
To: Salem City Council 

RE : Fa iling Bridges and Emergency Plans 

SNA 
555 Liberty 5t Rm 305 

Sa lem, OR 97302 

503-588-6207 

The WSNA community, which exceeds 28,000 residents, was alarmed by ODOT's recently released 2017 

Bridge Condition Report that reveals the deplorable condition of our Marion and Center St bridges. 

Please see the summary table below and follow the link provided for the full report. Recognizing that 

these lifelines connecting our community are regarded by ODOT as "Structurally Deficient" and 

"Functionally Obsolete" is frightening and unacceptable ! 

This council has recently promoted two large bonds supporting the construction of a new police facility 

and seismically retrofitting the library. The primary reason for these was the city's recognition of its 

responsibility to be prepared for the looming Cascadia earthquake. WSNA officially supported both of 

these bond measures. 

We are confused that this same threat would not also be used to view the bridge situation and the 

catastrophic results for residents in West Salem. The fact that the Salem River Crossing project 

languishes is of concern to the residents of West Salem. We hope that our elected officials would 

protect our safety and wellbeing. Every month that goes by with inaction brings our community one 

month closer to an avoidable disaster. Please complete the EIS process and move this essential project 

forward immediately. 

In the interim1 the WSNA community needs to know what plans .our city .officials have in place should 

the predictable failure of one or both of our existing bridges occur before a new structurally sound 

bridge can be bu ilt. I've attached a list of questions to help us understand the city's plan for West Salem 

when a catastrophe strikes. Please provide us with any existing plans immediately and include WSNA in 

the formulation of emergency plans for our community. 

Data from ODOT 2017 Bridge Condition Report 

Bridge Location Nbi Rating SUFF RATE Status Now Report LENGTH Bridge ld 

(1- 9) (O- 100) Year (m) 

Center St (OR 22 EB) 2 17.9 Functionally Obsolete 2017 676 00123K 

Marin St. (OR 22 WB) 1 48.5 Structurally Deficient 2017 729 07253B 

http ://www.oregon .gov /ODOT /Bridge/Documents/Bridge-Condition-Report-2017 .pdf 



. . 

What is the City's plan to provide for critical services: Including but not limited to (access to emergency 

medical care, medicine, water, police, fire, food, transportation, fuel, shelter, power)? 

Event: Short Term interruption (jumper, accident near bridge, severe weather) 1 day or less 

Immediate response: 

Event: Moderate seismic event or other unforeseen failure (One bridge fails and multiple trauma events) 

Immediate response : Initial actions first 72 hours 

Recovery response: 

30 days-

90 days-

1 year-

Cascadia seismic event or other unforeseen fai lure- Both bridges fai l and massive trauma events 

Immediate response -Initial actions first 72 hours 

Recovery response: 

30 days-

90 days-

1 year-



RE: Lone Oak Road Reimbursement District 
Hearing date: January 22, 2018 

Dan & Kathi Schie 
6608 Devon Avenue SE 
Salem, Oregon 97306 

Received At Council Meeting 
Meeting Date: 1/'J. :J... {,._L.f 
Agenda Item: Y ~~ - - -

Received by:~-= 
From: J) -.4o-r S(.6.J ~ 

We are writing in STRONG OPPOSITION to the inclusion of our 
property in this reimbursement district. 

We object to the City of Salem levying this unnecessary "tax" on our 
non-city property as the completion of the new bridge and the 
proposed extension of Lone Oak Road will offer limited or no benefit 
to us. Why does the applicant believe this road will provide a better 
way or any benefit at all for those of us living along Devon Avenue, 
Elkins Way, Rainbow Drive (north side of Rees Hill Road), Newport 
Avenue SE and those along the north side of Rees Hill Road? Even a 
quick glance at the map of the proposed district (Exhibit A) will 
confirm and highlight the inequity of this proposed reimbursement 
district and the added tax burden to those who will not benefit from 
the project in any substantial way. Good heavens, this proposed 
reimbursement district goes almost all the way down the hill to 
Sunnyside Road - why would anyone want to drive all the way back up 
the hill and through residential areas to get anywhere when easier 
access already exists? 

We were astounded to see on the map that all the properties who will 
garner the most benefit from this project HAVE BEEN EXCLUDED 
from the reimbursement district, including the acreage waiting for 
development at 6617 Devon Avenue, owned by the applicants. Someone 
buying a piece of property with no roads and plans to develop it needs 
to include this cost in their own financing instead of relying on some 
far away neighbors instead of the city. 
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It appears that Alice and Garrett Berndt want to develop their land, 
but want others to pay for the necessary road improvements- that is, 
everyone EXCEPT their property and all the folks who currently live on 
Sahalee Drive, Lone Oak Road and Augusta Streets - in other words, 
everyone and anyone who would DIRECTLY BENEFIT the most from 
this new road and bridge! This proposal shows a careless disregard 
for the fundamental purpose of the reimbursement district idea and 
approval would deviate from the concept of taxing those who would 
directly benefit. 

The map indicates that these people will not be in the district but 
anyone buying a lot in this area in the future or all the people living 
along Devon Avenue, Elkins Way, Rainbow Avenue (north of Rees Hill 
Road) and Newport Avenue SE will be expected to add to their tax 
burden with the implementation of this reimbursement district in its 
current form. This road extension and bridge completion would 
provide maximum benefit to the current property owners (the 
"incidental beneficiaries") who apparently will not have to pay this tax 
and no benefit to everyone living to the east of Devon currently 
included in the proposed district. 

In order to make use of this new road, we would have to snake through 
new developments, over a bridge and then through the Creekside 
residential area to get someplace we can get to much easier and 
quicker on existing roads (Sunnyside Road and Liberty Road via Rees 
Hill Road). 

