SECOND QUARTER REPORT 2007-08
October, November, December

INTRODUCTION

The Salem Convention & Visitors Association (SCM#&pleased to submit the tourism and
convention second quarter report for 2007-08 punsteaCity of Salem contract section
1.1.3. The contract stipulates that quarterly repimiclude a “financial report, an overview of
activities, progress statements on meeting ‘scégemwices,’ and updated information as
required in the strategic/business plan.” This refdfills these contractual requirements.

All programs and services tie back to SCVA’s 07Stfategic Plan, and drive toward two
main objectives: long-term stability for tourisnatkership, and increased visitation and
tourism economic impact. In addition, the quarteeorts connect specific activities and
initiatives to the 07-08 Business Plan, demonstgabrogress to achieve plan goals.

SCVA welcomes the opportunity to present and revtag/report, answer any questions and
share information regarding current marketing e$for

EXECUTIVE SUMMARY
The second quarter of 2007-08 marked notable stadeoss all program areas.

SCVA launched its newlembership program in October and
achieved quick success. The redesigned progranosilgene of
its kind, allows businesses to customize their riamk
relationship with SCVA by choosing options thattfieir needs.
Members can sign up online using their credit ¢arthke
advantage of a convenient and user-friendly shapgant that
walks them through building their own package. Tdwults were
monumental as businesses quickly responded ansdted/en the
new SCVA. In a short nine-week period, SCVA securgdl new
Members (60% of goal) and roughly $51,000 in reeeffi0% of
goal).

The 2008 Official Salem Area Visitors Guidewent into production in the second quarter,
after SCVA secured $107,889 in advertising saldaltp fund costs to publish the guide.
The guide will feature new visual images, state @mghty maps, mileage, articles and
upgraded paper quality to make the eleventh eddfdhe Salem Area Visitors guide the
best ever.

SCVA's public relations efforts prevailed in the second quarter, resulting in ditn

increases in local earned media impressions (upo)l@dd presentations (up 400%). These
initiatives drive toward SCVA's vision outlined the 07-10 Strategic Plan to:
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Serve as the leader for tourism economic developmen

Create and sustain top-of-mind awareness for SOwAtaurism in the community
Foster a tourism-friendly culture

Develop communication strategies that engage theramity

The2006 economic impacts of travefrom
Dean Runyan Associates was released in the
second quarter reporting that Salem’s visitor

spending grew 12.8% to $221.7 million. " //
Significant progress was also achieved in .

community outreach and partnerships SCVA

engaged with various tourism stakeholders
including Vision 2020, Go Downtown Salem!,
the Cultural and Tourism Promotion Advisory

Board, Marion and Polk counties, Woodburn
and theStatesman Journal

TheConvention & Event Marketing program realized an increase of 25% in the nuraber
conferences/events in the second quarter. Howtheeorresponding decrease in delegates
and room nights indicates that they were smallents/with less room nights. A wide
variety of sales strategies including but not ledito referrals, direct contact and website
downloads of the Conference & Facility Guide resdilin these increases. All of these
activities result in leads being generated andarenices/events booking in the Salem area.

In the second quarteBCVA assisted 214 eveniand activities in the Salem area. These
activities include everything from providing tickeformation, website services, general
information, referrals and media promotions, etiicl play a major role in attracting
visitors to Salem. Beginning in 07-08, this sigreint number will continue to be included in
SCVA's activity report.

Financial statementsfor the second
guarter are attached. Revenues
performed better than budget at

. 108%, due to a successful
Membership program launch
(advertising and sponsorship are tied
to Membership), and interest from
money market accounts. Expenses
were at 87% of budget, mostly due
to timing issues as costs will be
incurred in later periods. With
revenues up and expenses down, net
income for the second quarter was
$61,258.

The results generated by SCVA are measured by exagrprogress in three key areas:

estimated economic impact (EEI), transient occupaaxc (TOT) revenues, and leverage.
EEI results are only available at year end, and will be reggbrh SCVA’s 07-08
annual report.
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Second quartefOT receipts were up 7.3%from the previous year to $608,916.
Second quartdeverage results decreased 49%ver the previous year. This is due
to Visitors Guide leverage being recognized indbeond quarter of 06-07, and
Visitors Guide leverage for 07-08
won't be recognized until the third
guarter. However, it should be notec
that leverage for the first six months
of 07-08 (through December) was ai
an impressive $821,67Blease note:
leverage results are not predictable
from year to year because SCVA
can’'t guarantee, for example, in-kinc
donations or that a story will be
printed. However, SCVA strives to
increase leverage support each yeal
by continuing to develop and broade
key partnerships.

&
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Activity & Production Statistics

OVERVIEW OF ACTIVITIES

The SCVA staff tracks numerous statistics througlioe year to monitor, evaluate and adjust
marketing strategies, staff levels, funding, eteede internal measurement statistics assist with
forecasting and trending, and need to be examis@dvehole to get a true indication of the
industry and performance of marketing activitieatsie influences such as gas prices, weather,
natural disasters, or inflation, etc. will also Ban impact on the peaks and valleys that these
numbers may reflect.

