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AGENDA

Board of Directors Meeting
April 21, 2015 - 8:00 a.m. atf the Bend Visitor Center

Approval of minutes from previous board meeting

Financial Report {5 minutes)
d. Scolt Greenstone & Doug will brief the Board on FYT15 YTD finances.

Presentation and Q&A of Visit Bend’s Fiscal Year 2016 Business Plan and Budget (45
minutes)

Board Roundtable (10 minutes)

Public Comment (10 minutes)







Visit Bend

Budget-to-Actual P&L Analysis
For the nine months ended March 31, 2015

Current Month Year-to-Date
Actual Budget Variance Var, % Actual Budget Variance Var. %

Revenue
City Funding - 9.0% 97,515 80,227 17,288 21.5% 1,221,732 1,051,717 170,015 16.2%
City Funding - 1.0% 25,282 20,800 4,482 21.5% 316,745 272,667 44,078 16.2%
Retail Sales 8,612 9,314 (502) (5.4%) 112,085 100,108 12,878 12.9%
Advertising 8,305 14,863 (6,558) (44.19%) 60,604 81,081 {20,477} {25.3%)
Event Revenue 7,739 - 7,739 100.0% 22,437 - 22,437 100.0%
Cther Revenue - 3,333 (3,333}  (100.0%) 24,732 30,000 (5,268) {17.6%)

Total 147,653 128,538 19,116 14.9% 1,769,235 1,535,571 223,664 14.6%
Personnel Expenses
Base Pay 33,800 35,208 (1,329) {4.0%) 312,608 323,598 {10,880) (3.4%)
Overtime 0 - ] 0.0% 1920 - 920 0.0%
Incentive Pay 4,826 3,000 1,826 60.9% 9,545 11,250 (1,705) (15.2%)
Payroll Taxes 3,326 3,064 262 8.6% 23,144 26,788 {(3,644) {13.6%)
Employee Benefits 4,634 4,754 {120} (2.5%) 41,442 42,786 (1,344) (3.1%)

Total 46,685 48,116 569 1.2% 387,700 404,422 {16,721) (4.1%)
Sales & Marketing Expenses
Cutural Tourism Fund 9,710 7,577 2,133 28.1% 118,386 99,329 19,057 18.2%
Visitor Development Fund 5,343 - 5,343 0.0% 56,078 27,000 20,078 107.7%
Online Mkig 34,114 7,400 26,714 361.0% 90,216 73,800 16,416 22.2%
Photo 350 950 (600) (63.2%}) 4,445 13,200 (8,755} (66.3%)
Print 7,741 5,500 2,241 40.7% 165,346 126,866 38,480 30.3%
Production - 3,250 (3,250}  (100.0%) 64,959 59,750 5,209 8.7%
Radio 22 513 20,000 2,513 12.6% 111,264 110,000 1,264 1.1%
Trade Shows - - - 0.0% 3,802 704 3,198 454.2%
T 30,000 30,000 - 0.0% 202,000 205,000 {(3,000) (1.5%)
Collateral 3,355 8,000 (4,645) (58.1%) 44,695 72,000 (27,305) (37.9%)
Postage 1,253 3,500 (2,247) {64.2%) 22,760 31,500 (8,740) (27.7%)
Public Relations - 350 (350}  {100.0%) 13,183 13,400 {217) {1.6%)
Promotions 2,342 1,000 1,342 134.2% 49,473 44,000 5,473 12.4%
Research - 6,100 (6,100}  (100.0%) 4,000 12,400 (8,400) (67.7%)
Web. Dev. 1,640 - 1,640 0.0% 9,772 11,650 (1,878) (16.1%)
Travel & Meals 198 - g00 (r02) {78.0%) 22,611 19,200 3,411 17.8%
Retail Purchasing 3,252 1,067 2,185 204.9% 90,392 71,524 18,868 26.4%

Total 121,810 95,594 26,216 27.4% 1,073,481 991,323 82,158 8.3%
Overhead Expenses
Building Lease 4,138 4,132 - 0.0% 36,045 36,945 - 0.0%
Building Maintenance 641 691 (50) (7.2%) 6,093 6,217 (124) {2.0%}
Equipment Lease & Maint. 344 368 24) (6.6%) 2,707 3,312 (605} (18.3%)
Professional Fees 2,765 3,000 {235) (7.8%) 34,139 32,500 1,639 5.0%
Office Supplies 3 958 (928) (96.8%) 10,019 8,625 1,384 16.2%
Utilities 773 500 273 54.7% 5,651 4,500 1,151 25.6%
Bank Fees - 33 (33)  (100.0%) 143 300 (157) (52.4%)
Dues & Subscriptions 647 1,125 (478) (42.5%) 8,479 13,355 {4,876) (36.5%)
Insurance 390 333 &7 17.1% 3,241 3,000 241 8.0%
Licenses & Permits 564 167 | 397 238.4% 1,748 1,500 248 .. 16.5%
Education & Training - 350 (350}  {100.0%) 505 1,050 (545) (61.9%)
Network & Telco 1,008 833 1,165 139.8% 10,488 7,500 2,988 39.8%
Non-Capital IT - 42 (42) (100.0%) - 375 (378)  (100.0%)
Depresiation & Amort. 800 800 - 0.0% 7,200 7,200 - 0.0%
Interest Expense 74 (17) 91 (543.8%) 180 {150) 340 (227.0%)

Total 13,166 13,323 (157) {1.2%) 127,650 126,229 1,321 1.0%
Total Expenses 181,661 155,032 26,628 17.2% 1,688,731 1,521,974 66,757 4.4%
Net Income {34,007) {26,495) (7,512) 28.4% 170,504 13,597 156,907  1,153.9%
Net income % (23.0%) (20.6%) -2.4% 9.7% 0.9% 8.8%

