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SOVA's mission has always
featured an intra-regional
approach, driven not by political
necessity, but by the way people
actually visit Southern Oregon.

SOVA research clearly shows how
people explore the region and
where they come from. SOVA's
marketing focus has always
reflected these marketing realities.

For the past 20 years the region
has been defining “Southern
Oregon” as a diverse destination
that stretches from the Wild Rivers
Coast to Oregon’s Outback.

Region & Visitor Characteristics
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With the data we have collected,
we can identify many
characteristics of the Southern
Oregon visitor: educational
attainment, length of stay, average
daily spending, activity interests,
and dozens of other attributes.

Generally, Southern Oregon’s
tourism businesses continue
targeting their marketing efforts to
visitors traveling south to north,
looping from the valley to the south
coast to the high country.

Northern California is the “bull’s
eye” for marketing.
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Established 1984

Three chief characteristics
A “Pay-to-Play” 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 SOVA's marketing partners through advertising and marketing fees.

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

*President: Craig Ackerman, Crater Lake National Park
*Past-President: Amy Richard, Oregon Shakespeare Festival
*Treasurer: Bruce Hoevet, Rogue Regency Inn & Suites
*Secretary: Anne Jenkins, Medford VCB

*President-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 — Anne Jenkins
Roseburg VCB — Jean Kurtz
Ashland VCB - Katharine Flanagan
Grants Pass VCB — Kerrie Walters

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

South Coast
Gold Beach Promotions Committee — Jeff Ferguson
Bandon Chamber — Julie Miller
Brookings Chamber — Les Cohen
Coos Bay/North Bend VCB — Katherine Hoppe
North Bend Visitors Center — 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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Marketing Committee

A Quick Look @ the businesses and
groups represented on the SOVA
RCMP Task Force/Marketing
Committee... this is just a patrtial list:

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
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Gold Beach Promotions

Roseburg VCB

Roe Outfitters & Flyway Shop

Discover Klamath

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
SOVA’s industry website,
www.southernoregon.org/partner.
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Five strategies are featured in the Region 5 RCMP for the
period July 1, 2010 — 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
information, and by training to deficiencies observed during ‘secret
shopping’ research done in advance of the class.
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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

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

=Content 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.

=Offer 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
— possibly all centered around the key shows/markets (Northern
California).

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

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

=Streaming 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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LI Strategy 3: Internet Marketing, cont.

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 committee. We’ve made a subtle shift to
develop messages around three types of travelers:

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

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

3) Nature’s best — unlimited outdoor opportunities,
campgrounds, trails, wildlife viewing, hiking.

Program Desc

=Extends the work of previous years 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 and
to leverage RCMP funding.

=Continue to support and leverage the Travel Oregon brand by
integrating design elements into our materials.
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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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Media Plan (subject to change) , cont.
Planning Period July 1, 2010 thru June 30, 2011
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Strategy 4: Niche Consumer Advertising, cont.

Partner
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Notes 1

150,000 printed
maps
450,000
impressions
8% x 14 inch
printed color
map, folded to
pocket size
Scenic byways
and ‘all roads to
crater lake’

.02 CPI

Scenic Byways
& Roads to
Crater Lake

(aka ‘summer
pocket’ map)

Summer 10

$0

$10,000

$10,000

120,000
impressions

Four-color insert
‘Active
Adventures’
Advertorial
feature

.05 CPI

WEND Magazine

Jul-10

$0

$6000

$6000
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Media Plan (subject to change) , cont.
Planning Period July 1, 2010 thru June 30, 2011
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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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. 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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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




TRAVEL Strategy 4: Niche Consumer Advertising, cont.
OREGON

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 -Additional details about each advertising
program are available.

-All 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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Past creative...

WHERE CAN  YOU FIND.

A free passport to 14 family owned
5 wineries offering diverse, world-class
wines of distinction...

A place your family can ride an elephant

and foed the bongs and hippose.s ©

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...

Free wireless high-speed internet and a
hotel that offers all mini-suite rooms with 4
a great restaurant and sports bar..

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?
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Past creative...

Weekend Ad - full page 8.5" x 10.375"

special advertising saction
WIN atrip for

two to Southern Weekend tO 90

Oregon and

Visit weekendmag. com/weskendtogo to leam more!

World-Class Theatre?

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
Klamalh our legendary rivers

Champlonshlp Golf Courses?

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.