Please refer to the Glossary of Terms for defingiof the following activities.

2nd Oftr % Change 2nd Oftr
07-08 from 06-07 06-07

2nd Qtr
05-06

Marketing & PR

National Earned Media Impressions 70 21% 58 73
Local Earned Media Impressidns 8 100% 4 8
PR Presentatiohs 10 400% 2 2
Visitor Information Inquiried 2,538 -44% 4,554 6,305
TravelSalem.com User Sessions 51,829 -44% 92,664 70,651
TravelSalem.com Hifs 1,115,363 2%| 1,098,758 n/a
Visitors Center Attendance 5,166 17% 4,425 5,124
Events & Community Activities Assisted 214 n/a n/a n/a

Convention & Event Marketing

Real-Time Conventions/Events 5 25% 4 7
Number of Delegatés 857 -94% 13,619 1,390
Number of Room Nighfs 412 -45% 745 309

Sales Leads Generated 14 17% 12 12

Bookings 12 9% 11 7

Sales Activities
Direct Contact 541 n/a n/a n/a
Phone/Email 171 n/a n/a n/a
Sales Packets Distributed 20 -89% 182 144
Site/FAM Tours 4 33% 3 5

- Referrals 25 n/a n/a n/a

Conventions Assisted 14 -26% 19 3

Visitors Reached 1,905 n/a n/a n/a

Welcome Bags Distributed 797 n/a n/a n/a

T Local Earned Media Impressions — increased redukisto more press releases distributed.

2 PR Presentations — increased results due to®ffoe#nhance community outreach.
3 The drop in Visitor Information Inquiries reflecisdecrease in Willamette Valley Visitors Assodiatadvertising placed
during the period, as well as a reduced SCVA adibumajor publications due to cost increases aratjbtideficiencies.

4 The decrease in TravelSalem.com user-session®ifodSCVA switching to a new website host thatksauser-sessions

differently than the previous host.

5TravelSalem.com Hits — online standards are nowimgoaway from measuring “hits” due to search engjiaed other
web technologies partially responsible for genagptiits. These non-consumer hits create an inatecpieture of website
activity. SCVA is working with consultants to regti and determine more meaningful website measursnre8-09.

% Number of Delegates — decrease reflects rotafiomferences in many cases that will not be coningalem on a

yearly basis, but on a bi-annual or a three- te-frear basis.

" Number of Room Nights — decrease is tied diractljlumber of Delegates
8 The decrease in Sales Packets Distributed reflesssdirect inquiry with SCVA due to a shift ofjiriries to the Salem

Conference Center.
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2nd Oftr % Change 2nd Oftr 2nd Qtr

Activity & Production Statistics 07-08 from 06-07 06-07 05-06
Membership

Total Membership 119 n/a n/a n/a
Total Revenue $51,110 n/a n/a n/a
New Members 119 n/a n/a n/a
Attrition 0 n/a n/a n/a
Sales Presentations 176 n/a n/a n/a

Leverage (detail below) $93,913 -49%] $184,635 $167,046

Volunteers $3,906
Media $15,213
Advertising $9,467
In-Kind $12,660
WVVA/Regional $52,667

SCOPE OF SERVICES & PROGRAM HIGHLIGHTS
A. Conventions, Meetings, Seminars Salesprovide services, activities, and
personnel to promote, solicit, procure and servVoenvention” business and
general tourism. Further, the DMO will act as a ‘lgkeeper” of leads for the DMO,
the Salem Conference Center, and other venuee(pested).

Reference to section in
07-08 Business Pl:  Results:

BP sec 2/a, #1 SCVA sent 14 qualified meeting/convention leadktlging and meeting facilities.
Work in previous quarters resulted in 12 definibt®kings that generated an
estimated 6,529 room nights. Of the 12 bookings,was a city-wide event utilizing
many lodging properties throughout Salem. The Tide bookings occurred at the
following locations:

Salem Conference Center (1)
Chemeketa Eola (1)

Red Lion (4)

Oregon State Fair and Expo Center (1)
Willamette Valley Vineyards (1)
Oregon State Fair and Expo Center (1)
Western Oregon University (1)
Citywide (2)

Please note: a "Qualified Lead" means that SCVAHakverbal contact with the
client and pre-screened the piece of business tpbeopriate for Salem (e.g.
number of delegates, requested amenities, datesreek) etc.). The Qualified Lead is
then distributed to the appropriate venue(s).