Page 1 of 1

Visit Band Financial Reports - Mar15 Budget-to-Actual P&L 4/20/2015 10:35 AM
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Visit Bend

YOUR ABVEHTURE BEGING
AT VISITBERD.COM <

MARKETING UPDATES: APRIL 2015

WINTER ADVERTSING CAMPAIGN RECAP
o -The 2014/15 award-winning winter advertising campaign for Visit Bend
successfully concluded on March 29", 2015, with all signs pointing to another
record winter in Bend.
o Television: 4,940 television commercials aired in Oregon, Seaitle DMA,
and Boise. '

»  Key partners included Comcast, KGW, KOMO, and NWCN

*  Youtube Truview: Visit Bend’s television campaign was
supplemented by a very targeted digital pre-roll campaign, with
over one million impressions served across various platforms,
including Youtube Truview

o Radio: 1,003 Visit Bend radio commercials aired during our winter
campaign in Oregon and the Seattle DMA. The campaign was
supplemented by an aggressive added-value promotional schedule,
which included a live morning show broadcast on one of Seattle’s
top-ranked stations from here in Bend.

o Print: .

=  Visit Bend continues to focus on growing our strategy of inserting
mini-guides in to partner publications. A refreshed mountain bike
guide will be distributed with a nation-wide reach in to the
upcoming gear guide issue of Mountain Magazine.

v Visit Bend is also increasing its targeted national reach by
advertising in OnTrak Magazine, Amtrack’s seatback publication
on select lines.

o Visit Bend’s shoulder season advertising campaign has officially
launched with a heavy presence on OPB supplemented by a digital
campaign and pre-roll video.

WEBSITE (Will switch to summer mode on May 1%
For the duration of the winter campaign:

o Traffic to www.visitbend.com was up 33.96% YQY, with unique visitors up
48.86%. This number shows that our advertising is working, attracting new
visitors.

» The homepage remained the number one most visited site, with traffic up to that
page 52.09% YOY.

* Traffic from Portland is up 59.81% YOY and traffic from Seattle is up 24.43%.

- OVEer -




Most Visited Pages Since Winter Advertising Campaign Began (Jan 1si)

1. Home Page (+52.09% YOY) 6. Where to Stay (+53.64% YOY)
2. Events Calendar (+17.72% YOY) 7. Winter Fun (+37.93% YOY)

3. Bend Ale Trail (+46.41% YOQY) 8. Hot Deals (+6.25% YOY)

4. What to Do (+37.35% YOY) 9. Hotels & Motels (+16.94% YOY)
5. Hiking (+92.56%) 10. Family Fun (+38.38% YQY)

BEND ALE TRAIL

* Nearly 17,000 People have completed the Bend Ale Trail to date.

* Anew Atlas, version 4.0, is in the final stages of proofing right now and will be
distributed shortly, adding two new breweries: Wild Ride in Redmond, and
Sunriver Brewing in Sunriver. Prizing structure will remain the same.

* The app is in its final testing days, and will be launched on iOS and Android
devices alongside the new Atlas.

SOCIAL MEDIA

* Facebook: Visit Bend - 127,3348 (up 8,352 from Feb. board meeting).
Engagement continues to outpace Travel Oregon, Travel Portland, and Visit
California, among other DMOs.
Facebook: Bend Ale Trail 3,855 Likes (up 191 from Feb. board meeting).
YouTube Video Views: 288,189 views (up 39,001).
Vimeo Views: 5,994 (account created Nov. 4", 2014).
Twitter:

o @VisitBendOR 8,461 followers {up 332)

o @BendAleTrail 2,179 followers (up 94)
* Instagram: @visitbend 6,283 followers (up 752)

o L] - L
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Visit Bend Sales Update —4.21.2015

Key Updates

1.
2,
3.

USATF XC Nationals coming to Bend in February 2016 & 2017 — 600 plus Athletes
USA Triathlon — Duathlon Nationals in June 2016 & 2017 — 800 plus athletes
Bid submitted to USA Weightlifting for Youth Nationals — 200 athletes, 600 people
a. Date of event would be late February 2016
Western Enlisted Association Winter Meeting coming to Bend January 2016 -100 people
Future Farmers of America - Oregon Chapter — 2016 & 2017 — 3,000 Attendees

Key Groups/Events we are actively pursuing

1.

© 0 NGOG R W

NAIA Cross Country Nationals - 400 athletes, November

Nike XC Northwest Regionals — 600 athletes, November

USA Weightlifting — Working to establish relationship

USA Wrestling West Regional — 1,200 athletes, June

USATF XC Events — 1,000 athletes, Fall/Winter

North American Tree Climbing Championships — 200 participants, Fall
American Cribbage Congress Grand Nationals — 600 participants, October 2020
USA Hop Convention — 500 Attendees, January 2016 or 2017

Snowshoe Nationals — 300 Athletes, March 2017

Oregon Senior Games

1
2.

350+ athletes already registered. (Goal — 750, had 500 in 2014)
Great sponsors on board. Humana, BOTC, St. Charles, Orion Eye Center, Indian Head
Casino, Big Country RV

Advertising Sales & Updates

1.

Advertising sales continue to grow, especially online where we are seeing a direct
correlation in the traffic to Visitbend.com resulting in a similar growth in click-thru rates
to our advertisers.

Visitor Guide art work due May 22",

Additional Updates

1.

Hank and Kevney will be going to NASC next week to drum up more amateur sport
business.







YOUR ADVENTURE BEGINS .
AT VESITBENT.CON -

Public Relations Updates: April 21, 2015

Press coverage from recent months

The Alaska Airlines in-flight magazine featured Bend in the March issue.
Northwest Travel magazine ran a spotlight on Bend’s beer culture and the High
Desert Museum in the April issue.

