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AVERAGE DAILY RATE

Message from the

$160

Chair& CEO -

$130
22-23 was a record-setting year for Salem & the Mid-Willamette $120
Valley, with growth in visitation and visitor spend, and the $110
development of projects that will continue to drive economic impact $100
into the greater Salem area. %0

) ) ) ) ) ] ) Jul Aug Sep Oct Nov Dec Jan Feb Mar Aprii May June
Accomplishments included the introduction of commercial air service

to the Salem-area, the opening of the new Mid-Willamette Valley
Visitor Center, and the launch of key programming like Santa Crawl,
Salem Area Sports Commission and the new Mid-Willamette Valley

Tourism Economic Development Consortium. OCCUPANCY

22-23 21-22 ememe= 2)-73 avg 21-22 avg

70%
Consumer engagement increased 19% year-over-year due to

increased reach with Google Ads, a full-year Expedia campaign and 60%
increased Blog subscribers. Social media reach increased 13% and a
shift in media production to short-form video showed positive results ===

50% -
across all media ptatforms. ... eeseccc-- Y-/—- W{-
: _ 40% -
Transient Occupancy Tax (TOT) revenues were highest on record,

driven by an Average Daily Rate (ADR) increase of nearly 5%, despite

lodging occupancy percentages trailing last year by 4%. o

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

2022 Estimated Economic Impact data shows another milestone, 2523 26 === 2223 2vg 21-22 avg

beating the high-bar set in 2021 by 12%. These gains were driven by
increased ADR and growth from events such as IRONMAN, which
climbed to $13.5 million in estimated economic impact.

Chair S
Austin McGuigan . Pl::lt::?,tilf(eSEO [ [ J
Polk County Community 7—,.31/6, [ Sale /7“’7
Development ) ml lOIl

estimated economic impact




PERFORMANCE 22-23 21-22

MEASUREMENT* YEAR-END GOAL | ACTUALS

key performance
measurements

Key performance measurements are tracked to provide a picture of the overall

Estimated 116% | 12%=$689,826,000 | $676,300,000
Economic Impact

economic health of the Salem & Mid-Willamette Valley tourism industry. When

evaluating progress, these nine selected indicators should be considered Salem Transient
: : : Occupancy Tax 108% 5% = $4,414,908 $4,328,340
alongside other measurements such as financial resources, program staff and (TOT)**
advertising support. Environmental influences and other economic trends are
also considered to gain better insight into the health of the industry.
Leverage 86% $2,300,000 $2,809,660
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 Consumer 119% 15% = 170.183.598 147.985.737
sole contributor or driver to the region’s tourism-based economic outcomes. e
However, the organization takes a leadership role in economic development and
tourism promotion to help shape industry results. . i
Visitor Information 97% 6% = 125,534 121,878
Network Attendance

Earned Media

Impressions 104% 5% = 120,238,072 114,512,450
:::i:l:*l\:fdia 112% 12% = 9,755,814 8,710,548
Online Visits*** 78% 10% = 339,172 308,338
Conventions & 54% 10% = 31 28

Sports Bookings

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




22-23 22-23
ACTUALS GOAL

o ESTIMATED ECONOMIC IMPACT
22-23 GOAL: $689,826,000

$782,300,000

Salem & the Mid-Willamette Valley
surpassed 2021's record EEI by 16%.
The region’s diverse offerings (e.qg.,
history, recreation, wine, food), along
with elevated hotel ADR, continue

to bolster the tourism industry’s
performance, with an 18% overall
growth rate since 2019.

travel spending ($Millions)
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e TRANSIENT OCCUPANCY TAX (TOT)
22-23 GOAL: $4,414,908

$4,668,844

Hotel occupancy decreased 4% in 22-
23 to 47%. While a 5% annual ADR
increase drove additional TOT during
the year to surpass previous year by
$340,504. Minor YOY decreases in Sep,
Dec and Apr were offset by substantial
increases in Jul and Jun.

Monthly TOT - YOY
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22-23  emmmm—21-22

¢) LEVERAGE
22-23 GOAL: $2,300,000

$2,404,987

Achieved annual goal despite Leverage
decreasing year-over-year due to the
Willamette Valley Visitors Association’s
(WVVA] reduced budget, and no longer
receiving discounted rent with HQ
moving out of the Capital Tower.