Best of all, we're a short drive
from California and Washington,
or you can fly direct to Southern
Oregon from

So, what are you

like jetbeat trips,
whm:mr rafting and fishing.

Point, Golf Digest has recognized many of our waiting for? Take a
Want to play great golf? Bandon  courses as great places to play. Want to spend the long weekend in
Dunes, Running Y Ranch, Eagle weekend seeing a good play? Ashland’s Tony award-  Southern Oregon.

choose your
own adventurel

From thehigh desert to green valle
the coast, Southem Oregon offi
adiv

1) THE MOUNTAINS— Running ¥ Ranch
is home of the
designed golf course in Oregon. Pack:
age include lodging and golf for two.

2) THE VALLEY— The Winchester Inn
in Ashland, Oregon is an outstand
ing boutique hotel with theatre, g
and wineries nearty. Package incl
lodging and dinner for two,

3) THE BEACH — The Best Western
Beachfront
ocean front g5,
gon, the center of A merca'swild ivers
Coast. Package includes lodging and
dinner for two.

1. Alsbams Gulf Cosst Convention & Vistors Buresu
osst

6.LaQuints

|, turquoice.

water and outstanding aceommodatiors.
thebeschicalling.com, 866-640-3483

2.Biltmore Estate

affordable prices. LaQuinta. Spanizh for St
For rezarvations vkit LQ.com, Boo-5315900

00 Tourdsm

free

i Achesdlle, N

routine st Amerc arget o, magnlfcent
gorders, rants,and thops. Extend

free plannec VisitHi0.com, Boo-51g-1500 ext. 239
8.5

inn.
Fitmre o 877 lmere

3.Chareston, SC and Resort Besches CVB

Ranging from Oregce'z Outback ta Crater
Labetothecomt SoutheroOregencffers
3 zunny and diverse workd fo e

Dizcover the Charkeston
besutifully preserved histork and rescet destin-
ation! Stately plantations, sun-drenched beaches,

.Shaw Industries nc.

golf offer something for everyene. Visit our

o Visit our
Vieb site for Inzpiration and style advice and to

Charlestonthisweckend.com, 800734-0006

4.GoRving

Starting at just $4,000,3 new RV can help you

do juzt sbout anything, just sbout anywhere.
D-ROM,

xp
hardwood,ceramic tike andlaminate loors.
Lt your imagination scar at shawfloors com,
Boo-as17430

10, Sunlight Saunas

it GoRVing

5. Golf Mesquite Nevada

Aczembles
- el Iﬁwme warmanty.

Fine dining and casino gaming? Vit
golfmesquitenevada.com and design your
perfect goffvacation today 866-730 71

. Enterme in the S«\mh‘m(\eb\m Sweepstakes

Bellota

Ra

 historic ranch nestied ina secluded valley outside Tuzzon,
Arizona. Combining spacious southwester aczommoda-

d

terrsin fun breskfast rdes, team penniy

and bamel and

pole racing, 2 an desi pot for relasing and ejuvenating
with yourfellow guests, your wrangler and of ourse, the
companionship ofa good horze!

Come, experience the Magil o more informationor to
ook your weekend getawaycall ol free So0-234-DUDE
(383 orvisit belotaranch.com
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Past creative...

Wine AD 05 -1/3 page ad

WHERE
CAN YOU
FIND... Fly Fishing 06 Ad - 1/2 page hor. 7.125 x 4 75"

a world of wine?

3

WHERE CAN YOU FIND...

A Great Rivers?
You'll find it hare:
www.5eaSouthernOregon.com
Half of Oregont offfcial wine regions
are docated in Soasthern Oegon.
Exgplove onr arand-soinning wivieries
THE ROGUE VALLEY - Wine grow-
ing here started more than 150 years

age with Tachsoaville phatographer
TPeter Brite. Todag, it is seill home of

award-wining wineries.

APPLEGATE VALLEY - Mamed a
distince vine growing region
{Appellarion) in 2001, distinctive

wines continue to flourish in this

You'll find it here: www.SeeSouthernOregon.com “

brearheaking sercing,

T4 O SV TSI LM T TR N1 RS i ST (] S0 ] Lo T AW ¥ 0 1T T A AT
UMPQUA VALLEY - The “Hundred ath Country - Sty in Klamath Land of Umpqua - Stay in
Valleys of the Umpqua® is ane of the Country and fish for steclhead, Roseburg and explore !?ﬁ,fuhing
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Past creative...
NATURE OR NURTURE?