- Destinations Beer TV launched their pilot episode April 7 with a 30-minute

segment devoted entirely to Bend beer, cuisine, mountain biking, snowshoeing,
and skiing. We hosted this journalist back in February.

1859 magazine featured Bend’s Sparrow Bakery in their March/April roundup of
great regional restaurants.

Also on the culinary front, Chef Joe Kim of 5 Fusion was a James Beard finalist
for the second year in a row. This is basically the Oscars for chefs, and Joe is
the only Oregon chef east of the Cascades to ever be nominated.

Deschutes Brewery’s The Abyss was included in a Huffington Post roundup of
the nation’s 17 most sought-after craft beers: hitp://huff.to/1zCSZVi
Mountain Magazine was here two weeks ago spotlighting Bend’s trail running
scene. Kevney did a fantastic job hosting them, and we’ve already had the first
pieces of coverage appear online.

EscapeHere featured Bend in an article spotlighting great outdoor getaways.
The Oregonian just did a roundup of the 10 best spring hikes in Central Oregon.
MatadorNetwork.com included Bend in in their 20 coolest towns in the U.S. for
outdoor adventure.

Media pitches, upcoming coverage, and other PR initiatives

Triathlete magazine will be featuring Bend’s running scene in the May issue.
Links magazine and The Oregonian are both writing features on Bend golf.

Via magazine is spotlighting the Bend Summer Festival in their next issue.
Adina Marguerite Pease of Trip Films was here April 3 filming spots about Bend
travel. Thank you to Brasada Ranch for hosting her.

Anne Flagg of Trekaroo (the nation’s largest independent family-friendly travel
site) will be here the last weekend in May writing about Bend vacations for
families. Thank you to Mt. Bachelor Village Resort for hosting her (and to The
Riverhouse for hosting our second Trekaroo mommy blogger in the fall),

We’'re gearing up for our annual rush of journalists planning press visits for
summertime. This is when we get choosier about who we’re willing to host,
since everyone is at capacity. If you are a lodging partner or tour operator with
an interest in hosting a summertime media visit, please email Tawna.
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Dear Tourism Stakeholder,

As Fiscal Year 2016 approaches, Bend's tourism industry is thriving. evolving, and on pace to achieve g fourth consecutive

record yecr.

Bend's fransient room tax collecticns (TRT} and citywide lodging occupancy achieved historic highs in Fiscal Year 2015 (see
pages 20-21). Additionally, traffic to visitbend.com grew 36% over the previous year, exceeding 1.2 million visits for the first
tfime. These indicators provide an exciting reflection ¢f the growing demand for Bend tourism.

Despite the sustained growth in Bend's tourism industry, our destination continues to face an unhealthy drop in business
during the shoulder seasons and winter months. Increasing tourism during the "low season" is Visit Bend's primary objective. In
addition to a continuation and evolution of Visit Bend's 2015 in-state marketing programs, the 2016 Business Plan infroduces
$350,000 of new out-of-state winter and shoulder season marketing programs. including the expansion of Bend's winter

marketing campaign into Northern California.

The business plan presented in the following pages is aggressive and was designed to accomplish three primary objectives:
1} maximize the number of tourists visiting Bend, 2) maximize the amount of money iourists spend with local businesses, and 3)

achieve a healthier seasonality for our fourism indusiry by prometing the shoulder seascons and winter months.

In an effort to provide an understanding of Visit Bend, as well as a clear presentation of the strategic plan for the year
ahead, we have organized the following plan into two sections. The first section [pages 1-11) represents an organizational
overview of Visit Bend. The second section (pages 13-19) represents the strategic plan and budgeft for Fiscal Year 2015-2016.

As the team tasked with the City of Bend's tourism o_m<m_0_03m3 program, we look forward ¢ working with the community to

achieve confinued success for Bend's economy.
Sincerely,

The Visit Bend Board of Directors

Doug La Placa Dave Nissen
President/CEO Board Chairman
Visit Bend Founder/Co-Owner
Wanderlust Tours
Alan Diefrich Ben Perle
Board Member Board Member
CEO Regional VP
Bendistillery Oxford Hotel Group

Matt Williams

Board Vice Chair
President/Owner

Pine Ridge Inn & Suites

Brent MclLean

Board Member

VP, Scles & Markeling
Northview Oregon Resorts

La Dena Canevaro
Board Treasurer
Founder/President
Hotel Knot

Michelle Mercer
Board Member
Marketing Director
Sun Country Tours
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ISSI

Visit Bend's mission is o enhance the economic vitality of our community by promoting Bend as ¢ year-round visitor,
convention, and event destination by maximizing collaborative partnerships, efficiently activating transient room tax
revenue into effective sales and marketing programs, and cultivating a world-class visitor experience.

ISI

Visit Bend's vision is fo be the most effective Destination Marketing Organization (DMO) in the State of Oregon, to
provide the best delivery of fourism service and information to Bend visitors, to be the fourism marketing resource of
choice for businesses in Bend, and to be the industry leader in financial management and stewardship of public funds.

Visit Bend is an economic development organization whose function is to create an effective mix of marketing, sales,
and service programs which are designed to produce a positive economic impact of visitor spending in Bend.
Developing and implementing these programs results in enhancing the City’s livability by providing year-round

employment. Visit Bend sells the entire City and works in good partnership with all sectors of the Bend and Central
Oregon visitor and convention industry.

