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SECOND QUARTER REPORT 2007-08 
October, November, December 

 

 
INTRODUCTION 
The Salem Convention & Visitors Association (SCVA) is pleased to submit the tourism and 
convention second quarter report for 2007-08 pursuant to City of Salem contract section 
1.1.3. The contract stipulates that quarterly reports include a “financial report, an overview of 
activities, progress statements on meeting ‘scope of services,’ and updated information as 
required in the strategic/business plan.” This report fulfills these contractual requirements.  
 
All programs and services tie back to SCVA’s 07-10 Strategic Plan, and drive toward two 
main objectives: long-term stability for tourism leadership, and increased visitation and 
tourism economic impact. In addition, the quarterly reports connect specific activities and 
initiatives to the 07-08 Business Plan, demonstrating progress to achieve plan goals. 
 
SCVA welcomes the opportunity to present and review this report, answer any questions and 
share information regarding current marketing efforts. 
 
EXECUTIVE SUMMARY 
The second quarter of 2007-08 marked notable strides across all program areas.  

 
SCVA launched its new Membership program in October and 
achieved quick success. The redesigned program, the only one of 
its kind, allows businesses to customize their marketing 
relationship with SCVA by choosing options that fit their needs. 
Members can sign up online using their credit card to take 
advantage of a convenient and user-friendly shopping cart that 
walks them through building their own package. The results were 
monumental as businesses quickly responded and invested in the 
new SCVA. In a short nine-week period, SCVA secured 119 new 
Members (60% of goal) and roughly $51,000 in revenue (50% of 
goal).  

 
The 2008 Official Salem Area Visitors Guide went into production in the second quarter, 
after SCVA secured $107,889 in advertising sales to fully fund costs to publish the guide. 
The guide will feature new visual images, state and county maps, mileage, articles and 
upgraded paper quality to make the eleventh edition of the Salem Area Visitors guide the 
best ever. 
 
SCVA’s public relations efforts prevailed in the second quarter, resulting in dramatic 
increases in local earned media impressions (up 100%) and presentations (up 400%). These 
initiatives drive toward SCVA’s vision outlined in the 07-10 Strategic Plan to: 
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·  Serve as the leader for tourism economic development 
·  Create and sustain top-of-mind awareness for SCVA and tourism in the community 
·  Foster a tourism-friendly culture 
·  Develop communication strategies that engage the community 

 
The 2006 economic impacts of travel from 
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 the Statesman Journal. 
 
The Convention & Event Marketing program realized an increase of 25% in the number of 
conferences/events in the second quarter. However, the corresponding decrease in delegates 
and room nights indicates that they were smaller events with less room nights. A wide 
variety of sales strategies including but not limited to referrals, direct contact and website 
downloads of the Conference & Facility Guide resulted in these increases. All of these 
activities result in leads being generated and conferences/events booking in the Salem area.  
 
In the second quarter, SCVA assisted 214 events and activities in the Salem area. These 
activities include everything from providing ticket information, website services, general 
information, referrals and media promotions, etc. which play a major role in attracting 
visitors to Salem. Beginning in 07-08, this significant number will continue to be included in 
SCVA’s activity report. 

 
Financial statements for the second 
quarter 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 examining progress in three key areas: 
estimated economic impact (EEI), transient occupancy tax (TOT) revenues, and leverage.  

·  EEI results are only available at year end, and will be reported in SCVA’s 07-08 
annual report. 
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·  Second quarter TOT receipts were up 7.3% from the previous year to $608,916. 
·  Second quarter leverage results decreased 49% over the previous year. This is due 

to Visitors Guide leverage being recognized in the second quarter of 06-07, and 
Visitors Guide leverage for 07-08 
won’t be recognized until the third 
quarter. However, it should be noted 
that leverage for the first six months 
of 07-08 (through December) was at 
an impressive $821,673. Please note: 
leverage results are not predictable 
from year to year because SCVA 
can’t guarantee, for example, in-kind 
donations or that a story will be 
printed. However, SCVA strives to 
increase leverage support each year 
by continuing to develop and broaden 
key partnerships. 
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OVERVIEW OF ACTIVITIES  
The SCVA staff tracks numerous statistics throughout the year to monitor, evaluate and adjust 
marketing strategies, staff levels, funding, etc. These internal measurement statistics assist with 
forecasting and trending, and need to be examined as a whole to get a true indication of the 
industry and performance of marketing activities. Outside influences such as gas prices, weather, 
natural disasters, or inflation, etc. will also have an impact on the peaks and valleys that these 
numbers may reflect. 
 