Wonders never cease in Southern Oregon.

It’s the age-old question. What makss us who we are - Nature or nurture?
The wonder of Scuthem Oregon Is that you and your family can enjoy the best of both.
‘Whether B nature lures you to marvel at the thousands of birds migrating through
the Klamath Wildilfe Refuge, or you'd prefer to nurture yourself with a spa treatment at
one of the many speclalty day spas. You find all that and more In Southern Oregon.

Visit @ dozens of waterfalls along the Umpqua River Highway on your way
through the Land of Umpqua. Here, over millennia, pristine rivers flowing
through lush forests have created a place where nature Is the prime attraction.
But, If you want a little more excitement M, you'll have a chance to try
your luck at a Las Vegas-style casino.

You've no doubt heard about the famed Rogue River. It runs
through Southern Oregon much to the delight of rafters, fisharman
and connolsseurs of fresh salmon and steelhead trout.

‘Want to nurture yourself with a tax-free shopping spree?

The many shopping centers M In the Rogue Valley can accommo-
date. This valley Is also home to growers of fine grapes as well as
pears, apples and the world's best bleu cheese.

And when you tire of all Southern Oregon has to offer, we Invite
you enjoy a relaxing sty In one of our quality lodging cholees. W

If all this sounds to good to be true, you need to come visit
and see for yourself why we say;
‘Wonders never cease In Southern Oregon.

Grants Pass Viitor and Convention Bureau |-888-1234 = R
= Medford Visitor and Convention Bureau |-888-1234 - . okeGON
® Roseburg Visitor & Convention Bureau 1-888-1234 .

W Great Basin Visiter and Corwention Bureau |-838-1234
@ Seven Feathers Hotel and Casino Resore 1-888-1234
¥ Rogue Regency Inn |-888-1234
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2010-2010 Positioning v

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.

Unique Selling Propositions

*World-renowned attractions: Rogue River, Steens Mountains, Umpgua
River fly fishing, beaches, Bandon Dunes, Crater Lake, Oregon
Shakespeare Festival

*Passionate People: authenticity, rural pride, funky friendliness, connections
*A Rich History: Jacksonville, tribal history, Applegate Trail

*Quality and abundance of scenic byways

Diversity of natural experiences: wild rivers, fishing, whitewater adventures,
mountains, lakes, sunny weather, artisan foods/culinary, emerging wine
region
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Strategy 4: Niche Consumer Advertising SOUTHERN

2009-2011 Creative Approach
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Strategy 4: Niche Consumer Advertising

2009-2011 Creative Approach

Today connecting
has a new meaning.
TWITTERING... but
there’s still no better
way to connect with
friends and family
than vacationing in
Southern Oregon.

2009 Briff Festivals

Concerts Under the Stars

it sowtherry Oregen

FOR A FULL SEASON SCHEDULE
www.brittfest.org
800.882.7488 « 541.773.6077

welcome.
stay & enjoy.

Medford, the sunny
side of Oregon.

* Award-winning wineries
* Visit Rogue Creamery
& Lile Belle Chocolates
* Oregon Shakespeare Festival
» Gateway to Crater Lake
* Championship golf courses
* Hogue River adventure/fishing

-------------------------

ent Bures

800.469.6307
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SOUTHERN
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ROGUE REGENCY INN

o
O @Mwiles

. =N
* 203 Mini-Suites Including
Full Luxury Suites
* Regency Grill
* Chadwicks Pub/Sports Bar

* Indoor Pool, Spa
& Fitness Center

Phone: (541) 770-1234
Toll Free: (800) 535-5805
2300 Biddle Rd., Medford
www.rogueregency.com

www.SouthernOregon.org/vacations
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What are you
doing this fall?

Ac the leaves are turning,
the grapes are gathered,
the hops are hopping,
and farmenrs’ felds yisld
to harvest, it's time to
discover Southern
Oregon’s bounty.
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Shows/Outreach Marketing
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5.1: PR / 5.2: Trade Shows / 5.3: Outreach Marketing

Program Name

Strategy 5.1: PR.

Discipline

Content development, relationship building, coordination, itinerary
planning and implementation.

Program Desc

*Develop regular proactive press releases and travel writer newsletters;
establish network of press contacts; attract small conferences and
meetings of travel writer groups (e.g. IFWTWA — International Food &
Wine Travel Writers Association); develop high quality video and
photography; respond to queries and communicate opportunities to
partners.

