
 
 

City of Salem, Oregon 

Salem Cultural and Tourism Promotion Advisory Board 

December 10, 2024 
6 PM – 8 PM, In PERSON Library Anderson Room A 

and via Zoom 
& 

City of Salem Planning Division YouTube Channel 

Link: 
https://www.youtube.com/channel/UCUsS60lpf8AGI1u24Yg248Q/ 

 

Si necesita ayuda para comprender esta información, por favor llame 
503-588-6173 

 
 
Board Members 
Ryan Gail -Chair; Carlee Wright -Vice-Chair; Omar Alvarado;  Roger Williams; Erin 
Zysett; Betsy Vega; Tony Pisicoli; James Franklin; Vacant 

 
Staff 
Chris Neider, Staff Liaison; Kelly Kelly, Staff Support 

 
AGENDA 

 
1. Welcome and Call to Order 

 
2. Approval of Agenda for December 10, 2024 

 
3. Typical CTPAB Year 

 
4. Approval of Minutes from September 10, 2024. 

 
5. Public Comment - Appearance of persons wishing to address the Board 

on any matter other than those which appear on this Agenda. 

 
6. Items Requiring Action – 

 
1. Travel Salem Annual Report Presentation 
2. Public Acknowledgment of Potential Conflicts of Interest by CTPAB 

board members 
3. Review of Facility Operator TOT Applications and CIP Grants 

 
7. Cultural Tourism Fund Report – November 2024 Report 

 

8. Facility Operating Grant Reports – 1st Qtr Reports A.C. Gilberts 
Childrens Museum, Deepwood Estate & Gardens, Elsinore Theatre, 
Hallie Ford Museum of Art, Salem Art Association, Salem Multicultural 

https://www.youtube.com/channel/UCUsS60lpf8AGI1u24Yg248Q/


Institute, Salem Riverfront Carousel, Willamette Art Center, Willamette 
Heritage Center–Annual Reports – Deepwood Estates & Gardens, 
Salem Multicultural Institute (Annual & 4th Qtr) 

             
9. Event Grant Reports – Ceili of the Valley Society – Samhain New Year 

Festival, Englewood Forest Festival, Family Building Blocks – Riverfront 
Family Festival, Helping Hands Resources – Quiltopia Oregon Quilt Show 
2024, Hoopla – Hoopla XXV, Salem Seekers – Glass birds in the Park 

 
10. Capital Improvement Reports – A.C. Gilbert’s – Little Gem Restoration, 

Willamette Heritage Center – HVAC Replacement & Installation 
 

11. Roundtable Discussion and Appearance of Interested Citizens – 
Opportunity for those attending the meeting to address the Board and 
share upcoming events. (All) 

 
 

12. Other Business & Parking Lot Items for Future Discussions (All) – 
None 

 
13. Adjournment 

 
Next Meeting: will be January 14th Event Grant Reviews. 

 
This meeting is being conducted in person with remote attendance available to the 
public. Interested persons may view the meeting online on YouTube. Please submit 
written comments on agenda items, or pre-register to provide Public Comment on 
items not on the agenda, by 5 p.m. or earlier one day prior to the day of the meeting at 
cneider@cityofsalem.net 

 
Special accommodations are available, upon request, for persons with disabilities or those 
needing sign language interpretation, or languages other than English. To request 
accommodations or services, please call 503-540-2371 (TTD/TTY 503-588-6439) at 
least two business days in advance. 

 
It is the City of Salem’s policy to assure that no person shall be discriminated against 
on the grounds of race, religion, color, sex, marital status, familial status, national origin, 
age, mental or physical disability, sexual orientation, gender identity, and source of 
income, as provided by Salem Revised Code 97. The City of Salem also fully complies 
with Title VI of the Civil Rights Act of 1964, Americans with Disabilities Act of 1990, and 
related statutes and regulations, in all programs and activities. 
 

https://www.youtube.com/channel/UCUsS60lpf8AGI1u24Yg248Q/
mailto:cneider@cityofsalem.net
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 M I N U T E S  
CULTURAL AND TOURISM PROMOTION ADVISORY BOARD 

Tuesday, September 10, 2024 
Live and Remote (Hybrid) Meeting, 

 In Library Anderson Room A, and via ZOOM 
https://www.youtube.com/watch?v=PLiCD7P1gHw 

 
MEMBERS PRESENT 
Ryan Gail - Chair  
Carlee Wright – Vice Chair 
Roger Williams 
Erin Zysett (Remote) 
Betsy Vega (New) 
Vacancy (3) 
 
STAFF PRESENT 
Chris Neider, CS Program Manager III 
Kelly Kelly, CS Staff Assistant 

 
 MEMBERS ABSENT 
 

 Omar Alvarado  
 

 
     GUESTS   

Live Meeting held in Library Anderson Room 
A.  Guests were allowed to attend via Zoom for 
this meeting.  Guests were also able to view 
via YouTube Live.  

 
GUESTS 
Sally Litchfield - The Elsinore (Remote) 
Christian Crow, Willamette University 
Kara Kuh – Travel Salem 
Yvonne Putze – Deepwood (Remote) 
Yvonne Putze, Deepwood Museum and Gardens 
Lisa Joyce – Willamette Art Center (Remote) 
 

 
1. WELCOME AND CALL TO ORDER 
  Chris Neider began the meeting at approximately 5:59 p.m. with a quorum 5 of  6 members 

present.   
   
 Chair, Ryan Gail opened and administered the meeting. Chris Neider took attendance. 
  
 Members Present: Ryan Gail, Carlee Wright, Erin Zysett, (Remote), Roger Williams, 
 and Betsy Vega. 
       Members Absent:  Omar Alvarado 
 Staff Present: Chris Neider, Kelly Kelly,  
  
2. APPROVAL OF AGENDA FOR September 10, 2024 

 Motion:  To approve the September 10, 2024, CTPAB monthly meeting agenda. 
 
Motion by:                  Carlee Wright 
Seconded by:             Roger Williams  
ACTION:    APPROVED 
Vote:              5-0   

Item 4 

 

Item 3.a. 

https://www.youtube.com/watch?v=PLiCD7P1gHw
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Aye:   5 
Nay:   0  
Abstentions:  0  
 

3. TYPICAL CTPAB YEAR 

4. APPROVAL OF MINUTES FROM  JULY 9, 2024 

Motion:  To approve the July 9, 2024, CTPAB monthly meeting minutes 
Motion by:                 Roger Williams 
Seconded by:            Carlee Wright 

   ACTION:   APPROVED 
Vote:  5-0   
Aye:  5 
Nay:  0  
Abstentions:  0  

 
5.     PUBLIC COMMENT – limited to three minutes per organization and pertaining to items on  

the agenda. -  
        Yvonne Putze from Deepwood Museum & Gardens shared she will be moving to Lord & 

Schryver Conservancy in the months to come. Yvonne assured us the Deepwood team 
would continue connection with the CTPAB and keep things running smoothly at 
Deepwood.  The CTPAB thanked Yvonne for her years of excellent service with 
Deepwood and look forward to continued connection with her from Lord & Schryver. 

 
6.   ITEMS REQUIRING ACTION – 

       
1. Review of updated TOT Grant Applications – 

The group discussed allowing a few extra days for the Grant Turn-In deadline and 
elected to move the Turn-In Deadline to Monday, November 18th, 2024. 
 

Motion:  To move the Grant Turn-In Dealine to Monday, November 18, 2024. 
 

Motion by:                 Carlee Wright 
Seconded by:            Erin Zysett  
ACTION:   APPROVED 
Vote:   5-0   
Aye:   5 
Nay:   0  
Abstentions:  0  
 

  Note:  Chris – Change Press Release to match the November 18th deadline in the Grant  
  Manual. 

 
2. Public Announcement of the next TOT Grant Orientation schedule 
    Mandatory Grant Orientation for organizations seeking to apply for the TOT 25/26 
    Grant Cycle will be Tuesday, 10/8, 6 PM via Zoom, and Thursday, 10/10, 2 PM, via  

      Zoom.  Contact Chris Neider or Kelly Kelly for the Zoom link.  The links will be sent in 
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the regular “agenda email,” for those that receive regular monthly CTPAB Agendas and 
announcements.  

 
 
7. CULTURAL TOURISM FUND REPORT -  Draft FY 2024 Report 
 
 
8. Facility Operating Grant Reports – 4th Qtr Reports: Deepwood Estates & Gardens, 

Elsinore Theatre, Hallie Ford Museum of Art, Salem Riverfront Carousel, Willamette Art 
Center.  Annual Reports – Elsinore Theatre and Hallie Ford Museum of Art. 

 
9. Event Grant Reports – Capitol Pride – March and Block Party, Casa de la Cultura Tlanese 

– Dia de la Muertos y Concurso de Huapango Huasteco 2023, Salem Multicultural Institute 
– World Beat Festival, Theatre 33 – New Play Summer Festival.  

 

10. Capital Improvement Reports – None 
 

11. Roundtable Discussion and Appearance of Interested Citizens – Opportunity for 
those attending the meeting to address the Board and share upcoming events. (All) 
 

Kara Kuh-Travel Salem shared they have updated their Cultural Heritage brochures, 

and thanked Yvonne Putze for her help on the project. Updated Travel Salem Visitors 

Guides should be ready in March.  Iron Man was a great success again this year.  The 

Mid-Willamette Valley Tourism Summit is coming soon.  All TOT organizations are 

welcome. Details are on the TravelSalem.com calendar. Sally Litchfield of The Elsinore 

noted they are launching into their 99th Season. Season Programs are coming out soon. 

Lisa Joyce of Willamette Art Center noted she survived her first State Fair Artisan’s 

Village.  She learned a lot and has lots of ideas for next year. Empty Bowls is coming 

up, weekend before  Thanksgiving. Carlee Wright brought and share Pres Play Salem 

magazines – hot of the press!  Contact her if more are wanted.  

Chris noted TOT Mandatory Grant Orientations will be Thursday, October 8th, in place of 

the regular TOT evening meeting, and Thursday, October 10th, 2-4 PM.  All interested in 

applying for TOT Grants will need to attend one of the two offered orientations.   

CTPAB Board Members are encouraged to attend one or both meetings, to offer their 

experience and insights to grant applicants.   

 

Grant attendees should contact Chris or Kelly for the ZOOM link for one of the two 

meetings.  CNeider@cityofsalem.net; Kskelly@cityofsalem.net. 

 
12. Other Business & Parking Lot Items for Future Discussions (All) – None 

mailto:CNeider@cityofsalem.net
mailto:Kskelly@cityofsalem.net
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Next Meeting: will be October 8th Grant Orientation, 6 PM, or  Thursday, October   
10, 2 PM, via Zoom. 
 

13.  Adjournment 

 
This meeting is being conducted in person with remote attendance available to the public. 
Interested persons may view the meeting online on YouTube. Please submit written 
comments on agenda items, or pre-register to provide Public Comment on items not on the 
agenda, by 5 p.m. or earlier one day prior to the day of the meeting at 
cneider@cityofsalem.net 
 

Special accommodations are available, upon request, for persons with disabilities or those 
needing sign language interpretation, or languages other than English. To request 
accommodations or services, please call 503-540-2371 (TTD/TTY 503-588-6439) at least 
two business days in advance. 

 
It is the City of Salem’s policy to assure that no person shall be discriminated against on 
the grounds of race, religion, color, sex, marital status, familial status, national origin, age, 
mental or physical disability, sexual orientation, gender identity, and source of income, as 
provided by Salem Revised Code 97. The City of Salem also fully complies with Title VI of 
the Civil Rights Act of 1964, Americans with Disabilities Act of 1990, and related statutes 
and regulations, in all programs and activities. 

 
Respectfully Submitted, 

Kelly Kelly, Board Staff Support 

 

 
 

 

 
 
 
 

https://www.youtube.com/channel/UCUsS60lpf8AGI1u24Yg248Q/
mailto:cneider@cityofsalem.net
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Message from the 
Chair & CEO

1

23-24 was a record-setting year for Salem & the Mid-Willamette 
Valley in both visitation and visitor spend. Our focus is on development 
of projects that look to the future, building on a foundation of 
economic growth and development throughout the region. 

Commercial flights returned to Salem Airport, connecting more 
visitors from key markets than ever before. Including many of the 
10,000+ athletes & visitors for IRONMAN 70.3 Oregon, which extended 
their partnership with Salem for 5-years. 

Thoughtful destination development continues to ensure our assets 
and communities are well-positioned to service and support future 
economic growth. The Resilient Headwaters concept plan is now 
complete, outlining a framework for trail recovery in the Santiam 
Canyon. Travel Salem established a regional Lodging Taskforce 
to collect detailed information to attract developers by providing 
comprehensive data on property availability in the region.  

The future we build toward places equity, diversity & inclusion at the 
forefront. This work has included adopting an official EDI Statement, 
partnering with accessible influencers, implimenting youth workforce 
programs and translating our website into five languages. 

With 2023 estimated economic impact data showing a new milestone 
of $781.3M for Marion & Polk Counties, we celebrate the prosperity 
of our region, while begining the strategic planning process that will 
continue-forward this foundational work through 2030. 2023 marion & polk counties

$781.3 million 
e st i m a te d  e co n o m i c  i m p a c t

Chair
Austin McGuigan

Polk County Community 
Development

President & CEO
Angie Villery
Travel Salem

47%

46%

25%

35%

45%

55%

65%

75%

Jul Aug Sep Oct Nov Dec Jan Feb Mar April May June

OCCUPANCY

22-23 23-24 22-23 avg 23-24 avg

$121.66 

$124.31 

$50

$75

$100
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$175
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AVERAGE DAILY RATE

22-23 23-24 22-23 avg 23-24 avg
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key performance 
measurements
Key performance measurements are tracked to provide a picture of the overall 
economic health of the Salem & Mid-Willamette Valley tourism industry. When 
evaluating progress, these nine selected indicators should be considered 
alongside other measurements such as financial resources, program staff and 
advertising support. Environmental influences and other economic trends are 
also considered to gain better insight into the health of the industry.

Specific tourism-based activities also provide context for evaluating the bigger 
picture and can reveal trends and key market factors that influence how the 
organization makes adjustments in program initiatives. Travel Salem is not the 
sole contributor or driver to the region’s tourism-based economic outcomes. 
However, the organization takes a leadership role in economic development and 
tourism promotion to help shape industry results.

2

PERFORMANCE 
MEASUREMENT*

 23-24 
ACTUALS

12,432,550

23-24  
YEAR-END GOAL

22-23 
ACTUALS

$2,809,379 $2,300,000 $2,404,987

12% = 10,971,977 9,796,408

$781,300,000 2% = $771,324,000 $756,200,000

$4,842,375 5% = $4,902,286 $4,668,844

175,656,272 15% = 202,855,640 176,396,209

107,739 6% = 125,804 118,683

122,848,000 5% = 124,920,946 118,972,330

273,661 10% = 262,923 239,021

33,049 10% = 27,060 24,600

Leverage

Social Media 
Reach***

Estimated 
Economic Impact** 

Salem Transient  
Occupancy Tax 
(TOT)**

Consumer  
Engagement***

Visitor Information
Network Attendance

Earned Media 
Impressions

Online Visits***

Convention/Sports 
Room Nights****

*       Targets are based on normal market conditions and don’t take into consideration significant impacts such as    
        pandemic, recession, depression, natural disasters, fuel anomalies, etc.

**	  Outcomes influenced by fluctuations in ADR & occupancy
***    Methodologies may change year to year as vendors update their algorithms; year-over-year changes may 

not be comparable
****  Preliminary numbers

4

5

6

7

8

9

3

2

1

104%

103%

116%

99%

91%

103%

127%

114%

% 
22-23

134%

Illahee Vineyards
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YEAR-OVER-YEAR COMPARISON & HIGHLIGHTS
a closer look
KEY PERFORMANCE MEASUREMENTS:

3

22-23 GOAL: $4,414,908
23-24 GOAL: $4,902,286

$4,668,844

$4,842,375

TRANSIENT OCCUPANCY TAX (TOT)2ESTIMATED ECONOMIC IMPACT

$756,200,000

$781,300,000

1

Surpassed annual goal driven by the 
Willamette Valley Visitors Association’s 
(WVVA) increased budget and KPTV 
marketing campaign. Overall leverage 
performance was constrained due 
to no longer receiving discounted 
rent for the previous Capital Tower 
headquarters. 

LEVERAGE 
23-24 GOAL: $2,300,000

$2,404,987

$2,809,379

3

Salem & the Mid-Willamette Valley 
surpassed 2022’s record EEI by 3.3%.  
The region’s diverse offerings (e.g., 
history, recreation, wine, food), along 
with elevated hotel ADR, continue 
to bolster the tourism industry’s 
performance, with a 22% overall 
growth rate since 2019. 

travel spending  (millions)

Total Polk CountyMarion County

Overall occupancy decreased 1% in 23-
24 to 46%. While a 2.2% annual ADR 
increase drove additional TOT during 
the year to surpass 2022 by $173,531. 
Minor YOY decreases in Aug, Sep and 
Jun were offset by gains throughout 
the year, including a strong May.

