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SOVAGs mi ssi on h a $ithahe daaywe have collected,

featured an intra-regional we can identify many

approach, driven not by political characteristics of the Southern
necessity, but by the way people Oregon visitor: educational
actually visit Southern Oregon. attainment, length of stay, average

daily spending, activity interests,
SOVA research clearly shows how  and dozens of other attributes.
people explore the region and
where they come f Gemer 80VAOSs Sout hern
marketing focus has always tourism businesses continue
reflected these marketing realities. targeting their marketing efforts to
visitors traveling south to north,
For the past 20 years the region looping from the valley to the south
has been def i ni ng coasbtotha higleaountry.

Oregono as a diverse destination
that stretches from the Wild Rivers  Nor t her n Cal i forni a
Coast to Oregondse@Pebbbédok. marketing.
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Established 1984

Three chief characteristics
A ARaPyYl ayd Funding Structure
A\ Regional Vision
A\ Commitment to Cooperative Marketing

Since its inception, SOVA has generated more than $8.0 million dollars for
Southern Oregon visitor marketing; all of these funds were raised directly
from SOVAOGs marketing partners thr ouc

We run lean & mean.
We concentrate on marketing that has a direct return on investment (ROI) to

our partners: businesses, convention and visitor bureaus (CVBs), and
destination marketing organizations (DMOs).
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The RCMP (Regional Cooperative
Marketing Program) allows SOVA
to depart from a strict pay-to-play
structure, and to invest in programs
that could pay long-term benefits to
tourism in the region, such as
research, public relations, niche
marketing and Internet marketing.

The 2010-2011 RCMP calls for
continued funding of these and
other programs.

The 2010-2011 RCMP continues to
embrace marketing opportunities
where RCMP funds can be
leveraged by matching investments
by local businesses, CVBs, trade
associations, and other marketing
partners.

The 2010-2011 RCMP explores
print-Internet, radio, Web 2.0, new
partnerships, and other methods
that are extremely important in the
success of tourism in Southern
Oregon.
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Carolyn S. Hill, Chief Executive Officer
(541) 552-0520/ (541) 890-7842
Carolyn@sova.org

Office location: 673 Market St. Medford OR 97504
Mailing address: PO Box 1645. Medford OR 97501

Independent Contractors

Marketing, Chief Marketing Officer
Mark Dennett

Dennett Consulting Group

(541) 488-4925 |/ Mark@sova.org

Public Relations/Trade Shows/Training
Sue Price

Southern OR Marketing Consultant

(541) 890-5472 |/ Sue@sova.org

Design & PR

Jeff Jones

Jeffery Jones Marketing & Advertising
(541) 488-0178 / jrjones@opendoor.com
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Marketing/RCMP Committee

Bob Hackett - Chair
Oregon Shakespeare Festival
(541) 482-2111 / bobh@osfashland.org

Roberta Kress - Review Subcommittee
Rogue Regency Inn & Suites of Medford
(541) 770-1234 / roberta@rogueregency.com

Key Vendors/Contractors

Research: DCG Consulting (Eugene)

Internet: News-Register Digital Media (Salem)
Internet: Scarab Media (Ashland)

Internet: LVSys (McMinnville)

Fulfillment: Pronto Print (Medford)

Fulfillment: Co-Operations (Tualatin)

Design: Petretto Design (Jacksonville)

Design: Jeffery Jones Advertising & Mktng (Ashland)
Printing: Journal Graphics (Portland)
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The SOVA Board of Directors is comprised of four representatives from each of the seven counties in the

Southern Oregon marketing area. These 28 positions, plus one public lands representative, brings our total
Board to 29.