*Create, coordinate, host, and otherwise engage fully in frequent travel
writer trips, FAMs, NTA receptions, and other activities that surround
this nucleus. The investment is leveraged by comps acquired from
providers.

Target Audience

Media representatives, writers and editors.

Geographic
Target

US (with concentration on NW and California); International
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OREGON Strategy 5: PR/Trade Shows/Outreach Marketing SOUTHER
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Strategy 5.1: PR, cont.

Key Partners/ Media; Southern Oregon DMOs; Travel Oregon; Maxwell PR.
Regions

New Program Repeat.
or Repeat

Measurement Frequency & placement of stories, particularly on the web ,
guantifiable results via FAM requests in response to enewsletter,
interest or requests for further information by writers from
desirable publications, niche market publications, popular blogs
or online travel sites; increasing ability to respond quickly to
short turnaround opportunities for stories, events entries, photos,
video, and more.
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OREGON Strategy 5: PR/Trade Shows/Outreach Marketing SOUTHER

Program Name

Strategy 5.2: Trade Shows.

Discipline

Coordinate consumer and group/International show
opportunities. Identify the appropriate and useful level of
participation by our regional reps to avoid duplications and
ensure that the investment is worthwhile.

Program Desc

*|dentify trade show opportunities that are the proper fit for our customer
base, niche markets, geographic target, and budget.

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

*Focus on three-five consumer shows/yr in Northern California and LA;
focus on two International shows/year (Pow Wow and Go West).

*Develop a strategy for increasing domestic tours through a regional
participation model for NTA. Research on past tours to Southern Oregon
(and possible future).

Target
Audience

Consumers in target domestic markets; International visitors;
group and FIT planners.
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Strategy 5.2: Trade Shows, cont.

Geographic Northern California; International.

Target

Key Partners/ Southern Oregon DMOs; attractions; lodging establishments;

Regions RDMOs (COVA, et al); other marketing associations; Travel
Oregon.

New Program Repeat.
or Repeat
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Strategy 5.2: Trade Shows, cont.

Measurement

Increasing interest and participation by partners.

-Year-on-year participation in certain shows allows us to measure
increasing familiarity among consumers with the “Southern Oregon”
brand.

Increasing relationships with group tour and FIT and contacts developed;
ongoing commitment to exceptional quality in producing favorable image
of Southern Oregon.

-Quality and number of leads generated via shows; success in partnering
with other RDMOs to create stronger, more singular Oregon experience,
particularly at upscale, large consumer shows.

‘Increased website visits to specific sites tied to the show.
-Bookings by participating partners.

«Increased website traffic and contacts to participating partners in the
show.
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Program Name | Strategy 5.3: Outreach Marketing

Discipline Create opportunities for partner involvement in research trips,
FAMs, et al.

Program Desc | Develop relationships with regional contacts by coordinating
travel writer FAMs, conducting research (e.g. visiting sites,
developing itineraries), and overall seeking to ensure an
equitable exposure for all areas throughout the region in the
products we create for PR and Trade Show uses.

Target DMOs and marketing partners throughout region.
Audience
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Strategy 5.3: Outreach Marketing, cont.

Geographic Southern Oregon marketing partners, DMOs, attractions, Region
Target 5 + South Coast.

Key Partners/ Southern Oregon DMOs; attractions; lodging establishments; RDMOs
Regions (COVA, et al); other marketing associations; Travel Oregon.

New Program Repeat.
or Repeat

Measurement -Maintaining strong relationships with DMOs throughout the region and
beyond; ability to respond quickly to opportunities on behalf of all areas in
this region and to pass along those opportunities, leads, and so on; ability
to help fund projects which leverages the RCMP money even further.

Budget $40,000

(strategy 5.1, 5.2,
5.3 combined)
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SOUTHER

Strategy RCMP Partner/SOVA Total
1 Training $8,000 $5,500 $13,500
2 Research (Longwoods) $10,000 $500 $10,500
3 Internet $10,000 $5,000 $20,000
4 Niche Consumer Advertising $41,000 $243,800 $294,800
5 PR/Trade Shows/Outreach $40,000 $30,000 $70,000
Marketing (includes Go West, Pow
Wow, Canada TBA)
Fulfillment $20,000 $20,000
Admin $10,000 $10,000
$139,000 $284,800 $438,300
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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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