23-24 GOAL: $771,324,000

Travel Salem Visitor Center Grand Opening

22-23 
ACTUALS

23-24 
ACTUALS

23-24 
GOAL

$0

$150,000

$300,000

$450,000

$600,000

JUL AUG SEP OCT NOV DEC JAN FEB MAR APR MAY JUN

SSaalleemm  TTOOTT

22-23 23-24
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YEAR-OVER-YEAR COMPARISON & HIGHLIGHTS
a closer look

4

22-23 GOAL: $4,414,908
22-23 GOAL: $4,414,908

20,743
Room Nights

$3,199,036
Hotel Revenue

36,761,030
Digital Impressions

 
(Online Ads, Google Ads,  

Social Media, Blogs)

769,996
Print Ad Impressions

ADVERTISING

23-24 engagement is expected 
to surpass previous year owing 
to expanded reach of overall 
digital advertising, increased Blog 
subscribers & online visits and strong 
sales event impressions. 

Sales & Sports engagment numbers 
are not reflected in consumer 
engagement total at this time, as not 
yet available.

4 CONSUMER ENGAGEMENT

23-24 GOAL: 202,855,640
$176,396,209

175,656,272

The new location of the Travel Salem 
Visitor Center opened in May 2023 
with growth in visitor traffic continuing 
throughout this fiscal year. A satallite 
visitor location at a major partner hotel 
was paused causing a decrease in 
visitor engagement. 

VISITOR INFORMATION NETWORK

118,683

107,739

23-24 GOAL: 125,804
5

Earned media impressions increased 
nearly 3% over last year. Travel 
Salem’s public relations program 
continues to focus on high-quality 
media outlets to promote Salem & the 
Mid-Willamette Valley. 

“Learn about Past & Present by Visiting 
these Tribal Lands” 

1,000,000 Impressions

23-24 GOAL: 124,920,946
118,972,330

122,848,000

EARNED MEDIA IMPRESSIONS6

KEY PERFORMANCE MEASUREMENTS:

22-23 
ACTUALS

23-24 
ACTUALS

22-23 
GOAL

10 of 23
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YEAR-OVER-YEAR COMPARISON & HIGHLIGHTS
a closer look

5

22-23 GOAL: $4,414,908
22-23 GOAL: $4,414,908

27% YOY increase is attributed to 
a higher number of videos used 
throughout all social platforms (e.g., 
Facebook, Instagram, TikTok), which 
enhance engagement. Nov was best 
performing month since Jan 2021.

Best Performing Video
“Wooden Shoe Tulip Festival”

   Facebook: 
   89,725 views

   Instagram: 
   50,100 views

SOCIAL MEDIA REACH
23-24 GOAL: 10,971,977

9,796,408

12,432,550

7 8

Online visits have increased 14% 
driven by WVVA wine country coverage, 
a 23% blog traffic increase and new 
website accessibility features including 
translations in five languages (Spanish, 
French, Chinese, German, Japanese). 

Best Performing Blog
“Salem After Dark”

5,083 Views

23-24 GOAL: 262,923
239,021

273,661

ONLINE VISITS 9

*preliminary numbers

CONVENTIONS & SPORTS ROOM NIGHTS
23-24 GOAL: 27,060

24,600

33,049

KEY PERFORMANCE MEASUREMENTS:

21-22 
ACTUALS

22-23 
ACTUALS

22-23 
GOAL

$117,601,170
EEI

80,293
Est. Room 

Nights

$97,959,171
EEI

70,148
Est. Room 

Nights

LEADS BOOKINGS

FUTURE PRODUCTION

YTD EVENTS*

$43,629,895
EEI

33,049
Room Nights
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core areas of focus

6

Strategic Im
perative: IN

CREASE VISITOR-RELATED ECONOM
IC IM

PACT

OBJECTIVE
M

EASUREM
ENT

Visitor netw
ork traffic 

&
 visitor prom

otional 
outreach 
  

1. Expand the footprint 
of destination infor-
m

ation, engagem
ent &

 
proactive outreach

EXTERN
ALLY FOCUSED

IN
TERN

ALLY FOCUSED

N
um

ber of industry  
partners reached 
through education 
&

 training, and any 
resulting outcom

es

2. Strengthen the ca-
pacity of the tourism

 
ecosystem

 by providing 
industry training &

 
resources

N
um

ber of groups  
assisted &

 expand  
custom

ized services  
provided 

3. Provide custom
ized  

group services that 
respond to the needs 
of m

eeting &
 event 

planners

N
um

ber of surveys  
com

pleted and any  
resulting outcom

es

4. Capture visitor 
feedback through 
proactive outreach 
&

 respond to 
opportunities w

ith 
sales and m

arketing 

OBJECTIVE
M

EASUREM
ENT

OBJECTIVE
M

EASUREM
ENT

2. Craft m
essaging 

that differentiates 
the region’s unique 
attributes through 
inspirational &

 
actionable content

Shift m
essaging to 

highlight the people 
linked to iconic places 
& focus on defining 
attributes  

3. Secure cityw
ide room

 
nights through in-
novative group sales 
strategies

Increase group 
bookings

1. Unite M
id-W

illam
ette  

Valley partners through 
shared vision, advocacy 
&

 collaboration

756200000

4. Target shoulder season 
visitation through 
coordinated sales &

 
m

arketing efforts

Increase shoulder 
season room

 nights

5. Prom
ote tourism

  
industry aw

areness 
and engage com

m
unity 

am
bassadors through 

locally targeted 
initiatives

Increase resident  
engagem

ent

6. Leverage key  
partnerships &

  
strategies to am

plify 
reach &

 effectiveness

Increase visitor  
engagem

ent

7. Utilize data &
 research 

to anticipate &
 capital-

ize on trends &
 m

ar-
keting opportunities

Utilize data &
 research 

to influence m
arketing 

decisions

OBJECTIVE
M

EASUREM
ENT

2. Adapt hum
an 

resources  to m
eet 

industry dem
ands

Ensure adequate staff-
ing levels

3. Hone com
m

unication &
 

strategic collaboration 
across program

 areas

Utilize stream
lined  

and effective  
com

m
unication sys-

tem
s

1. Leverage com
plex &

  
dynam

ic funding 
stream

s to m
axim

ize 
econom

ic im
pact

M
aintain diversified 

revenue stream
s and 

successfully im
plim

ent 
the Tourism

 Prom
otion 

Area program

4. Utilize technology to  
stream

line productivity  
&

 spur innovation

Adopt new
 technology 

as needed

5. Im
plem

ent 
m

ultifaceted vision 
for new

 headquarters 
building

Headquarters building 
operating and fully 
functional

6. Ensure transparency 
&

 accountability 
through  detailed 
reporting, research and 
stakeholder  
com

m
unications

Track stakeholder 
satisfaction levels 
and deliver m

eanigful 
&

 user-friendly 
reports and industry 
com

m
unications 

Increase shoulder 
season product
  

1. Develop product for the 
non-peak season (N

ov-
M

ar) w
hen visitation is 

low
er (e.g., cam

paigns,  
trails, events)

Increase sports/
recreation sector 
bookings

2. W
ork w

ith the 
Salem

 Area Sports 
Com

m
ission (SASC) to 

cultivate the sports/
recreation sector 
by recruiting new

 
opportunities and 
grow

ing existing events

Im
proved cultural  

heritage 
com

m
unications  

deliverables

3. Assist the cultural &
 

heritage sector w
ith 

planning, collaboration 
&

 evaluation

N
ew

 transportation- 
related initiatives  
underw

ay

4. Identify &
 influence 

initiatives that 
im

prove destination 
accessibility (e.g., 
w

ayfinding, com
m

ercial 
air service)

 [D
M

]
Destination M

arketing  [DM
]

Blaze The M
ost Oregon Part of  

Oregon brand and prom
ote the region  

as a prem
ier destination to create  

dem
and for group & leisure travelers.

 [D
D

]
Destination Developm

ent  [DD]
Enhance destination appeal and com

petitive 
edge through strategic and sustainable 

initiatives and product developm
ent.

 [D
E

]
Destination Experience  [DE]

Create transform
ative experiences  

utilizing deep industry expertise & unsurpassed 
product know

ledge that connect 
visitors and residents.

 [O
O

]
Organization Optim

ization  [OO]
Develop long-term

 stable funding,  
strategic staffing levels and the  
technology & tools to support a 

 robust Destination Leadership Organization.
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DESTINATION EXPERIENCE
Create transformative experiences utilizing deep industry expertise 

& unsurpassed product knowledge that connect visitors with the people and the place.

7

Below are initiatives from the year that demonstrate 
progress in Core Areas of Focus from the 2020-25 
Strategic Plan

highlights
CORE AREAS OF FOCUS:

funding sources key

8

NEW VISITOR GUIDE
[DE 1, 2]

24-25 Mid-Willamette Valley Visitor Guide 
published promoting Salem and Marion & 
Polk counties. The guide is distributed to 800 
locations throughout Oregon, Washington, 
California, and British Columbia. Packed 
with travel inspiration and resources, this 
guide is designed to attract visitors to the 
area and assist them during their stay.

TOURISM SUMMIT 
[DE 2]

The second annual Mid-Willamette Valley 
Tourism Summit was held in November, 
bringing together the marketing, hospitality 
and tourism industry for education and 
conversations around driving economic 
development for the Salem-area. This year’s 
event featured nine speakers presenting on 
trends in tourism, marketing, restaurant 
industry, artificial intelligence and change 
management. 

WEBSITE TRANSLATED 
[DE 1, 2]

TravelSalem.com was translated into five 
languages: Spanish, French, German, 
Japanese and Chinese, for improved 
accessibility and increased traffic from our 
top countries of visitor origin. Translations 
were reviewed by native speakers to ensure 
authenticity and accuracy.

LAUNCH COMMERCIAL
FLIGHTS [DE 4]

Avelo Airlines flew its first flights to and from 
Salem-Willamette Valley Airport, connecting 
the Salem community to Los Angeles and 
Las Vegas markets. A ribbon-cutting was 
held with key stakeholders, including Andrew 
Levy, CEO of Avelo Airlines, followed by a 
celebration at The Flight Deck Restaurant 
to commemorate the first take-off. Salem 
boasts the best pre-sales of any Avelo 
Airlines West Coast market launch.7
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DESTINATION DEVELOPMENT
Enhance destination appeal and competitive edge through 

strategic and sustainable initiatives and product development.

8

Below are initiatives from the year that demonstrate 
progress in Core Areas of Focus from the 2020-25 
Strategic Plan

highlights
CORE AREAS OF FOCUS:

funding sources key

ECONOMIC LODGING 
DEVELOPMENT [DD 4]

Hosted quarterly Mid-Willamette Valley 
Tourism Economic Development Consortium 
with regional stakeholders, throughout 
Marion & Polk Counties. A Lodging 
Development Task Force was implemented 
based on Consortium discussions around 
opportunities to spur overnight lodging 
development throughout the region. 

CULTURAL HERITAGE INERNS 
[DD 3]

Cultural & heritage organizations voiced 
capacity challenges for projects related to 
website development & maintenance, social 
media and content creation. An internship 
program housed within Travel Salem was 
created and staffed by two Oregon State 
University students, who partnered with five 
regional cultural & heritage organizations.  

IRONMAN 5-YEAR 
CONTRACT [DD 2]

IRONMAN signed 5-year contract to extend 
partnership with Salem through 2028. Over 
2,500 athletes & 7,600 spectators gathered 
for this year’s IRONMAN 70.3 Oregon, which 
brought nearly $13.5 million economic 
impact to the local economy.  Of athletes 
surveyed 91% voiced overall satisfaction 
with the Salem race. 52% stated that they 
want to participate in next year’s event, 
which is 15% higher than the regional 
average.  

RESILIENT HEADWATERS
[DD 3, 4]

Through STPA and a Travel Oregon 
grant Travel Salem funded the Resilient 
Headwaters concept plan for trail revovery 
in the Santiam Canyon,which outlined the 
potential for 28 new outdoor recreation 
projects and 12 programs to maximize the 
many benefits of spending time outdoors. 
The plan focuses on four areas of benefit: 
Fire Recovery, Health & Connection, 
Economy and Environmental Regeneration.
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Below are initiatives from the year that demonstrate 
progress in Core Areas of Focus from the 2020-25 
Strategic Plan

highlights
CORE AREAS OF FOCUS:

funding sources key

DESTINATION MARKETING
Blaze The Most Oregon Part of Oregon brand and promote the region  
as a premier destination to create demand for group & leisure travelers.

8

RECORD SOCIAL MEDIA
[DM 2, 7] 

November was the best performing month 
since January 2021 on Facebook, with 
958,913 impressions, 15,495 engagements 
and 2,362 comments. Growth is attributed 
to increasing length of ad run, strategic 
targeting based on data, use of high quality 
imagery & videos and “tag-able” content 
(e.g., Magic of Lights drive-thru holiday 
experience).

9

INFLUENCER COLLABORATION
[DM 2, 5, 6] 

Dinkum Tribe, a social media influencer 
focused on neurodivergent family travel & 
lifestyle, produced blog and social media 
content highlighting a number of regional 
attractions, including: Museum of Mental 
Health at the Oregon State Hospital, Hallie 
Ford Museum of Art, Gilbert House Children’s 
Museum, Willamette Heritage Center, Salem 
Riverfront Carousel, Polk County Museum 
and Champoeg State Park Visitor Center.

BROADCAST PARTNERSHIP
[DM 4] 

Launched broadcast and streaming 
commercials promoting Salem as a top travel 
destination, targeting the 12 western states. 
Installed a KPTV weather cam downtown, 
which is featured daily on KPTV news as “the 
view from the Travel Salem weather cam, 
downtown Salem.”

COMMERCIAL AIR 
MARKETING [DM 1, 4, 6] 

A successful marketing campaign, including 
billboards, digital & print ads, community 
awareness and partnerships with top local 
employers, led to positive results for both 
Las Vegas and Burbank routes. The SLE - 
BUR route was Avelo’s best launch to date 
out of 35 markets.
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ORGANIZATION OPTIMIZATION
Develop long-term stable funding, strategic staffing levels and the technology 

& tools to support a robust Destination Leadership Organization.

Below are initiatives from the year that demonstrate 
progress in Core Areas of Focus from the 2020-25 
Strategic Plan

highlights
CORE AREAS OF FOCUS:

funding sources key

811

STRATEGIC PLANNING
[OO 2] 

Travel Salem began the year-long process 
of developing the next 5-year Strategic Plan  
that will continue forward the progress and 
results from the 2020-25 Strategic Plan. 
Priorities from surveys of the Board of 
Directors and industry stakeholders were 
reviewed and discussed during four focus 
groups and a facilitated Board work session. 

EQUITY, DIVERSITY, INCLUSION
[OO 3, 6]

Travel Salem Board of Directors adopted an 
official Equity, Diversity & Inclusion (EDI) 
statement for the organization. This is a 
commitment to EDI throughout all of Travel 
Salem’s internal and external programs. 

CRISIS COMMUNICATION PLAN
[OO 1]

Travel Salem has a responsiblity to 
communicate with visitors throughout our 
region during a crisis event. The Crisis 
Communication Plan developed by key staff 
and stakeholders, oulines communication 
steps for all team members during an 
emergent situation and will be reviewed 
and updated annually. 

10

 [OO]

VISITOR CENTER GRAND 
OPENING [OO 6]

Industry & community members were 
invited to join staff, Board & committee 
members, and stakeholders for the grand 
opening of the Travel Salem Visitor Center. 
This celebration kicked-off National Travel 
& Tourism Week with live music, food, 
raffles and the reading of a City of Salem 
proclamation naming May 2023 Salem 
Tourism Month. 
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2.62 million visitors traveled to our region in 2023, driving an overall visitor 
spend of $781.3 million in Marion & Polk counties, including an estimated 
$664.1 million spent in Salem. 

Visitors to Salem had an average age of 53-yrs and over three quarters 
traveled with spouse or partner.  The vast majority were repeat leisure 
travelers, visiting friends or relatives or for an event, and staying primarily 
in hotels, motels or private residences. 

The region’s key satisfaction rating was an almost perfect score for overall 
positive trip experiences, specifically citing local food, inclusiveness, 
outdoor recreation and value. 