Officers of the Board as of April 2010

Mresident: Craig Ackerman, Crater Lake National Park
APast-President: Amy Richard, Oregon Shakespeare Festival
Arreasurer: Bruce Hoevet, Rogue Regency Inn & Suites
ﬂSecretary: Anne Jenkins, Medford VCB

Mresident-Elect: Katherine Hoppe, Coos Bay/North Bend VCB

In addition to private industry representatives, our Board of Directors includes the primary DMO contacts in
each county. Each plays an integral role in developing marketing programs:

Valley
Medford VCB T Anne Jenkins
Roseburg VCB 1 Jean Kurtz
Ashland VCB i Katharine Flanagan
Grants Pass VCB 1 Kerrie Walters

High Country
Klamath County (Discover Klamath) i TBA
Lake County Chamber i Keith Barnhart (representing)

South Coast
Gold Beach Promotions Committee 1 Jeff Ferguson
Bandon Chamber i Julie Miller
Brookings Chamber i Les Cohen
Coos Bay/North Bend VCB i Katherine Hoppe
North Bend Visitors Center 1 Barb Dunham
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Industry enewsletter

Annual Marketing Symposium

SOVA Annual Report

Press Releases

Intra-Regional Travel, Presentations, Advisory Committees, etc.
Association Memberships, Conferences

RCMP/Marketing Committee Email Updates

SOVA Industry/Partner Website

Meetings of the RCMP Task Force/Marketing Committee

Advocacy on behalf of regional partners
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B3 Marketing Committee

A Quick Look @ the businesses and
groups represented on the SOVA
RCMP Task Force/Marketing
Commi tteeé this i

Chair: Bob Hackett, Oregon Shakespeare Festival

Crater Lake Lodge/National Park
Ashland Gallery Association
Umpgua Valley Winegrowers Assoc
Southern Oregon Winery Association
Ashland Bed & Breakfast Network
Oregon Shakespeare Festival

Britt Festivals

Jacksonville Chamber/Visitors Center
ScienceWorks Hands-on Museum
Ashland Chamber of Commerce
Ashland Springs Hotel

Troon Vineyard

Medford VCB

Grants Pass VCB

S

Gold Beach Promotions

Roseburg VCB

Roe Ouitfitters & Flyway Shop _
DiscoVeBKlamah par ti al | i st
Roseburg VCB

Coos Bay/North Bend VCB

Brookings Chamber of Commerce
Rogue Wilderness Adventures

Southern Oregon Winery Assoc

Oregon Caves National Monument/NPS
Seven Feathers Hotel & Casino Resort
Ashland Bed & Breakfast Assoc

About 30-40 patrticipants in all; anyone can be
involved. Meetings are announced via
industry enewsletter. Plans, budgets,
reports, and collateral are all placed on
SOVAGs industry website,
www.southernoregon.org/partner.
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Five strategies are featured in the Region 5 RCMP for the
period July 1, 201017 June 30, 2011.

Each is consistent with strategies identified in previous plans.

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

The five strateqgies are:

Training

Research

Internet Marketing

Niche Consumer Advertising
PR/Trade Shows/Outreach Marketing

abkwhE
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Program Name

Customer Service Training

Discipline

Classroom Instruction

Program Desc

Via partnership with area DMOs, offering classes throughout the
region. Program customizations like secret shopping, MUST SEE
collateral, funding matrix by county to ensure equitable allocation,
leverage of RCMP dollars by private and public partner
investments. Partnership with Travel Oregon has allowed us to offer
these services on the South Coast as well.

Two Class Options

In a continuing effort to encourage great customer service throughout
Southern Oregon, SOVA continues to offer two 2010-2011 Customer
Service Classes. The first 300 attendees are funded by RCMP dollars.
The funds are allocated among Southern Oregon counties, based on
the amount of lodging tax collected per region. One class is designed
for the front line staff, the other for management staff. We extend
the relevance of training by incorporating community-specific

I nformation, and by training to d
shoppingd research done 1 n advandga
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Program Desc

Class One - Creating a Service Foundation

65% of customers do not return to your place of business because of one
person. Do you provide your staff the tools to assure the customer will return
and tell others? This is the best insurance that we can have to not only
survive these tough economic times, but to grow your market.

Class Two - How to be a Customer Service Coach

What is your Customer Service Culture? Is your business based on
exceptional sales and service-oriented people who embrace their mission,
build on it, and continually innovate while acting as "brand ambassadors?
Service is not a department....it is an attitude. Bring personality to your
organization by establishing service themes and standards.