Please refer to the Glossary of Terms for definitions of the following activities. 

Activity & Production Statistics  
2nd Qtr 
07-08 

% Change 
from 06-07 

2nd Qtr 
06-07 

2nd Qtr 
05-06 

Marketing & PR     

National Earned Media Impressions 70 21% 58 73 

Local Earned Media Impressions1 8 100% 4 8 

PR Presentations2 10 400% 2 2 

Visitor Information Inquiries3 2,538 -44% 4,554 6,305 

TravelSalem.com User Sessions4 51,829 -44% 92,664 70,651 

TravelSalem.com Hits5 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 Delegates6 857 -94% 13,619 1,390 

·  Number of Room Nights7 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 Distributed8 20 -89% 182 144 

·  Site/FAM Tours 4 33% 3 5 

·  Referrals  25 n/a n/a n/a 

Convention & Event Services     

Conventions Assisted 14 -26% 19 3 

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

Welcome Bags Distributed 707 n/a n/a n/a 
1 Local Earned Media Impressions – increased results due to more press releases distributed. 
2 PR Presentations – increased results due to efforts to enhance community outreach. 
3 The drop in Visitor Information Inquiries reflects a decrease in Willamette Valley Visitors Association advertising placed 
during the period, as well as a reduced SCVA ad buy in major publications due to cost increases and budget deficiencies. 
4 The decrease in TravelSalem.com user-sessions is due to SCVA switching to a new website host that tracks user-sessions 
differently than the previous host. 
5 TravelSalem.com Hits – online standards are now moving away from measuring “hits” due to search engines and other 
web technologies partially responsible for generating hits. These non-consumer hits create an inaccurate picture of website 
activity. SCVA is working with consultants to realign and determine more meaningful website measurements in 08-09. 
6 Number of Delegates – decrease reflects rotation of conferences in many cases that will not be coming to Salem on a 
yearly basis, but on a bi-annual or a three- to five-year basis. 
7 Number of Room Nights – decrease is tied directly to Number of Delegates 
8 The decrease in Sales Packets Distributed reflects less direct inquiry with SCVA due to a shift of inquiries to the Salem 
Conference Center.  
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Activity & Production Statistics  
2nd Qtr 
07-08 

% Change 
from 06-07 

2nd Qtr 
06-07 

2nd Qtr 
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 Sales – provide services, activities, and 
personnel to promote, solicit, procure and service “convention” business and 
general tourism. Further, the DMO will act as a “gatekeeper” of leads for the DMO, 
the Salem Conference Center, and other venues (as requested). 

 
Results: 
SCVA sent 14 qualified meeting/convention leads to lodging and meeting facilities. 
Work in previous quarters resulted in 12 definite bookings that generated an 
estimated 6,529 room nights. Of the 12 bookings, one was a city-wide event utilizing 
many lodging properties throughout Salem. The 12 definite 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 SCVA has had verbal contact with the 
client and pre-screened the piece of business to be appropriate for Salem (e.g. 
number of delegates, requested amenities, dates required, etc.). The Qualified Lead is 
then distributed to the appropriate venue(s). 
 
Monthly Networking – During the second quarter, staff attended the monthly 
meetings of Society of Government Meeting Professionals (SGMP), Meeting 
Professionals International (MPI) and Oregon Society of Association Management 
(OSAM). These industry associations allow for networking with meeting/conference 
decision makers.  

BP sec 2/a, #11 

BP sec 2/a, #11 

Reference to section in 
07-08 Business Plan 
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Tradeshows and Industry Conferences – Staff coordinated the tradeshow booth for 
the BRAVO Tradeshow at the Oregon Convention Center that attracted more than 
2,000 attendees for the one-day show. Co-op partners were the Red Lion, Salem 
Conference Center and the Oregon State Fair and Expo Center. Due to a scheduling 
conflict with the ASA Conference (Louisville), SCVA partnered with the Salem 
Conference Center to hand out SCVA’s collateral material at the Oregon Society of 
Association Management tradeshow and conference (Portland). SCVA’s CEO 
attended the educational conference; with 90 people attending the two-day 
conference. 
 