2023 DESTINATIONS INTERNATIONAL: SALEM-SPECIFIC RESULTS2023-2024
state of the industry

76%

15%

Marital Satus 

Spouse /
Partner
Single

89%

4%
4%2% 2%

Ethnic Breakdown 

White / Caucasian
Hispanic / Latino
Asian
Native American / Indigenous
Black / African American

0% 10% 20% 30% 40% 50%

Gen Z (b. 1997-2012)

Millenials (b. 1981-1994)

Gen X (b. 1965-1980)

Boomers & Older (b. 1964)

Generational Breakdown
Average Age: 53

60%
39%

3%

Gender 

Female
Male
Other

15%

Accessibility

Accessibility Needs

2023 EEI Marion Polk Combined Salem
Visitor Expenditures $549,400,000 $231,900,000 $781,300,000 $664,105,000
Earnings $147,500,000 $87,500,000 $235,000,000 $199,750,000
Employment 4,860 2,860 7,720 6,562
Visitors 2,085,560 531,570 2,617,130 2,224,561
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2022-2023
state of the industry
visitor snapshot

85%

15%

Primary Purpose

Leisure

Business /
Conference

0% 5% 10% 15% 20% 25% 30% 35%

Visit Friends & Relatives
Event

Outdoor Recreation
Wine
Food

Business/Conference
Arts & Culture

Heritage
Family Activity

Shopping
Beer/Cider
Agriculture

Activity in Destination
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30%
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ale
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m

Visi
tors 

Guide

Special P
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Signage

PR Arti
cle VIN

Other

Travel Salem Marketing Used 

77.5%

22.5%

Visitor Type 

Overnight
Day

0% 2% 4% 6% 8% 10% 12% 14%

Public Restrooms
Road Conditions

Signage
Cleanliness

Other
Safety

Transportation
Customer Service

Region Could Improve... 

0%
10%
20%
30%
40%
50%
60%

Hotel

Frie
nds & Relativ

es

Vaca Rental
B & B

RV Site

Cam
ping

Type of Lodging

top countries of origin
  1. USA
  2. Canada
  3. United Kingdom
  4. Mexico
  5. Germany

avg. household income:      
  $120,744

household with children: 
  18%

average spend:  
  $851

average stay:  
  3.4 days

overall satisfaction:  
  9 out of 10
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Travel Salem is pleased to present the 23-24 Annual Report & State of the Industry, pursuant to 2023 City of Salem Contract 
Section 1.8 & 1.8.1. The contract stipulates quarterly reports include a financial report, an overview of activities and performance 
measurement data, and a clear demonstration of how Transient Occupancy Tax funds and Salem Tourism Promotion Area funds 
are used on projects, programs, and initiatives, in Salem. 

This report fulfills these contractual requirements. All programs and services tie back to Travel Salem’s 2020-2025 Strategic 
Plan and the 2022-23 Business Plan, and drive toward the imperative to increase visitor related economic impact through four 
core areas of focus: destination experience, destination development, destination marketing, and organization optimization.

Travel Salem
630 Center St. NE
Salem, OR 97301
503-581-4325
www.TravelSalem.com

staff
Administrative
Angie Villery, President & CEO
Anton Cobb, Community Relations Specialist
Jennifer Miller, Operations Manager

Marketing & Communications
Irene Bernards, EVP & Chief Marketing Officer
Kara Kuh, Deputy Marketing Officer
Emily Bradley, Destination Development Manager
Caleb Strong, Content Creator & Social Media Coordinator
Emily Lauer, Marketing Coordinator
Sean Severson, Online Coordinator
Tina Winge, Marketing & Sales Manaager

Sales
Debbie McCune, VP & Chief Sales Officer
Luke Zak, Sports & Events Sales Manager
Katie Cundiff, Sales & Services Coordinator

Oregon Hoopla - Reed Lane Photography
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strategic plan
2025-2030

Travel Salem

630 Center St. NE

Salem, OR 97301

503-581-4325

www.TravelSalem.com

Willamette Valley Sunset, Ron Cooper

performance driven
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Inspire growth in travel and 
drive economic prosperity by 
harnessing our destinatioń s 

unique value proposition 
through partnership, innovation, 

and responsible development 
that enhances the visitor 

experience and enriches the 
lives of residents.

Strategies outlined in this 2025-2030 Strategic Plan continue 
forward the work from the 2020-2025 Strategic Plan 

Our Mission

strategic planning process
In February 2024, Travel Salem embarked on a comprehensive 
strategic planning process, including a deep dive with the Board of 
Directors into prioritization of core areas of focus through surveys 
and a facilitated work session. 

Travel Salem engaged the industry through a comprehensive 
survey providing insights and feedback on regional perspective. 
Key themes identified from the survey were discussed through 
four in-person stakeholder focus groups, with representation 
from diverse sectors of the industry. 

A community and stakeholder townhall was held in September 
with feedback incorporated into the plan.The Board approved 
the final 2025-30 Strategic Plan in December which was then 
submitted to the City of Salem.

Stakeholder Feedback

"Invest in business intelligence & technology to further quantify Travel 
Salem's positive impact on customer demand at attractions and overnight"

"Destination sentiment & pride is strong from visitors & residents"

"Multi-cultural content needs to continue to be strengthened to reflect the 
diversity of destination's residents & visitors"

"Reputation-building established through leisure marketing is essential"

"Set criteria to prioritize advocacy for facility development & improvement"

"Amplify accessible amenities offered by destination partners"
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OBJECTIVE

- Annual visitor & resident 
sentiment surveys                          
- Social media sentiment 
- Media engagement & 
impressions                             
- In-person visitor comment 
- Speakers bureau impact

- Sales pipeline reports         
- ROI (Estimated Economic 
impact calculator)                                                   
- Post trade show reports                             
- Post group surveys

Survey brand resonance 
with visitors, residents & 
stakeholder

Advertising calendar, geo- 
tracking, hotel data, Avelo 
passengers & sales pipeline 
report

Apply an EDI lens to all 
strategies & initiatives

Partner with Mid-
Willamette Valley leaders & 
organizations (e.g., Hispanic 
Business Alliance, AARP, 
Center 50+); increased 
visitation from target 
audiences 

1.	 Implement dynamic 
communications & 
industry relations 
programs to enhance 
the perception of the 
region with consumers & 
residents 

2.	 Implement strategic 
sales & marketing 
initiatives to drive more 
group & sports business  

3.	 Refresh Travel Salem 
brand to celebrate the 
unique character of the 
region

4.	 Drive shoulder 
season visitation                     
(Nov-Mar)

5.	 Highlight regional EDI 
experiences to meet all 
consumer needs

6.	 Identify & engage with 
strong & emerging 
consumer target 
audiences (e.g., Latinx/
Hispanic, generational 
travelers) to increase 
reach & visitation

EXTERNALLY FOCUSED INTERNALLY FOCUSED

Maintain diversified revenue 
streams

Ensure adequate resources 
through a mix of in-house 
staffing & contractors 

Utilize streamlined & 
effective communication 
systems 

Adopt new technology as 
needed 

Deliver meaningful, user-
friendly reports & industry 
communications

Annual venue capacity, 
quality & footprint of existing 
events, new business 
recruitment, improvements 
to venue inventory

Grow existing service & 
secure new service

Increase EDI assets & 
experiences

Annual visitor & resident 
sentiment surveys

Implement a unified 
messaging strategy with 
economic development 
partners

 
 

Destination Marketing 
Blaze The Most Oregon Part of Oregon brand & 
promote the region as a premier destination to 
create demand for group & leisure travelers &  

connect visitors with the people & the place

core areas of focus

Destination Management 
Enhance destination appeal & create transformative 

experiences utilizing deep industry expertise, 
partnerships, advocacy, sustainable tourism 
initiatives & strategic product development

Organizational Optimization 
Develop long-term stable funding, strategic staffing 
levels & the technology & tools to support a robust 
Destination Marketing & Management Organization

1.	 Develop & implement 
a sports master plan to 
maximize destination 
potential 

2.	 Engage with partners 
to retain & recruit 
commercial air service

3.	 Research & identify 
regional EDI experiences 
to broaden demographic 
reach & improve 
destination accessibility 

4.	 Advocate on behalf of the 
industry to promote key 
priorities that enhance 
livability & destination 
experience 

5.	 Unite Mid-Willamette  
Valley partners through 
shared vision, advocacy & 
collaboration

1.	 Leverage complex & 
dynamic funding streams 
to maximize economic 
impact

2.	 Adapt human resources 
to meet industry 
demands

3.	 Hone communication & 
strategic collaboration 
across program areas to 
efficiently & seamlessly 
execute initiatives

4.	 Utilize technology to 
streamline productivity & 
spur innovation

5.	 Ensure detailed 
reporting, research 
& stakeholder 
communication to 
educate, engage & 
empower the industry 

Strategic Imperative: INCREASE VISITOR-RELATED ECONOMIC IMPACT

MEASUREMENT MEASUREMENTOBJECTIVEMEASUREMENTOBJECTIVEOBJECTIVE
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staff
Executive & Administration
Angie Villery, President & CEO

Irene Bernards, Chief Strategy Officer

Anton Cobb, Director of Insights & Industry Relations

Jennifer Miller, Operations Manager

Marketing & Communications
Kara Kuh, Chief Marketing Officer

Emily Lauer, Marketing Specialist

Sean Severson, Online Marketing & IT Specialist

Tina Winge, Advertising & Sponsorship Sales Manager

Conventions & Sports
Joey Jewell, Chief Sports Officer & Exececutive Director of SASC

Ginger Melton, Chief Sales Officer

Katie Cundiff, Sales & Services Coordinator

 Additional Research & Reports
 www.TravelSalem.com/reports-research-industry

board of directors
Executive Committee
Chair Austin McGuigan, Polk County Community Development

Vice Chair John Pataccoli, Redhawk Vineyard & Winery

Past Chair Toby Olsen, P4 Hospitality

Secretary Greg Leo, The Leo Company

Treasurer Dino Venti, Venti's Restaurant

STPA Committee Chair Matt Smith, The Holman Hotel

Courtney Busch, City of Salem

Councilor Julie Hoy, City of Salem

Chris Neider, City of Salem

Directors
Carole Astley (Honorary Director), Salem Convention Center

Commissioner Kevin Cameron, Marion County

Michelle Cordova, Willamette Heritage Center

Kim Grewe-Powell, Oregon State Fair & Expo Center

Christopher Holland, Taproot Lounge & Café

Shawn Irvine, City of Independence

Elaine Owen, Lady Hill Winery

Mallory Phelan, Oregon AgLink

Yvonne Putze, Lord & Schryver Conservancy

Rochelle Rafn, Salem Orchestra

Scott Snyder, The Grand Hotel in Salem

T.J. Sullivan, Hagan Hamilton Insurance

Anthony Veliz, IZO Public Relations & Marketing
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Q1
executive summary

2

SALEM TOT
REVENUES TOTAL

$1,611,173

Travel Salem 
Influenced
$1,277,872

Transient Occupancy Tax (TOT) revenues are pacing 11% ahead of 
last year, through August, being driven by increases in hotel ADR 
and rooms sold. Conventions & Sports events actualized 13% more 
room nights than previous Q1 driven by IRONMAN and Hoopla’s 
25th Anniversary. Visitors surveyed voiced a 90% satisfaction 
rate with the destination, informing new strategic alignment, 
partnerships and priorities for the 2025-2030 Strategic Plan. 
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key performance 
measurements
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PERFORMANCE 
MEASUREMENT*

 24-25 
ACTUAL

1,569,539

24-25  
ANNUAL GOAL

23-24 
ACTUAL

TBD $2,300,000 $2,809,379

12% = 13,924,456 12,432,550

TBD 2% = $796,926,000 $781,300,000

$1,611,173 5% = $5,084,494 $4,842,375

24,035,351 15% = 197,435,763 171,683,272

21,063 6% = 114,203 107,739

19,325,000 5% = 128,990,400 122,848,000

90,527 10% = 301,027 273,661

16,698 10% = 36,354 33,049

Leverage

Social Media 
Reach***

Estimated 
Economic Impact 

Salem Transient  
Occupancy Tax 
(TOT)**

Consumer  
Engagement

Visitor Information
Network Attendance

Earned Media 
Impressions

Online Visits****

Convention & Sports 
Actual Room Nights

*       Targets are based on normal market conditions and don’t take into consideration significant impacts such as    
        pandemic, recession, depression, natural disasters, fuel anomalies, etc.. 

**      Outcomes influenced by fluctuations in ADR, occupancy. Currently, data only available through Aug.
***    Methodologies may change year to year as vendors update their algorithms; year-over-year changes may 

not be comparable

4

5

6

7

8

9

3

2

1

32%

TBD

TBD

12%

18%

15%

11%

30%

46%

% GOAL

Key performance measurements are tracked to provide a picture of the overall 
economic health of the Salem & Mid-Willamette Valley tourism industry. When 
evaluating progress, these nine selected indicators should be considered 
alongside other measurements such as financial resources, program staff and 
advertising support. Environmental influences and other economic trends are 
also considered to gain better insight into the health of the industry.

Specific tourism-based activities also provide context for evaluating the bigger 
picture and can reveal trends and key market factors that influence how the 
organization makes adjustments in program initiatives. Travel Salem is not the 
sole contributor or driver to the region’s tourism-based economic outcomes. 
However, the organization takes a leadership role in economic development and 
tourism promotion to help shape industry results.



YEAR-OVER-YEAR COMPARISON & HIGHLIGHTS
a closer look
KPM:

4

2024 Estimated Economic Impact numbers will be available 
early next year. 

Q1 leverage not available at time of publishing.

Overall consumer engagement decreased 38% year-
over-year due to pacing of campaigns and a reduction in 
marketing budget, affecting KPTV promotions and other paid 
advertising, which is expected to continue to impact results 
through the year.

ESTIMATED ECONOMIC IMPACT LEVERAGE 

4 CONSUMER ENGAGEMENT

Record Transient Occupancy Tax surpased previous Q1 by 9% 
driven by overall lodging average daily rate and occupancy. 

24-25 GOAL: $5,084,494

24-25 GOAL: $2,300,000

24-25 GOAL: 197,435,763

$781,300,000 $601,848

38,911,656$1,474,737

TBD TBD

24,035,351$1,611,173

1

SALEM TRANSIENT OCCUPANCY TAX (TOT)2

3

    23-24 ACTUALS 24-25 ANNUAL GOAL

24-25 GOAL: $796,926,000

24-25 YTD ACTUALS



24-25 ANNUAL GOAL

5

9

8

Social media and content creation transitioned to a 
contractor, which produced video shorts promoting events, 
unique experiences and key attractions including kayaking 
on the Willamette River, Tree Climbing at Silver Falls, Ankeny 
Nature Center and The Enchanted Forest.

SOCIAL MEDIA REACH
24-25 GOAL: 13,924,456

2,861,593

1,569,539

The new location of the Travel Salem Visitor Center opened 
in May 2023 with growth in visitor traffic continuing through 
23-24 Q1. 

VISITOR INFORMATION NETWORK

24,501 

21,063

Published 3 blogs that drove 6,026 webpage views. These 
included highlights of Hispanic Heritage Month, local food 
pods and a guide to kayaking, swimming and dining. Seeing 
continued impact from translation of TravelSalem.com into 
five additional languages to aid accessibility.

24-25 GOAL: 301,027
  50,659

90,527

ONLINE VISITS

Public relations was transitioned to a contractor this 
quarter, which led to 17 articles with a reach of 19,325,000 
impressions, an advertising equivalency of $207,180.

24-25 GOAL: 128,990,400
33,329,000

19,325,000

EARNED MEDIA IMPRESSIONS

Actualized room night production has increased 13% 
compared to last year, due to room night increases from 
sports events like Hoopla, and IRONMAN 70.3 Oregon that 
increased 8% in estimated lodging revenue. Additionally a 
first time ASA Softball National drove new room nights into 
market. 

