers Bureau.

Real-Time Conventions/Events

Conventions/events that take place during the current month. The business may have been
booked in a previous year, but it is reported in the month when it takes place.

Includes:

o Number of Delegates - The estimated number of delegates attending Real-Time
Conventions/Events.

o Number of Room Nights - The estimated number of room nights from the Real-Time
Conventions/Events. When possible, the actual number of room nights is reported
when the figure has been verified with the conference meeting planner and/or
venue.

Sales Activities
Sales activities include, but are not limited to:

o Direct Contact - The number of meeting/conference/event planners that are
contacted in face-to-face appointments or through tradeshows.

o Phone/E-mail - The number of meeting/conference/event planners that are
contacted via phone or email.

o Sales Packets Distributed - The number of packets mailed to
meeting/conference/event planners per request or as a result from direct contact.

Site/FAM Tours
o Site Tour - Staff hosts a meeting planner, group of meeting planners or group tour
operator on a showcase tour of venues (e.g., hotels, meeting facilities).
o Familiarization Tour (FAM]- Staff takes a meeting planner, group of meeting
planners, group tour operator or travel writer on a showcase tour of Salem’s
attractions, restaurants, shopping, etc.

Referrals
The number of times a location is recommended to a meeting planner verbally or by email.
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Sales Leads
Potential business leads that are distributed to venues including number of potential
participants & spectators, room nights and EEI.

Social Media Reach

Social platforms including, but not limited to Facebook, Instagram, Twitter that Travel
Salem utilizes to promote the region. Measurement includes impressions, engagement, and
overall, how many consumers were reached with Travel Salem’s messaging via these
platforms.

Transient Occupancy Tax (TOT)

Tax that is collected by the City/County/State from lodging guests when staying at a hotel,
motel, bed & breakfast, campground, vacation rental, etc. Can also be known as Transient
Lodging Tax (TLT).

TravelSalem.com Visits
A “visit” measures website traffic and is defined by the presence of a user with a specific IP
address who typically visits multiple pages on the TravelSalem.com site.

Visitor Center Attendance
The number of visitors to the Visitors Center and Visitor Information Network (VIN].

Visitor Information Network (VIN]

Seven satellite visitor centers including: Holiday Inn, Phoenix Inn, Willamette Heritage
Center, Salem Convention Center, Amtrak, Salem Airport, Best Western PLUS Mill Creek
[nn.

Visitor Information Inquiries
All visitor information inquiries that come in via travelsalem.com, telephone, U.S. post
inquiries - requesting a variety of information and resources.
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