Committees – During the quarter, SCVA staff participated in planning committees 
for the 2008 League of Oregon Cities conference to be held at the Salem Conference 
Center and the 2008 Northwest Outdoor Writer’s conference 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 ongoing SCVA projects. These monthly 
meetings are a great opportunity for SCVA to build strong relationships with Salem’s 
lodging properties general managers, directors of sales and to share successes and 
concerns with our Salem partners. 
 
Agility Fund  – SCVA increasingly receives requests for bid money and/or financial 
support from conferences and events seeking to come to Salem. These 
conferences/events receive similar support in other communities. In order for Salem 
to be competitive in the bid process, SCVA needs to be able to respond quickly to 
these requests and have the financial resources available to secure the business for 
Salem. Some events require the local destination marketing organization (DMO) or 
other group to sponsor a portion of their event (e.g. dinner, tour, etc.). Other 
opportunities require bid money to participate in a request for proposal. Angie Morris 
and Debbie McCune began this dialogue with Contract Administrator Barbara 
Roberts in December, to evaluate options available to secure a significant piece of 
business seeking to come to Salem. Conversations around creating an Agility Fund 
will continue into the next quarter. 

 
B. Visitor Hospitality Services – provide services, activities, and personnel to create 

and sustain hospitality programs that allow visitors to receive information and 
assistance while recreating in and visiting the City. This includes utilizing a broad 
array of tools (i.e. visitor center, visitor guide, telephone, on-site information booths, 
fax, Internet, etc). 

 
Results: 
The Salem Visitors Center assisted 5,166 visitors during the second quarter. This 
represented an increase (16.7%) over the same period of FY 06-07. The increase is 
the first significant increase in Salem’s Visitors Center attendance since 2004. 
Salem’s Visitors Center attendance has remained fairly flat over the last three years, 
while many areas throughout Oregon have reported a decline in Visitors Center 
attendance. 
 
Convention and event services are an integral part of SCVA’s strategy to keep groups 
coming back to Salem. Services may include, but are not limited to, visitor 

BP sec 2/a, #11 

BP sec 2/a, #11 

BP sec 2/b, #7 

BP sec 2/c, #8 

BP sec 2/a, #11 

BP sec 1/a, #5 and 
sec 2/a, #5 
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information tables, welcome bags tailored to group needs with special offers from 
businesses, tour itineraries (pre and post), transportation options, entertainment and 
speaker referrals. During the quarter SCVA provided services 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 217 hours during the second quarter, 
or $3,906 worth of service to our community. Volunteers/Boosters meet monthly and 
assist visitors in the Visitors Center and with information tables at conferences, 
meetings and events. The annual Volunteer/Booster Holiday breakfast was held 
during the second quarter. Forty volunteers attended this holiday appreciation event. 

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

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

 
Results: 
Softball – During the quarter, staff attended the Amateur Softball Association 
Annual Council Convention (ASA) held in Louisville, Ky. to bid on national 
tournaments. Along with City of Salem staff from the Parks and Recreation 
Department, the Salem delegation was successful in securing two tournaments for 
2009. 

  
07-08 Business Plan – As outlined in the plan for future quarters, staff will be 
developing a comprehensive inventory of sports and recreation venues, as well 
researching regional opportunities and niche markets. 

 
D. General Tourism Marketing – provide services and personnel to research and 

implement a wide variety of industry proven practices to market Salem, including 
using regional partnerships. 

BP sec 2/b, #10 

BP sec 2/c, #8 

BP sec 2/a, #6, 9 
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Results: 
2007 Salem Area Visitors Guide Distribution 
As of December 30, 2007 SCVA distributed 128,000 Salem Area Visitors Guides. 
There were 150,000 of the 2007 Visitors Guides printed to meet the overwhelming 
demand, a 20% increase over previous years. The majority of SCVA’s distribution 
outlets include 800 locations throughout Oregon, Washington, California and British 
Columbia, however, the guides are also distributed domestically and internationally 
as requested. SCVA has received accolades from consumers as well as the visitor 
industry regarding the usefulness and beauty of the 2008 Visitors Guide. The detailed 
information, visual elements, sample itineraries and overall quality of the guide have 
helped make the Salem Area Visitors Guide one of Oregon’s finest guides with the 
largest distribution.  