CONVENTION & SPORTS ROOM NIGHTS
24-25 GOAL: 33,049

14,747

16,698

24-25 GOAL: 114,203

    23-24 ACTUALS

5

6

7

24-25 YTD ACTUALS



core areas of focus
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Strategic Imperative: INCREASE VISITOR-RELATED ECONOMIC IMPACT

OBJECTIVE MEASUREMENT

Visitor network traffic 
& visitor promotional 
outreach 
 
 

1. Expand the footprint 
of destination infor-
mation, engagement & 
proactive outreach

EXTERNALLY FOCUSED INTERNALLY FOCUSED

Number of industry  
partners reached 
through education 
& training, and any 
resulting outcomes

2. Strengthen the ca-
pacity of the tourism 
ecosystem by providing 
industry training & 
resources

Number of groups  
assisted & expand  
customized services  
provided 

3. Provide customized  
group services that 
respond to the needs 
of meeting & event 
planners

Number of surveys  
completed and any  
resulting outcomes

4. Capture visitor 
feedback through 
proactive outreach 
& respond to 
opportunities with 
sales and marketing 

OBJECTIVE MEASUREMENT OBJECTIVE MEASUREMENT

2. Craft messaging 
that differentiates 
the region’s unique 
attributes through 
inspirational & 
actionable content

Shift messaging to 
highlight the people 
linked to iconic places 
& focus on defining 
attributes  

3. Secure citywide room 
nights through in-
novative group sales 
strategies

Increase group 
bookings

1. Unite Mid-Willamette  
Valley partners through 
shared vision, advocacy 
& collaboration

Implement a unified 
messaging strategy 
with economic develop-
ment partners

4. Target shoulder season 
visitation through 
coordinated sales & 
marketing efforts

Increase shoulder 
season room nights

5. Promote tourism  
industry awareness 
and engage community 
ambassadors through 
locally targeted 
initiatives

Increase resident  
engagement

6. Leverage key  
partnerships &  
strategies to amplify 
reach & effectiveness

Increase visitor  
engagement

7. Utilize data & research 
to anticipate & capital-
ize on trends & mar-
keting opportunities

Utilize data & research 
to influence marketing 
decisions

OBJECTIVE MEASUREMENT

2. Adapt human 
resources  to meet 
industry demands

Ensure adequate staff-
ing levels

3. Hone communication & 
strategic collaboration 
across program areas

Utilize streamlined  
and effective  
communication sys-
tems

1. Leverage complex &  
dynamic funding 
streams to maximize 
economic impact

Maintain diversified 
revenue streams and 
successfully impliment 
the Tourism Promotion 
Area program

4. Utilize technology to  
streamline productivity  
& spur innovation

Adopt new technology 
as needed

5. Implement 
multifaceted vision 
for new headquarters 
building

Headquarters building 
operating and fully 
functional

6. Ensure transparency 
& accountability 
through  detailed 
reporting, research and 
stakeholder  
communications

Track stakeholder 
satisfaction levels 
and deliver meanigful 
& user-friendly 
reports and industry 
communications 

Increase shoulder 
season product
 
 

1. Develop product for the 
non-peak season (Nov-
Mar) when visitation is 
lower (e.g., campaigns,  
trails, events)

Increase sports/
recreation sector 
bookings

2. Work with the 
Salem Area Sports 
Commission (SASC) to 
cultivate the sports/
recreation sector 
by recruiting new 
opportunities and 
growing existing events

Improved cultural  
heritage 
communications  
deliverables

3. Assist the cultural & 
heritage sector with 
planning, collaboration 
& evaluation

New transportation- 
related initiatives  
underway

4. Identify & influence 
initiatives that 
improve destination 
accessibility (e.g., 
wayfinding, commercial 
air service)

 [DM]
Destination Marketing  [DM]

Blaze The Most Oregon Part of  
Oregon brand and promote the region  

as a premier destination to create  
demand for group & leisure travelers. [DD]

Destination Development  [DD]
Enhance destination appeal and competitive 

edge through strategic and sustainable 
initiatives and product development. [DE]

Destination Experience  [DE]
Create transformative experiences  

utilizing deep industry expertise & unsurpassed 
product knowledge that connect 

visitors and residents.  [OO]
Organization Optimization  [OO]

Develop long-term stable funding,  
strategic staffing levels and the  
technology & tools to support a 

 robust Destination Leadership Organization.

7//////////////////^



IRONMAN ECONOMIC 
IMPACT [DD 2]

Over 2,500 athletes & 7,500 spectators 
gathered for IRONMAN 70.3 Oregon driving 
an estimated economic impact of $15.46 
million into our region, an increase of 15% 
over last year’s record numbers. Estimated 
lodging revenue increased 8% with the 
food service sector generating the highest 
impact. The Salem race and destination 
scored a 90% satisfaction rating among 
athletes surveyed.

 [DE]  [DD]
DESTINATION DEVELOPMENT  (DD)

Enhance destination appeal and competitive edge through strategic 
and sustainable initiatives and product development.

DESTINATION EXPERIENCE  (DE)
Create transformative experiences utilizing deep industry expertise 

& unsurpassed product knowledge that connect visitors with the people and the place.

7

VISITOR PROFILE SURVEY 
[DE 1, 2, 4]

Travel Salem concluded a year-long Visitor 
Profile Study focused on visitors to Salem 
and the Mid-Willamette Valley. Twenty-nine 
locations contributed by collecting surveys 
from visitors living more than fifty-miles 
away. The study includes demographic 
data, spending patterns and other statistics 
that can aid in destination experience and 
marketing efforts. 

IRONMAN RETAIL PROMOTION
[DE 1]

Conducted in-person & electronic 
outreach to Downtown Salem retailers and 
restaurants, to compile updated information 
for IRONMAN 70.3 Oregon weekend, 
including any special promotions, hours 
of operation,  or discounts, to be included 
in athlete registration bags, at IRONMAN 
Village and on Travel Salem’s website, with 
QR codes posted throughout Salem.

GOOSENECK [DD 1, 2] 

Supported a Willamette Valley Visitor 
Association grant application focused 
on accessible mountain biking in the 
Willamette Valley, which includes the 
Gooseneck area in Polk County. WVVA 
was awarded the grant, and Travel Salem 
will serve on the committee to move the 
project forward. Stakeholders met with the 
consultant who is finishing the assessment 
and concept plan and has met with Bureau 
of Land Management staff. 

Below are initiatives from the year that demonstrate 
progress in Core Areas of Focus from the 2020-25 
Strategic Plan

Q1 highlights
CORE AREAS OF FOCUS:

funding sources key

7

95% of those
surveyed were
highly satisfied
with the Salem

region - ranking it
a 9 out of 10

Funded by
grants

grant
'funded

tot
FUNDED

Funded by
Transient

Occupancy
Tax

Funded by
Wine Country

Plate
program

Funded by
Salem Tourism

Promotion
Area

Funded by the
Willamette

Valley Visitors
Association

Funded by
private revenue

sources

1j lend
FUNDED

Item funded by

more than one
source

flex
FUNDED

tot flex
funded funded



 [DM]  [OO]
ORGANIZATION OPTIMIZATION  (OO)

Develop long-term stable funding, strategic staffing levels and the technology 
& tools to support a robust Destination Leadership Organization.

funding sources key

DESTINATION MARKETING  (DM)
Blaze The Most Oregon Part of Oregon brand and promote the region  

as a premier destination to create demand for group & leisure travelers.

8

EXPEDIA CAMPAIGN LAUNCH
[DM 4, 6, 7] 

Launched 24-25 Expedia campaign in 
cooperation with Travel Oregon. The year-
long campaign targets Oregon’s top fly/
drive markets and travelers intending to 
take trips who have yet to book their stay. 
Generated 3,977 room nights and $604,504 
in hotel revenue.

STRATEGIC REALIGNMENT
[OO 2, 3] 

Travel Salem underwent a restructure of 
key departments in order to best align 
with the strategic vision, including a Chief 
Strategy Officer, Chief Sports Officer & 
Executive Director of the Salem Area Sports 
Commission and Director of Insights & 
Industry Relations.

WINE COUNTRY INITIATIVES
[DM 5, 6, 7] 

Wine Country Plate Region 1 24-25 
marketing plan approved by Travel Oregon, 
with work started on two broadcast 
campaigns focused on Seattle, WA and 
Dallas, TX. TasteWillametteValley.org 
micro-site build is also underway. And Avelo 
Airlines announced “Wines Travel Free” in 
response to requests from Travel Salem and 
wine industry stakeholders. 67,176 plates 
have been sold during this period. 8

INDUSTRY VISION SET FOR NEXT 
FIVE-YEARS [OO 3, 6] 

A year-long process of developing the next 
5-year Strategic plan incuded robust survey 
feedback, focus groups, work sessions and 
town hall meetings, in order to include 
priorities and feedback from the Board 
of Directors and community & industry 
stakeholders. These insights were included 
in each step of drafting the 25-20 Strategic 
Plan. 

Below are initiatives from the year that demonstrate 
progress in Core Areas of Focus from the 2020-25 
Strategic Plan

Q1 highlights
CORE AREAS OF FOCUS:

blend
FUNDED

Funded by
grants

grant
’funded

lot
FUNDED

Funded by
Transient

Occupancy
Tax

Funded by
Wine Country

Plate
program

Funded by
Salem Tourism

Promotion
Area

Funded by the
Willamette

Valley Visitors
Association

wwa
FUNDED

Funded by
private revenue

sources

blend
FUNDED

Item funded by
more than one

source



 [DM]  [OO]
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NORTHWEST TRAVEL 
& LIFE MAGAZINE

“Set-Jetting in the Pacific 
Northwest” [AUG]

The Oregon State Hospital’s 
Museum of Mental Health 
in Salem was highlighted 
as the location for the 
acclaimed film “One Flew 
Over the Cuckoo’s Nest.”

Ad Value: $8,700
Circulation: 125,000

Notable & top-performing public relations articles & social media posts

Q1 highlights
DESTINATION MARKETING [DM]

public relations

social media

FOXNEWS.COM

“A Travel Guide: 7 Wonders 
of the Beaver State” [SEP]

Silver Falls State Park 
was highlighted as one of 
Oregon’s scenic wonders in 
this guide to getting around 
the state.

Ad Value: $58,000
Circulation: 6,500,000

USA TODAY

“Namaste, Wine Lovers: 
Destinations Where Yoga 
& Wine Pair Perfectly 
Together” [JUL]

Namaste Vineyards was 
included in USA Today’s 
10 Best for its wine + yoga 
pairing.

Ad Value: $32,200
Circulation: 1,400,000

DON FROYLAN 
CREAMERY [SEP]

Combined Reach:
13,000

MT. ANGEL 
OKTOBERFEST [SEP]

Combined Reach:
32,000

FREY’S DAHLIAS 
[AUG]

Combined Reach:
17,000

•USA
TODAY

© TravelSalem
Published by Nhi Duong
o

• September 4-

The Mt. Angel Oktoberfest is back, bringing Bavarian charm to the
Willamette Valley! Join us for a weekend of traditional music, delicious
food, craft beer, and fun activities from September 12-15. ®

Skip the parking hassle and take advantage of the convenient shuttles
from various locations. Grab your lederhosen, bring your friends and
family, and get ready to celebrate in style!

#MtAngelOktoberfest #TravelSalem #SalemlsMOPO #Oktoberfest



Travel Salem is pleased to present the 24-25 First Quarter Report, pursuant to City of Salem 

Contract Section 1.8. The contract stipulates quarterly reports include a financial report, an 

overview of activities and performance measurement data, and a clear demonstration of how 

Transient Occupancy Tax funds and Salem Tourism Promotion Area funds are used on projects, 

programs, and initiatives, in Salem. 

This report fulfills these contractual requirements. All programs and services tie back to Travel 

Salem’s 2020-2025 Strategic Plan and the 2024-25 Business Plan, and drive toward the imperative 

to increase visitor related economic impact through four core areas of focus: destination 

experience, destination development, destination marketing, and organization optimization.

Travel Salem
630 Center St. NE
Salem, OR 97301

503-581-4325
www.TravelSalem.com



Cultural and Tourism Fund

Fund Status Report - For the Period Ending November 30, 2024 Item 7.a.

DRAFT Budget Actual Thru Budget Actual Thru FY 23-24 %

FY 2024-25 30-Nov FY 2023-24 30-Nov to FY 24-25 Difference

Resources

Beginning fund balance 4,238,180     4,376,271   3,881,480  4,448,476   (72,205)        -1.62%

Tax collections 5,245,910     2,120,165   5,470,140  1,474,737   645,428       43.77%

Other agencies 7,400            1,088          5,400         776             312              40.20%

Interest earnings 26,800          46,394        16,800       30,777        15,617         50.74%

Loan principle -                   -                  -                 -                  -                   0.00%

Loan interest -                   -                  -                 -                  -                   0.00%

Other revenue 12,000          5,087          12,000       4,000          1,087           27.16%

US Treasury ARPA -                   -                  -                 -                  -                   0.00%

Intrafund Budgeted Transfers -                   -                  -                 -                  -                   0.00%

Transfers -                   -                  -                 -                  -                   0.00%

Total Resources 9,530,290     6,549,004   9,385,820  5,958,766   590,238       9.91%

Expenditures by Division

Conference Center Marketing 524,590        174,864      477,020     198,750      (23,886)        -12.02%

Tourism Promotion - Travel Salem 1,311,480     387,045      1,192,540  367,730      19,315         5.25%

City Programs/Parks/CIP 3,748,710     1,908,310   2,037,030  1,034,813   873,497       84.41%

Administration 542,760        175,978      364,300     335,639      (159,661)      -47.57%

Major Tourist Attractions and Cultural 

Facilities 791,970        298,386      1,415,520  268,385      30,001         11.18%

Contingency 242,100        17,910        240,280     21,222        (3,312)          -15.61%

Total Expenditures 7,161,610     2,962,493   5,726,690  2,226,539   735,954       33.05%

Total Resources Less Expenditures 2,368,680     3,586,511   3,659,130  3,732,227   (145,716)      -3.90%

FY 2024-25 FY 2023-24

F:\TOT\TOT - Current\Reporting-Monthly & Annual\Monthly Fund Reports\FY 2024-25\FY 24-25 November 2024 TOT Status 

Report.xlsx



Item 7.b.

Annual

JUL AUG SEP OCT NOV DEC JAN FEB MAR APR MAY JUN TOTAL Budget

2021-22 -       442,382 452,411 500,380 329,491 292,454 293,911 192,287 297,030 341,728 419,502 765,084 4,326,660 3,582,120     

2022-23 -       525,418 500,915 463,249 362,096 299,411 252,499 258,434 319,851 360,554 365,633 960,785 4,668,844 4,191,730     

2023-24 -       572,372 475,634 426,730 393,630 310,464 269,934 278,181 356,000 373,150 382,808 1,003,472 4,842,375 5,470,140     

2024-25 -       617,430 541,391 452,353 508,991 310,464 269,934 278,181 356,000 373,150 382,808 1,003,472 5,094,173 5,245,910     

% Chg 7.87% 13.83% 6.00% 29.31% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 0.00% 5.20%

-11.48%

4,948,975

5,245,914        

5,471,886

YTD November FY 2023-24

 YTD November FY 2024-25

Variance FY 23-24 to FY 24-25 13.48%

Transient Occupancy Tax - Actual Tax Revenue

Chart and graph demonstrate actual revenue for FY 2021-2022, FY 2022-2023 and FY 2023-2024 compared to FY 2024-2025.

This revised hotel tax revenue chart - which is a fiscal year to fiscal year comparison rather than a "running year" comparison - reconciles to the City's general

ledger. Tax receipts are recorded on a cash basis throughout the fiscal year and modified in June to record revenues earned in June and received in July. As the

result, general ledger reports reflect no cash receipts in July of each fiscal year and two months of cash receipts in June.  

1,868,367               

2,120,165               

 -

 200,000

 400,000

 600,000

 800,000

 1,000,000

 1,200,000

JUL AUG SEP OCT NOV DEC JAN FEB MAR APR MAY JUN

2023-24

2024-25

F:\TOT\TOT - Current\Reporting-Monthly & Annual\Monthly Fund Reports\FY 2024-25\FY 24-25 November 2024 TOT Status Report.xlsx



CTAB Completion Report-Facility-Quarterly

1. (untitled)

CTPAB Quarterly Completion Report
TOT Funds Supporting Salem Tourism
Facility Operating Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Gilbert House Children's Museum

2. Name and location of facility

Gilbert House Children's Museum

3. Reporting period

1st quarter

4. Total number of days open

84

5. Total hours of operation

612

6. Volunteer hours for period

400

7. Total attendance at facility

27127

8. List the attendance and each type of activity

Museum tours / gallery visits : 24892
Student attendance : 695
Classes, Workshops, Camps : 819
Events, Festivals, Experiences, Other Programs : 593

9. Submitted by

10. Email address of person to receive confirmation email message.

executivedirector@acgilbert.org

2. Thank You!

Thank you for submitting your report.



CTAB Completion Report-Facility-Quarterly

1. (untitled)

CTPAB Quarterly Completion Report
TOT Funds Supporting Salem Tourism
Facility Operating Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Friends of Deepwood

2. Name and location of facility

Deepwood Museum & Gardens, 1116 Mission Street SE, Salem

3. Reporting period

1st quarter

4. Total number of days open

92

5. Total hours of operation

1196

6. Volunteer hours for period

653.75

7. Total attendance at facility

9669

8. List the attendance and each type of activity

Museum tours / gallery visits : 449
Student attendance : 37
Events, Festivals, Experiences, Other Programs : 7563
Rentals : 1620

9. Submitted by

Elizabeth Okamoto

10. Email address of person to receive confirmation email message.

elizabeth@deepwoodmuseum.org

2. Thank You!

Thank you for submitting your report.