We believe that it is NOT IN THE PUBLIC INTEREST to establish 
this reimbursement district in the proposed form. It appears that the 
applicants included as much adjacent property as possible simply to 
lower their capitol outlay costs (while not taxing their own property, or 
current residents along these roads) without regard to the actual 



I 
benefit to those in the entire proposed district. This new 
reimbursement district should end on the west side of Devon Avenue 
SE and include only ALL the properties on Sahalee, Lone Oak, Augusta 
St. and any new developments west of Devon Avenue SEas these would 
likely be the only people using the new road and bridge. According to 
the criteria listed in the notification, the "incidental beneficiaries" 
would be the only "real beneficiaries" of this project, yet would be the 
only ones NOT PAYING A CENT FOR IT. 

Does the City of Salem really believe this project would be in "the 
best public interest" for those of us who live to the east of the 
proposed road development? What about all the residents who live on 
the south side of Rees Hill Road where Lone Oak Road will end? They 
will also be "incidental beneficiaries" who will not be required to pay 
for the privilege of using this new road but would have far easier 
access to it than we would. 

We simply don't understand why all the direct beneficiaries of this 
project have been excluded while those of us with little or no use for 
this road will be asked to pay for it. Where is the equity in that? 



Promoting Salem & the Mid-Willamette Valley 



MISSION 
Travel Salem markets and promotes the Mid-Willamette 
Valley as a premier, year-round destination for 
conventions, events and leisure travelers . Serve as the 
official destination marketing organization and a vital 
tourism economic development generator for the region . 

VISION 
Through bold innovation and integrated partnerships, 
Travel Salem 's award-winning programs and services 
heighten the visitor experience and drive positive 
economic impact, which supports local businesses, job 
creation and an enhanced quality of life . 

VALUES 
Travel Salem is comm itted to service, integrity and 
excellence that provide tangible results and strengthen 
the businesses and communities we serve . 

Travel Salem Annual Report 2 
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STAFF 
EXECUTIVE & ADMINISTRATION 

Angie Onyewuchi President & CEO 
Tori Middelstadt Administrative Assistant 

MARKETING & COMMUNICATIONS 
Irene Bernards Exec. VP, Marketing & PR Director 

Taylor Cantonwine Guest Services Coordinator 
Emily Crilley Social Media Coordinator 

Mar icela Guerrero Destination Development Manager 
Dee Hendrix Marketing & Online Manager 

Kara Kuh PR Manager 
Grant McGill Marketing Coordinator 

Barby Dressler Weekend Visitor Center Host 
Andrew Toney Weekend Visitor Center Host 

CONVENTIONS/EVENTS/SPORTS 
Debbie McCune VP & Director of Sales 

Matt Bonn iksen Sports & Events Sales Manager 
Tara Preston Service & Events Manager 

MEMBERSHIP 
Sue Nichols Community Development Director 

2016-17 BOARD OF DIRECTORS 
EXECUTIVE COMMITTEE 
Chair Jim Rasmussen. Modern Building Systems 
Vice Chair Toby Olsen, Hampton Inn & Suites 
Past Chair Steve Johnson. ViPS Industries 
Secretary Austin McGuigan, Polk County 
Treasurer T. J. Sullivan, Huggins Insurance 
Councilor Steve McCoid, City of Salem 
Courtney Busch, City of Salem 
Renee Frazier, City of Salem 

DIRECTORS 
Jason Brandt. Oregon Restaurant & Lodging Association 
Dwane Brenneman 
Sam Brentano, Commissioner, Marion County 
Jake Bryant, Best Western PLUS Mill Creek Inn 
Gus Castaneda. Red Lion Hotel 
Barb Dearing, Western Oregon University 
Cori Frauendiener, MaPS Credit Union 
Ivy Hover. Keeler Estate Vineyard 
Terry Kelly, Salem Electric 
John Pataccoli. Red hawk Vineyard & Winery 
Hazel Patton, Friends of Two Bridges 
Scott Snyder, The Grand Hotel 
Lisa Sumption, Oregon State Parks & Recreation 
Jim Vu. Citizens Bank 

Cover photo courtesy of N1ck1e Bourmas 



GETTING TO "YES" IN 2016-2017 

As a customer-centric organization, Travel Salem strives to 
achieve the "yes:· In 2016-17 we are pleased to say we reached 
many "yes·s·· that raised our region to a new level of success. 

Undoubtedly the most vital "yes·· came from the City of Salem 
when they committed an annual investment of 25 percent of 
Salem's transient occupancy tax revenue to Travel Salem for 
tourism marketing. This tactical investment translates into long­
term strategies, stability and places Salem in a more competitive 
position. 

Focused initiatives and continued innovation produced the second 
consecutive record-breaking year in all three key performance 
measurements. Reg ional estimated economic impact from travel 
spending topped $565.5 million, employing 6, 740 tourism & 
hospitality professionals. The transient occupancy tax grew 9% 
reaching $3.9 million, primarily due to growth in average daily 
rates and steady occupancy. And lastly, leverage or donated 
products and services critical for the organization's health that 
supplement revenue streams, grew 7% to $2.5 million . 

Travel Salem also launched a brand refresh with a new voice and 
visual appeal that lets visitors know that yes, we have everything 
they're coming to Oregon for because we're "The Most Oregon 
Part of Oregon!" The brand appeals to visitors with all sorts of 
travel passions such as affluent Gen Xers. Boomers without kids, 
creative class types. the surge of new Portlanders. and families­
all seeking adventures in cuisine, heritage and recreation. 
Efforts in Destination Development and Sports Marketing 
continued to pay off with innovative products and campaigns and 
new groups and team sports showing oH their competitive spirit in 
Salem. 

The health of the tourism ecosystem requires the collaboration 
and contribution of all its members, working together to create 
jobs and a vibrant quality of life. With the significant increases and 
milestones witnessed in 2016-17, we would like to acknowledge 
and thank our partners at the City of Salem. Marion County, 
Polk County, and our hundreds of members throughout the 
region . Travel Salem and the tourism industry continue to be 
major contributors to economic growth and vitality for the many 
communities we serve. Here's to saying "yes" to another year of 
success! 