 
2008 Salem Area Visitors Guide 
During the second quarter, SCVA began production of the 2008 Salem Area Visitors 
Guide securing $107,889 in advertising sales. Ad revenues declined 5% from 2007 to 
2008 due to the loss of 23 advertisers and 3 existing advertisers that decreased their 
ad size between 33% and 50%. The loss of advertisers was due in part to SCVA’s 
new Membership program which was launched in October. Businesses hadn’t 
budgeted for both a display ad and new Membership dues, so they had to choose due 
to budget constraints. However, advertising revenue of $107,889 is significant and 
covered the cost to produce the 2008 guide. 
 
The 2008 Visitors Guide is being completely reformatted and redesigned to meet the 
needs of visitors and our advertising partners. It will be broken into four main 
geographic sections including Salem/South Marion County, North Marion County, 
East Marion County and Polk County. The new geographic format allows visitors to 
determine actual travel time and mileage, and entice visitors to 
lengthen their stay. The redesigned format is more attractive to 
advertisers who are located in each of the regions. New visual 
images, state and county maps, mileage, articles and upgraded 
paper quality will make the eleventh edition of the Salem Area 
Visitors guide the best ever. 
 
Advertising 
SCVA received 1,546 advertising inquiries during the second 
quarter. The 2008 advertising campaign will break in February 
and continue through June 2008. The new creative concept for 
the 2008 campaign was developed and uses an intriguing play 
on words that relates to a visual image intended to “hook” the 
consumer. A series of four ads has been developed and once 
the ad campaign breaks the inquiry fulfillment piece will be 
the 2008 Salem Area Visitors Guide. 
 
TravelSalem.com Website 
The SCVA TravelSalem.com website had 1,115,363 hits (1.5% increase) during the 
second quarter, 51,829 user sessions and 423 inquiries (30% increase). During the 
quarter, SCVA continued to work on the TravelSalem.com redesign. A new 

BP sec 2/b, #8 & #10 

BP sec 2/b, #10 

BP sec 2/b, #2 

BP sec 2/b, #3 
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Membership and sponsorship shopping cart was 
created to assist with online recruitment. Activities 
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 and 
provide convenient payment options 

·  Added consumer e-newsletter opt-in option 
 
Earned Media 
SCVA pitched storylines and events to the media throughout the quarter. SCVA’s 
efforts generated 70 Salem area media impressions during the second quarter which 
were published in Northwest.com, NW Senior News, Mid-Valley Mom's, NW Meeting 
& Events, VIA OR/ID, Northwest Travel, Travel Oregon E-Newsletter, and Smart 
Meetings. 
These are Salem area articles, event listings and Salem mentions in travel 
publications and newspapers as well as television coverage generated through SCVA 
press kits and publicity efforts. 
 
Public Relations (also relates to section G: Image and Community Outreach) 
SCVA distributed five press releases to the local media during the quarter: 

·  Outdoor Offerings Attract Northwest Outdoor Writer’s to Salem 
·  Ekins Joins Promotional Team at the Salem Convention & Visitors 

Association 
·  New Oregon Wine Adventure Offers Wine Tourism via Foot, Bike and Canoe 
·  Salem Softball in Full Swing Winning Award of Excellence 
·  SCVA Launches membership Program & Releases New Economic Impact of 

Travel Data 
 

SCVA conducted 4 radio interviews on KBZY during the quarter promoting events 
and activities in the Salem area, as well as the importance of tourism to Salem as an 
economic generator. October highlighted SCVA’s Membership kick-off and the 
importance of Salem’s tourism industry, as well as fall bounty, harvest festivals and 
pumpkin patches; November highlighted Salem’s Thanksgiving winery open houses 
and “wine crush,” December highlighted holiday activities such as the Greens Show, 
Festival of Lights Holiday Parade and a promotion that reminded residents to drive 
safely during the holiday season. 
 
SCVA staff gave 10 presentations that included the Oregon Tourism Commission, 
Marion County Economic Development Advisory Board, Salem Cultural Tourism 
Promotion Advisory Board, Oregon Society of Association Management, Salem Area 
Lodging Association, Statesman Journal Editorial Board, Marion and Polk County 
Chambers and others. 
 

·  SCVA was invited to do a presentation for the Oregon Tourism Commission 
(OTC), at their quarterly Commissioner’s Meeting held at the Salem 

BP sec 2/b, #1, 5 

BP sec 2/b, #1 

BP sec 2/b #1 & #6 

BP sec 2/b, #1 
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Conference Center in December. Angie Morris took advantage of the 
opportunity to promote the wide array of economic development activities 
happening in the city and region, and the extensive collaboration between 
organizations and businesses to make Oregon’s capital city a vibrant 
destination. 