New Travel Salem Headquarters



22-23 22-23
ACTUALS GOAL

0 CONSUMER ENGAGEMENT e VISITOR INFORMATION NETWORK o EARNED MEDIA IMPRESSIONS

22-23 GOAL: 170,183,598 22-23 GOAL: 125,534 22-23 GOAL: 120,238,072

176,396,209 118,683 118,972,330
22-23 saw an increase of 19% YOY Travel Salem’s Visitor Center closed Earned media impressions increased
owing to expanded reach with Google Fall of 2022 and a small temporary nearly 4% over last year. Travel
Ads, a year-long Expedia campaign and Visitor Center was moved into The Salem’s public relations program
increased Blog subscribers. Grand Hotel while Travel Salem’s new continues to focus on high-quality
HQ was being remodeled. This closure  media outlets to promote Salem & the
Most Impressions: had an impact on the number of Mid-Willamette Valley.
“16 Places Where You Can See Cherry guests served. The new Visitor Center
Blossoms in the US” featuring Salem and the reopened in May.
Oregon State Capitol Park; “Fall in Oregon’s Farmland” in Via Magazine;
12,000,000 Impressions, Mar 2023 3,400,000 Impressions, Aug 2022

YHUFFPOSTI

12,048,968 9,492

Digital Impressions

Hotel Bookings

(Online Ads, Google Ads,

Social Media, Blogs) $1 ,650'906
1 '402'831 Hotel Revenue

Print Ad Impressions

T
‘)‘ -N i
Mid-Willamette Valley Visitor Cther



22-23 22-23
ACTUALS GOAL

0 SOCIAL MEDIA REACH
22-23 GOAL: 9,755,814

9,796,408

12% YOY increase is attributed to

a higher number of videos used
throughout all social platforms (e.g.,
Facebook, Instagram, TikTok]. Video
performs better than photography
and enhances engagement.

Best performing video across
multiple channels:
“Oregon Axe Throwing”
Facebook Reach: 42,800,000
TikTok Reach: 50,100,000

e
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) ONLINE VISITS

22-23 GOAL: 339,172

239,021

Online visits have decreased due to
changes in Travel Salem’s online
partnership with WVVA and how
consumer traffic is tracked at
OregonWineCountry.org.

Launched translation of TravelSalem.
com into first of five new languages to
aid accessibility.

s vistas panoramicas y viiedos, bosques centenarios
ps‘eristalinos y mucho espacio para pasear. Estamos

ando ti loestés. [ planifique suviaje. ]

0 CONVENTIONS & SPORTS BOOKINGS
22-23 GOAL: 31

The meeting & convention sector
continues to rebound, though
production has been hampered due
to lack of in-market meeting space
availability.

Healthy increases in sports industry
business continue and overall
prospecting efforts will show traction
In coming years.

FUTURE PRODUCTION

LEADS BOOKINGS

$47,882,489 W $27,234,154

EEI EEI

39,992

Est. Room
Nights

50,945

Est. Room
Nights
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. Provide customized

ore areas of focus

Destination Experience [DE]

OBJECTIVE

. Expand the footprint of —p

destination information,
engagement & proactive
outreach

. Strengthen the capacity =—»

of the tourism ecosystem
by providing industry
training & resources

-
group services that

respond to the needs

of meeting & event
planners

. Capture visitor feedback =»

through proactive
outreach & respond to
opportunities with sales
and marketing solutions

 unsurpass
b a3
5 M .