Jim Rasmussen 

c~ 
Angie Onyewuchi 
President & CEO 

~ 
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GETTING TO "YES" IN 2016-2017 

There are several key performance ind ica ­
tors that can provide a sense of the overall 
economic health of the reg ion 's area tourism 
industry. 

When evaluating progress, these ind icators 
must be considered alongside other 
measurements such as financial resources , 
program staff and membership support. Add 
into the mix environmental influences and 
other economic trends to gain better insight 
into the health of the industry. 

Specific tourism-based activities also provide 
context for evaluating the big picture, and can 
reveal trends and key market factors 
that influence how the organ ization makes 
adjustments in program ini tiatives. 

Travel Salem is not the sole contributor 
or driver of the region 's tourism economic 
outcomes. However, the organization takes a 
leadership role in tourism promotion to influ­
ence and shape industry results . 

lEVERAGE TRENDS 
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'Leverage down due to less TV medoa exposure 
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TRANSIENT OCCUPANCY TAX (TOT) 

- Marion & Polk Counties • 

- Salem· •1n millions 

' Salem Convention Center & The Grand Hotel opened 
' Beginning of recession 

2016-17 lEVERAGE 
Media 

In-Kind 

WVVA 

Visitors Guide 

Advertising 

Volunteers 

$1,574,934 

$528,139 

$325,350 

$72,262 

$42,843 

$304 

TOTAL $ 2,543,832 

15-16 16-17 
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Arts & Entertainment 

Food & Beverage 

Accommodations 

Reta il Sales 

Food Stores 

Local Tra nsporta tion & Gas 

Other Travel 

Direct Travel Spending Total 

Direct Earnings 

Jobs 

ESTIMATED ECONOMIC IMPACT* 
- Marion & Polk Counties • 

- Salem • 
*In millions 

GETTING TO "YES" IN 2016-2017 

$135 .7 mill ion 

$140 .9 million 

$80 .3 million 

$59 .4 million 

$55.2 mill ion 

$39 million 

$54 .9 mill ion 

$565 .5 million 

$152 .2 million 

6,740 

Visitors made roughly 1. 98 
million trips to Marion County 

On average, there were 2.9 
people per travel party 

2004 2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 

•source: Economic Impacts of Travel, 1992-2016p, Salem, Oregon , Dean Runyan Associates, 
www.deanrunyan.com 

They spent $132 per day 

And stayed 3 nights 
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COMMUNITY RELATIONS & ENGAGEMENT 

2016 ABSOLUTELY FABULOUS- MAY 18, 2017- SALEM CONVENTION CENTER 
The 7th Annual Absolutely Fabulous Awards was hosted by the Salem Convention Center. Keynote speaker was Travel Salem CEO. 
Ang ie Onyewuchi rolling out Travel Salem 's new brand "The Most Oregon Part of Oregon ." 

FOOD FOR THOUGHT 

BARSIDE BRIEFINGS 
Travel Salem introduced a new 
networking social hour to foster 
partnersh ips among members and 
stakeholders in a Lively and casual 
atmosphere. The first Barside 
Briefing occurred at Taproot 
Lounge and Cafe in February. A 
second gathering was held in July 
at 1859 Cider Co. 35+ partners 
participated in these events . 

2016-17 AWARD WINNERS 
Absolutely Fabulous Award 

Salem Area Lodging Assoc iat ion 

Absolutely "Totality" Award 
Arcane Cellars 

Absolutely "Slam Dunk" Award 
Hoop 

Absolutely "Heads in Beds" Award 
American Truck Historical Society­
Oregon Trail Chapter 

Absolutely "Salem's Pillar" Award 
John Ritter 

Absolutely "Active" Award 
Gallagher Fitness Resources 

Absolutely "Oregon" Award 
Oregon State Parks 

Absolutely "Connected" Award 
Venti's Cafe 

Absolutely "Engaged" Award 
Gray Line 

Absolutely "Spotlight" Award 
Enlightened Theatrics 

25% CELEBRATION 
Travel Salem recognized the 
Salem Area Lodging Association 
and the Salem City Council 
with a celebration to honor the 
collabo rative efforts and vision 
to adopt stable funding for 
tourism marketing efforts. 

"Food for Thought" was designed to bring part icipants bite -sized topi cs easy enough to digest while eating lunch. We all have to 
eat. right? Why not use lunchtime to Learn some thing new!! Topics have ranged from Social Media and Website 101. to Eclipse 
Event Plann ing . 

7 Travel Salem Annual Report 



CAPACITY BUILDING 

Travel Salem's financial resources were up 16% in 2016-1 7 

due to : City of Salem transient occupancy tax funds [up 28% 

to $987,230); additional Wine Country Plate funds of $75.711 ; 

and Membership revenues up 5 %. 

I= CO I T V PL Tl= 

Plate sales reached 33,500 by June 2017 ... generating roughly $1 million in new resources for culinary tourism promotion across 
Oregon. The Wine Country Plate is the second-fastest selling specialty license plate in Oregon history. Travel Salem served as the lead 
for Wine Country Plate funds for Reg ion #1 !Marion, Polk, Yamhill counties] and executed a robust tri-county marketing plan : 

• A robust and integrated 
social media campaign 
resulted in 51,902 
consumer engagements, 
1 • million impressions 
and 16,861 click-thrus to 
TravelSalem.com 

• Advertising partnerships 
with Willamette Valley 
Visitors Association, Travel 
Oregon and other wine 
regions 

• Created a Tri- County Charm Trail that launched in June 
2017 with 33 attractions and wineries in the Mid-Willamette 
Valley participating. Visitors that mention the Charm Trail 
receive a collectable wine charm. 

• Installed a San Jose Airport exhibit a "Slice of Oregon," 
wh ich is a 4' x 16' wine bottle promoting the Willamette 
Valley wine region and activities and attractions visitors can 

enjoy. Increased traffic to 
OregonWineCountry.org by 
152% and 3,055 addit ional 
subscribers to WWA's 
consumer newsletter. 
Generated 304,769 
impressions through the 
exhibit and social media 
promotions. 