CTAB Completion Report-Facility-Quarterly

1. (untitled)

CTPAB Quarterly Completion Report
TOT Funds Supporting Salem Tourism
Facility Operating Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

The Elsinore Theatre

2. Name and location of facility

The Elsinore Theatre - 170 High St SE, 97301

3. Reporting period

1st quarter

4. Total number of days open

22

5. Total hours of operation

88

6. Volunteer hours for period

941

7. Total attendance at facility

9333

8. List the attendance and each type of activity

Films / performances : 5
Events, Festivals, Experiences, Other Programs : 61

9. Submitted by

Sally Litchfield

10. Email address of person to receive confirmation email message.

Sally@ElsinoreTheatre.com

2. Thank You!

Thank you for submitting your report.



CTAB Completion Report-Facility-Quarterly

1. (untitled)

CTPAB Quarterly Completion Report
TOT Funds Supporting Salem Tourism
Facility Operating Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Hallie Ford Museum of Art

2. Name and location of facility

Hallie Ford Museum of Art, Willamette University, mailing address: 900 State Street; street address: 700 State Street;
Salem, OR 97301

3. Reporting period

1st quarter

4. Total number of days open

60

5. Total hours of operation

300

6. Volunteer hours for period

505

7. Total attendance at facility

4613

8. List the attendance and each type of activity

Museum tours / gallery visits : 3850
Films / performances : 0
Student attendance : 636
Children’s Entertainment : 0
Classes, Workshops, Camps : 0
Events, Festivals, Experiences, Other Programs : 127
Off site activities / events : 0
Rentals : 0

9. Submitted by

John P Olbrantz

10. Email address of person to receive confirmation email message.

jolbrant@willamette.edu

2. Thank You!

Thank you for submitting your report.



CTAB Completion Report-Facility-Quarterly

1. (untitled)

CTPAB Quarterly Completion Report
TOT Funds Supporting Salem Tourism
Facility Operating Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Salem Multicultural Institute

2. Name and location of facility

World Beat Gallery, 390 Liberty Street, SE, Salem 97301

3. Reporting period

4th quarter

4. Total number of days open

48

5. Total hours of operation

336

6. Volunteer hours for period

325

7. Total attendance at facility

190

8. List the attendance and each type of activity

Museum tours / gallery visits : 150
Classes, Workshops, Camps : 40

9. Submitted by

Kathleen Fish

10. Email address of person to receive confirmation email message.

kathleen@salemmulticultural.org

2. Thank You!

Thank you for submitting your report.



CTAB Completion Report-Facility-Quarterly

1. (untitled)

CTPAB Quarterly Completion Report
TOT Funds Supporting Salem Tourism
Facility Operating Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Salem Multicultural Institute

2. Name and location of facility

World Beat Gallery, 390 Liberty Street, SE, Salem 97301

3. Reporting period

4th quarter

4. Total number of days open

48

5. Total hours of operation

336

6. Volunteer hours for period

325

7. Total attendance at facility

190

8. List the attendance and each type of activity

Museum tours / gallery visits : 150
Classes, Workshops, Camps : 40

9. Submitted by

Kathleen Fish

10. Email address of person to receive confirmation email message.

kathleen@salemmulticultural.org

2. Thank You!

Thank you for submitting your report.

------------   1st Quarter



CTAB Completion Report-Facility-Quarterly

1. (untitled)

CTPAB Quarterly Completion Report
TOT Funds Supporting Salem Tourism
Facility Operating Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Salem's Riverfront Carousel

2. Name and location of facility

SRC 101 Front St. NE Salem, OR

3. Reporting period

1st quarter

4. Total number of days open

88

5. Total hours of operation

779

6. Volunteer hours for period

112

7. Total attendance at facility

32818

8. List the attendance and each type of activity

Children’s Entertainment : 32398
Rentals : 420

9. Submitted by

Marie Bradford Blevins

10. Email address of person to receive confirmation email message.

marieb@salemcarousel.org

2. Thank You!

Thank you for submitting your report.



CTAB Completion Report-Facility-Quarterly

1. (untitled)

CTPAB Quarterly Completion Report
TOT Funds Supporting Salem Tourism
Facility Operating Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Friends of the Visual Arts dba Willamette Art Center

2. Name and location of facility

c/o Oregon State Fair & Exposition Center, 2330 17th St NE, Salem OR 97301

3. Reporting period

1st quarter

4. Total number of days open

59

5. Total hours of operation

551

6. Volunteer hours for period

1755

7. Total attendance at facility

1321

8. List the attendance and each type of activity

Classes, Workshops, Camps : 287
Events, Festivals, Experiences, Other Programs : 14344

9. Submitted by

Lisa Joyce, Executive Director

10. Email address of person to receive confirmation email message.

lisa@willametteartcenter.com

2. Thank You!

Thank you for submitting your report.



CTAB Completion Report-Facility-Quarterly

1. (untitled)

CTPAB Quarterly Completion Report
TOT Funds Supporting Salem Tourism
Facility Operating Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Willamette Heritage Center

2. Name and location of facility

1313 Mill St. SE, Salem OR 97301

3. Reporting period

1st quarter

4. Total number of days open

65

5. Total hours of operation

390

6. Volunteer hours for period

1900

7. Total attendance at facility

13638

8. List the attendance and each type of activity

Museum tours / gallery visits : 1059
Events, Festivals, Experiences, Other Programs : 6546
Rentals : 6033

9. Submitted by

Michelle Cordova

10. Email address of person to receive confirmation email message.

michellec@willametteheritage.org

2. Thank You!

Thank you for submitting your report.



CTAB Completion Report-Facility-Annual

1. (untitled)

CTPAB Annual Completion Report
TOT Funds Supporting Salem Tourism
Facility Operating Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Friends of Deepwood

2. Name and location of facility

Deepwood Museum & Gardens

Reporting period - Annual

3. Total number of days open

365

4. Total hours of operation

4356

5. Volunteer hours for period

2225

6. Total attendance at facility

27988

7. List the attendance and each type of activity

Museum tours / gallery visits : 1561
Student attendance : 153
Events, Festivals, Experiences, Other Programs : 17731
Rentals : 2495

8. Operating expenses funded by TOT for the period

$48,130.00

9. Special project expenses funded by TOT for the period (i.e., one-time events, brochures, unanticipated
repairs)

$10,000.00

10. Total income from other sources

$203,681.00



11. What did your organization do to contribute to Salem’s appeal as a tourist destination? Highlight one
activity that occurred during the period.

We hosted our Erythronium Festival and saw hundreds of people visit the property to take the free guided tours of the
Nature Trails to see the Fawn Lilies throughout our trails and promote using Oregon natives in your own gardens as
well as free tours of the historic Formal Gardens. Guests were able to take advantage of our educational "Ask an
Expert" table to get their plant-related questions answered and learn more about Oregon's beautiful native species and
how to care for them. Staff and volunteers learned from speaking with patrons that many traveled from out of the area
for the chance to purchase hard-to-find native plants from our select vendors, and wanted to hear about upcoming
events in Salem, as well as other attractions to check out and restaurants to try while in the area.

12. Report on one of the benchmarks or performance measures used by your organization. Include the outcome,
goal and method used to track as provided in your application.
 

Outcome: We strived to bring more rentals to the grounds of Deepwood from outside of the Salem market.

Goal: To increase overnight stays in Salem by bringing out of market clients to the area for rentals by 10%.

Method: Through our increased marketing efforts on social media, popular websites such as Zola.com, Here Comes the
Guide, Eventective, as well as participating in one of the largest wedding shows in the area and networking groups to
increase awareness of Deepwood, we were able to bring several more rentals from outside of the Salem area to
Deepwood during the FY. Many who have come for a rental have talked about wanting to come back to Salem for a
home tour and do more things in the area! We record where the rental party is coming from through our agreements,
and informally speaking with guests has shown many are traveling from out of the area to come to the rental and are
looking for fun things to do while in town. In addition, we partner with a local hotel to encourage rental parties and their
guests to stay in Salem!

13. Submitted by

Elizabeth Okamoto

14. Email address of person to receive confirmation email message.

elizabeth@deepwoodmuseum.org

Attach up to 10 additional files as needed. Each file must be 1 megabyte or less in size.

Wedding_2.JPG
Wedding_1.JPG
Fawn_lily.jpg

2. Thank You!

Thank you for submitting your report.

https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F7045736%2F166-70d56f13c62d0ee7d5aeebddd84894a6_Wedding_2.JPG
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F7045736%2F179-4162ed360752b7d9f453fe5134e0e001_Wedding_1.JPG
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F7045736%2F206-bf36f332715a1dcfdce642e443478966_Fawn_lily.jpg


CTAB Completion Report-Facility-Quarterly

1. (untitled)

CTPAB Quarterly Completion Report
TOT Funds Supporting Salem Tourism
Facility Operating Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Salem Multicultural Institute

2. Name and location of facility

World Beat Gallery, 390 Liberty Street, SE, Salem 97301

3. Reporting period

4th quarter

4. Total number of days open

48

5. Total hours of operation

336

6. Volunteer hours for period

325

7. Total attendance at facility

190

8. List the attendance and each type of activity

Museum tours / gallery visits : 150
Classes, Workshops, Camps : 40

9. Submitted by

Kathleen Fish

10. Email address of person to receive confirmation email message.

kathleen@salemmulticultural.org

2. Thank You!

Thank you for submitting your report.



CTAB Completion Report-Facility-Annual

1. (untitled)

CTPAB Annual Completion Report
TOT Funds Supporting Salem Tourism
Facility Operating Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Salem Multicultural Institute

2. Name and location of facility

World Beat Gallery, 390 Liberty Street, SE

Reporting period - Annual

3. Total number of days open

218

4. Total hours of operation

3718

5. Volunteer hours for period

8625

6. Total attendance at facility

21333

7. List the attendance and each type of activity

Museum tours / gallery visits : 910
Films / performances : 35
Classes, Workshops, Camps : 388
Events, Festivals, Experiences, Other Programs : 20000

8. Operating expenses funded by TOT for the period

$46,565.00

9. Special project expenses funded by TOT for the period (i.e., one-time events, brochures, unanticipated
repairs)

$7,500.00

10. Total income from other sources

$347,982.00



11. What did your organization do to contribute to Salem’s appeal as a tourist destination? Highlight one
activity that occurred during the period.

The World Beat Festival attracts performers, vendors, exhibitors and guests from all over the Pacific Northwest and
beyond. This helps contribute to Salem's appeal as a tourist destination by giving visitors the opportunity to see that
Salem is becoming a more diverse community with an increasingly vibrant cultural life. 

20% of this year's vendors came from more than 50 miles away; 18% of performing groups came more than 50 miles
away; 18% came from Portland and its suburbs; the balance of performers came from Salem and the surrounding area.

The World Beat Dragon Boat Races drew teams from Kent, Vancouver, Portland and Manzanita came to Salem for the
races. The Tacoma Dragon Boat Association brought the boats to town the day before the races and stayed in a hotel
until Sunday; Lakeshore Solutions, which is based in Bellevue came to manage the finish line for the event. Anecdotal
evidence (i.e. - the dragon boat teams talked about what they did while they were in town) indicates that some paddlers
enjoyed dinner out at the Cozy Taberna, had breakfast out and stayed in hotels downtown.

The Mexican and Japanese Consulates had booths at the festival this year. The Philippines Department of Tourism
came up from San Francisco, as did Philippine Airlines. The connection with the Philippines Department of Tourism is
especially helpful as there is potential to build a long-term relationship with them that could help drive some overseas
tourism to Salem.

Visitors to the festival came from California, Florida, Hawaii, Idaho, Illinois, Iowa, Massachusetts, Michigan, Nevada,
Tennessee, Texas and Washington State as well as Hungary, Ukraine and Canada.

12. Report on one of the benchmarks or performance measures used by your organization. Include the outcome,
goal and method used to track as provided in your application.
 

Outcome: >85% of guests report that their understanding/awareness of world cultures increased after attending the
World Beat Festival.
Result: 100% of guests reported that their understanding/awareness of world cultures increased after attending World
Beat.
Method: World Beat passport surveys.

13. Submitted by

Kathleen Fish

14. Email address of person to receive confirmation email message.

kathleen@salemmulticultural.org

Attach up to 10 additional files as needed. Each file must be 1 megabyte or less in size.

World_Beat_Festival_2024240628Salem,_Oregon-257-2.jpg
World_Beat_Festival_2024240629Salem,_Oregon-44-2.jpg
World_Beat_Festival_2024240629Salem,_Oregon-84-4.jpg
World_Beat_Festival_2024240629Salem,_Oregon-604-2.jpg
World_Beat_Festival_2024240630Salem,_Oregon-233-2.jpg
Windows_to_Japan_Final_Activity_Calendar_2023_Flyer.pdf
Welcome_Spring_Poster_(1)_(1).pdf
April_6_Ukrainian_Dance_Class_(8.5_x_11_in).jpg
Reduced_Size_World_Beat_Activities_Schedule.jpg

2. Thank You!

Thank you for submitting your report.

https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F7045736%2F20-636820f632b8b35ba6709d1391004aba_World_Beat_Festival_2024240628Salem%2C_Oregon-257-2.jpg
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F7045736%2F88-2720d3c934727adcd9d0a3c77833c9fd_World_Beat_Festival_2024240629Salem%2C_Oregon-44-2.jpg
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F7045736%2F248-f3152361e734f7011fb734d242824cc8_World_Beat_Festival_2024240629Salem%2C_Oregon-84-4.jpg
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F7045736%2F88-dccdcc99af93a9ebac74064f0d7a4a65_World_Beat_Festival_2024240629Salem%2C_Oregon-604-2.jpg
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F7045736%2F154-5d3475de3fb9de390f6a35037dee0d5d_World_Beat_Festival_2024240630Salem%2C_Oregon-233-2.jpg
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F7045736%2F88-a55bc7e79c117dcb5b4fca111dc8b677_Windows_to_Japan_Final_Activity_Calendar_2023_Flyer.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F7045736%2F179-1812d6cf6108bfa7c321adcd10d31f76_Welcome_Spring_Poster_%281%29_%281%29.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F7045736%2F115-1115c96f041500fd1d70739172d89219_April_6_Ukrainian_Dance_Class_%288.5_x_11_in%29.jpg
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F7045736%2F60-538f9b911263ffd7f6910557618ee558_Reduced_Size_World_Beat_Activities_Schedule.jpg


CTAB Completion Report-Event

1. (untitled)

CTPAB Completion Report
TOT Funds Supporting Salem Tourism
Special Event or Project Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Ceili of the Valley Society

2. Name of program or event

Samhain Celtic New Year Festival

3. Location of program or event

Willamette Heritage Center - Salem, Oregon

4. Description of activity

A one‑day celebration highlighting and exploring music, crafts, dance, and culture of the seven Celtic Nations (Ireland,
Scotland, Wales, Cornwall, Brittany, Galicia, and Isle of Man) and featuring hands-on experience and learning activities
to connect people with Celtic culture. Celtic nation Brittany was featured this year.

5. Completion date(s)

4th quarter

6. Estimated professional/staff hours to administer program or event

140

7. Estimated volunteer hours to administer program or event

913

8. Amount of funds provided by TOT

$6,000.00

9. Amount of funds provided by other sources

$1,778.00

10. Was the event free?

No

11. Amount of admission ticket, if any

10.00



12. How did local businesses or organizations assist in this activity?
 

Willamette Heritage Center provided rental space for the festival.

Promotional and marketing information for our festival was published in the following publications or on-line: All-Ireland
Cultural Society newsletter, PressPlay Salem, Salem Reporter, and Travel Salem. Flyers were distributed at twenty
local businesses including, coffee shops, World Beat Festival, Salem Multicultural Institute, and Salem Art Fair.
Public announcements were made on local radio stations, KMUZ and KLCC. Salem Sign Company reworked the
banner to hang on Liberty Street Parkade. Parsons Designs provided printing of Festival Logo t-shirts and tote bags.
Local designer, Carlee Wright, provided webpage design work, graphics design work for posters and flyers, social
media maintenance and general marketing. Two local photographers volunteered their time to take photos of the event
for future marketing. Capital Community Media videoed and did interviews. ABC Printers Inc. were used to print our
sponsorship banners.

The following local businesses and individuals made cash donations, in-kind contributions or provided sponsorships:
Capitol Subaru, The Summit Group of Oregon, LLC, Willamette Health Council, Lifestyles Unlimited Hair Co, KMUZ,
and Friends of CVS.

For the food: Scones were purchased at Manna Bakery. Soups from three Celtic nations were catered by Sassy Onion
for lunch. Other food and dinnerware were purchased at WinCo and US Chef's Store. 

Mini pumpkins were purchased at EZ Orchards at a discount for our Family Crafts area and craft supplies purchased at
Salem Art Department. 

Yoakum Sound provided sound for our event.

13. How did this event contribute to the CTPAB’s goal of increasing room nights/revenue and increasing the
overall economic impact of tourism in Salem?

There were out-of-state attendees from Utah, California, Washington, and Arizona, as well as out-of-town attendees
from as far away as Roseburg-138 miles. There were about 111 out-of-town attendees (less than 50 miles) and about
54 (50+ miles).