Target Audience

Frontline workers in hospitality industry (class one)
Managers/owners in hospitality industry (class two)

Geographic Southern Oregon
Target
Key DMOs; major attractions; Travel Oregon; corporations (golf

Partners/Regions

courses, retirement communities, Harry & David, OSF, et al).
Region 5 + South Coast
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New Program or
Repeat

Repeat.

Measurement

Train at least 300 employees in this program year.

Budget

$8,000
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Program Name Research.
Discipline Visitor research.,
Program Desc Longwoods Research.

Target Audience Audience to be researched=consumer. Audience for whom
research is conducted=industry.

Geographic Visitors to Oregon.
Target
Key Travel Oregon.

Partners/Regions

New Program or Repeat.
Repeat

Budget $5,000.

Measurement Travel Oregon.
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Program Name

Research.

Discipline

Visitor research.

Program Desc

Visitor panel research

Target Audience

Audience previous visitors to Southern Oregon. Several options are
being considered, including: contacting known visitors to Southern
Oregon or consumers living in key regions (Northern California,
Oregon, Washington).

Geographic Visitors to Oregon.
Target
Key Southern Oregon DMOs; Travel Oregon; research firm we have

Partners/Regions

partnered with for previous projects, DCG Research, Dr. Nicholas
Lougee.

New Program or New.

Repeat

Budget $5,000.

Measurement Measure rate of return on surveys and analyze data collected.
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Program Name

Internet Marketing

Discipline

Content development, search engine optimization, Web 2.0.

Program Desc

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

AContent development is a constant challenge, and an enduring goal of
this strategy. The integration of social media continues to be a priority:
increase fans on Facebook, followers on Twitter, and significant advances
on our Travel Southern Oregon blog.

AOffer opportunities for consumers to create content. We scratched the
surface of this strategy, but have numerous goals, including integrating
trade shows, ad campaigns (print, radio, online), and user-created content
I possibly all centered around the key shows/markets (Northern
California).

ADevelop suggested drives/itineraries online as animated maps, for leisure
travel market, both domestic and International.

ASuggested itineraries for FIT and tour group market, both International
and domestic, as animated maps.

AStreaming video from Travel Channel Europe and Southern Oregon
DVD project done in partnership with economic development.
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Program Desc
cont.

Oregon Uncovered:

Link to YouTube videos, Blogposts/social media postings, and streaming
itineraries on Tour Operator Websites where applicable

Promote via consumer and industry enewsletters

Target Audience

Consumers; travel writers; PR professionals; meeting planners;
tour and receptive operators, both domestic and International.

Partners/Regions

Geographic Consumer , Tour and Group Planners, Travel Writers.
Target Mostly domestic, some International.
Key DMOs; major attractions; lodging properties; restaurants; any

hospitality-related business or organization; economic
development groups, vendors; Travel Oregon. Region 5 + South
Coast.

New Program or
Repeat

Repeat.
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Measurement Increased traffic, increased engagement and activity by visitors
to the site, increase followers and fans (Twitter and Facebook,
respectively), increase followers of our blog, and increase
content contributions by consumers, partners, et al.

Budget $10,000.
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Program Name

Niche Consumer Advertising.

Discipline

Various advertising mediums (print, Internet, radio, et al)
centered around the 2009-2011 brand and positioning developed
by the Marketing/ RCMP commi tt
develop messages around three types of travelers:

1) Exploring adventures 7 active vacationers, golf, boating,
jetboats, fishing, rafting, snowsports.

2) Good life i wine, culinary, theater, festivals, museums &
galleries.

3) Nat ur erdinitedooatdobr opportunities,
campgrounds, trails, wildlife viewing, hiking.

Program Desc

AExtends the work of previous years by focus on defined
markets, and on the International market.

AContinued effort aimed at creating a campaign that provides the
opportunity for businesses to support with a retail message and
to leverage RCMP funding.

AContinue to support and leverage the Travel Oregon brand by
integrating design elements into our materials.