LUES

Excellence in Stewardship of Public Funds
Opfimum Trust and Relationship with the Citizens of Bend and Bend City Council
Innovation, Creativity, and Excellence in All That We Do
Collaboration with Key Partners
Highest Level of Ethical Standards
Reflect the Warmth, Friendliness, and Welcoming Nature of the Community
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THINK OF US as a full-service marketing,

PR. and advertising agency with only ONE client:
The Bend Tourism Industry
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NUMBER OF TOURISTS

WHO VISIT BEND ANNUALLY
(RRC RESEARCH}

o)

45%
OO!....O'D.I.&0.0IO
SUMMER TOURISTS WHO

VISITED AT LEAST 1 BREWERY

(RRC RESEARCH)

© 8 & & & 9 &6 & 0 © & & PO G O O O 4 O

IN BEND’'S TRT (ROOM TAX)

COLLECTIONS SINCE 2009
{(PROJECTED)

NUMEER OF CONSECUTIVE
RECORD YEARS FOR BEND'S

TOURISM INDUSTRY
(PROJECTED)

4.2

0..090000000000“.0
4

AVERAGE NUMBER OF NIGHTS
STAYED BY SUMMER VISITORS
IN 2013
(RRC RESEARCH)

1,224,556

L BN B I R R I I

VISITS TO
VISITBEEND.COM IN 2014, A
36% INCREASE OVER 2013
(GOOGLE ANALYTICS)

...83%

BEND VISITORS IN 2013 WHO

LIVE OUTSIDE OF OREGON
(RRC RESEARCH)

o)

20% L14.7%

N NN EE R ENE] mcggmmsmnoa—n—ﬂo_{—
SUMMER TOURISTS WHO WASHINGTON

RODE BIKES DURING THEIR
STAY (RRC RESEARCH)

(RRC RESEARCH)

@MUQQ\Q 09@006000.000000000:0.0
IN CENTRAL OREGON

BECAUSE OF TOURISM
(DEAN RUNYAN & ASSQCIATES)

D L L B A R S

SUMMER VISITORS FROM
CALIFORNIA
(RRC RESEARCH)

LR I O K B I

BEND ALE TRAIL MAPS
DISTRIBUTED IN 2014

$5.9 MILLION

L R R R I N O N R T IR

TRT COLLECTIONS IN FY2015
(PROJECTED)

LLI

¢ 2 o 0 0 & 0 0 ¢ O © 0 0 0 ¢ 2 0 c 0 0 O

TRT CONTRIBUTION TO THE

CITY’'S GENERAL FUND IN FY2015
(PROJECTED)

11,437

BEND TOURISM TV & RADIO
COMMERCIALS AIRED IN 2014
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Visit Bend uses several meflrics to gauge the ebbs and flows of Bend's ifourism industry and fo evaluate the
effectiveness of Visit Bend's marketing efforts. When viewed cumulatively, these metrics provide areliable approximation of
the health of the industry and the effectiveness of Visit Bend’s programs and services. Listed below are the primary TOURISM
METRICS Visit Bend uses with a brief description of each.

TRANSIENT ROOV TAX COLLECTIONS (TRT)

TRT colleciions serve as the primarry: c:Visit Bend uses fo medasure the ebbs and flows of 3.@ wm:o_ tourism Bo_cﬂs\ Dcw to :Jm n_mn._o:o_ o__._<m3 ncture
of lodging pricing :3m,,3_@j@. the'de the higher the lodging rates); TRT collections provide a BLENDED METRIC of rate.and occupancy that
effectfively. QUQox_Bo*mm the overall QmBQno_ for a destination's lodging inventory. S Rt U ST

QUITYWIDE LOBGING OCCUPANCY

Citywide lodging occupancy is the percentage of available lodging units occupied for a defined period of fime. Smith Trave! Research(STR) cccupancy
data is the industiry standard used by Travel Oregon, The Oregon Employment Depariment, most lodging companies, and Visit Bend. Along with TRT datg,
citywide ooocnozo,\ data jm:um Visit Bend gauge the ebibs and flows of the 0_7\ 3 3953 5&53\

gﬁ-@% .q_;%m@ 5 VISITBEND.COM

drive customers.and leads to visitbend. com Ermﬂm :39\ Qm oo:<mimo_ 1o ncﬁo3ma Aﬂo_. _ooo_ _ocmﬁ:m&mm >m a
ebsite is o key meiric cmma 8 m<oﬁcc+m 566& in.our Qmﬂ_so:. on-andf :.6 mmmﬂ_,\m:mmm oﬁ our rmarketing.

Emmm@gF ﬂgmmm@ m%@% VISTTBEND.COM TO STAKEHOLDER WEBSITES

Visitbend.com is designed fo convert Visit Bend's marketfing efforts 1o revenue for local businesses. Therefore, the volume of welbsite referrals sent from
visitbend.com to the websifes of tourism stakehclders is a primary Bmi_o cmmo_ to m<o_co+m the mjanZm:mmm oﬁ Visit Bend's 30%&5@

BEND VISITOR CENTER TRAERIC

advances in mobile technologdy mmja_w ﬂo?ws.oﬁjmqoq Visitor. Omam m_.:.o $: o exXpel m:nm Traffic <o_c3m :m_vm
Visit mmﬁa Qmuhm,ﬁ:\,_:m the ﬂm_m<030<,.9" +j mm3Q Visitor Om_im ozo_..bﬂosqmm oﬁo_ﬁ_aa\ :U.S, 33@& ..+mv....aa+o of %:m C 7\ ..+o :

BEND VISITOR GUIDE %@@@ﬁ@ﬂ_@ _________

Visit Bend's online content is mcdﬂol_a_:\ meore popular among tourists than printed brochures, but demand remains for a printed visitor guide. The
quantity of visitor @c_amm districuted is @ 6302 metric used to m<o_co%m the demand for the messages 03Q 30630 s Visit Bend distributes.