There were presenters and vendors from the Salem area as well as Albany, Beaverton, Corvallis, Gladstone, Hillsboro,
Jefferson, Newport, Oregon City, Philomath, Portland, Roseburg, and Vancouver-WA. There were about 39 out-of-town
(less than 50 miles) and about 18 (50+ miles).

There were 22 out-of-town volunteers, including 3 more than 50 miles (2-Ashland and 1-Arizona).



14. How did this event contribute to the CTPAB’s goal of enhancing the quality of life and embracing a culture
of inclusiveness and diversity for all Salem’s residents?

Our ninth Samhain Celtic New Year Festival was an affordable family-friendly, educational cultural experience. Student
tickets were $5 and admission was free to children 12 and under. All workshops and activities were included for this
reasonable ticket admission.

Attendees explored and discovered Celtic culture through a variety of demonstrations and workshops. Workshops
included an introduction to storytelling, Irish and Breton dancing, guitar for Celtic music, history of Brittany, and just for
fun, a workshop of uniquely Irish expressions.
Celtic demonstrations included kilt folding, Highland dancing, and Celtic Knot Rope designs, as well as many other
activities. 
There were a variety of dance performances including, Irish step dancing, and Highland dances accompanied by live
bagpipes, and the Lydia & Sean's Hawaiian Reel, choreographed by Ceili of the Valley Society, a blending of Hawaiian
and Irish culture. CVS also highlighted some of their favorite Irish and Scottish dances.

Wonderful auditory experiences began with festival opener Willamette Valley Pipes & Drums marching through the hall
and their performing, including providing the music for a sword dance presentation accompanied by Highland Pipes.
Next was a concert by headliner band- Blaz Dañerus Band, a band focusing on both Irish and Breton dance music with
button accordion, uilleann pipes, Flemish bagpipes, bouzouki, fiddle, bombarde, binioù-kozh, Turkish oud, flute, and
guitar. They gave a concert presenting Breton music. An opportunity to hear unusual instruments.
Later in the day, a storyteller told Celtic stories on stage and we had a women's choir singing songs from the Celtic
Nations

At our Celtic Pop-Up area, you could watch a demo and get your name written in the Uncial Calligraphy font, try your
hand in making a Celtic Knot with Rope using different looms, and folding of the Great kilt.

Cultural activities for the young-at-heart and children included a family cultural crafts area inside and mini-Highland
games held outside. Indoor activities included hand-painting and creative crafts. The crafts included working with clay,
mini pumpkin decorating, fairy gardens, and stencil flags using water-colors paints. There were activities for every age
and skill.
Outdoor activities included Kid's Highland Games. Participants could compete for fun in the Welly Throw, Sheaf Toss,
and Caber Toss. You were sometimes treated to Scottish bagpipes as background music while enjoying the outdoor
activities.

Informational cultural exhibits included All-Ireland Cultural Society, Welsh Society of Oregon, Willamette Valley Pipes &
Drums, Oregon Manx Society and Comhaltas Ceotoiri Eireaan (CCE) the primary Irish organization dedicated to the
promotion of the music, song, dance, and the language of Ireland. 

The festival day ended with a Fest Noz and Céili finale where all festival attendees were invited to participate in Breton
and Irish Céili dancing. Fest-Noz is a festive gathering based on the collective practice of traditional Breton dances,
accompanied by singing or instrumental music. Blaz Dañerus band provided live traditional Breton and Irish music and a
Ceili is a party with music and dance.

15. How many attendees did your activity attract?

466

16. How were attendees counted (Example: ticket sales, count at gate or estimate)?

ticket sales + CVS/Presenter volunteers

17. Estimated percentage of Salem residents and/or guests

48%

18. Estimated percentage of out-of-town tourists (less than 50 miles)

30%

19. Estimated percentage of overnight tourists (hotel/motel)
(Overnight tourists are defined as guests traveling greater than 50 miles for an event)
 

21%

20. What method was used to arrive at this percentage (Example: survey, estimate)

Surveys by volunteers at Admissions/ticket area, applications, volunteer information & estimates.



21. Report on the other measurable outcome documented in your application. Include the outcome, goal and
method used to track.

OUTCOME #1- attendance -from ticket sales. There were 380 Festival attendees. In the previous year we had 417
attendees. 
There were 306 adults, 41 children (12&under), 2 sponsor tickets, and 31 student admissions.

~Attendance Breakdown: Salem Residents estimate= 45%, 

Out-of-town tourists estimate= 37%, 

Overnight tourists estimate= 18%. Counts from surveys at the attendance/ticket area.

OUTCOME #2- COMMUNITY PARTNERS. 
Our second goal was 20 community partners. We surpassed this by 2. percent. Our community partners included 52
organizations, businesses, and presenters that included:
• Venue: Willamette Heritage Center (1)
• PR/Printing: ABC Printing, Salem Sign Company, Designer Carlee Wright, PressPlay, Capital Community Media,
Oregonian, Salem Reporter, Statesman Journal, Willamette Valley Life, Willamette Living Magazine, Oregon Arts
Watch, OPB, Keizer Times, Polk Itemizer Observer, Travel Salem, KLCC, Parson's Design, and KMUZ. (18)
• Food & General Supplies: Sassy Onion, Roth's Catering, Manna Bakery and US Chef Store. Art Dept, Craft
Warehouse, Michaels, Salem WinCo, Sherwin Williams, and EZ Orchard. (10)
• Sound- Pete Yoakum Sound (1)
• Vendors: Bridies, Celtic Kate, Heart Song, T&T Creations, Oran Mor Artisan Mead, The Celtic Jewelry, and Granny
Fi's Shortbread. (6)
• Exhibitors/Organizations: All Ireland Cultural Society, Micheál Ó Domhnaill Branch of Oregon Comhaltas Ceóltoirí
Eireaann, Oregon Manx Society, Welsh Society of Oregon, Capital Calligraphers, and Willamette Valley Pipe & Drums.
(6)
• Presenters: Blaz Dañerus Band, Murray Irish Dancers, Will Hornyak Storyteller, ViVoce Singers, and Amica-
Facepainting. (5)
• Sponsors/Donations: Capitol Subaru, The Summit Group, Willamette Health, Real Systems, & Lifestyle Unlimited. (5)
We also had 86 volunteers.

PROJECT outcomes: Classes, workshops, & activities attendance: The rough estimate are 719 attendees. Attendees
may have attended multiple workshops, presentations, and activity areas. Routine spot checks and rough counts were
taken for the Main Stage, Stage Area, Family Crafts, Celtic Pop-ups, Hand painting, and Highland Games. Exact counts
were recorded for the Card Room classes and Calligraphy table.



22. What was the most effective resource used for marketing and promotion?

According to our survey "How did you hear about the Festival?" near the Admissions Area from 129 festival attendees
heard about the festival mainly through our Facebook, Word of mouth, attended previous festivals, and on-line.

We posted our event to Travel Salem's free event calendar. Press releases were sent to Statesman Journal, Salem
Reporter, Press Play Salem, Willamette Valley Life, Willamette Living Magazine, Oregon Arts Watch, The Oregonian,
OPB, Travel Salem, Keizer Times, Polk-Itemizer Observer and more. Two paid Facebook ads were posted that reached
about 50,000.

Our Press release was published on Willamette Living and our event was highlighted by Press Play Salem. The
Oregonian featured the festival in an article and video in 'Here is Oregon" which was posted on Instagram,
https://www.instagram.com/reel/DBjz0quPWRm/?igsh=MThjMjZvcGR3azlpNQ%3D%3D . Also, another story was
published in The Oregonian's "Living" section.
Capital Community Media (fka CCTV) filmed during the festival and released after the Festival and airing on their radio
station, KMWV 98.3. they wrote a story and published two videos during/after the festival)
https://www.youtube.com/watch?v=yPq3CCQzH-g&ab_channel=CapitalCommunityMedia. These videos will help
promote our next Festival.

PSAs were announced at Salem's community radio station KMUZ and Eugene's community radio station KLCC.

Printed flyers were distributed at Ceili of the Valley events, World Beat Festival, Salem Saturday Market, Salem Art Fair,
Salem Multicultural Institute and more. 

The Festival was included in Ceili of the Valley's monthly MailChimp newsletter as "Save the Date," sent to 911
contacts, for several months before the Festival. Also, there was a separate Festival teaser the month of the Festival.

We have two direct web sources for information: Our Festival website; https://celticfestival.info/; and the Ceili of the
Valley website. The Festival website included photos and profiles of the vendors and performers, as well as an advance
schedule so people could plan their day. We utilized our social media channels (Facebook and Instagram) to talk about
our vendors, festival activities, schedule, etc. Year-over-year we saw an increase in our reach, content interactions and
follows. Our social demographics show that our top city is Salem with Portland, Eugene, Albany, and Vancouver not far
behind. 

For the week leading up to the festival, our banner was hung on the Liberty Parkade.

Our vendors, volunteers, and exhibitors such as Welsh, Oregon Manx, Blaz Dañjerus Band, CCE, and The Murray Irish
Dancers shared our festival with their friends and family. All-Ireland Cultural Society advertised the Festival in their
October 2024 Seanachai publication.

23. Did you target any Spanish language or underrepresented population groups? (Explain)
 

Half sheet coloring flyers were made and distributed at World Beat Festival, Salem Saturday Market events, and the Art
Fair.

The following wording is included on our CVS and Samhain website in English and Spanish:
"Ceili of the Valley Society is open to everyone, Celtic heritage or not. All activities are inclusive. We welcome all
people.

Ceili of the Valley Society está abierta a todos, con herencia celta o no. Todas las actividades son inclusivas. Damos la
bienvenida a todas las personas."

24. Submitted by

Ginny Wedel & Elisa Chandler

Attach up to 10 additional files as needed. Each file must be 1 megabyte or less in size.

CeiliOfTheValley_2024_Financials.pdf
Oregonian_10-23-34_PAGE-3490113-Janet_Eastman.pdf

25. Email address of person to receive confirmation email message.

ceiliofthevalley@gmail.com

2. Thank You!

Thank you for submitting your report.

https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F20-f3fbe2aeb603bf10c599710acf86261f_CeiliOfTheValley_2024_Financials.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F20-b5885cdecb68bec1b4cea7ac56f75343_Oregonian_10-23-34_PAGE-3490113-Janet_Eastman.pdf




CTAB Completion Report-Event

1. (untitled)

CTPAB Completion Report
TOT Funds Supporting Salem Tourism
Special Event or Project Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Englewood Forest Festival

2. Name of program or event

Englewood Forest Festival

3. Location of program or event

Englewood Park, 1260 19th St. NE, Salem 97301

4. Description of activity

The Englewood Forest Festival is a magical free family-friendly annual art, music, and environmental celebration held in
Englewood Park. The connections made at the event make a difference in the quality of life in Salem and increase
collaborations between individuals and organizations. The festival includes a wide variety of diverse local art vendors, a
full day of multicultural music and dance performances on two stages, free family-friendly art and environmental
workshops about the habitat of Englewood Park, and wonderful local food trucks. Our mission is to promote local artists
and musicians representing the rich cultural diversity of Salem, highlight environmental nonprofits, engage the
community in learning more about the park habitat and environment, and to mentor and support youth, emerging and
established artists. The historic 6.5-acre park, purchased in 1926, was designed by renowned female landscape
architects Lord & Schryver and is a highlight of the event. The park is home to over 200 mature Oregon white oak and
Douglas fir trees and a large native Pollinator Garden.

5. Completion date(s)

3rd quarter

6. Estimated professional/staff hours to administer program or event

0

7. Estimated volunteer hours to administer program or event

1680

8. Amount of funds provided by TOT

$8,000.00

9. Amount of funds provided by other sources

$6,655.00

10. Was the event free?

Yes

11. Amount of admission ticket, if any

0



12. How did local businesses or organizations assist in this activity?
 

Thirty-five nonprofits, government organizations, and businesses had interactive booths at the event and offered free
workshops to festival attendees. These donations of materials, and services made a significant contribution to the
family-friendly, interactive, and educational festival.

Salem business owner, neighbor, and EFF vendor GreenSpaceDesign by Jude offered a 5-hour free terrarium
workshop, donating approximately $3,000 of materials and employee time as a way of thanking the community. This
business got its start at the Englewood Forest Festival and now has a very successful brick-and-mortar store on
Commercial Street which recently expanded. EFF is proud to be a catalyst for business development.

EFF received sponsorships from Fischer Hayes Joye & Allen, Northeast Neighbors Neighborhood Association (NEN),
Salem Leadership Foundation, and Storyteller for Good (photography and videography).

These organizations offered substantial financial and inkind support: The Inkspot (printing), Uptown Music (sound
equipment), ENLACE Cross Cultural Development Corp. (sound equipment), Northeast Neighbors Neighborhood
Association (NEN) printing, Storyteller for Good (photography and videography), Salem Cinema (donation), Heritage
Seedlings (materials), and Unitus Community Credit Union.

Travel Salem, Portland Monthly, the City of Salem, the Oregonian, Salem Reporter, Statesman Journal, Willamette
Living Magazine, Willamette Weekly, the Woodburn Independent, Polk County Itemizer Observer, KMUZ, Radio Poder,
CC Media had free articles, event listings, or PSAs that promoted EFF.

We also paid for marketing through FB, Travel Salem, the Salem Reporter, and paid to have brochures in hotels in the
Mid-Willamette Valley.

This year, we were pleased World Beat supported our festival by lending us sign boards and kindly sharing their
expertise in organizing their event. Travel Salem advised us on additional ways to promote the event which was very
helpful.

13. How did this event contribute to the CTPAB’s goal of increasing room nights/revenue and increasing the
overall economic impact of tourism in Salem?

EFF contributes to increasing revenue and room nights through Facebook and Travel Salem advertising. Our festival
made the list of the top 50 Summer Festivals in Oregon published by Oregon Live, so we are attracted visitors this year
from the coast, La Grande, Pendelton, from Washington state, and an international visitor from Turkey. We are a
beautiful outdoor summer festival in a shady historic park which is a feature of the event.

Englewood Park's Pollinator Garden is considered one of the best urban wildflower gardens in the Mid-Willamette Valley
by the Native Plant Society of the Willamette Valley. Our event is becoming well known outside of Salem. 

EFF generated approximately $40,000 at our one-day festival and helps to increase the economic vitality of Salem, an
increase of over 30% from our 2023 festival.



14. How did this event contribute to the CTPAB’s goal of enhancing the quality of life and embracing a culture
of inclusiveness and diversity for all Salem’s residents?

EFF creates a beautiful event- a joyful day of celebrating local arts, environmental education, and creating connections
throughout the community that result in positive outcomes in Salem. The event promotes and prioritizes local artists,
performers, organizations, and shares resources throughout the community. EFF provides resources that also support
literacy, health, and cross-cultural connections.

Our performances include 40% diverse and minority musicians and performers. We increased the diversity of our
vendors to 29% from 2023. We are proud of the outreach we do to make this possible and the support we offer vendors
with disabilities.

We support our diverse vendors by providing a supportive venue. This year the festival vendors made approximately
$40,000 at the 2024 event.

The festival enhances Salem's quality of life. Feedback from this year includes: This is the best event of the year. We
receive more customers than at any other event. The beautiful atmosphere of the park. The variety of products
available. Ease for handicapped parking and access, help in setup and take down for an 82-year-old participant. All of
the happy people, I cannot even tell you how many happy people came by our booth. The volunteers are always top-
tier and I have more returning customers at Englewood than I do at any other sale I do the entire year. I loved the
atmosphere, the sense of community, and the type of vendors present. I loved that it catered so well to families. I love
the setting, the organizers, the variety of vendors and entertainment, the sense of community - meeting and seeing
neighbors. The festival is one of my favorite things about living in Salem. Well organized, well attended, a large
selection of vendors, multiple stages. I always love the festival, love the neighborhood community, the vibe and the
beautiful space. The park is beautiful! The organizers are so friendly and helpful. The event is well attended and
enjoyed by the community. I love the community spirit, the setting, and the care taken to support vendors and festival
visitors. It was amazing to take part in a festival that felt so connected to the community and the environment, as well as
taking place in such a beautiful park. Size, location, family atmosphere, variety of activities and entertainment,
environmental awareness. A relaxed family atmosphere. I loved all of the engaging children's activities. I loved the
intimate feeling setting, the smaller scale of the fair. 

15. How many attendees did your activity attract?

5000

16. How were attendees counted (Example: ticket sales, count at gate or estimate)?

We estimated attendance at the 2024 Englewood Forest Festival was about 5.000 which was calculated by several
methods. The festival is free and has multiple entry points for the public. ● A survey of vendors attending many EFF
festivals regarding their sales, and their counts of visitors. ● Vendor sales by some regular returning vendors increased
by 20% to 50%. ● A consensus by returning vendors was that the attendance had increased by about 25%. ● Photos
showed a greater density of attendees at performances and on pathways. ● Cars parked in the neighborhood
increased. ● The volume of trash increased this year.