BP sec 2/a, #1 Monthly Networking — During the second quarter, staff attended thethhpn
meetings of Society of Government Meeting Profesd® (SGMP), Meeting
Professionals International (MPI) and Oregon SgaitAssociation Management
(OSAM). These industry associations allow for netirtg with meeting/conference
decision makers.
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BP sec 2/a, #1

BP st 2/a, #1

BP sec 2/a, #1

BP sec 1/a, #5 and
sec 2/a, #5

BP sec 2/, #7

BP sec 2/, #8

Tradeshows and Industry Conferences -Staff coordinated the tradeshow booth for
the BRAVO Tradeshow at the Oregon Convention Cahtgrattracted more than
2,000 attendees for the one-day show. Co-op partmere the Red Lion, Salem
Conference Center and the Oregon State Fair and Egpter. Due to a scheduling
conflict with the ASA Conference (Louisville), SC\Vigartnered with the Salem
Conference Center to hand out SCVA'’s collateralemal at the Oregon Society of
Association Management tradeshow and conferenaégRd). SCVA's CEO
attended the educational conference; with 90 peadeding the two-day
conference.

Committees— During the quarter, SCVA staff participatedplanning committees
for the 2008 League of Oregon Cities conferendsetbeld at the Salem Conference
Center and the 2008 Northwest Outdoor Writer's ewarice to be held at the Red
Lion Hotel.

Salem Area Lodging Association (SALA) -SCVA attended SALA meetings during
the quarter to update SALA on current and ongoi@Y¥ A projects. These monthly
meetings are a great opportunity for SCVA to bstidbng relationships with Salem’s
lodging properties general managers, directorglalssand to share successes and
concerns with our Salem partners.

Agility Fund — SCVA increasingly receives requests for bid nyosred/or financial
support from conferences and events seeking to ¢or8alem. These
conferences/events receive similar support in atbermunities. In order for Salem
to be competitive in the bid process, SCVA needsetable to respond quickly to
these requests and have the financial resourcdal@edo secure the business for
Salem. Some events require the local destinatiaketiag organization (DMO) or
other group to sponsor a portion of their everg.(dinner, tour, etc.). Other
opportunities require bid money to participate mequest for proposal. Angie Morris
and Debbie McCune began this dialogue with Con#achinistrator Barbara
Roberts in December, to evaluate options availabfecure a significant piece of
business seeking to come to Salem. Conversationsi@drcreating an Agility Fund
will continue into the next quarter.

Visitor Hospitality Services — provide services, activities, and personnel to taea
and sustain hospitality programs that allow visgdo receive information and
assistance while recreating in and visiting theyCithis includes utilizing a broad
array of tools (i.e. visitor center, visitor guidelephone, on-site information booths,
fax, Internet, etc).

Results:

The Salem Visitors Center assisted 5,166 visitargnd the second quarter. This
represented an increase (16.7%) over the samedpwErioY 06-07. The increase is
the first significant increase in Salem’s Visit@enter attendance since 2004.
Salem’s Visitors Center attendance has remainely f&t over the last three years,
while many areas throughout Oregon have reportsthne in Visitors Center
attendance.

Convention and event services are an integralgy®8CVA's strategy to keep groups
coming back to Salem. Services may include, buhatdimited to, visitor
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BP sec 2/, #10

BP sec 2/, #8

BP sec 2/, #6,9

information tables, welcome bags tailored to groapds with special offers from
businesses, tour itineraries (pre and post), t@tson options, entertainment and
speaker referrals. During the quarter SCVA provigexvices to the following 14
groups:

October 2007
- Oregon State Victims Assistance Academy
Soroptimist International
ODOT
Elks
Judy Plotkin Wedding
Christian World Fellowship
International Plant Propagators Society
Yellow Jackets
Oregon City Elks
Gresham Eagles
Willamette University Law School - New Students
Pacific Coast Marching Band

November 2007
Episcopal Diocese of Oregon
Shangri La

Volunteers/Boosters

SCVA volunteers, Boosters and interns logged 2i#shduring the second quatrter,
or $3,906 worth of service to our community. Vokeits/Boosters meet monthly and
assist visitors in the Visitors Center and wittomhation tables at conferences,
meetings and events. The annual Volunteer/Boostédal breakfast was held
during the second quarter. Forty volunteers atténhis holiday appreciation event.

. Event and Sports Competitions Sales provide services, activities and personnel to

promote, solicit, procure and service large eveamd sports competitions that bring
visitors to Salem.

Results:

Softball — During the quarter, staff attended the Amateaittfall Association
Annual Council Convention (ASA) held in LouisvillKy. to bid on national
tournaments. Along with City of Salem staff fronetRarks and Recreation
Department, the Salem delegation was successfdaaring two tournaments for
2009.

07-08 Business Plar As outlined in the plan for future quartersffstall be
developing a comprehensive inventory of sportsracteation venues, as well
researching regional opportunities and niche market

. General Tourism Marketing — provide services and personnel to research and

implement a wide variety of industry proven pragsito market Salem, including
using regional partnerships.
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BP sec 2/, #8 & #1(

BP sec 2/b, #3

BP sec 2/, #10

BP sec 2/, #2

Results:

2007 Salem Area Visitors Guide Distribution

As of December 30, 2007 SCVA distributed 128,00@®aArea Visitors Guides.
There were 150,000 of the 2007 Visitors Guidestpdriio meet the overwhelming
demand, a 20% increase over previous years. Tharityagf SCVA'’s distribution
outlets include 800 locations throughout Oregonshkifegton, California and British
Columbia, however, the guides are also distribdtmuestically and internationally
as requested. SCVA has received accolades fronuowars as well as the visitor
industry regarding the usefulness and beauty o2@8®8 Visitors Guide. The detailed
information, visual elements, sample itineraried awerall quality of the guide have
helped make the Salem Area Visitors Guide one efjOn’s finest guides with the
largest distribution.