RELOCATION PACKET REQUESTS

Touri 585 Q. ©o+m4<0< _3o_ca€ to atiract new _,mm_a
m<o€.o+m.+jm mmwn:é:o& of :._mmm mjﬂo:m

BEND ALE TRAIL @E@@@@@ﬂ_@ DISTRIBUTED & %M@mm@am@

The Bend Ale Trail has quickly become one of the signature visitor experiences in Cenfral Cregon, and an impertant driver of tourism on a year-round basis.
The numker of passperts distibuted and redeemed is one of the metrics Visit Bend uses to gauge the effectiveness of the Bend Ale Trait markefing program.

efs helos Visit Bend
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Visit Bend’s staff and board of directors fake great pride
in the organization's efficiency. With 7.5 FTEs, Visit Bend
operated substantially below the 2014 industry staffing aver-
age of 9.6 FTEs among the 10 tourism bureaus in Visit Bend's
comparaiive group defined by the Western Association of
Convention & Visitors Bureaus (WACVB).

Additionally, only 22.4% of Visit Bend’s total FY2016 operating
budget is allocated to full-tfime and part-fime salaries,
compcred to the industry average of 31.4%. Visit Bend
further increases efficiency by conducting most mar-
keting services in-house, including creative production,
graphic design, copywriting, blog production, public re-
lations, sales, social media, collateral developmeni, and
event mancagement. This makes marketing much less
expensive,

As sitewards of public funds, the staff and beard of direciors
continually look for new ways to ensure Visit Bend operates
efficiently.

PERCENTAGE OF VISIT BEND’'S FY2016
OPERATING BUDGET ALLOCATED TO
FULL-TIME AND PART-TIME SALARIES
COMPARED TO THE INDUSTRY
AVERAGE OF 31.4% (wACvB)

X






been develioped

The first competitive disadvantage is the current unhealthy seasonality of Bend's tourism industry. While peck summer
months (mid-June through mid-September} are performing strongly, Bend's tourism industry confinues to struggle during
the winter months and shoulders seasons. While maintaining visitor volume through the peak summer segson is critical fo
the success of the tourism industry, approximately 80% of Visit Bend's FY2016 efforts and resources will focus on cultivating
Bend's shoulder seasons and winter months. Included in this strategy is the highly anticipated expansion of Bend

marketing efforts into Northern California.

The second competitive disadvantage addressed by Visit Bend’s 2016 Business Plan is the current lack of diversity in Bend
tourism offerings. Whileoutdoor recreation will continue to be the foundation of Bend's tourism offerings. the long
health of the industry will require successful cultivation of non-outdoor. recreation-based tourist attractions. To that end
FY2016 will intfroduce exciting expansions of Visit Bend's cultural fourism marketing programs; including the Bend Ale Trail,

the Bend Cultural Tourism Fund, the Tin Pan Alley Art Collection, Drinkable Diversions, and several new cultural tourism pro-

grams that will make their debut in FY2016 and FY2017.

The third competitive disadvantage addressed by Visit Bend's 2016 Business Plan is the current drop in leisure group business
during the shoulder seasons and winter months. Along with the off-season decrease in visitation from leisure
tfravelers, Bend also plays host to less group tourism business during the winter months.
In an effort to mitigate the negative economic impacts associated with o drop
in group business, Visii Bend is working aggressively with regional partners
to court more low-season group business to Bend. Included in this effort
is an expansion of Visit Bend's sports commission efforts to attract
large-scale athletic events to Bend, as well as a new and in-depth
partnership with Mt. Bachelor's group sales team to atiract more
ski groups to the regicn.

i

FY 2016}

Following four consecutive record years, Bend's fourism industry will have fo be creative, innovative, and aggressive to sus-
tain growth in Fiscal Year 2014. Visit Bend’s 2016 Business Plan is designed o expand the effective marketing model that has
over the past eight years and to address three primary competifive disadvantages.

Visit Bend's destination marketing model was originally designed
and implemented in 2007 and has been continuclly fine-tuned every
year since then. The FY2014 Business Plan represents the evolution of
that model, and a road map fo maximizing the RO!1 of the City of Bend's
tourism promotion doliars.

@@V@@%BF ADVERTISING:!
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Achieve ¢ +12% year-over-year growth in TRT ¢collections
{(normalized).

*» Achieve a +3.5 percentage point year-over-year growth in
annuadlized citywide lodging occupancy.

Exceed 1.5 million visits on visitbend.com.

Achieve an advertising regch of 0% and a frequency of
5x for adults between the ages of 35 and 65 through the
summer and winter advertising campaigns within the State
of Oregon.

Achieve an advertising reach of 80% and o frequency of
4y for adults between the ages of 35 and 65 through the
winter advertising campaign in Washington.

+ Achieve an advertising reach of 70% and a frequency of
4x for adults between the ages of 35 and 65 through the
winter advertising campdaign in Northern California.

Distribute $140,000 of marketing grants through the Bend
Cultural Tourism Fund.

Increase quantity of athletes participating in the Oregon
Senior Games from 500 to 750.

2 & 0 & Q0 & 0 0 0 0 O 0 9 0 2 9 O

OTHER NOTABLE GOALS & OBJECTIVES:

* Win bidding process for 2017 National Beer Bloggers Conference.

Create ¢ new 20 second destinaticn marketing video.

+ Launch version 4.0 of the Bend Ale Trail Aflas, adding new brew-
eries in Sunriver and Redmond.

= Create a regional partnership and brand {for cur sports commis-
sion efforts under the umkrella of the Central Cregon Sports
Authority.

« Expand distribufion of winter mini-guides.

+ Produce a Bend Ale Trail TV commercial.