TIIAVRER 

GETAWAYS 

Yes. M hi,. wMeri.lls, t~ng onn ~can ~~~Jatk beNne:! 
And~malongallorda~. ~rd-~ngWtne 
And re~aurants paonng thai wone With farm lnsh food 
And the S!Me Cap"lol and art laor 
And h•!ttonc homH. hOt spnngs. botarucat gardtM and 

""""" And the hentagt tetlter and Frank lloyd Wnght deS19~ 
And old gmwth tcw-~ts and Oldobt1"fest 
AAclta.dJM shoppmg 
So, ''you ...,.ntto e•PMence the Most ar.n Pan of 0~ 
come10s.6em 

Tr•m51111n.Cotn 800.874.70 12. 

WiMfMs and V1brtnt pnMM allow visitors to 
wmple all tMt Marion CcM.anty hu to offer 

• Created a Trip 
Advisor campaign 
targeting food and wine 
consumers searching 
for information on wine 
regions . Generated 
433,816 impressions. 

• Created a National 
Geographic Traveler 
campaign that will 
continue into 2017-1 8. To 
date, 754 inquiries have 
been received and sent 
an Oregon Wine Country 
visitors guide. 

• Created sponsored 
content for Oregonlive. 
com about the Marion, 
Polk and Yamhill 
counties region . To 
date, resulted in 4,827 
TravelSalem.com click 
thrus and 860 inquiries 
!promotion runs through 
October 20171. 

Travel Salem Annual Report 8 



CAPACITY BUILDING 

Travel Salem's Membership Program delivered 
a solid year with 395 members at year-end, a 
14% increase over prior year. Revenue increased 
9% to $117,258. The program secured 86 new 
members, a 149% increase . 

Alongs ide the new member push, was a 
successful effort to reduce the number of 
attritioned members, a 42% reduction over prior 
year. 

- Number of Members 
- Revenue 
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fHUFFPOSTI 

In conjunction with the Willamette Valley Visitors 
Association, Travel Salem took part in a "deskside tour" 
trip to Seattle, Washington in March, 2017. During the 

weeklong trip, Travel Salem's 
PR Manager met with 12 
different writers, bloggers and 
influencers to pitch story ideas 
about the Willamette Valley and 
the Salem reg ion . Five articles 
and one live radio broadcast 

have been published so far as a result of the trip . 

- Media value 

- Articles 

MARKETING & COMMUNICATIONS 

MEDIA COVERAGE HIGHLIGHTS 
• Oregon Blackberries: Banng 1t All - Published by Take Root 

Magazine in July 2016. A three-page feature story about the 
Willamette Valley's cane berry industry included the famous 
Marion berry !named for Marion County! and the Salem area 
farms where you can go to get the best berry treats including 
Willamette Valley Pie Co, Nanneman Farms. EZ Orchards 
and Bauman 's Farm & Garden . 
Impressions: 30,000. Media Value: $9,000. 

• Six Favorite Restaurants in Salem - Published by 1859 
Magazine in August 2016 . This feature article focused on 
Salem 's up-and -coming food and restaurant scene and 
highlighted local restaurants Rain 's, Wild Pear, Taproot 
Lounge & Cafe and Archive Coffee & Bar. 
Impressions: 75,000. Media Value: $21,985. 

• Where to Stp Dunng the Solar Eclipse - Published by the 
Huffinqton Post in April 2017. Four of the five wineries 
highlighted in th is article about best wineries to visit during 
the Solar Eclipse are located in the Salem region lll lahe 
Vineyards, Arcane Cellars, Eola Hills Wine Cellars and 
Brooks Wines!. 
Impressions: 4,000,000. Media Value : $58,190. 

• Pedals Ho! Explonng a New Oregon Tratl of Ales ­
Published by the Seattle Times in June 2017. This feature 
art icle focused on exploring Sa lem via the Willamette Valley 
Scen ic Bikeway and highlighted the new Sa lem Ale & Cider 
Tra il as well as other attractions including the new Peter 
Courtney Bridge to Minto-Brown Island Park, Salem 's 
Riverfront Park, the Gilbert House Ch ildren's Museum and 
the Oregon State Capitol. 
Impressions: 11,527,000. Media Value: $230,540. 

• Willamette Valley By Tram - Published by Travel Oregon in 
June 2017. Th is feature story in Travel Oregon 's e-newsletter 
focused on visiting the Willamette Valley communit ies 
of Salem, Albany and Eugene via Amtrak and included 
mentions of Bush's Pasture Park, the OSH Museum of 
Mental Health, Salem's downtown historic district and 
various restaurants and breweries .. 
Impressions: 300,000. Media Value: $8,500. 

• The Oregon Meeting Trail - Published by Smart Meetings 
Magazine in February 2017. A featu re names the Salem 
Convent ion Center. the Oregon State Fair & Expo Center and 
the Oregon Garden Resort as best places to ho ld meetings in 
Oregon 's wine reg ions . 
Impressions: 50,000. Media Value : $29,080. 
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MARKETING & COMMUNICATIONS 

6 areas to explore in Oregon's North Santiam River 
Countty 

16-17 
Social Media YTD 

Fans 20,315 

Posts 255 

Engagements 187,218 

+1-

114% 

-3% 

540% 

Video Views 73,718 21,645% 

Followers 2.645 154% 

Posts 132 149% 

Engagements 15,805 676% 

Followers 6,101 7% 

Updates 370 -19% 

Retweets 714 68% 

lilReplies/Ment ions 325 30% 

Followers 472 26% 

Pinned events 31 0 

You Tube views 11,065 -8% 
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15-16 
YTD 

9.484 

264 

29,243 

339 

1,042 

53 

2,036 

5,687 

455 

424 

249 

374 

31 

12,031 

14-15 
YTD 

8,101 

274 

13,600 

NA 

NA 

4,537 

473 

257 

322 

54 

15,093 

Tr•vef Satem 0 Detroit, Oreoon 
... 