2008 Salem Area Visitors Guide

During the second quarter, SCVA began productioth@2008 Salem Area Visitors
Guide securing $107,889 in advertising sales. Admaes declined 5% from 2007 to
2008 due to the loss of 23 advertisers and 3 egistilvertisers that decreased their
ad size between 33% and 50%. The loss of advertigas due in part to SCVA’s
new Membership program which was launched in Octdbesinesses hadn’t
budgeted for both a display ad and new Membersigsdso they had to choose due
to budget constraints. However, advertising revesfu#107,889 is significant and
covered the cost to produce the 2008 guide.

The 2008 Visitors Guide is being completely refott@a and redesigned to meet the
needs of visitors and our advertising partnerailltbe broken into four main
geographic sections including Salem/South Marionr@p North Marion County,
East Marion County and Polk County. The new gedgcaformat allows visitors to
determine actual travel time and mileage, and enfisitors to

lengthen their stay. The redesigned format is natiractive to

advertisers who are located in each of the regides visual

images, state and county maps, mileage, articlespgraded

paper quality will make the eleventh edition of Beem Area

Visitors guide the best ever.

Advertising

SCVA received 1,546 advertising inquiries during second
guarter. The 2008 advertising campaign will breakebruary
and continue through June 2008. The new creatineeq for
the 2008 campaign was developed and uses an ingiglay
on words that relates to a visual image intendétiaok” the
consumer. A series of four ads has been develapddrece
the ad campaign breaks the inquiry fulfillment gieall be
the 2008 Salem Area Visitors Guide.

TravelSalem.com Website

The SCVA TravelSalem.com website had 1,115,363(hi& increase) during the
second quarter, 51,829 user sessions and 423 g% (80% increase). During the
guarter, SCVA continued to work on the TravelSatam redesign. A new
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BP sec 2/, #1,5

BP sec 2/b, #1

BP sec 2/b, #1

BP sec 2/b #1 & #6

Membership and sponsorship shopping cart was
created to assist with online recruitment. Actesti
and new features include:
Posted spring events
Website updates occurred on a daily basis
Continued to send weekly event broadcast
email to 900+ recipients (local partners and
travel consumers)
Created an online shopping cart for
Membership to encourage participation angd
provide convenient payment options
Added consumer e-newsletter opt-in option

Earned Media

SCVA pitched storylines and events to the mediaughout the quarter. SCVA’s
efforts generated 70 Salem area media impressimrsgthe second quarter which
were published ilNorthwest.com, NW Senior News, Mid-Valley Mom's,Ni#ting

& Events, VIA OR/ID, Northwest Travel, Travel Oradgée-Newsletter, and Smart
Meetings

These are Salem area articles, event listings aleSmentions in travel
publications and newspapers as well as televisiwerage generated through SCVA
press kits and publicity efforts.

Public Relations (also relates to section G: Imageand Community Outreach)
SCVA distributed five press releases to the locatlim during the quarter:
Outdoor Offerings Attract Northwest Outdoor Writetdb Salem
Ekins Joins Promotional Team at the Salem Convem&i¥isitors
Association
New Oregon Wine Adventure Offers Wine Tourism wviat,Bike and Canoe
Salem Softball in Full Swing Winning Award of Elaeste
SCVA Launches membership Program & Releases NemoBExo Impact of
Travel Data

SCVA conducted 4 radio interviews on KBZY during tjuarter promoting events
and activities in the Salem area, as well as thgnance of tourism to Salem as an
economic generator. October highlighted SCVA’s Memship kick-off and the
importance of Salem’s tourism industry, as weltadlsbounty, harvest festivals and
pumpkin patches; November highlighted Salem’s Tkgihng winery open houses
and “wine crush,” December highlighted holiday aties such as the Greens Show,
Festival of Lights Holiday Parade and a promotiwat teminded residents to drive
safely during the holiday season.

SCVA staff gave 10 presentations that included@hegon Tourism Commission,
Marion County Economic Development Advisory BodsdJem Cultural Tourism
Promotion Advisory Board, Oregon Society of AsstiolaManagement, Salem Area
Lodging Association, Statesman Journal Editorigh8ip Marion and Polk County
Chambers and others.