¢ e .
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Target Audience

Consumer.
Mostly domestic, some International.

Partners/Regions

Details Media plan follows.

Geographic Largely Northern California; also Western US and Germany.
Target

Key DMOs; attractions; lodging properties; restaurants; any

hospitality-related business or organization; Travel Oregon.
Region 5 + South Coast.

New Program or
Repeat

Repeat.

Measurement

See media plan.

Budget

See media plan.
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Bl Media Plan (subject to change)
Planning Period July 1, 2010 thru June 30, 2011

Stats &

Program Date RCMP
Notes 1

Partner

5,000,000 Totally San Jun-09 $10,000 $40,000 $50,000
impressions Francisco
Three Week
Campaign
SF Bay Area
Support/be
supported by
Sunset
Celebration
weekend, June 4-
6, 2010 in Menlo
Park
Online, Radio, TV
.01 CPI
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Planning Period July 1, 2010 thru June 30, 2011

Stats & Program Date O Partner

Notes 1

~ 700,000 Sunset Magazine | Aug-10 $0 $10,500 $10,500
impressions

Y% page color ad
Travel Directory
Reader service in
all Sunset
editions (1.2
million circ)
.015 CPI

~ 600,000 Golf Digest Jul-10 $5000 $17,000 $22,000
impressions
California,
Oregon,
Golf Magazine
regional insert
Four-color insert
in cooperation
with COVA
One page insert

.036 CPI
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Media Plan (subject to change) , cont.
Planning Period July 1, 2010 thru June 30, 2011

Stats & Program Date O Partner

Notes 1
250,000 unique | WineCountry.com | May-Aug 10 | $1000 $5000 $6,000

visitors/month
1,000,000
impressions
Banners,
spotlight copy,
websites, et al

(4 months)

.006 CPI
~ 45,000 American Road | Summer $0 $3700 $3700
Impressions Magazine 2010

Full page color ad
+ bonus 1/6 ad
Online tour maps
Magazine
celebrates
historic roads

.08 CPI

450,000 Los Angeles Jun-10 $0 $12,100 $12,100

impressions Magazine
% page color ad

and editorial
.02 CPI
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Planning Period July 1, 2010 thru June 30, 2011

Stats & Program Date RCMP Partner
Notes 1
150,000 printed Scenic Byways | Summer 10 $0 $10,000 $10,000
maps
450 000 & Roads to
impressions Crater Lake
8%2x 14 inch (aka Osummer
printed color A
map, folded to pocketodo map)
pocket size
Scenic byways
and o6all roads to
crater akebo
.02 CPI
~ 120,000 WEND Magazine | Jul-10 $0 $6000 $6000
Impressions

Four-color insert
6Acti vep
Adventurngesbod
Advertorial
feature

.05 CPI
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Stats &

Program

Media Plan (subject to change) , cont.
Planning Period July 1, 2010 thru June 30, 2011

NOY I

Partner
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Notes 1

130,000
impressions
Four-color insert
highlighting food,
wine, culinary
adventures, etc.

.046 CPI

NW Palate

Summer
2010

$0

$6000

$6000

425,000
impressions
16-page editorial
with emphasis on
small meeting
venues

.09 CPI

Horizon Air
Magazine

Jul-10

$0

$40,000

$40,000

10,000,000
impressions

.002 CPI

Sacramento
Online

Sep-10

$5000

$15,000

$20,000
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Media Plan (subject to change) , cont.
Planning Period July 1, 2010 thru June 30, 2011

Stats & Program Date O Partner
Notes 1
~ 160,000 Oregon Oct-10 $0 $12,000 $12,000
. |mprtessC;9ns4 Bounty/Northern
ree standing 4- . .
og insert California
075 CPI Newspaper Insert
250,000 Golf Trail Feb-11 $2000 $4500 $6500
Impressions Promotion
Full-page color .
ad (Golfing Oregon
Integrates to Bay Magazine)
Area online
campaigns

Central Oregon
Magazine (two
editions)
Southern Oregon
Magazine
(Spring)
Eblasts, banners,
etc.