• Hosted four soc1al med1a mfluencers: 
Traveling from Seattle, Portland and San Francisco, the 
influencers visited restaurants, resorts. wineries, breweries, 
historical spots and other attractions in Marion, Polk and 
Yamhill counties. Combined , their trips resulted in nearly 
8,300 engagements on their social pages and five blog posts 
promoting the region . 

• Launched an outdoor recreation campaign m the Mid-
Willamette Valley: 
The summer campaign focused on recreational activities 
at wineries and in the North Santiam River Cou ntry. The 
campaign garnered more than 40,000 Facebook video views, 
12,000 clicks to the Travel Salem website and 802,000 
impressions. 

• Launched three campaigns to promote histoncal 
downtown areas: 
Each of the month-long campaigns highlighted Salem, 
Independence and Mt. Angel. Combined, the campaigns 
resulted in more than 60,000 engagements. 

• Hosted Travel Salem·s first soc1al med1a g1veaway: 
The goal of the giveaway was to inspire people from across 
the country to visit the region and subscribe to the Travel 
Salem blog and newsletter. Nearly 3,000 people from 45 
states entered the giveaway, with 1,155 opting to subscribe. 

• Created true blog experience· 
The month ly-blog posts were created with social media 
in mind. The posts highlighted more than 420 events and 
attractions in the Mid-Willamette Valley. The posts resulted 
in nearly 60,000 clicks to the Travel Salem website . 



MARKETING & COMMUNICATIONS 

VISITOR INFORMATION NETWORK 

VISITOR OUTREACH & INQUIRY FULFILLMENT 

The Travel Salem Visitor Information Network served 169,044 
visitors in 2016-17 an increase of 3% over the previous year. 

The network includes: 

• Travel Salem Visitor 
Center 

• BEST WESTERN PLUS 
Mill Creek Inn 

• Red Lion Hotel 
• Phoenix Inn South 
• Willamette Heritage 

Center 

• Salem Convention 
Center 

• Lancaster Mall 
• Amtrak 
• SalemAAA 
• Salem Airport 

TRAVEL SALEM SERVICED 

26,039 CONSUMER INQUIRIES 

• Responded to leads interested in visitor 
information that were generated by the following 
organ izations : 

National Tour Association (NT AI : Motorcoach 
operators 

International Tradeshow Berlin [ITB): International 
t ravel trade [tour operators. travel agents. etc .) 

GoWest I ITM: International tour operators 

Japanese Association of Travel Agents IJATA] 

IPW tradeshow: The travel industry"s premier 
international marketplace and the largest 
generator of travel to the U.S. 

• Provided customized support to 488 relocat ion inquiries 
from businesses. famil ies and Individuals seeking 
assistance with resources & connections - an average of 
41 inquiries per month . 

08-09 09-10 10-11 11-12 12-13 13-14 14-15 15-16 16-17 

•uundted satelill visitor infllrmotion locations HUmittd Visitor Center h011rs 

COMMUNICATIONS, ADVERTISING, FAM TOURS 

• Produced the 16-17 Salem Area 
Visitors Guide with 140,000 distributed 
to over 800 locations throughout 
Oregon. Washington. California and 
British Columbia . 

• Published monthly e-communications 
with over 130,000 total impressions to 
2.522 consumers. local res idents and 
the loca l visitor industry promoting events and activities throughout the 
Mid-Willamette Valley. 

• Hosted two groups of journalists and social media influencers on 
a familiarization trip of the region . One group was interested in the 
region 's outdoor recreation assets; and the other group was interested 
in wineries and culinary offerings. 
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MARKETING & COMMUNICATIONS 

Travel Salem introduced a new brand in 2016-17 that rad iates a 
vibrant and modern logo, visual look and feel and a relaxed and 
welcom ing voice and tag line. The new brand elements wo rk to­
gether so that everything from a print ad to a social media post to 
new business cards, all look, feel and sound like they are coming 
from the same great brand . The new brand lets vis itors know that 
yes. we have everything they' re coming to Oregon for because we 're 
"The Most Oregon Part of Oregon! " 

People are interested in quality experiences and the last ing memo­
ries they create, versus lots and bigger and more expensive stuff. 
Travelers are yearning for vacations rich in landscape. history, cul­
ture, and accessible adventure and of course, great food and drink. 
And it just so happens Oregon has lots and lots of all of that . 

Where. then, should someone come to best experience the experi­
ences Oregon has to offer? 

Salem . That's r ight, in and around our state capitol are all the 
really Oregon things visitors are coming here for such as : history 
& culture; best of big city & small- town Oregon; nightlife , vintage 
theaters; accessible, unhurried and easy to navigate; parks & 
friendly people and welcoming events; a thriving restaurant scene; 
wine, craft beer, cider and hand- roasted coffee; no two-hour wait 
for a table ; no traffic & natural beauty; epic waterfalls; The Oregon 
Garden; farms & farm stands; shopping; outdoor adventures such 
as cycling, hiking, fishing and raft ing; wonderful little places like 
Aurora , Silverton & Mt. Angel & Independence. 

And all of this make Salem the perfect place to start I 

So, if you're coming to Oregon , why not come and stay in the most 
Oregon part of it? 

Travel Salem . The Most Oregon Part of Oregon. 
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TRAVELSALEM.COM 
• Phase II of the website redesign was 

implemented resulting in a mobile-friendly site 
for optimum user experience. 

• Completed site audit and SEQ audit to improve 
site performance and site ranking in search 
results. 

• Expanded membership region boundaries which 
provides the visitor with more choices for their 
trip planning itinerary. 

• Developed 4 new landing pages that featured 
area special events and new tours 

Thanksgiving Wine Weekend 
Ale & Cider Trail 
Tri -County Bounty 
Eclipse Event 

BOOKING ENGINE 

• Lau nched Trip Advisor ca mpaign to drive 
targeted visitors to "Book Now" on TravelSa lem. 
com. Multiplied this effort with internal Google 
AdWords campaign promoting lodging options. 