SCVA was invited to do a presentation for the Oregourism Commission
(OTC), at their quarterly Commissioner’'s Meetinddhat the Salem
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BP sec 2/b, #1

BP sec 2/, #10

BP sec 2/b, #5 & #8

BP sec 2/b, #10

BP sec 2/, #6,7

Conference Center in December. Angie Morris tookaathge of the
opportunity to promote the wide array of econonggalopment activities
happening in the city and region, and the extensbiaboration between
organizations and businesses to make Oregon’satafi a vibrant
destination.

SCVA met with the Editorial Board of ti&tatesman Journah November to talk
about SCVA's new direction, and discuss tourismle as an economic development
generator. A formal presentation was made, andsesent feature article was
published on November 24, 2007. SCVA plans to comtithe dialogue about
tourism’s role in the local economy, and develomngartnership with thtatesman
to promote key messages.

Event Marketing

SCVA assisted 214 community and regional events miarketing efforts such as
website services, general information, referral$ media promotions. SCVA also
promoted these events through the Association’swmer e-newsletter to help build
attendance.

Writer FAM Tour

SCVA assisted the Travel Oregon office with a faaikation tour for writers and
editors fromSwishymagazineSwishyis a Mexican travel publication that targets
women for travel and leisure. SCVA made the arraraggs for the Salem portion of
the tour. The Travel Oregon office and SCVA'’s cligpservice will monitor if any
Salem area coverage results.

Research

SCVA received th&conomic Impacts of Travel 1992-2006, Salem Oregport
from Dean Runyan Associates. The report revealadShlem’s visitor spending
grew 12.8% to $221.7 million in 2006. (Total tragekending was $226 million. This
includes Salem residents travel arrangements onthdthe $221.7 million is
spending by visitors to Salem only.) The full repman be found on

www. TravelSalem.com

The report revealed visitor spending by commoditschased as follows:

1. Ground Transportation & Motor Fuel $101.9lioni

2. Food & Beverage Services $ 38.4 million
3. Accommodations $ 27.2 million
4. Retail Sales $ 20.9 million
5. Arts, Entertainment & Recreation $ 20.3lioml

6. Food Stores $ 13.0 million
Total Visitor Spending $221.7 million

Regional Partnerships:

North Valley Tourism Alliance — SCVA continued to attend the North Willamette
Valley Tourism Alliance (NWVTA) which is made up ofpresentatives from
Woodburn, Aurora, Hubbard, St. Paul, Mt. Angely&iton and Stayton. NWVTA'’s
mission is to attract more day and overnight visito the north Valley.
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BP sec 1/a, #4 &
BP sec 2/b, 4

BP sec 2/b, #6, 7 & 8

BP sec 2/b, #5 & 6

BP sec 2/b,

BP sec 2/d, #

BP sec 2/d, 4

BP sec 2/b, #6 and
2/a, #11

Willamette Valley Visitors Association (WVVA) — SCVA’s Tourism Marketing &
PR Director, Irene Bernards was elected as WVVA&\President for FY 07-08.

WVVA met throughout the second quarter to work oitidfhette Valley marketing
projects. WVVA's purpose is to generate visitatamd increase visitor expenditures
within the Valley. SCVA continues to be an actiatper and member of WVVA
promoting Salem and the two-county region.

Co-operative Advertising WVVA
developed cooperative ads promoting the
Willamette Valley and key travel
experiences revolving around the
Adventurer, Enthusiast, Family Voyager,
Gourmand, Culture Seeker and Naturalist.
The Experiences are now posted online at
OregonWineCountry.org along with video
clips of each experience. The ads will run
during the third and fourth quarter in
GourmetMagazine andravelerMagazine.
SCVA will fulfill consumer inquiries from
these ads with the Salem Area Visitors
Guide.

OregonWineCountry.org Websita¥VVA

developed key stories regarding Memorial Day and

Thanksgiving Day wine open house opportunities

and a “women in wine” article. Supporting stories

included the six travel experiences and where to go

within the Valley to experience these opportunities

and events. Links to the TravelSalem.com site

connect OregonWineCountry.org users to Salem’s ieb&VVA will

be unveiling a website contest during the thirdrtgrao build readership
and consumer e-news subscriptions.

Oregon 150- SCVA participated with the City of Salem’s Oregbb0 meeting to
brainstorm Oregon 150 ideas for the City to impletduring the 2009 celebration.

Polk County - SCVA met with Polk County Chambers during theosel quarter to
review regional marketing partnerships. The Polki@p Chambers were very
supportive and will engage with SCVA where possible

Marion County — SCVA met with the Marion County Chambers dutimg second
guarter to review regional marketing partnershifige communities of Silverton and
Woodburn signed on to have a stronger presendeifQ08 Salem Area Visitors
Guide with special advertising sections. The ChasmiyeMarion County are
supportive of SCVA and are willing to participatéhwegional promotions as
appropriate.