15



"SISPIOUSHDIS WISUNOL s, pUSY O} SPOS| POYIILND SISA|OR PUDR S4IsgeMm ay} sjany Bul
-1 Bulbug Youoes aAlsseuBB0 pup ‘s|Iowe §SEoOPROIg JBWNsUoD ‘Bolg Zzng pusg sy ‘nIpswl [0100s aAllonladAy sepn|o
-ul 1py; upld Buledioul [p1BIR aAIsseIBBD Uy "XIW BUlLENIOW §,puUsg HSIA 30 Lod fuppiodull [Sow aYi S| 81SO9M 5, 0UDg LISIA

VIAIW TVIOOS % "ONILTIAIVN TVLIDIA ‘3LSEIM 88 ADIILTNILE

"wolboud suoypblal ollgnd SADAOULL PUD SAISSSIBED 5,pUSE LISIA JO UCIIDNUILUOD B 8pN(DUl [[IM 9107
ID9A [OOsI4 "pusg JO) uoiowold [puolpU 8ipIeUSl Of ADM JUSIDIS PUD SALDS® UD §| sisipuINof Of spap! Aiols Buiyolld

SNOIIVI3Y D11eNd 72 ADELTYLS

‘woiBoid

+V 40 SIOJIld BUL PUD 'SIN0Y LIV {NOGDPUNOY SY} "UOHDB]I0D MY AB|iY UDd Ul 9} 4O UOISUDCXS UD ‘SUOISIOAI] algoyulg
S} 4O UOHONPON UL "IIDIL 81V PUSg 8y} JO LOISUDTXS UD ‘PUN WSHNCL [BINHND PUSY S} JO UOIDILIUI B} Buipnjour ‘sBuis]
"0 WISLNOL UOHDSI081 JOOPINO-UOU §,pLSg 1O UONRALIND SAISSSIB0D apn|oul [lIMm §0Z JDBA 0S4 ‘SBULISHO WISUNO} 5, puseg
AJISISAID O} 11041@ PSAUILUOD §,puUaq JISIA 10 Lod sy 218 ‘1yBnoip ‘2ul Jsolo) "B°9} pesiwoidwWoD JOAS 5I S8DINCSS! |RINDU
N0 O} $$8220 §i ¥$H O} AUSNPUI WSLINOL @Yi $8SOCXS PUD SIOLSIA [RIIUSLOC 4O (00d 5, pUsg SHWI| UQIDaID8) JOOPRINO UQ 83uUD
-l[2J-18A0 UL ISASMOH “Ipaddp WSLINOL s, pUSg JO UCLOPUNOS B} §| UOLIDSIDS] I00PING :$BULSILO WSLNO] JO UOILDDLISISAI]

SONIIZH4O WSIHNOL 40 NOIIVDIHISAIAID 2 ADILTNALS

‘PuSg Of SANOIS IS ISJUIM 2I0W {ODILD 01 WD3L $8|Bs dnoib s J0jeysng ‘IW Ulim diysiaupnd

Yidep-ul pup Mau D 82NPCLUL OS|D [|IM 9| 0Z JDBA 1051 sdiysuoIdwby D [DUCHON ALUNOD $S0UD PISI4 ¢ YOOI VSN DUl pUD
sciysuoidwpyD [PUOKDN UOIYIRNT 1YSN 8U4 1SOY 1M pusg LISIA ‘SOuDS Jouag uobelo ayy o US4 pug syl Buysoy o) uoly

~IPPPR U] "sWplBoid UoISSIWWOD spiods pup so|os dnoib s,puag LISIA JO UOISUDAXS Buljioxe UL @onpoyul |[IM 907 JOSA (DS
"ALIOUOD® WISUNO} UOSDas Jap|NCYS PUD Jajulm s, pusg Buircidwl Jo pnd juppoduwl up si ssausng dnoldB spImALID Bullino

SFONFAFINOD 8 SNOILNIANCD ‘SINIAT FAIMALID 28 ADTILTYLS

"SUOOWOId PUD ‘DIPBW [RIDOS ‘BUIUO “Luld ‘QIpRJ ‘A

Buipnoul yoooiddd pipsw-inul B sapn|oul unid BuleyIouw RIUIOHIOD UL "OIUIOHOD UIsYUON Ul swoiBoid Bulayiow wsl
~INOL[DINIIND PUD “UOSDSS JEP|NOYs JSJUIM MBU JO 000°05et Aietowixoiddo sepnioul upid Buyasiow 910ZAd 2yl 'subipdwno
Bulediow UoLBUIYSDM PUD UOBSBIO §,PUSE HSIA JO UOIINIOAS PUD UOHDNUHUOD D O UOHIPPD Ul "WOD PUSTLISIA OF DHIBIL JO
Jeaup Alowud o pup aInjipusdxs {soBID| 5,puUag JISIA Sjussaldal DIPaW SSoW UBNoIY} puULIg WSLNO puag 9y} BUISIISAPY

ONISHIIAQY ONVIE NOILVYNILSIA T# ADSLVYAS

‘upid $SBUISNG SYL JO UOIINDOXD SAIIDSS
PUD JUSIDIYS BINSUS O} IDSA 8y} {nOYBNOoIYL DBLNE-BUI PUD PRICHUOW oG [IM se108)DILs @50y JO YonT "s8AlDL[go palbls ay]
SABIYDD Ol 9107 J0B4 (028l Buunp paiojdws aq |im (oY} sa1Baibis Apwud s, pusg HSIA JO Apwiwins © oplacid 3193 1vNIS
ATY FAI Bumolof @yl *¢| e@Bnd uo pejoeal saADs[qo pup soob 910ZAd @U} BUIASIYDD U0 PasSND0y AWl SI puag LSIA




‘? ] fi c@gﬁgﬁgﬁ%ﬁ/ _%&@A % ‘%@ fat ?;;l.; SR .mw.w“ et

1

Despite the current momentum of Bend's fourism indusiry,
there remain many opportunifies for improvement that will help
ensure long-ierm growth for Bend’s economy. Below is a list of
a few of the Bend fourism indusiry’s STRENGTHS, WEAKNESSES,
OPPORTUNITIES, and THREATS.