17. Estimated percentage of Salem residents and/or guests

80%

18. Estimated percentage of out-of-town tourists (less than 50 miles)

18%

19. Estimated percentage of overnight tourists (hotel/motel)
(Overnight tourists are defined as guests traveling greater than 50 miles for an event)
 

2%

20. What method was used to arrive at this percentage (Example: survey, estimate)

As the festival is free and has 3 entrances including several blocks along 19th St. NE, we utilized several methods to
estimate attendance from local, out of town, and overnight guests: ● A free raffle collected attendee zip codes. ●
Anecdotal reports from vendors making sales from customers from Washington, California, and Turkey.



21. Report on the other measurable outcome documented in your application. Include the outcome, goal and
method used to track.

One goal was increasing the estimated economic impact of tourism in Salem.
Our survey to EFF vendors included reporting their sales. We calculated the results from the survey and oral reporting.
The results showed that 36% of our vendors made over $1000 including one who over $2000.

The total estimated revenue our local vendors generated at EFF was approximately $40,000.

22. What was the most effective resource used for marketing and promotion?

We believe that FB marketing made a big impact, our Travel Salem ad and free listing brought in visitors from other
states and an international attendee and placing brochures in hotels along the I-5 corridor helped. Visitors mentioned
seeing our advertising at multiple locations.

23. Did you target any Spanish language or underrepresented population groups? (Explain)
 

EFF printed flyers, posters, and press releases in Spanish. Applications were on our website in Spanish. Amador
Aguilar did outreach by distributing bilingual flyers to attendees at the multicultural events he participated in and where
he performed in Salem, Woodburn, Hillsboro, Gervais, etc.
We invited and encouraged individual artists to participate from underrepresented groups and also gave scholarships to
encourage new vendors to participate.
Our outreach to Spanish language and underrepresented population groups included the Pacific Islander community.
We strive to have diverse performances which included the Aztec Dancers, Paradise of Samoa. Colores de America,
Guelaguetza Folklorico, and Premiere Academy of Performing Arts whose students represent the diverse youth in our
community. We support neurodiverse applicants and those with disabilities.

24. Submitted by

Lynn Takata

Attach up to 10 additional files as needed. Each file must be 1 megabyte or less in size.

2024_EFF_TOT_Budget.pdf
2024_EFF_EVENT_TOT_RECEIPTS.pdf
2024_EFF_A_to_Z_Party_Rental_Receipt.pdf
2024_EFF_Turtle_Island_Protection_Services.pdf
Ace_Chemical_receipt_2024.pdf
2024_EFF_Event_Helper_Insurance_receipt.pdf
2024_EFF_Travel_Salem_Invoice.pdf
2024_EFF_Marketing_Vistaprint.pdf
Press_Play_ad.pdf
2024_EFF_misc_receipts.png

25. Email address of person to receive confirmation email message.

englewoodforestfestival@gmail.com

2. Thank You!

Thank you for submitting your report.

https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F56-0c72e14d0fb0376aaa75be849c844b53_2024_EFF_TOT_Budget.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F86-235c1a37127c01c613bd3abdae60ceb1_2024_EFF_EVENT_TOT_RECEIPTS.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F86-c41d48271f3d6433674ecd41aecff701_2024_EFF_A_to_Z_Party_Rental_Receipt.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F41-b4bd8a40b4e364597eb220aa5a1a8882_2024_EFF_Turtle_Island_Protection_Services.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F229-84b0be1ff0c3c35b3ccaa7edcfc3bfce_Ace_Chemical_receipt_2024.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F17-d0089d6d61f04e1d80531fd63e61a363_2024_EFF_Event_Helper_Insurance_receipt.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F41-6b3ac36bf87167505e0919683b0c5094_2024_EFF_Travel_Salem_Invoice.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F17-f236a2228f6dfcedc52753d322055a44_2024_EFF_Marketing_Vistaprint.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F229-e8e216356c6502a496cc4f441ed2308b_Press_Play_ad.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F229-b8ee2e5814d4d021a7b4ab78ef6e0b79_2024_EFF_misc_receipts.png


CTAB Completion Report-Event

1. (untitled)

CTPAB Completion Report
TOT Funds Supporting Salem Tourism
Special Event or Project Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Family Building Blocks

2. Name of program or event

Riverfront Family Fest

3. Location of program or event

SALEM'S RIVERFRONT PARK

4. Description of activity

ANNUAL HEALTH AND SAFETY FAIR WITH FAMILY-FRIENDLY ACTIVITIES

5. Completion date(s)

3rd quarter

6. Estimated professional/staff hours to administer program or event

300

7. Estimated volunteer hours to administer program or event

513

8. Amount of funds provided by TOT

$8,000.00

9. Amount of funds provided by other sources

$26,000.00

10. Was the event free?

Yes

11. Amount of admission ticket, if any

0

12. How did local businesses or organizations assist in this activity?
 

Local business sponsored the event while others were vendors at the event. All sponsors and vendors needed to
provideoffer a family friendly, interactive safety and healthy activity at their booth appropriate for children.

In addition, businesses also participated in the marketing efforts by posting posters and yard signs. They also shared
about the event on their social media channels driving interest and marketing impressions.



13. How did this event contribute to the CTPAB’s goal of increasing room nights/revenue and increasing the
overall economic impact of tourism in Salem?

We promoted this event throughout Marion and Polk County. We promoted this event on all of our marketing and socail
media channels promoting Salem and highlighting the many wonderful reasons its a great place to live, work and visit
for families with children.

14. How did this event contribute to the CTPAB’s goal of enhancing the quality of life and embracing a culture
of inclusiveness and diversity for all Salem’s residents?

Family Building Blocks mission is to "Keep Children Safe and Families Together." Our event aligns with CTPAB's goal
of "Enhancing the quality of life and embracing of culture of inclusiveness and diversity for all Salem's residents."
Through Riverfront Family Fest, we brought together families, friends, supporters and community members to enjoy this
family friendly event.

We promoted the event through signage and advertising in both Spanish and English. We added more culturally diverse
snack options and music/entertainment to engage our Spanish speaking community of families.

15. How many attendees did your activity attract?

3200

16. How were attendees counted (Example: ticket sales, count at gate or estimate)?

count at entrance

17. Estimated percentage of Salem residents and/or guests

90%

18. Estimated percentage of out-of-town tourists (less than 50 miles)

10%

19. Estimated percentage of overnight tourists (hotel/motel)
(Overnight tourists are defined as guests traveling greater than 50 miles for an event)
 

0%

20. What method was used to arrive at this percentage (Example: survey, estimate)

estimate

21. Report on the other measurable outcome documented in your application. Include the outcome, goal and
method used to track.

Our first outcome was to have 3,500 Salem residents attend Riverfront Family Fest which we did not achieve since our
records indicate we had 3200 attendees. We anticipated hosting 500 from outside Salem (but within 50 miles) would
attend. We are estimating that we had about 300 from outside of Salem. We did not expect to have overnight guests for
this event. 

For outcome number two, we anticipated an increased number of sponsors YOY. Our goal number was 23 sponsors,
we achieved 22 sponsors and raised $34,000. 

Though we did not achieve our goals, we are thrilled with the attendance and the amount of sponsors and vendors that
supported our family event and supported our efforts to engage Our community of Latino families. 

22. What was the most effective resource used for marketing and promotion?

Posters, Yard Signs, Social Media, Digital Billboards (in-kind donation), Community Partners attending shared on social
media, Sponsored Ads, Press Releases



23. Did you target any Spanish language or underrepresented population groups? (Explain)
 

Yes, a majority of the population we serve identify as Hispanic/Latino. In 2023, Family Building Blocks children and
families' population was 70% Hispanic/Latino. We had yard signs printed in Spanish this year to support outreach. 

Yard Signs – 50 (Spanish on one side, English on the other)
Posters – 50 in Posters in Spanish, 50 in English distributed by FBB to locations and partners,
Flyers – English on front, Spanish on back, distributed to families by FBB Staff (print and via text/email, we printed
1,000)
Targeted ads via Meta/Facebook (in Spanish)

24. Submitted by

Jackie Groah

Attach up to 10 additional files as needed. Each file must be 1 megabyte or less in size.

Batch_1_-_Family_Building_Blocks_Cover_Sheet_with_3_receipts.pdf
5._Garten_receipt_-_garbage.jpg
Receipts_6_through_8.pdf
Receipts_8-10.pdf
Receipts_11.pdf
Receipts_12-14.pdf

25. Email address of person to receive confirmation email message.

jgroah@familybuildingblocks.org

2. Thank You!

Thank you for submitting your report.

https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F210-b56d71e534e230ed055114e0a81c2106_Batch_1_-_Family_Building_Blocks_Cover_Sheet_with_3_receipts.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F21-7d4ed9d5c1220222737fc1c2d401ebd6_5._Garten_receipt_-_garbage.jpg
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F108-e6e9a0f17ef7beecd3548cf39e7d5b22_Receipts_6_through_8.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F209-f30fb5194756cce11d3826409148496b_Receipts_8-10.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F117-2897d81b89c800cbc7a14d1b18f7804a_Receipts_11.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F187-980cb746122a50ddb9616b341103b5c8_Receipts_12-14.pdf


CTAB Completion Report-Event

1. (untitled)

CTPAB Completion Report
TOT Funds Supporting Salem Tourism
Special Event or Project Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Helping Hands Resources / Quiltopia Oregon

2. Name of program or event

Quiltopia Oregon Quilt Show 2024

3. Location of program or event

Willamette Heritage Center, 1313 Mill St Se Salem OR

4. Description of activity

This year's event began with the a quilt challenge this spring with the final challenge quilts being hung in the lobby of
The Grand Hotel with each artist's interpretation of this year's theme "Quilts- a novel idea" on display for the month of
October leading up to the main event. On November !st and 2nd the main event took place at Willamette Heritage
Center with about 150 quilts on display for visitors to view and purchase. A breakfast featuring our guest artist, quilter,
and author Marie Bostwick was held Saturday morning. Various artists offered demonstrations and small classes
throughout the event. The weekend also feature our Re-Stash Boutique featuring donated fabric, vintage linens, quilt
books and patterns, sewing machines, and other quilt related items available for sale.

5. Completion date(s)

4th quarter

6. Estimated professional/staff hours to administer program or event

320

7. Estimated volunteer hours to administer program or event

525

8. Amount of funds provided by TOT

$2,000.00

9. Amount of funds provided by other sources

$5,400.00

10. Was the event free?

No

11. Amount of admission ticket, if any

7.00



12. How did local businesses or organizations assist in this activity?
 

Quiltopia collaborated with several businesses to make this event a success. First, the Willamette Heritage Center
partnered with us to provide venue spaces that perfectly displayed the show and the "market-like" setting for the Re-
Stash Boutique. They also generously sponsored the event to support the important services of Helping Hands
Resources. The Grand Hotel was a sponsor and promoter of the event with its in-room Travel Salem events calendar.
Deepwood Estates was a sponsor with advertising for the show and hosting a small quilt hanging in the spring to
advertise the fall Quiltopia show. Finally, Quiltopia partnered with 15 quilt shops throughout the Willamette Valley to
promote the show and contribute raffle items.

13. How did this event contribute to the CTPAB’s goal of increasing room nights/revenue and increasing the
overall economic impact of tourism in Salem?

Quiltopia is the perfect type of event to bring in revenue, and increase the overall economic impact of tourism in Salem
for several reasons. To begin, admission to the show is reasonably priced at $7. The average stay is 3-4 hours, with
30% of attendees living 10-49 miles away. (ie: Dallas, Silverton Woodburn, etc) Of this group, we received many
questions about other community events, dining, and shopping in the Salem area. We also know that about 17% of our
attendees lived more than 50 miles from the event location including Portland/ Vancouver, Longview Washington,
Eugene, with a growing number of guests attending from the Sisters/Bend area this year. We know of a group of
attendees that have attended for the day, and expanded their Quiltopia experience to attend all weekend, staying in a
local hotel.

14. How did this event contribute to the CTPAB’s goal of enhancing the quality of life and embracing a culture
of inclusiveness and diversity for all Salem’s residents?

Quilting is an artform that can be found throughout all cultures and across every country, physical ability, and,
socioeconomic status, and sexual orientation. This year's quilts were a visual celebration of diversity. Quiltopia provides
sharing, teaching, and supporting artists in their craft as a means of inspiring each other in artistic expression of our
heritage, culture, and values. Quiltopia supports inclusivity for all community members whether beginners or experts,
from community members who attend to look at colors and patterns to another who attends to learn about the history
and techniques used by other quilters. This year's show featured a guest artist specializing in a quilting style that is
accessible for anyone with an interest in quilting.

15. How many attendees did your activity attract?

522

16. How were attendees counted (Example: ticket sales, count at gate or estimate)?

Ticket sales

17. Estimated percentage of Salem residents and/or guests

52%

18. Estimated percentage of out-of-town tourists (less than 50 miles)

30%

19. Estimated percentage of overnight tourists (hotel/motel)
(Overnight tourists are defined as guests traveling greater than 50 miles for an event)
 

17%

20. What method was used to arrive at this percentage (Example: survey, estimate)

survey, online sales with addresses



21. Report on the other measurable outcome documented in your application. Include the outcome, goal and
method used to track.

One of this year's goals was to host at least 510 visitors at the show, including at least at least 10 out-of-town overnight
guests staying in local hotels. We used information collected through ticket sales to determine how far show visitors
traveled. We were contacted by two groups specifically that were traveling to attend the show with friends and staying in
local hotels. These two groups totalled 10 individuals from Longview Washington and Sisters Oregon. Both groups plan
to make this an annual event and one group would like to increase their involvement with Quiltopia. We will continue to
partner with other quilt shows such as the Sisters Quilt show and other guilds to increase visibility and awareness of
Quiltopia. 

Our goal was to have 200 Salem residents, 300 out of town tourists, and 10 overnight guests for this year's show. Our
attendance of 522 included 270 Salem residents, 162 out of town tourists, and 88 tourists that traveled at least 50 miles
to attend this year's show.

22. What was the most effective resource used for marketing and promotion?

Our most successful marketing came from 3 sources. First, our expanded Quiltopia webite and social media presence
which is kept up to date on plans and activities to expect at the event. Quilters can sign up for our e-newsletter, order
challenge quilt kids, raffle kits, and more. There are currently over 900 subscribers taking advantage of this promotional
tool. The second biggest source of promotion is our partner quilt shop network with about 15 quilt shops in the
Willamette Valley that which hang signs, pass along fliers, and contribute to raffle drawings. The final source promotion
in being present and visible at other community quilt shows and guiild shows to promote and invite quilters from around
the state to attend Quiltopia. We had several attendees this year because of our visibility at other shows.

23. Did you target any Spanish language or underrepresented population groups? (Explain)
 

We do not target any particular group, other than those who are interested in quilting which is an all-inclusive activity.
The 15 quilt shops we partner with advertise and focus promotion on their communities' particular needs and
demographics.

24. Submitted by

Jennifer Jenkins

Attach up to 10 additional files as needed. Each file must be 1 megabyte or less in size.

transient-occupancy-tax-grant-report-form-events-budget-sheet_(2).xlsx

25. Email address of person to receive confirmation email message.

Jenjenkins834@gmail.com

2. Thank You!

Thank you for submitting your report.

https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F154-abc8f96ff00ff4dda3bfb95cfae2d4d0_transient-occupancy-tax-grant-report-form-events-budget-sheet_%282%29.xlsx


CTAB Completion Report-Event

1. (untitled)

CTPAB Completion Report
TOT Funds Supporting Salem Tourism
Special Event or Project Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Hoopla Association

2. Name of program or event

Hoopla XXV

3. Location of program or event

Downtown Salem, Oregon

4. Description of activity

Hoopla is Oregon's premier and largest 3v3 street basketball tournament. Held in downtown Salem literally in the
shadows of the Oregon State Capitol Building, over time Hoopla has grown to more than 1,000 teams and more than
4,600 participants. Teams come from the Pacific Northwest and beyond. Players are boys and girls, men and women,
young and old, advanced and recreational in skill level alike. Everyone is welcome at the event. Hoopla is the 2nd
largest street basketball event in the United States. A family-friendly affair, Hoopla features many sub-events and
activities, including a Thursday 1x1 tournament, a Friday 2x2 tournament, and, for the first time in '24, The Gauntlet.
Hoopla brings together people of many races, cultures and all socioeconomic backgrounds. Participants come from the
regional community and players and families who make an annual pilgrimage to Salem to participate. Many groups plan
their summers around Hoopla; it has become a central part of the fabric of summers in Salem. Hoopla is the largest
community-based sporting event in Salem, and it relies on a small army of volunteers (more than 1,000) and a number
of crucial key partnerships with companies and entities to stage the event each year.