• Developed Special Event Lodg ing pages to 
furt her increase the exposure of the booking 
service during targeted event dates 

Timbers FC Sports Events 
River 2Ridge 
Wooden Shoe Tulip Festival 

WEBSITE ANALYTICS 

56.31% increase in visits 

44.6% organic tra ffic 

4 7% direct or referral traffic 

8.4% paid traffic 

MARKETING & COMMUNICATIONS 

15-16 3111.183 

14-15 273.9113 

13-14 261.472 

12-13 234.277 

11-12 

10-11 

09-10 

08-09 

Began usmg Google Analytics in 2007-08 to more accurately reflect website traffic. 

472,448 visits (up 41%) 
193 countries represented 

Top web traffic came from : 

1. U. S. 

2. India 

3.Canada 

4. UK 

5. Japan 

335,248 visits 
141 countries represented 

Top web traffic came from : 

1. U.S. 

2. Canada 

3. India 

4. UK 

5. Brazil 

ONLINE MARKETING INITIATIVES 

• Google AdWords Campaign 
Launched in September 2016 

Clicks: 30,689 

Impressions: 1,035,267 

CTR !Click Through Rate I: 2. 96% 

• Event Promotion 

Marketed & promoted 1,987 
Salem area events. An average of 
165 events were promoted every 
month. 
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MARKETING & COMMUNICATIONS 

• Pushed 45 original articles 
focusing on "wine plus" themes 
to 16,061 WVVA consumer 
newsletter subscribers 

• 83 story pitches were delivered generating 57 published/ 
broadcast stories on the Willamette Valley 
158% conversion rate) 

• Participated in the Travel & Words conference that 
generated 7 stories 

CAMPAIGNS/PROMOTIONS 
• Participated in Travel Oregon's Spring, Fall and Winter 

Consumer campaigns 

• Advert ised the Willamette Valley in the Brand USA guide, 
which is used to promote visitation to the United States. by 
the US Travel Administration 

• Feast Oregon - WVVA's chef station presence garnered 
4,448 impressions at the Grand Tasting, 2,263 at the Night 
Market and 1,911 at the Sandwich Invitational. Overall 
we shared Willamette Valley food and drink to 8500+ 
consumers, media, chefs and wine makers. In addition, 
we sponsored a pod of Willamette Valley wineries at a new 
event, Pour Oregon, which 
featured 40+ small batch 

OREGONWINECOUNTRY.ORG & SOCIAL MEDIA 
• Launched 6 "wine plus" content themes on social media 

channels & OregonWineCountry.org driving online visitation 
up 17% 

• lnstagram followers increased to 4,000. 

• SEQ program increased organic traffic by 17.41%; new user 
rate increased 18% and the bounce rate dropped to 14% 
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TRAVEL TRADE 
• Oregon Wine Country representat ion at IPW, ITB, 

Active America China, Western Canada Road Show and 
Vancouver Outdoor & Adventure Show. These are travel 
trade shows where destina tion marketing organizations 
have appointments to meet with international tour 
operators, travel agents and media to promote the ir 
destination and build relationships w ith the ultimate goal 
of booking business, being included in travel catelogs and 
securing international media exposure . 

• IPW !International Pow Wow) - The USA's largest 
international inbound travel trade and media 
marketplace . Met with 77 tour operators and 4 
media. 

• ITB/Berlin - The largest travel trade show in the 
world focusing on the German market. Met with 40 
tour operators and 22 media. 

• Active America China - Met with 16 tour operators. 

• Travel Trade Western Canada - Distributed WVVA 
information to 35 tour operators and travel agents . 

• Toronto Show - Met with 17 tour operators and 32 
media 

• Vancouver Show - Met with 65 media and travel 
trade representatives 

• Hosted 21 FAM tours with 9 tour operators and 11 media 
from 10 countries resulting in 23 print or online stories 

• Participated in the Oregon Road Rally 2017 which brought 
28 travel trade professionals from 10 countries over a 
7-day period 



TR 

CHAR 

Created the Salem Ale & Cider Trail in partnership with the 
Salem Brewers Association. Visitors purchase a passport, 
visit each brewery & cidery, receive a stamp in their passport 
and once the passport is full they receive a custom beer 
glass. The trail launched in May at Cinco de Micro with 1,000 
passports sold and in circulation. 

Created a Tri-County Charm 

~-· Trail. The 33 participating 
attractions and wineries 
along the trail give visitors a 
custom wine glass charm that 
represents their location. The 
trail encourages new and repeat 
visitation. 

Travel Salem worked with 
Grayline to launch the Waterfall, 

Garden and Wine tour during the summer of 2016. This is 
the second year for th is tour that runs June 17-0ctober 7, 
2017. The tour includes: The Oregon Garden, E.Z. Orchards, 
Silver Falls State Park and Willamette Valley Vineyards 

Worked with Polk County tourism stakeholders to assist 
with marketing projects and participate as a member of the 
tourism committee. 

~ 
RIVER 
)))-FUSION~ 

Worked with the North Santiam River 
Territory stakeholders to assist with Eclipse 
marketing projects and participate as a 
member of the tourism committee. River 
Fusion is the name of the events that took 
place, during the Eclipse, throughout the 
North Santiam River Territory. 

MARKETING & COMMUNICATIONS 

ECLIPSE PLANNING 
During FY 16-17 planning took place throughout the Salem 
and two-county region for the August 21, 2017 Great 
American Eclipse. 

lObi Wet ldtpW 101) ---

• Organized inter-agency 
meetings to ensure the 
region is prepared for the 
nflux of visitors. Those 

attendance included: 
lr.;r.v<>rnr•r·s Office, Travel 

n, State Parks, 
Police, Forest 

lii•l!ll•;;~e~rrv~iice, BLM, City of 

-
o · 

Salem, Marion County, 
Polk County, Yamhill 
County and various event 
locations. 