 
SCVA met with the Editorial Board of the Statesman Journal in November to talk 
about SCVA’s new direction, and discuss tourism’s role as an economic development 
generator. A formal presentation was made, and a subsequent feature article was 
published on November 24, 2007. SCVA plans to continue the dialogue about 
tourism’s role in the local economy, and developing a partnership with the Statesman 
to promote key messages. 
 
Event Marketing 
SCVA assisted 214 community and regional events with marketing efforts such as 
website services, general information, referrals and media promotions. SCVA also 
promoted these events through the Association’s consumer e-newsletter to help build 
attendance. 
 
Writer FAM Tour 
SCVA assisted the Travel Oregon office with a familiarization tour for writers and 
editors from Swishy magazine. Swishy is a Mexican travel publication that targets 
women for travel and leisure. SCVA made the arrangements for the Salem portion of 
the tour. The Travel Oregon office and SCVA’s clipping service will monitor if any 
Salem area coverage results. 

 
Research  
SCVA received the Economic Impacts of Travel 1992-2006, Salem Oregon report 
from Dean Runyan Associates. The report revealed that Salem’s visitor spending 
grew 12.8% to $221.7 million in 2006. (Total travel spending was $226 million. This 
includes Salem residents travel arrangements outbound. The $221.7 million is 
spending by visitors to Salem only.) The full report can be found on 
www.TravelSalem.com. 
 
The report revealed visitor spending by commodity purchased as follows: 
1.  Ground Transportation & Motor Fuel   $101.9 million 
2.  Food & Beverage Services     $  38.4 million 
3.  Accommodations      $  27.2 million 
4.  Retail Sales      $  20.9 million 
5.  Arts, Entertainment & Recreation    $  20.3 million 
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 of representatives from 
Woodburn, Aurora, Hubbard, St. Paul, Mt. Angel, Silverton and Stayton. NWVTA’s 
mission is to attract more day and overnight visitors to the north Valley. 

 

BP sec 2/b, #10 

BP sec 2/b, #6, 7 

BP sec 2/b, #5 & #8 

BP sec 2/b, #10 

BP sec 2/b, #1 
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Willamette Valley Visitors Association (WVVA) – SCVA’s Tourism Marketing & 
PR Director, Irene Bernards was elected as WVVA’s Vice President for FY 07-08. 

 
WVVA met throughout the second quarter to work on Willamette Valley marketing 
projects. WVVA’s purpose is to generate visitation and increase visitor expenditures 
within the Valley. SCVA continues to be an active partner 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 
Gourmet Magazine and Traveler Magazine. 
SCVA will fulfill consumer inquiries from 
these ads with the Salem Area Visitors 
Guide. 

 
·  OregonWineCountry.org Website - WVVA 

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 website. WVVA will 
be unveiling a website contest during the third quarter to build readership 
and consumer e-news subscriptions.  

 
Oregon 150 – SCVA participated with the City of Salem’s Oregon 150 meeting to 
brainstorm Oregon 150 ideas for the City to implement during the 2009 celebration. 
 
Polk County - SCVA met with Polk County Chambers during the second quarter to 
review regional marketing partnerships. The Polk County Chambers were very 
supportive and will engage with SCVA where possible. 
 
Marion County  – SCVA met with the Marion County Chambers during the second 
quarter to review regional marketing partnerships. The communities of Silverton and 
Woodburn signed on to have a stronger presence in the 2008 Salem Area Visitors 
Guide with special advertising sections. The Chambers in Marion County are 
supportive of SCVA and are willing to participate with regional promotions as 
appropriate. 
 
Team Salem – During the quarter SCVA organized and led a Team Salem meeting 
which gathered representatives from the following organizations:  

BP sec 2/b, #7 

BP sec 2/d, #2 

BP sec 2/d, #2 

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

BP sec 1/a, #4 & 
BP sec 2/b, #6 

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

BP sec 2/b, #5 & 6 
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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 South. SCVA shared cooperative leisure 
and convention marketing opportunities and requested partnerships to assist with 
city-wide events and activities such as softball tournaments. Each representative in 
attendance gave an update, which was beneficial for overall communication, cross 
promotion and collaboration. For many years SCVA has made a concerted effort to 
engage the Salem area attractions with Team Salem, and previously the Tourism 
Advisory Committee, to discuss cooperative marketing opportunities and cross 
promotion. While only a handful of Salem’s attractions attend the meetings – SCVA 
continually strives to build attendance of this industry sector. 