Team Salem -During the quarter SCVA organized and led a TealarBaneeting
which gathered representatives from the followinggaizations:
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Salem Conference Center
Extended Stay

Shilo Inn

Comfort Suites

Chemeketa Community College
Phoenix Inns (North & South)

Red Lion Hotel & Convention Center
Oregon State Fair and Expo Center
Best Western Mill Creek Inn

Best Western Pacific Hwy. Inn
Mission Mill Museum

Willamette Valley Vineyards

Keizer Renaissance Inn

The meeting was hosted by the Phoenix Inn SoutWAS€hared cooperative leisure
and convention marketing opportunities and requgséetnerships to assist with
city-wide events and activities such as softbalihaments. Each representative in
attendance gave an update, which was beneficiav@rall communication, cross
promotion and collaboration. For many years SCVA imade a concerted effort to
engage the Salem area attractions with Team Saleanpreviously the Tourism
Advisory Committee, to discuss cooperative markgptipportunities and cross
promotion. While only a handful of Salem’s attracs attend the meetings — SCVA
continually strives to build attendance of thisustty sector.

. Management, Support Services and Accountability- provide general
management, strategic planning, support to BoarDioéctors and Executive Board,
fiscal services, marketing evaluations, and redagdping functions.

Results:
07-08 Financials— Please refer to the attached financials fos#eond quarter.

07-09 Business Plar Staff and the Board of Directors completed the)0

Business Plan. The plan drives toward the goalsoafettives outlined in the 07-10
Strategic Plan. While the plan focuses on 08-O®igies, the 07-09 Business Plan
reflects a two year period in an effort to contiraunel expand the work defined in the
07-08 Business Plan.

The 07-09 Business Plan went through an extensiiew process, and was
approved by the Board of Directors on Decembe0672Highlights of growth
opportunities reflected in the plan include:
- Collaboration with Go Downtown to co-producing anaiwown Restaurant
Guide
Addition of a full-time public relations professiaino promote Salem area
attractions and events to out-of-market media, Wighultimate goal of
enhancing Salem’s image
Increase SCVA Membership base to 300 businessg#ading 25% regional
Members
Explore feeder city opportunities in the Northwisincrease convention &
event business
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BP sec 2/d, #

BP sec 1/a, #1, 3 & 5,
and sec 1/c, #3-7 and

BP sec 2/d, 4

Holiday ad campaigns targeting local consumers
New TravelSalem.com components including virtuak$p podcasting and
blogs

SCVA’'s CEO met with Chair Margot Crow and staff kgl Jacobs from the Cultural
& Tourism Promotion Advisory Board (CTPAB) on Dedeen 19, 2007 to review
and discuss details of the plan. The plan wasiaffjcsubmitted per contract to the
City of Salem on December 19, 2007. The 07-09 RassirPlan can be found on the
TravelSalem.com website under “Resources” then ORefResearch.”

Board Committees
SCVA’s Membership and Finance Committees contirtoedeet throughout the
quarter.

Partnership Development— plan and implement short- and long-term stratedgges
build support and partnerships with community merslaad businesses within the
City and within the region to enhance the City’slaagion’s attractiveness as a
tourism and recreation destination.

Results:

Membership — SCVA officially went live with its new Memberghprogram on
October 24, 2007. The program revolves around tinguedge approach to
Membership that is not found anywhere else in tigeistry. At the heart of the
program is flexibility, innovative marketing solatis (U-Pick Options) and an online
shopping cart for easy and convenient purchasespidggram was launched via
email to roughly 2,000 Salem area businesses. dimenunity responded in an
overwhelming way, voting “Yes!” for SCVA with theMembership investments.
Membership activity in the second quarter generdtedollowing results in a short
nine-week period:

% of Rev Purchased by

# of Members % of Goal Revenue Goal Credit Card
Inside 71 47% $ 33,964 33% 62%
Outside 33 66% $ 16,651 16% 48%
Reciprocal 15 $ 495
TOTAL 11¢ 60% $ 51,11( 50%

This quick success reflects the desire of the lessicommunity for results-driven
marketing solutions to promote their products agmises to consumers. Compare
second quarter results of this program launch tgd/A€ previous Membership
program: SCVA had 356 members generating $60,000aly at the height of its
previous Membership program.

The program is on track to meet benchmarks triggethe hire of a Community
Development Director to drive program success aodip. SCVA plans to have the
new position filled in the third quarter.

Salem Vision 2020

SCVA was officially appointed to this task forcetive second quarter, and began
participating in the dialogue about what downtowndd/could be in the year 2020.
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BP sec 2/b, #1 & #4,
and sec 2/d, #2

BP sec 2/d, #

BP sec 2/d, #2 & #

BP sec 2/d, #2 & £

BP sec 1/b, #4 & ¢

This initiative involves a diverse group of keykstholders interested in helping
create a vibrant and thriving downtown environmdihe City of Salem has begun
work to develop an action plan, of which SCVA wglay a role in moving tourism-
related initiatives forward.