• Created a designated 
Eclipse page on 
TravelSalem.com where 
events, activities, maps, 
resources and updates are 
posted. 

• Created a consumer 
Eclipse newsletter that 
includes updates, events 
and lodging opportunities 

!J!I!II!!li!IIJ!I!!!!!!I!!!!(!!!jjiljjiijjil!!!i!!!!!P• in the region. 

• Worked with the lodging 
and camping sites to stay 
current with vacancies. 
Created Eclipse lodging 
and camping information 
that is updated weekly. 

• Hosted a "Food For 
Thought" meeting that 
focused on the Eclipse and 
planning events. 

• Worked with local and 
national media regarding 
Eclipse activities. 

• Ordered Eclipse glasses 
for businesses and to sell in the Salem Visitors Center. 

• Created an Eclipse map that highlights where events are 
being held. 
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CONVENTION SALES 

HIGHLIGHTS 

RAVEL OREGON 

RCMA 
WHERE FAITH MEETS 

• Hosted the 
2017 Governor's 
Conference in Tourism 
held at SCC. Travel 
Sa lem partnered 
with restau rants & 
breweries to showcase 
our region at the 
community night held 
at Willamette Valley 
Vineya rds for 500 
plus tourism industry 
partn ers . 

• Attended the Religious 
Conference Managers 
Association (RCMA) tradeshow 
held in Ch ica go. Thi s wa s the 
thi rd year attending and co­
oping with the Grand Hotel and 
th e Sa lem Convention Cen ter, 

there were 900+ attendees fro m th e U. Sa nd Ca nada. 

• Connect Pacific Northwest in Seattle- An appointment based 
tradeshow focused on meeting and event pla nners. Travel 
Salem had 17 appoin tments w ith planners for potential fu ture 
business 

• Spotlight Travel Northwest in Albany- A new t radeshow focused 
on tour operators from throughout the U. S. There were 50+ 
group tou r operato rs from across th e U.S. 

• Attended Annual Industry Convention and Trade shows -
Meet ing Professiona ls Internat iona l Cascadia Conference, 
Greate r Oregon Society of Government Meeti ng Professionals. 
BRAVO I and Oregon Society of Assoc iation Managers. 

17 Trave l Sa le m Annua l Re port 

• The Di recto r of Sa les jo ined 
th e Board of Directo rs for the 
Oregon State Fair Foundation 
and the Greater Oregon Society 
of Meeting Planners. 

Convention, Sport & Event 
Estimated Economic Impact 

$1 0,122,896 

Future Bookings Impact 
$13,350,700 

Delegates 
16-17 

15-16 

14-15 
,, 

10-11 

08-09 

07-08 

Room Nights 

~ 
~5.646~ -

'I 

" 

~ 
11.534 

4.772 

-

07-08 08-09 09-10 10-11 11-12 12-13 13-14 14-15 15-16 16-17 



• Attend ed the ASA!USA Softball Conference in 
Shreveport, Lou isiana . Networked with softba ll 
events pla nners from across the count ry to 
market Salem as a softball destinat ion . 

• Attended the 201 7 National 
Association of Sports Commissions 
Sports Events Symposium in 
Sacra mento, Califo rnia. Met with 29 
event organ ize rs and secured 7 RFP 's 

Connect Ill§ OLYMPIC 
sPORTS Q5(9 SPORTSLINK 

for future busi ness . 

• Attend ed the 
ConnectSports Marketplace 

Tradeshow in New Orleans, Louisiana . Met with 32 event 
organizers and generated 10 leads for fu tu re business. 

• Assisted with promotion of Hoopla by co-sponsor ing Hoopfest 
with Ham pton Inn and Su ites . Increased size of tournament by 

41 teams, for a tota l of 988 
teams. This is the 2nd largest 
3v3 event in th e cou ntry! 

• Marketed the new Salem 
Timbers U23 team to the 
community. For the 201 7 
season they had an average 
of 723 people per game. 

• Joined Oregon Sports Autho r ity, Travel Oregon, and other 
DMO's across the state to 
create the Oregon Sports 
Tourism Coalition . This 
coal ition was formed to 
unite th e state's focus on 
sports tou rism, as wel l as, 
connecting DMO sports 
programs. 

• Fac ilitated Quarterly 
Sports Committee meet ings 
to discuss future business 
opportunit ies. There are 
currently 27 members on the 
committee. 

CONVENTION SALES 

SALEM, OR 
On September 16- 17, 2017, Salem and the 
Mid -Wi llamette Valley w ill host the first 
River 2 Ridg e Relay event. Modeled after 
MontBell's Sea to Summ it series in Japan , 
the 60 -mile adventure sportin g event will 
feature kayaking down th e Willamette River, 
cycling in wine country, and hiking through 
Silver Falls State Park's 1 0- Fa lls Loop. Th e 
City of Salem and Trave l Sa lem seek to 
establ ish a signature event that showcases 
the destination 's abundance of unique 
recreational assets and ultimately develop a 
signature event for the region . 
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CONVENTION SALES 

GROUPS ASSISTED 
43,846 DELEGATES 
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• Travel & Words Conference 

• Governor's Conference on 
Tourism 

• Capital Cup Soccer 
Tournament 

• American Legion State 
AAA Baseball 
Championships 

• Workers Camp Educat ion 
Conference 

• Capitol City Classic 
Basketball Classic 

• Latino Basketball 

• Monster Cookie Ride 

• Senior Softball USA 

• Cannabis Fair 

• League of Oregon Cit ies 

• NW Regional GIS 
Professionals 

HOSTED THE TRAVEL & WORDS CONFERENCE 
The convention of 125 
plus travel writers 
was held at the Salem 
Convention Center. 
Travel Sa lem partnered 
with the Convention 
Center to sponsor the 
opening night reception, 

and hosted a dessert event at the historic Roger Yost Gallery. 
Travel Salem showcased the reg ion's bounty by partnering 
with : Cherry Country Orchard, Chira 's Restaura nt, Croissant 
& Co., Sugar Sugar, Willamette Valley Grill, Popcornfetti, 
Rogue Brewery, Brooks wines, Eola Hills Wine Cellars, Johan 
Vineyards, Lady Hill Winery and Willamette Valley Vineyards. 
There have been six articles publ ished so far as a result of 
hosting the 2017 Travel & Words Conference, two more are 
pending. 