STRENGTRHS

+ A beautiful and inspiring landscape

» Hip and charming business districts

« Unparalleled ouidoor recreation

e Sunshine!

« Extraordinary craft beer culture and the Bend Ale Trail
* Emerging arts and culturgl attractions

+ Genuinely friendly community

= Parks, trails, open spaces, and pristine rivers and lakes
« Eventis, events, events!

= A state-of-the-art convention center on the river

- Strong cellaboration between City of Bend and Visit Bend

WEAKNESSES

= Low fourism volume during shoulder seasons and winter months
= Over-relignce on outdoor recreation fo drive tourism

OPPORTUNITIES

« |Increase tourism during shoulder season and winter months
= Diversify tourism offerings
« Enhance recreational amenities (sports fields, frails, paddle parks)

« New and updated lodging facilities

THREATS

* Increase in regional marketing from competifive destinations

= Large scale forest fire and drought

« Continued de-watering of the Upper Deschutes River and
resulting degradation of Bend's recreational fishery.

17
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REVENUE

TOTAL §

City Funding - 9.0% 1,669,388
City Funding - 1.0% 432,804
City Funding - 0.4% 173,122
Retail Sales 129,694
Advertising Sale 70,943
Event Revenue 116,000
Other Revenue 36,000
TOTAL $ 2,627,951 100%

PERSONNEL EXPENSES TOTAL §
Base Pay 447,459
Incentive Pay : 48,500
Payroll Taxes 36,453
Employee Benefits 61,722
TOTAL $ 588,134 22.4%

SALES & MARKETING EXPENSES TOTAL $
Cultural Tourism Fund 177,249
Visitor Development Fund 203,500
Online Marketing 85,800
Photo 16,050
Print 292,500
Production 48,500
Radio 234,000
Trade Shows 7,954
™ 475,000
Collateral 84,000
Postage 42,000
Public Relations 14,150
Promotions 82,250
Research 13,000
Web. Dev., 13,652
Travel & Meals 27,750
Retail Purchasing 117,581
TOTAL $ 1,956,936 74.5%

TOTAL
63.5%
16.5%

6.6%
4.9%
2.7%
4.4%
1.4%

TOTAL
16.8%
1.8%
1.4%
2.3%

TOTAL

6.7%
7.7%
3.3%
0.6%
11.1%
2.6%
9.0%
0.3%
18.1%
3.2%
1.6%
0.5%
3.1%
C.5%
0.5%
1.1%
4.5%

%

%

OVERHEAD EXPENSES
Building Lecse
Building Maintenance
Equipment Lease & Maint.
Prcfessional Fees
Office Supplies
Utilities
Bank Fees
Dues & Subscriptions
Insurance
Licenses & Permifs
Education & Training
Network & Telco
Depreciation & Amort.
Interest Expense (Income)

TOTAL $172,.881 6.6%

TOTAL EXPENSES

TOTAL §

51,356
8,289
4,410

45,000

14,916
7,200

400

11,950
4,800
1,960
1,200

12,000
9,600

(200}

$ 2,717,851

11,437

¢ ¢4 9 0 00 O B B OO0 TG G O BN

BEND TOURISM TV & RADIO
COMMERCIALS AIRED IN

CALENDAR YEAR 2014

TOTAL %
2.0%
0.3%
0.2%
1.7%
0.6%
0.3%
0.0%
0.5%
0.2%
0.1%
0.0%
0.5%
0.4%
0.0%
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DATA PROVIDED BY SMITH TRAVEL
Bend Lodging Occupancy Rates: July 2007 - December 2014

RESEARCH (STR)
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Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun
R2007/08 | 74.4% 75.0% 68.6% 51.9% 41.4% 36.5% 33.3% 41.9% 44.5% 48.8% 54.4% 61.9% 52.8%
B2008/09 | 71.4% 714% 60.9% 49.3% 353% 29.2% 29.2% 36.6% 37.5% 40.7% 48.7% 62.4% 47.9%
B2009/10 [ 74.4% 69.8% 58.8% 48.9% 35.0% 33.5% 31.4% 38.0% 42.3% 45.0% 52.4% 62.6% 49.4%
®2010111 | 75.4% 74.9% £6.0% 51.8% 36.1% 39.1% 32.0% 41.0% 42.5% 46.4% 54.5% 61.4% 51.8%
B2011M2 | 78.7% 72.2% 69.0% 49.0% 38.0% 38.7% 34.6% 43.4% 452% 51.3% 58.4% 71.8% 54.3%
2012113 [ 79.5% 80.0% 74.0% 57.4% 43.3% 44.3% 42.1% 49.0% 53.4% 60.1% 67.0% 77.2% 60.7%
E2013/14 | 84.4% 83.5% 76.6% 84.7% 45.0% 47.9% 43.3% 50.2% 62.7% 63.7% 68.6% 79.5% 54.4%
20145 | 88.5% 88.8% 74.1% 65.3% 47.7% 51.8% $9.2%
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Visit Bend's extensive public relations efforts over the last fiscal year resulted in significant regional and natfional media
exposure. Here are a few of the highlights. For a complete list go to visitbend.com/pr