MEASUREMENT

Visitor network traffic
& visitor promotional
outreach

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

Number of groups
assisted & expand
customized services
provided

Number of surveys
completed and any
resulting outcomes

EXTERNALLY FOCUSED

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

OBJECTIVE

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

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

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

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

-

MEASUREMENT

Increase shoulder season
product

Increase sports/
recreation sector
bookings

Improved cultural
heritage
communications
deliverables

New transportation-
related initiatives
underway

-
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. Unite Mid-Willamette

. Craft messaging

. Secure citywide room

. Target shoulder season

. Utilize data & research

Destination Marketing [DM]

OBJECTIVE

-
Valley partners through
shared vision, advocacy &
collaboration

that differentiates
the region’s unique
attributes through
inspirational &
actionable content

nights through in-

novative group sales
strategies

-
visitation through

coordinated sales &
marketing efforts

Promote tourism -»
industry awareness and
engage community
ambassadors through
locally targeted

initiatives

Leverage key
partnerships &
strategies to amplify
reach & effectiveness

-
to anticipate & capitalize

on trends & marketing
opportunities

MEASUREMENT

Implement a unified
messaging strategy with
economic development
partners

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

Increase group
bookings

Increase shoulder season
room nights

Increase resident
engagement

Increase visitor
engagement

Utilize data & research
to influence marketing
decisions

INTERNALLY FOCUSED

Organization Optimization [0

-
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. Leverage complex &

. Adapt human resources

. Hone communication &

. Utilize technology to

. Ensure transparency

OBJECTIVE

dynamic funding
streams to maximize
economic impact

i 4
to meet industry
demands

strategic collaboration
across program areas

-
streamline productivity
& spur innovation

. Implement multifaceted ==

vision for new
headquarters building

b d
& accountability through
detailed reporting,

research and stakeholder
communications

ol ~
1Z

MW
y v el

s N

MEASUREMENT

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

Ensure adequate staffing
levels

Utilize streamlined
and effective
communication systems

Adopt new technology as
needed

Headquarters building
operating and fully
functional

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



CORE AREAS OF FOCUS:

o o funding sources key
highlights 808 O =«

FUNDED
Below are initiatives from the year that demonstrate DI | i | RN | i | e | | e | | nntaes
progress in Core Areas of Focus from the 2020-25 oAy e Pm;;;m eI

Strategic Plan

Create transformative experiences utilizing deep industry expertise
& unsurpassed product knowledge that connect visitors with the people and the place.

SIGNATURE EVENTS SPORTS COMMISSION @
[DE2] RELAUNCH [DE 2]

Hosted the inaugural Mid-Willamette Valley Tourism The Salem Area Sports Commission (SASC)
M I d w' l l'a m Ett e Vﬂ l' l.'E}' Summit which engaged attendees in educational was reconvened in person for the first time
since 2020. SASC grew to 20 stakeholders,
consisting of community members, local
business owners, sports organizations,
venue owners and hoteliers, focused on
evaluating and recruiting regional and
national sporting opportunities for Salem &
the Mid-Willamette Valley.

workshops, networking and training across DEI,
strategic communications, Latinx marketing, and
consumer trends. National Tourism Month was
celebrated at the 2023 MOPO Awards luncheon,
. B where 9 regional partners were awarded by
S umml industry peers, and Salem Mayor Hoy presented
Travel Salem with a proclamation commemorating

a record breaking $782 million in economic
impact generated by local tourism.

VISITOR CENTER REOPENS {il5 Qg

INTERSECTION ART INITIATIVE @ B oo
[DE1 & 2]

[DE2]

Opened the new Mid-Willamette Valley
Visitor Center, a welcoming state-of-the-art
facility with programming such as drive-
thru visitor information, a multimedia

space highlighting regional assets, rotating
cultural exhibits and meetings space, all
focused on showcasing the diverse offerings
of the destination.

Travel Salem partnered with the Highland,
Grant, Northgate and West Salem
Neighborhood Associations to fund street
murals at local intersections, and hosted 3
block parties that brought the communities
and local partners together in celebration.
These events are designed to engage
residents with the tourism sector and create
opportunities for future strategic destination
development.