5. Completion date(s)

3rd quarter

6. Estimated professional/staff hours to administer program or event

1500

7. Estimated volunteer hours to administer program or event

12000

8. Amount of funds provided by TOT

$8,000.00

9. Amount of funds provided by other sources

$325,000.00

10. Was the event free?

Yes

11. Amount of admission ticket, if any

0



12. How did local businesses or organizations assist in this activity?
 

Hoopla benefits from partnerships with many local businesses and organizations who support the event in many ways -
whether that be as sponsors, vendors or volunteers. Sponsors contribute financially, but many also help market the
event and/or involve their employees in the event as volunteers. For example, corporate sponsors of our free kids clinic
and 3-point contest have had employee-based volunteer teams help at Hoopla. Volunteers help in virtually every
capacity at Hoopla, whether it be monitoring courts, refereeing, assisting with crowd control, performing garbage detail,
or staging special events - volunteers and organizations that volunteer are essential to Hoopla. In 2024, with evolving
construction continuing around the State Capitol Building, we leaned more on local organizations with buildings
adjacent to our new, temporary footprint like Willamette University, the Salem Family YMCA and Ike Box. It also may be
important to note that as Hoopla has grown over the years in size and scope, the event has needed to buy more and
more services from vendors, the great majority of which are locally-based. Hoopla also works with various governmental
bodies - including the City of Salem and the State of Oregon - to efficiently and cooperatively utilize public streets and
parks during Hoopla. (Separate note: please note that the answer in #9 above is an estimate as we have not closed our
books yet for 2024.)

13. How did this event contribute to the CTPAB’s goal of increasing room nights/revenue and increasing the
overall economic impact of tourism in Salem?

Hoopla attracts participants, exhibitors, guests and vendors from across the Pacific Northwest and beyond. This not
only contributes significantly to Salem's economy, but also gives visitors the opportunity to see that Salem is a diverse
community with much to offer as well. Hoopla's thousands of participants, referees, volunteers, vendors and spectators
all came to downtown Salem for the event, and many stayed, played, dined, recreated and more during their visits.

14. How did this event contribute to the CTPAB’s goal of enhancing the quality of life and embracing a culture
of inclusiveness and diversity for all Salem’s residents?

Hoopla offers the Salem community a fun-filled athletic and community-based event open to all interested in
participating. Teams are made of players both male and female, from many races and cultural backgrounds, virtually all
ages, various socioeconomic backgrounds and varying skill levels. Whether playing in the 7-&-Under Girls Recreational
Division, the Men's 50-&-Over Division, the Family Competitive Division or any of Hoopla's more than 50�other
divisions, there is a place for just about everyone to enjoy the event. Over the years, Hoopla has become a mainstay on
the calendars of families from Oregon and beyond. The result is a summer gathering of community, the promotion of
healthy physical activity and participation, and the building of traditions and stories for generations to come. For years,
Hoopla has conducted a free basketball clinic for girls and boys that attracts hundreds of youngsters to downtown
Salem. For the past two years, Hoopla proudly has worked with the Salem-Keizer School District and a couple of
motivated sponsors to increase access to more people by creating two additional free basketball clinics, both designed
specifically for students with disabilities, and beyond that formed a new division for students with disabilities in the
Hoopla tournament. All of these activities have been huge hits at the event, featuring great participation and filled with
smiles, joy and meaning. We grew in all of these areas in 2024. Rarely will you see such a wonderfully diverse
population as you will see at Hoopla; yet, everyone shares the common and uniting bonds of the Hoopla experience. At
the heart of it all is Salem, Oregon's state capital, symbolized robustly by the Capitol Building and it's central location at
the very heart of the state and the event.

15. How many attendees did your activity attract?

50000

16. How were attendees counted (Example: ticket sales, count at gate or estimate)?

Hoopla is an open and free event, and one at which people come to and from the event throughout the day, so getting a
precise number of attendees is precarious. Our estimate is derived from feedback from the Oregon State Police over
the years. Some contend that as the event has grown in terms of teams and participant numbers, that our actual
attendance is significantly higher than the somewhat old Oregon State Police figure we cite today. Giving credence to
that sentiment might be the facts that we had record-breaking numbers of teams participating in 2024. Down the line, at
some point we hope to ask the State Police for an updated attendance estimate to see if it has changed materially in the
past few years. Summarizing, the entire area around the Oregon State Capitol Building is pretty much packed
throughout Hoopla from dawn to dusk.

17. Estimated percentage of Salem residents and/or guests

46%

18. Estimated percentage of out-of-town tourists (less than 50 miles)

54%



19. Estimated percentage of overnight tourists (hotel/motel)
(Overnight tourists are defined as guests traveling greater than 50 miles for an event)
 

5%

20. What method was used to arrive at this percentage (Example: survey, estimate)

We calculated the Salem percentage based on the number of Salem teams, and the out-of-town tourists based on the
number of teams that came from out-of-town, as we collect zip codes from participants when they register for the event.
The overnight tourist number was estimated based on anecdotal sample data.

21. Report on the other measurable outcome documented in your application. Include the outcome, goal and
method used to track.

Our other goal was in the area of Team Registrations. We had 1,088 registered teams, which was an all-time record
number in the 25-year history of Hoopla. We were thrilled with this showing in terms of participants. It was just short of
reaching our goal of 1,140 teams, but it was a tremendous showing. It definitely was a banner year for Hoopla!

Our method of tracking was actual team registrations.

22. What was the most effective resource used for marketing and promotion?

Hoopla benefits from a strong partnership with Entercom Radio in Portland (1080 The Fan), which offers the event a
tremendous amount of exposure in key markets on a 100% trade basis. This adds to Hoopla's "top of mind" presence.
Social media efforts, particularly on the Instagram platform, have continued to grow in impact in our view. Hoopla's most
effective marketing, however, is believed to be grassroots in nature; beyond word-of-mouth and positive past
experiences, we have found email communications to be an effective and vital resource for marketing and promotion,
often leading to direct registrations in the event.

23. Did you target any Spanish language or underrepresented population groups? (Explain)
 

We mentioned above our continued and growing efforts to expand access to Hoopla for students with disabilities at this
year's 2024 event, building on our programs in this area. This was an important push for us, and it was overwhelmingly
successful. Hoopla does not solicit ethnicity or racial information in its registration process; however, we know we
enjoyed strong participation from a wide array of races. Hoopla is a wonderfully diverse event, and diversity is at the
very heart of our success and popularity in so many important ways.

24. Submitted by

Jason Unruh

Attach up to 10 additional files as needed. Each file must be 1 megabyte or less in size.

273_Invoice_HOOPLA_06.11.24.pdf
275_Invoice_HOOPLA_07.20.24.pdf
INV74830_Hoopla_Association.pdf
HOOPLA_INVOICE_8.1.24.pdf

25. Email address of person to receive confirmation email message.

oregonhoopla@gmail.com

2. Thank You!

Thank you for submitting your report.

https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F184-30ff8675dec52a0e5d74cf7b4f715345_273_Invoice_HOOPLA_06.11.24.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F163-1d5675362e2d2c6c8286dfb6769fb629_275_Invoice_HOOPLA_07.20.24.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F115-3d5844fd715f8119ddaacbd5db9e7fd3_INV74830_Hoopla_Association.pdf
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F184-095c37af8fe996455e9658731aadfbea_HOOPLA_INVOICE_8.1.24.pdf


CTAB Completion Report-Event

1. (untitled)

CTPAB Completion Report
TOT Funds Supporting Salem Tourism
Special Event or Project Grant
 
Please use this form to report how your facility has enhanced Salem tourism or cultural opportunities for our
residents.
 

1. Organization name

Salem Seekers

2. Name of program or event

Salem Seekers 2024

3. Location of program or event

Salem Parks - Hoodview Park, Bryan Johnston Park, River Road Park, Eola Ridge Park

4. Description of activity

Salem Seekers is a fun and free local treasure hunt, Salem style! We hide beautifully crafted hand-blown glass birds in
local parks for seekers to find and keep as a memory keepsake. The purpose of this project is to create an environment
that fosters connections between all members of our diverse communities, encouraging people to step outside, come
together, and joyously reclaim our city parks.

5. Completion date(s)

3rd quarter

6. Estimated professional/staff hours to administer program or event

1

7. Estimated volunteer hours to administer program or event

40

8. Amount of funds provided by TOT

$2,000.00

9. Amount of funds provided by other sources

$2,764.40

10. Was the event free?

Yes

11. Amount of admission ticket, if any

0



12. How did local businesses or organizations assist in this activity?
 

Northgate Neighborhood Association - $450 sponsorship, promotion on social media and in meetings
Community and Partners of East Salem - $202.50 sponsorship, promotion on social media and in meetings
South Gateway Neighborhood Association - $450 sponsorship, promotion on social media and in meetings
South Salem Connect - $202. 50 sponsorship, promotion on social media and in meetings
Highland Neighborhood Association - $225 promotion on social media and in meetings
North Neighborhood Community Partnership Team - $225 sponsorship, promotion on social media and in meetings
West Salem Neighborhood Association - $450 sponsorship, promotion on social media and in meetings
Union Home Mortgage - Sierra Hall - $225 sponsorship
Glass Art Oregon - Greatly reduced cost of birds
City of Salem - TOT grant!
City of Salem Neighborhood Services - $272 signage and social media advertising
Statesman Journal
Travel Salem
Westside Newspaper
Salem Reporter
Edgewater Partnership (Social Media and promotion in meetings)
Salem Leadership Foundation (Social Media and promotion in meetings)

13. How did this event contribute to the CTPAB’s goal of increasing room nights/revenue and increasing the
overall economic impact of tourism in Salem?

The event contributed to the CTPAB's goal of increasing room nights and revenue, as well as enhancing the overall
economic impact of tourism in Salem, by leveraging Salem Seekers' extensive social media presence, which is now
over 3.7k followers, a massive increase compared to the 1.8k followers at this time last year. With our successful
advertising and event promotion, the event attracted a diverse audience, exponentially increasing the likelihood of
visitors traveling to Salem. Many of our supporters are from the local Salem area and surrounding cities - during the
beautiful Oregon summers our devoted Oregon attendees bring out-of-town friends and family to our events, leading to
more hotel stays and higher spending in the local economy. This expanded reach not only enhances Salem's visibility
as a tourist destination but also drives increased revenue for local businesses, aligning with the CTPAB's objectives.

14. How did this event contribute to the CTPAB’s goal of enhancing the quality of life and embracing a culture
of inclusiveness and diversity for all Salem’s residents?

Salem Seekers is proud of our bi-lingual, wide-reaching inclusive approach which is in line with the CTPAB goal of
enhancing the quality of life and embracing a culture of inclusiveness and diversity for all Salem's residents. Our bi-
lingual signage and multiple social media posts encouraged involvement from all Salem's residents. We focused on
multi-faceted approaches in our advertising and community connection, which allowed us to target a wide range of
communities and diverse populations (ex: income levels, non-English language users, individuals with disabilities,
LGBTQ friendly, etc). Salem Seekers is a strong advocate of physical and mental well-being for our residents - both of
which contribute to the CTPAB goal of enhancing the quality of life for the community. The physical activity element of
the Salem Seekers
events encourages health and wellness both through the opportunity for physical activity as well as the passive use of
parks which can improve mental health, and assist in reducing stress and anxiety. All of which lends itself to an overall
increased quality of life.

Salem Seekers events allow for many social benefits, including building a sense of community, creating cross-
community involvement, and connecting a diverse range of people who would have not otherwise had the opportunity to
cross paths. Connecting our elder communities with our younger community groups, minority groups, LGBTQ
community members, individuals with disabilities, members from various socioeconomic groups etc. All of which create
a culture of inclusiveness - all are welcome at our events.

15. How many attendees did your activity attract?

900

16. How were attendees counted (Example: ticket sales, count at gate or estimate)?

Estimated through noticeably increased attendance at each park, Facebook comments and friend requests.

17. Estimated percentage of Salem residents and/or guests

90%

18. Estimated percentage of out-of-town tourists (less than 50 miles)

10%



19. Estimated percentage of overnight tourists (hotel/motel)
(Overnight tourists are defined as guests traveling greater than 50 miles for an event)
 

5%

20. What method was used to arrive at this percentage (Example: survey, estimate)

Estimate based on geographical information of Salem Seeker's social media followers.

21. Report on the other measurable outcome documented in your application. Include the outcome, goal and
method used to track.

Outcome #2 : Provide opportunities to increase the health and wellness of participants.
Goal/Target #2 : Observe and account for participation by social media activity data collection.
Method used #2 : Providing wide-reaching multi-lingual, and inclusive advertising, flyers, social media, - encouraging
physical activity and community engagement.

Hundreds of feet entered our four designated parks during the scheduled Salem Seeker events. Individuals, families,
and groups came to these parks specifically to participate in the 2024 Salem Seeker events. First-timers to these parks
and frequent visitors both enjoyed the events, creating an environment that focused on community, inclusiveness,
togetherness as well as physical health, highlighting the fact that these events are specifically geared toward the
betterment of our participants' health and wellness. This Salem Seeker activity is intentionally and exclusively in our
local Salem Parks, which encourages our participants to get outdoors and into the beautiful greenspaces that our city
provides. Outdoor activity provides a multitude of mental, physical, and spiritual health benefits, which Salem Seekers
aims to encourage in all of our participants.

22. What was the most effective resource used for marketing and promotion?

Social media: Facebook and Instagram
Signage at each of the 4 parks
Pressplay Salem
Statesman Journal
North Neighborhood Association
South Gateway Neighborhood Association
Highland Neighborhood Association
West Salem Neighborhood Association

23. Did you target any Spanish language or underrepresented population groups? (Explain)
 

Salem Seekers was intentional in our advertising and in picking locations of events to encourage the involvement of
underrepresented groups as well as Spanish speakers. Salem Seekers created bi-lingual (Spanish and English)
signage which was placed in high-visibility areas in each park. We also had multiple bi-lingual (Spanish and English)
social media posts to encourage inclusivity. In addition to inclusive advertising, parks were intentionally picked in areas
that would encourage inclusiveness - North Salem's Hoodview Park and River Road Park both traditionally have a
higher attendance of minority groups due to the higher density of minority groups residing in close proximity to those
locations. Hosting the Salem Seeker events at these parks encouraged more participation from these minority groups
which may not have otherwise participated, and provided vastly increased opportunities for cross-cultural community
connections.

24. Submitted by

Pamela Garland

Attach up to 10 additional files as needed. Each file must be 1 megabyte or less in size.

GAO_Invoice_Salem_Seekers_#132.docx
GAO_Invoice_Salem_Seekers_#133.docx
GAO_Invoice_Salem_Seekers_#134.docx
GAO_Invoice_Salem_Seekers_#135.docx
GAO_Invoice_Salem_Seekers_#136.docx
GAO_Invoice_Salem_Seekers_#137.docx
GAO_Invoice_Salem_Seekers_#138.docx
GAO_Invoice_Salem_Seekers_#139.docx
GAO_Invoice_Salem_Seekers_Total_Actual_Cost.docx
One_Day_Signs_invoice_Salem_Seekers_05-29-2024_(1).pdf

https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F86-60f1bcc50348c99588e4e92cb7c21a0c_GAO_Invoice_Salem_Seekers_%23132.docx
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F56-3a4e0c3008aac9c5915f981cf4761a20_GAO_Invoice_Salem_Seekers_%23133.docx
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F56-3dc14b0e33540abf3147146ecc229dbd_GAO_Invoice_Salem_Seekers_%23134.docx
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F229-91982e4b130ebeac90fa1c66abd01e6c_GAO_Invoice_Salem_Seekers_%23135.docx
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F56-9ab135a15a2d1050d07503dc7a47e6a8_GAO_Invoice_Salem_Seekers_%23136.docx
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F56-0c9df7a42b6ac679f8cadd59cf3210d8_GAO_Invoice_Salem_Seekers_%23137.docx
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F56-0e172e8e691c5b3b4e16b4d3400e096d_GAO_Invoice_Salem_Seekers_%23138.docx
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F56-629cac65d2e07cc9e43967b229b1da53_GAO_Invoice_Salem_Seekers_%23139.docx
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F56-68a3f1b741ab741c7f5b9d657e998a39_GAO_Invoice_Salem_Seekers_Total_Actual_Cost.docx
https://surveygizmoresponseuploads.s3.amazonaws.com/fileuploads%2F665444%2F5238041%2F41-94a2231bcdebe94fd82283d2f9c07354_One_Day_Signs_invoice_Salem_Seekers_05-29-2024_%281%29.pdf


25. Email address of person to receive confirmation email message.

pamela.j.garland@gmail.com

2. Thank You!

Thank you for submitting your report.
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