THE HUFFINGTON wOmH

PHE INTORNET NTWSPAPLR NITWS BLOGS VIDLG COMMUNITY

& o % 0 ¢ 5 0 & 0 B
L

L]
°
L]
-
-
-
o
°
°
L]
-
°

23



1

Buyssw [CNUUY SSWDD JOJUSS (DUOHDN »
SIOUOIIDN puURID ssalBuoDd abpgauD

BUlSaW [ONUUY UOKDIDOSSY S0UDD) UDDUSWY »
oousIaiuoD s1oBBolg 1998 £10T -

UOHUBAUOD dOH VSN £10Z

SIDUOKDN UNoA BuliiuBiom vsn -

DININSE N gV M ORM

Bullasw (0NUUY WNHSM »

diysuolduwmoyn Supmog s, uswom UoBals «
SOWDD JOIURS UOBaID -

Bujeaw [DNUUY UCUDIDOSSY POISIIUT UISISOM »
BRDSMD SSCID0DAT USSMOIDH »
sdiysuoidwoyD [DUCHDN UoyIRNg LySN
sdiysuoIdwiouD [RUCHDN AJUNOD $5QID 21w

SLNEAE B SJMO¥D DNIWODEMN

sciysucIdWRYD 840)S [[DGIeNsDY [00UDS 8IPRIW
HUIWNG s1o40uiold BUIDAD wen «

IS5 85504007 UOBBID »

SPOSNID) §501D) US8MO||DH

SIS I0IUSS UOBSIO «

sdiusucidwpyD [OUOKRN {14] HO0S 41VSN

SLEPIIHSIR ¥T0z

-

.

"SHOYS {USAD pup dnoib s,puag HSIA Woyy sYBIYBIY Sy} JO M3} D BID MOJBq PAYSIT “ALD DY} O} SIUBAD SPIMALID
HNOD Of 5LIOHS UNO SIDAIIND O} SNURUGCD ||IM pusg LSIA ‘MoIB ©] SBNUIJUOD AISNPUI WSUNOY §,pusg 1O 1UaWBas sy} SY

(lou) [onpoid mau oipiauslB Aay) *9°1) SIOLSIA MOU O}
UOHDUISEP INC 8ONPOILUI SjUaAS PUD sANOID "9AIND ARDUOSDaSs WSLNO) B} YIoows Buid|ay Of UCHIPPR Ul "SHINOW NILNIM

PUL SNOSVY3S ¥30IROHS 2uf Bulinp wsuno} Buiping ul juppodw] AfoDiUD 80 ASU) “XIW WSUNOL [|DISAO S, pUSY J0 uoiod
[IOWSs Al@AlDISd O [ussldal SJUBAS B|IYM “AUSNPUl WSUNOL §,puad 4O juawbes juopodwl Up St WSLINOY [NIAT NV dNOYD

4










_éibﬂm@ ﬂﬁﬁ @mmm@m%@z&m -m#@%m@z VESIT ImZ@ %Em @m%ﬂ;F @%@@@Z
VISITORS ASSQCIATION (COVA), AND THRE OTHER TOURISM BUREAUS IN
CENTRAL OREGONY

Oregon's state tourism cormmission (Travel Cregon), divides the state inte seven fourism regions and assigns each region with @ Regional Destination
Marketing Organization {RDMO). COVA 15 the RDMO for Central Qregon. Within most regions, multiple Destination Marketing Organizations (DMOs) exist.
Whereas the RBMOs focus thelr marketing efforts broadly on behalf of the entire region, the DMOs focus their efforts more specifically on the city or
destination that 839. their efforts. Visit Bend is focused on marketing the City of Bend. The cities of Sisters, Redmond, o:a La Pine also have o_é,mbwo_mo DMOs.

IS VISIT BEND A MEMBERSHIP ,@@@Ezﬁ%@% @@é MUCH @@mmfﬁ: @@@q ﬂ@
ADVERTISE THROUGH VISIT BEND?

Visit:Bend isia non-members rgani N&_o: hat _08306 all Bend fourism chjmmwmm forFREE on <a;dm3Q com;:inthe Bend: Vi m:oa Guide, through Visit
Bend's social media efforts, s_dc@j Visit Bend's extensive public 6_9,_03 90@33 In oaaq_os o the free morketing
Isupport made available to all; oc ﬂoxm:o_ama businesses: may purchase additiona advert! ising on visitoend.com; the Bend AleTrail Atlas, the
_ mOc:o_o_UoS >1 moSm Zo_o *_Jm _wms _ m;oﬁ Oc_am\ +jm mza mmﬁoo&_o: woo_@, and:i in Em _wmja <_m 3_. Om_imﬂ s:brochure _,onx program:

XOW DOES SOMEBODY GET APPOINTED TO VISIT BEND'S BOARD
OF DIRECTORSY

Visit Bend is guided by publicly draffed and approved bylaws that define the selection process of Visit Bend's board members. The board of direciors shall
consist of no fewer than eight and no maore than ten directors. It is the intent of these bylaws that no single industry (such as restaurants, attractions, lodging,

recreation, retail) shall hold a majority of the board. All Visit Bend board meetings adhere to public meeting nules. Visit Bend's bylaws, meeting minutes, and
other ana-ﬂm_a*mo_ Qooc3m3w are available to the public at <_m:Um.3Q 003\_0006

WHY DONT & SEE ANY VISIT -@2@ TV @@gg%mm%@ OR @m% E% ' RADIG
ADVERTISEMENTS 1) BEND?

< Advertising represents Visit Bend! largest xpenditure, But §i nce :gm Qo_<m1_m5@ i$ _imaama +o luresvisitors:ic: mm:o_ we oﬁzgm curly, aa_o and print in .
geographic markets where pot sitors live. Currently; the vast majority of Visit mmno_,,m, oo_<m1_m_3@ occursin' Oregon and Washington, and will mxboza fo
Northermn California in the winf Al .Q..<_£..mmsah..m_?, radio, and print advertisements can be se w_ﬁumjahogxooauo_@?
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