CORE AREAS OF FOCUS:

o o funding sources key
highlights BODDC O

FUNDED
Below are initiatives from the year that demonstrate DI | i | RN | i | e | | e | | nntaes
progress in Core Areas of Focus from the 2020-25 oAy e Pm;:;m eI

Strategic Plan

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

RESILIENT HEADWATERS giSQInnl

SANTA CRAWL & LORE TOURS @
[DD 3 & 4]

[DD1]

8

Travel Salem kicked off two initiatives
targeting non-peak season visitors. Salem’s
Santa Crawl incorporated four downtown
partners with 220 people attending.
Feedback was overwhelmingly positive with
all venues interested in partnering for 2023,
and attendees encouraging ongoing holiday
activities. The Underground Lore Tour

In 2020 four large wildfires ravaged
multiple Oregon communities in the Central
Cascades, eventually burning 710,000
acres. Travel Salem committed $20,000

to Resilient Headwaters, an intentional,
strategic pathway to develop and manage
key recreational assets, and leverage it to
bolster the Santiam Canyon community’s

began in March, to showcase lesser-known future.

histories of downtown Salem for visitors and

residents.

FLY SALEM & MRG ECONOMIC DEVELOPMENT
[DD4] CONSORTIUM [DD 3]

Travel Salem launched the Mid-Willamette
Valley Tourism Economic Development
Consortium to convene partners and
stakeholders in an effort to discuss regional
priorities and collaborative opportunities.

Air travel is returning to Salem & the Mid-
Willamette Valley! Travel Salem partnered with

m local leaders to secure the incentive package
“‘ ‘\ and necessary terminal upgrades. Service

scheduled to launch October 2023 to Burbank &

FLY SALEM Samic




CORE AREAS OF FOCUS:

highlights

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

funding sources key

00D O

Funded by Funded by Funded by
grants Transient Wine Country
Decupancy Plate
Tax program

DESTINATION MARKETING

blend
FUNDED
Funded by Funded by the Funded by Item funded by
Salem Tourism Willamette private revenue more than one
Promotion Valley Visitors sources source
Area Association

VIDEO SHORTS DELIVER
RESULTS [DM 2 & 4]

FUNDED , FUNDED
Travel Salem shifted content creation
strategies to focus on video which drives
stronger consumer engagement. Events,
unique experiences and regional attractions
were promoted through 67 video shorts
on TikTok and YouTube, which garnered
194,199 views and highlighted local partners
(e.g., Maui Melts, Oregon Axe Throwing,
Ankeny National Wildlife Refuge, Willamette

Heritage Center).
stpa” tot flex
FUNDED , FUNDED ,FUNDED

Salem was voted as having the Best Overall
Run Experience in the global IRONMAN
portfolio. 2,300 athletes from around the
world participated and infused $10+ million
into the regional economy.

BI7 Lacey Lady
f E N\

SPORTS EVENTS
THRIVE [DM 3 & 4]

Travel Salem’s annual Willamette Valley
Open, is now the largest indoor pickleball
tournament in Oregon, with 461 players from
10 different states and numerous countries
competing in 955 total matches.

2 Expedia

“WORLD’S GREATEST stpa tot
PLACES" [DM 4] FUNDED , FUNDED

Willamette Valley made Time magazine’'s 2023
list of World’s Greatest Places, declaring it
“The Next Napa.”

In addition, the Willamette Valley region,
including local partners (e.g., Willamette Valley
Vineyards, Silver Falls State Park] was featured
in high-profile national media coverage,
including a live segment on the Today Show,
showcasing the region as an under-the-radar

spring break destination.

Completed a year-round Expedia campaign
in June that generated 9,514 room nights
and $1,549,152 in hotel revenue for Salem.
This campaign generated roughly $140,000
in TOT funds.

EXPEDIA CAMPAIGN SUCCESS
[DM 2 & 4]



CORE AREAS OF FOCUS:

o o funding sources key
highlights 000

FUNDED
Iy 0 TEITES Ml (s VT Ui L e BN | il | B -t i | | st | | i
prog ress in core Areas of Focus from the 2020_25 Decupancy Plate Promotion Valley Visitors sources source

Tax program Area Association

Strategic Plan

Develop long-term stable funding, strategic staffing levels and the technology

& tools to support a robust Destination Leadership Organization.
OPENING OF " @
HEADQUARTERS BUILDING &

[00 3]

ADVERTISING PROGRAM
LAUNCH [002]

Travel Salem launched a new advertising
program that replaced the organization’s
membership program. The advertising
program provided opportunities for 231
businesses to promote their products and
services to the 2.56 million visitors to Salem
& the Mid-Willamette Valley through print
ads, online ads and sponsored content.