Downtown Visitors Center

In an effort to increase visibility and relevanddaurism to the local community,
SCVA began exploring a downtown location for a ¥ss Center (VC). A variety of
partnerships are being explored to help make a ttwwnVC a viable option.
Conversations took place with the City of Salem,@&wvntown, Salem Art
Association, ArtSmart, Chemeketa Community Collédarion County Historical
Society and other private partners. The concephisrVC features a variety of non-
traditional marketing options.

SCVA met with the Salem Conference Center (SC@gtermine if this could be a
feasible location for the VC. While the conceptatdsed above isn’t viable due to
space limitations and user constraints, other dppdres for a modular kiosk system
will be explored at SCC.

SCVA will continue to research downtown locatioasd seek partnerships that
advance this exciting opportunity.

Go Downtown Salem!

SCVA and Go Downtown met regularly during the geatb discuss collaborative
opportunities. Suzi Bicknell is interested in worgitogether on a downtown
restaurant guide and will discuss the concept hathboard of directors. A
downtown restaurant association is being formedwhiight also want to partner on
the project.

Cultural & Tourism Promotion Advisory Board (CTPAB)

CTPAB Chair Margot Crow, city staff Kelley JacobsdaAngie Morris began
meeting regularly during the quarter to discussisou marketing strategies. In an
effort to help educate SCVA and CTPAB about thesiois and goals of each
organization, it was decided to hold a SCVA oriéintafor members of CTPAB, and
invite them to an upcoming SCVA Board meeting whbegy in turn could do a
CTPAB orientation for SCVA Board members. Angie Mewill work with Kelley
Jacobs to arrange the orientation sessions.

Welcome Signs at Gateways to City of Salem

SCVA was asked to participate in a City of Salesk t@rce assigned by City
Council to “place welcome signs at the gatewaySaém.” The first meeting was
held in November to develop initial strategy antiaacitems. In the third quarter, the
group will prepare a recommendation to City Counaillocation, design and budget.

Salem Area Chamber of Commerce — Leadership Youth

SCVA worked with the Chamber to recruit two Leatigysy outh individuals to

bring their perspective to the SCVA Board of Diggst SCVA continually strives to
reach out to various generations and leverage tietwvork and unique sense of what
there is to see and do.
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A.C. Gilbert's Discovery Village Museum AssessmerRrogram

Angie Morris was asked to serve as a member ofdhe team for A.C. Gilbert’s
Discovery Village Museum Assessment Program (MARE purpose of the team is
to provide collegial, consultative feedback tha thuseum can use to set priorities
and identify needs for change. The group met twesi in the second quarter, and
will meet four more times through May 2008.

Marion County Economic Development Advisory Board MCEDAB)

SCVA engaged with the MCEDAB in the second qugrerrecommendation by
Commissioner Pattie Milne. A presentation was ntadée board about SCVA'’s

new direction and concentrated regional focus. éedinber, Angie Morris was asked
to serve on the board. SCVA continues to partieigatch month, and plans to submit
a grant application for funding from Marion Courteyer in the year.

Woodburn Area Chamber of Commerce (WACC)

SCVA met with WACC in December to discuss possdaletract services for
tourism promotion. The Chamber currently operatéssaors Center and wants to
expand and formalize a broader scope of programsenvices targeting the visitor
industry. The exploratory meeting revealed synarpetween SCVA'’s long-term
strategic plan and WACC's desire to partner. Dia®will continue into the third
quarter.

Polk County

SCVA continues to attend monthly Polk County “Mag/dBreakfast” meetings with
Commissioners, Mayors and City Managers. SCVA rspam the Association’s
activities and encourages Polk County participa#ind partnership.

Corvallis Tourism

Angie Morris met with Corvallis Tourism’s CEO Johlope-Johnstone in November
to share industry knowledge and proven websitéctaddeas were discussed about
the use of podcasting, virtual tours, and VisitGenter technology.

. Image and Community Outreach—plan and execute a program to improve the

City’s local, regional, and national image in a nman that utilizes local citizens,
businesses, civic organizations, government, ahdrstto promote the City.

Results:

Oregon Business Magazine Touf as a follow-up to Oregon Business Magazine’s
(OBM) Salem tour in September 2007, SCVA partiapan the Portland tour on
October 5. The tour included Bob’s Red Mill in Mawkie, Oregon Iron Works,
Rodgers Instruments (organ manufacturers), Chssteiyachts, The Columbian’s
brand new headquarters in Vancouver, a trip on OBl8&w tram, and a briefing by
the CEO of Burgerville on sustainable/green busineactices. Connections were
made with the Portland Business Alliance (Portlar@hamber of Commerce),
Portland General Electric, and a variety of oth@mragnment organizations and
private businesses.

Earned Media Coverage- refer to “General Tourism Marketing” above for
overview statewide and national coverage. In aoidjt8 local media impressions
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were generated in the Statesman Journal, Salemd&assiournal, Chamber Business
News, and KBZY.

BP sec 2/b, #1  Public Relations— refer to “General Tourism Marketing” above foreoview of
press releases, interviews and presentations.
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GLOSSARY OF TERMS
Activity & Production Statistics

National Earned Media Impressions

Print or broadcast media coverage resulting frori/S@ctivities such as pitching stories
and disseminating media kits. The number reflemggonal or national stories, events,
mentions and images that were published or prodhasdd on these efforts.