.026 CPI
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OREGON | OREGON |
| B . . SN
. o ‘ Media Plan (subject to change) , cont. S
aw| Planning Period July 1, 2010 thru June 30, 2011
Stats & Program Date RCMP Partner Total
Notes 1
2 Oregon Trip Apr-2011 $0 $10,000 $10,000
(see footnotes) Planner (Triple
Threat)
400,000 readers European TBA $3,000 $0 $3,000
Cams;?gnlc\f&itsibl . Cqm paign (leverage Travel
print tie-in and/or (America Journal) Oregon media
editorial buy)
.005 CPI
3.6 million AAA Tourbook Mar-11 $0 $15,000 $15,000
impressions
Full pg color
Oregon-
Washington
tourbook
Adjacent to CRLA
section
.004 CPI
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S~ Media Plan (subject to change) , cont.
Planning Period July 1, 2010 thru June 30, 2011

Stats & Program Date RCMP Partner

Notes 1

Internet Totally Portland | May-11 $0 $7 000 57 000
campaign

5 million
impressions

.0014 CPI

2.5 n;illion Madden Media TBD $5.000 $30.000 $35.000

readers - -

Full pg advertorial Newspaper insert | (only if Travel
.014 CPI Oregon
supports)

Opportunity Fund $10,000 $0 $10,000
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IS Media Plan, cont. (subject to change)
¥ Planning Period July 1, 2010 thru June 30, 2011

TOTALS & FOOTNOTES RCMP Partner
Totals: | $41,000 | $243,800 | $294,800

Footnotes:

1 sAdditional details about each advertising
program are available.

Al programs include Internet component
(in some cases, the program is Internet-
only without a print element).

2 Travel Oregon program. Metrics
provided.
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WHERE CAN  YOU FIND.

A free passport to 14 family owned
1 L = @ & ) 5 inerics offering diverse, world-class
wines of distinction...

A place your family can ride an elephant

and feed the bongs and hippos....

Classic Las Vegas style gaming

and a full service resort with

big city amenities surrounded by an
historic community...

The state’s only Arnold Palmer championship
golf course in the heart of a first class resort
community ovedooking the largest lake

in the state...

An inviting city with more than two dozen
winerics and a Robert Trent Jones Jr. golf 3
course that champions would love...

A charming and historic town on the banks
7 ofa “Wild and Scenic” river thar Zane Grey
loved and Clark Gable fished in the 20s...

Crater Lake National Park Lodges’ brand-
& new Annic Creek Restaurant and Gife
Shop, powered 100% by renewable energy?

Free wireless high-speed internet and a
hotel that offers all mini-suite rooms wi
a great restaurant and sports bar..

(THEyTHE ZOEOGOIDOY IODLNILE  TOFG-SRL-0S HIVRT Ul Tjar
ETEATEL MBIM T T K1 m ST ST PAT: A 116 3 [y
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Weekend Ad - full page 8.5" x 10.375"

Although we are home to the
deep blue beauty of Crater Lake
National Park, we offer a lot
more than breathtaking scenery.
Take a relaxing drive through our
vibrant valleys and you'll discover
more than 30 fabulous wineries.

Want a river experience? The
Rogue River, the Umpqua, the
Klamath, our legendary rivers
offer

WS, A
World-Class Theatre? Championship Golf Courses?

like jetbat trips,
whitewater rafting and fishing.
‘Want to play great golf? Bandon
Dunes, Running Y Ranch, Eagle

Point, Golf Digest has recognized many of our
courses as great places to play. Want to spend the.
‘weekend seeing a good play? Ashland’s Tony award-

£

Find it all here: www.SeeSouthernOregon.com or 800-448-4856 for a Southern Oregon Guide.

winning Oregon Shakespeare
Festival is just one of numerous
performing arts options in the.

n.
Bast of all, we'r a short drive
from California and Washington,
or you can fly dirsct to Southern
Oregen from E
most major cities | TN}
in the West. | OREC
So, what are you
waiting for? Take a
long weekend in
Southern Oregon.

vV e é
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