 
E. Management, Support Services and Accountability – provide general 

management, strategic planning, support to Board of Directors and Executive Board, 
fiscal services, marketing evaluations, and record keeping functions. 

 
Results: 
07-08 Financials – Please refer to the attached financials for the second quarter. 
 
07-09 Business Plan – Staff and the Board of Directors completed the 07-09 
Business Plan. The plan drives toward the goals and objectives outlined in the 07-10 
Strategic Plan. While the plan focuses on 08-09 activities, the 07-09 Business Plan 
reflects a two year period in an effort to continue and expand the work defined in the 
07-08 Business Plan.  
 
The 07-09 Business Plan went through an extensive review process, and was 
approved by the Board of Directors on December 6, 2007. Highlights of growth 
opportunities reflected in the plan include: 

·  Collaboration with Go Downtown to co-producing a downtown Restaurant 
Guide 

·  Addition of a full-time public relations professional to promote Salem area 
attractions and events to out-of-market media, with the ultimate goal of 
enhancing Salem’s image 

·  Increase SCVA Membership base to 300 businesses, including 25% regional 
Members 

·  Explore feeder city opportunities in the Northwest to increase convention & 
event business 
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·  Holiday ad campaigns targeting local consumers 
·  New TravelSalem.com components including virtual tours, podcasting and 

blogs 
 
SCVA’s CEO met with Chair Margot Crow and staff Kelley Jacobs from the Cultural 
& Tourism Promotion Advisory Board (CTPAB) on December 19, 2007 to review 
and discuss details of the plan. The plan was officially submitted per contract to the 
City of Salem on December 19, 2007. The 07-09 Business Plan can be found on the 
TravelSalem.com website under “Resources” then “Reports/Research.” 
 
Board Committees 
SCVA’s Membership and Finance Committees continued to meet throughout the 
quarter. 
 

F. Partnership Development – plan and implement short- and long-term strategies to 
build support and partnerships with community members and businesses within the 
City and within the region to enhance the City’s and region’s attractiveness as a 
tourism and recreation destination. 

 
Results: 
Membership – SCVA officially went live with its new Membership program on 
October 24, 2007. The program revolves around a cutting-edge approach to 
Membership that is not found anywhere else in the industry. At the heart of the 
program is flexibility, innovative marketing solutions (U-Pick Options) and an online 
shopping cart for easy and convenient purchases. The program was launched via 
email to roughly 2,000 Salem area businesses. The community responded in an 
overwhelming way, voting “Yes!” for SCVA with their Membership investments. 
Membership activity in the second quarter generated the following results in a short 
nine-week period: 
 

# of Members % of Goal Revenue
% of Rev 

Goal
Purchased by 
Credit Card

Inside 71 47% 33,964$    33% 62%
Outside 33 66% 16,651$    16% 48%
Reciprocal 15 495$         
TOTAL 119 60% 51,110$    50%  

 
This quick success reflects the desire of the business community for results-driven 
marketing solutions to promote their products and services to consumers. Compare 
second quarter results of this program launch to SCVA’s previous Membership 
program: SCVA had 356 members generating $60,000 annually at the height of its 
previous Membership program. 
 
The program is on track to meet benchmarks triggering the hire of a Community 
Development Director to drive program success and growth. SCVA plans to have the 
new position filled in the third quarter. 
 
Salem Vision 2020 
SCVA was officially appointed to this task force in the second quarter, and began 
participating in the dialogue about what downtown should/could be in the year 2020. 

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

BP sec 2/d, #2 

BP sec 2/d, #2 



14 of 19 

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

 
Downtown Visitors Center 
In an effort to increase visibility and relevance of tourism to the local community, 
SCVA began exploring a downtown location for a Visitors Center (VC). A variety of 
partnerships are being explored to help make a downtown VC a viable option. 
Conversations took place with the City of Salem, Go Downtown, Salem Art 
Association, ArtSmart, Chemeketa Community College, Marion County Historical 
Society and other private partners. The concept for this VC features a variety of non-
traditional marketing options. 
 