TRAVEL OREGON WELCOME CENTER FAM 
The familiarization (FAMl tour showcased Salem and the 
region's many assets to the staff of the 7 Welcome Centers 
operated by Travel Oregon throughout the state. The tour 
hosted 28 tourism professionals who visited these locations: 

• E.Z. Orchards 
• Oregon State Capito l 
• Willamette Heritage Museum (tour and lunch I 
• Bush House Museum and Bush Barn Art Center 

• Honeywood Winery 
• The Oregon Garden (tour and dinnerl 



REVENUES 
Public 
City of Salem Contract 

River 2 Ridge 

Regional 
Marion County 

Polk County 

Private 
Membership 

Special Events 

Promotional Merchandise 

Grants 

Other 

Restricted 
Wine Country Plate 

TOTAL REVENUES 

EXPENSES 

Salaries & Related Expenses 

Operations 
Professional Services 

Advertising 

Trade Shows & Fam Tours 

Special Events & River 2 Ridge 

Agility Fund 

Mise 

Temporary Restricted Funds Released -
Wine Country Plate 

TOTAL EXPENSES 

$987,230 

$20,300 

$100,000 

$15,000 

$119,096 

$3,435 

$6,278 

$5,000 
$1,307 

$75,711 

$1,333,358 

$747,194 

$245,692 

$89,912 

$79,017 

$13,014 

$26,130 

$32,660 

$1,375 

$157,011 

$1,392,005 

OPERATING SURPLUS* l$58,6471 
Other Income - Leverage 
Visitors Guide 

Volunteers 

Media 

Advertising 

In-Kind 

WVVA/Regional 

TOTAL LEVERAGE 
• Def1c1t related to restncted funds 

$72.262 

$307 
$1,474,934 

$42,843 

$585 ,898 

$325,350 

$2,501,594 

91 °/o of all revenues 
go toward direct visitor services 

REVENUE SOURCES 
9% Marion & Polk 

Contracts l$115,000] 

../ 6% Wine Country License 
../ Plates l$75,711] 

~ 9% Membership 
l$119,096] 

.....-- <1% Grants l$5,000] 

<1% Special Events 
($3,435] 

1% Promo Merch 
($6,2781 

<1% Mise 
l$1,307] 

PROGRAM EXPENDITURES** 
7% Business 
Development 

··Program costs mclude overhead expenses. 

8% 
~ Convention 

Servi ces 

- 3% 
Admin 
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The world has finally discovered the wonders of Oregon. 

We're on every bucket list of places to visit, internation­

al travelers are arriving by the hundreds of thousands, 

we're getting ink from magazines nationwide, and a cer­

tain television show has made Oregon the symbol of all 

things local, sustainable, weird and wonderful. 

Going a little deeper, more than ever before, people are 

interested in quality experiences and the lasting mem ­

ories they create, versus lots and bigger and more ex­

pensive stuff. Travelers are yearning for vacations rich 

in landscape, history, culture, and accessible adventure 

and of course, great food and drink from wherever 

they're visiting. And it just so happens Oregon has lots 

and lots of all of that. 

Where, then, should someone come to best experience 

the experiences Oregon has to offer? 

Salem. That's right, in and around our state capitol are 

all the really Oregon things visitors are coming here for. 

To really get to know Oregon you have to start in Salem. 

Strolling the historic downtown offers a window into Or­

egon's past, with Native American, Pioneer and Woolen 

Mill living history all on display. The grand state Capitol 

sits with her Gold Pioneer perched on top, worth a trip 

alone to hear your voice echo under her dome, and take 

in the large murals that recount the history of Oregon . 

Salem is also inarguably the best of the big city and 

small town Oregon. It offers lively nightlife and culture, 

vintage theaters, and enough oddities to check off the 

"see something weird " box. But Salem is also accessi­

ble, unhurried and easy to navigate, full of parks, friend­

ly people and welcoming local events that make any 

time a great time to visit. 

And there's the food! Salem boasts a thriving restaurant 

scene serving the farm to table food paired with care­

fully curated local wine, or craft beer, or hand - roasted 

coffee that visitors build their trip around ... minus the 

two-hour wait for a table. 



Speaking of wine, a visit to Oregon is almost synony­

mous with a vis it to wine country, and ours is the kind 

visitors imagine: intimate enough you 'll likely meet the 

wine maker, welcoming to every palette and pocketbook, 

wonderful enough to be awarded the 2016 wine region 

of the year by Wine Enthusiast, and close enough to our 

downtown you can get back to your hotel without getting 

stuck in a traffic jam . 

If natural beauty is what you 're after-and if you 're 

coming to Oregon of course it is-you're also in luck. 

Between the epic waterfalls of Silver Falls, the serene 

beauty of Opal Creek, the timeless adventures of 

Detroit Lake, the wild variety of The Oregon Garden 

and the picture perfect lush green farms in between, 

we have the lion 's share of the pastoral beauty visitors 

crave ... all within a short drive from town. 

Salem also makes the perfect hub for day trips to 

nearby wonderful little places like Aurora, Silverton, 

Mount Angel, Independence and Stayton, full of 

made - in -Oregon shopping, and outdoor adventures as 

varied as cycling to farm stands, rafting to a hop yard, 

or fishing along rivers that wind through tall timber. And 

just a bit farther afield are some of the best stretches 

of the Oregon Coast, all that the iconic Central Oregon 

Cascades have to offer, and Portland, the biggest city in 

our state. All of which make Salem the perfect place to 

start. 

So if you're coming to Oregon, why not come and stay in 

the most Oregon part of it? 

Travel Salem. The Most Oregon Part of Oregon. 