Local Earned Media Impressions

Print or broadcast media coverage resulting frolwWS@ctivities such as pitching stories,
disseminating media kits and through interviewse mhmber reflects local stories and
broadcast interviews that were published basedthesetefforts.

PR Presentations

Staff presentations to civic groups, nonprofits Bodinesses. Presentations include
community outreach to promote SCVA programs andices, general tourism-related
issues, convention, meeting and event businesswardll awareness of tourism economic
impact.

Visitor Information Inquiries
Ad inquiries, travelsalem.com, telephone, U.S. pugtiiries — requesting a variety of
information and resources.

TravelSalem.com User Sessions

A User Session measures website traffic and isiddfby the presence of a user with a
specific IP address who has not visited the siten#ly. This type of user typically visits
multiple pages on the TravelSalem.com site.

TravelSalem.com Hits
The total number of requests made to the serverél3alem.com site during a given time
period.

Visitors Center Attendance
The number of visitors to the Visitors Center thia assisted with their travel plans.

Events & Community Activities Assisted

SCVA helps promote community events and activitnesugh the Visitors Center,
TravelSalem.com, broadcast consumer and industayl gpublic relations and media
exposure, and general information resources.

Real-Time Conventions/Events
Conventions/events that actually take place dutegcurrent month. The business may have
been booked in a previous year, but it is reparigtie month when it actually takes place.

Number of Delegates

The estimated number of delegates attending Reaé TGonventions/Events. When
possible, the actual number of delegates is regavteen the figure has been verified
with the conference meeting planner and/or venue.
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Number of Room Nights

The estimated number of room nights from the ReaelConventions/Events.
When possible, the actual number of room nightepsrted when the figure has
been verified with the conference meeting planme¥@ venue.

Sales Leads Generated
The number of leads of potential business thatisteibuted to venues.

Bookings
The number of leads that resulted in a confirmeakbng taking place at a venue in the
future.

SALES ACTIVITIES
Direct Contact
The number of meeting/conference/event plannetsatiegacontacted in face-to-face
appointments or through tradeshows.

Phone/Email
The number of meeting/conference/event plannetsatieacontacted via phone or
email.

Sales Packets Distributed
The number of packets mailed to meeting/conferevest planners per request or as
a result from Direct Contact.

Site/FAM Tours

A Site Tour is when the Director of Sales takesegtimg planner, group of meeting
planners or group tour operator on a showcaseafougnues (e.g. hotels, meeting
facilities). A Familiarization Tour (FAM) is whermé Director of Sales takes a
meeting planner, group of meeting planners or gtoup operator on a showcase
tour of Salem's attractions, restaurants, shopgtug,

Referrals
The number of times a location is recommendedr@ating planner verbally or by
email.

Conference Facility Guide Downloads from Website
The number of times a meeting planner download€trderence Facilitsuide
from Travelsalem.com.

CONVENTION & EVENT SERVICES
Conventions Assisted
The number of groups/events that are provided sesyresources and visitor
information.

Visitors Reached

The number of visitors at conferences/events wB€X¢A provides visitor
information.
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Welcome Bags Distributed

Welcome Bags contain promotional information fraodl businesses on what there
is to “see and do” in the Salem area. The WelcormgsBre distributed to
conferences/events and contain information thitiisred to meet the delegates’
interest/needs.

LEVERAGE
Volunteers
The number of volunteer hours worked in the VistGenter or at
conferences/events. The hourly value of this sendggrovided by Points of Light &
Hands On Network.

Media

Local, regional or national media exposure resgltrom SCVA'’s publicity efforts

to promote the region. For print media the valueaisulated using advertising rates
per column inch of what that space would cost i¥8Qad to purchase the
exposure. For broadcast media the value is caémilasing the “air-time” rate of
what that broadcast would cost if purchased.

Advertising

SCVA receives an “agency discount” on media buysabse it is recognized as an
in-house advertising agency. This discount is natlable to individual businesses
purchasing advertising.

In-Kind

SCVA receives donated products and services thadutd otherwise have to
purchase. Examples include office and meeting s@am®unting, legal services,
product donations, advertising, etc.

WVVA/Regional

Travel Oregon receives a statewide one percentrigdgx that it allocates to
regional visitors associations for use in promotagh region to out-of-state visitors.
The monies cannot be allocated to local destinatiarketing organizations. Salem is
included in the Willamette Valley Visitors Assodat (WVVA) along with Eugene
(East Lane County), Corvallis (Benton County), AlpgLinn County), Yamahill
County and South Clackamas County). The WVVA Ba#rBirectors includes key
decision makers from the DMO of each city. This Bodetermines how the
resources will be spent to market the region. SC&#ognizes the WVVA financial
resources allocated from Travel Oregon as leverage.
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