SCVA met with the Salem Conference Center (SCC) to determine if this could be a 
feasible location for the VC. While the concept described above isn’t viable due to 
space limitations and user constraints, other opportunities for a modular kiosk system 
will be explored at SCC. 
 
SCVA will continue to research downtown locations, and seek partnerships that 
advance this exciting opportunity. 
 
Go Downtown Salem! 
SCVA and Go Downtown met regularly during the quarter to discuss collaborative 
opportunities. Suzi Bicknell is interested in working together on a downtown 
restaurant guide and will discuss the concept with her board of directors. A 
downtown restaurant association is being formed which might also want to partner on 
the project. 
 
Cultural & Tourism Promotion Advisory Board (CTPAB)  
CTPAB Chair Margot Crow, city staff Kelley Jacobs and Angie Morris began 
meeting regularly during the quarter to discuss tourism marketing strategies. In an 
effort to help educate SCVA and CTPAB about the mission and goals of each 
organization, it was decided to hold a SCVA orientation for members of CTPAB, and 
invite them to an upcoming SCVA Board meeting where they in turn could do a 
CTPAB orientation for SCVA Board members. Angie Morris will 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 Salem task force assigned by City 
Council to “place welcome signs at the gateways of Salem.” The first meeting was 
held in November to develop initial strategy and action items. In the third quarter, the 
group will prepare a recommendation to City Council on location, design and budget. 
 
Salem Area Chamber of Commerce – Leadership Youth 
SCVA worked with the Chamber to recruit two Leadership Youth individuals to 
bring their perspective to the SCVA Board of Directors. SCVA continually strives to 
reach out to various generations and leverage their network and unique sense of what 
there is to see and do. 
 

BP sec 2/b, #1 & #4, 
and sec 2/d, #2 

BP sec 2/d, #2 
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A.C. Gilbert’s Discovery Village Museum Assessment Program 
Angie Morris was asked to serve as a member of the core team for A.C. Gilbert’s 
Discovery Village Museum Assessment Program (MAP). The purpose of the team is 
to provide collegial, consultative feedback that the museum can use to set priorities 
and identify needs for change. The group met two times 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 quarter per recommendation by 
Commissioner Pattie Milne. A presentation was made to the board about SCVA’s 
new direction and concentrated regional focus. In December, Angie Morris was asked 
to serve on the board. SCVA continues to participate each month, and plans to submit 
a grant application for funding from Marion County later in the year. 
 
Woodburn Area Chamber of Commerce (WACC) 
SCVA met with WACC in December to discuss possible contract services for 
tourism promotion. The Chamber currently operates a Visitors Center and wants to 
expand and formalize a broader scope of programs and services targeting the visitor 
industry. The exploratory meeting revealed synergies between SCVA’s long-term 
strategic plan and WACC’s desire to partner. Dialogue will continue into the third 
quarter. 
 
Polk County 
SCVA continues to attend monthly Polk County “Mayors’ Breakfast” meetings with 
Commissioners, Mayors and City Managers. SCVA reports on the Association’s 
activities and encourages Polk County participation and partnership. 
 
Corvallis Tourism 
Angie Morris met with Corvallis Tourism’s CEO John Hope-Johnstone in November 
to share industry knowledge and proven website tactics. Ideas were discussed about 
the use of podcasting, virtual tours, and Visitors Center technology. 

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

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

 
Results: 
Oregon Business Magazine Tour – as a follow-up to Oregon Business Magazine’s 
(OBM) Salem tour in September 2007, SCVA participated in the Portland tour on 
October 5. The tour included Bob’s Red Mill in Milwaukie, Oregon Iron Works, 
Rodgers Instruments (organ manufacturers), Christensen Yachts, The Columbian’s 
brand new headquarters in Vancouver, a trip on OHSU’s new tram, and a briefing by 
the CEO of Burgerville on sustainable/green business practices. Connections were 
made with the Portland Business Alliance (Portland’s Chamber of Commerce), 
Portland General Electric, and a variety of other government organizations and 
private businesses. 
 
Earned Media Coverage – refer to “General Tourism Marketing” above for 
overview statewide and national coverage. In addition, 8 local media impressions 

BP sec 2/b, #1, 7 
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were generated in the Statesman Journal, Salem Business Journal, Chamber Business 
News, and KBZY. 
 
Public Relations – refer to “General Tourism Marketing” above for overview of 
press releases, interviews and presentations. 

BP sec 2/b, #1 
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GLOSSARY OF TERMS 
Activity & Production Statistics 

 
National Earned Media Impressions 
Print or broadcast media coverage resulting from SCVA activities such as pitching stories 
and disseminating media kits. The number reflects regional or national stories, events, 
mentions and images that were published or produced based on these efforts. 
 
Local Earned Media Impressions 
Print or broadcast media coverage resulting from SCVA activities such as pitching stories, 
disseminating media kits and through interviews. The number reflects local stories and 
broadcast interviews that were published based on these efforts. 
 
PR Presentations 
Staff presentations to civic groups, nonprofits and businesses. Presentations include 
community outreach to promote SCVA programs and services, general tourism-related 
issues, convention, meeting and event business, and overall awareness of tourism economic 
impact.  
 
Visitor Information Inquiries 
Ad inquiries, travelsalem.com, telephone, U.S. post inquiries – requesting a variety of 
information and resources. 
 
TravelSalem.com User Sessions 
A User Session measures website traffic and is defined by the presence of a user with a 
specific IP address who has not visited the site recently. This type of user typically visits 
multiple pages on the TravelSalem.com site. 
 
TravelSalem.com Hits 
The total number of requests made to the server/TravelSalem.com site during a given time 
period. 
 
Visitors Center Attendance 
The number of visitors to the Visitors Center that are assisted with their travel plans. 
 
Events & Community Activities Assisted 
SCVA helps promote community events and activities through the Visitors Center, 
TravelSalem.com, broadcast consumer and industry email, public relations and media 
exposure, and general information resources. 
 
Real-Time Conventions/Events 
Conventions/events that actually take place during the current month. The business may have 
been booked in a previous year, but it is reported in the month when it actually takes place. 
 
 Number of Delegates 

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

 
Sales Leads Generated 
The number of leads of potential business that are distributed to venues. 
 
Bookings 
The number of leads that resulted in a confirmed booking taking place at a venue in the 
future. 
 
SALES ACTIVITIES 
 Direct Contact 

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

 
Phone/Email 
The number of meeting/conference/event planners that are contacted via phone or 
email. 

 
 Sales Packets Distributed 

The number of packets mailed to meeting/conference/event planners per request or as 
a result from Direct Contact. 

 
 Site/FAM Tours 

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

 
 Referrals 

The number of times a location is recommended to a meeting planner verbally or by 
email. 

 
 Conference Facility Guide Downloads from Website 

The number of times a meeting planner downloads the Conference Facility Guide 
from Travelsalem.com. 

 
CONVENTION & EVENT SERVICES 

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

 
 Visitors Reached 

The number of visitors at conferences/events where SCVA provides visitor 
information. 
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 Welcome Bags Distributed 
Welcome Bags contain promotional information from local businesses on what there 
is to “see and do” in the Salem area. The Welcome Bags are distributed to 
conferences/events and contain information that is tailored to meet the delegates’ 
interest/needs. 

 
LEVERAGE 
 Volunteers 

The number of volunteer hours worked in the Visitors Center or at 
conferences/events. The hourly value of this service is provided by Points of Light & 
Hands On Network.  

 
 Media 

Local, regional or national media exposure resulting from SCVA’s publicity efforts 
to promote the region. For print media the value is calculated using advertising rates 
per column inch of what that space would cost if SCVA had to purchase the 
exposure.  For broadcast media the value is calculated using the “air-time” rate of 
what that broadcast would cost if purchased. 

 
 Advertising 

SCVA receives an “agency discount” on media buys because it is recognized as an 
in-house advertising agency. This discount is not available to individual businesses 
purchasing advertising. 

 
 In-Kind 

SCVA receives donated products and services that it would otherwise have to 
purchase. Examples include office and meeting space, accounting, legal services, 
product donations, advertising, etc. 

 
 WVVA/Regional 

Travel Oregon receives a statewide one percent lodging tax that it allocates to 
regional visitors associations for use in promoting each region to out-of-state visitors. 
The monies cannot be allocated to local destination marketing organizations. Salem is 
included in the Willamette Valley Visitors Association (WVVA) along with Eugene 
(East Lane County), Corvallis (Benton County), Albany (Linn County), Yamhill 
County and South Clackamas County). The WVVA Board of Directors includes key 
decision makers from the DMO of each city. This Board determines how the 
resources will be spent to market the region. SCVA recognizes the WVVA financial 
resources allocated from Travel Oregon as leverage. 