Doors officially opened to the public at the
new Travel Salem headquarters building
located in the heart of downtown Salem. The
new headquarters is a strategic initiative
that is both fiscally responsible and elevates
the the ability of the organization to deliver
on its mission.

NEW IMPACTFUL REPORTING
[006]

The Travel Salem Board of Directors formed
the Reports Task Force to review the
organization’s reporting tools and overall
user-friendliness. The results led to the
creation of a new report format highlighing
strategic core areas of focus and key
performance measurements.




STPA impacts since 2020 implementation

TOTAL MEDIA IMPRESSIONS

Advertising PR Impressions Social Media
- i | , | ;
Highlights & Year-Over-Year Comparison S I mpreen
72,610,205 118,972,330 9,780,092

A dedicated group of nine Salem 7,778,181
hoteliers oversee STPA initiatives that
utilize a regional approach to drive

results. 55,326,367

In 22-23 the STPA generated roughly #8875
$1 million for advertising and public
relations campaigns.

19-20 22-23 19-20 22-23 19-20 22-23 13-20 2-23

STPA FUNDED SALES EFFORTS

ADR ROOMS SOLD
SHOULDER SEASON ROOMS SOLD
45,000
$125
40,000
5 2 10 35,000
Shows Attended Events Hosted Planners $97 30,000
447,291 462,181 25,000
148 13,200 1,108 " 20,000
Appointments Attendees Room Nights 3% ’P 15,000
10,000
17 $10,065,100 $683,100 5,000
RFPs Estimated Estimated ]
Economic Impact Economic Impact Nov DEC Jan FEB MAR
—22-33 —18-30
STPA funds supported convention & sports 1920 22 1920 25

marketing efforts, including a variety of trade
shows, conferences and direct marketing
campaigns.

Insight: Despite unprecedented market conditions [COVID & room nights from wildfires/ice stoarm] since the
STPA was set in motion, the increased marketing was essential to market recovery, rate integrity and
maintaining occupancy.

1



2022 DESTINATION ANALYSTS: SALEM-SPECIFIC RESULTS

LODGING TYPE

Bed & Breakfast

Campground

Motel

2.56 million visitors traveled to our region in 2022, driving an
overall visitor spend of $782 million in Marion & Polk counties,
including an estimated $664.7 million spent in Salem.

Vacation Rental

Private Home VFR

Hotel & Motel

Visitors to Salem predominantly identified as “boomers™ and 0%  10% 20% 30% 40% 50% 60%  70%
traveled with spouse or partner, for leisure. The vast majority were

repeat visitors from Oregon and Washington, who stayed primarily

in hotels, motels or private residences. AGE BREAKDOWN

The region’s key satisfaction rating was almost a perfect score
for overall positive trip experiences, specifically citing local food, Boomers and older (1946-1964)
inclusiveness, outdoor recreation and value.

Gen X (1965-1980)

2022 Marion Polk COMBINED SALEM
Visitor Spending | 5549,000,000 | $233,000,000 | $782,000,000 | $664,700,000 | Millenials (1981-1994)
Earnings $141,000,000 | 586,400,000 | $227,400,000 | $193,290,000 |
Employment 4,840 3,010 7,850 6,673 Gen Z(1997-2012)
Visitors 2,040,800 520,720 2,561,520 | 2,177,292 |

0% 10% 20% 30% 40% 50% 60% 70%

TRAVEL PARTY COMPOSITION
KEY SATISFACTION RATING

Couples

m Friends Safe

m Family w/Adult Children Value for the money

Outdoor Recreation
Family w/Children

pon Under 18 Inclusive /Welcoming
76%
m Family w/Grandparents Local Food
m Traveling with Pets Overall Trip
0% 20% 40% 60% 80% 100%

12



SALEM, MARION & POLK ATTRACTIONS 2022
ATTRACTIONS Total Visits # Visitors % Visitors
Detroit Lake State Park 260,200 148,300
Enchanted Forest 161,700 75,300
Silver Falls State Park 258,500 118,900
Bethel Heights Winery 8,200 KA
SALEM, MARION & POLK EVENTS 2022 Woodburn Premium Outlets 3,700,000 1,200,000
EVENTS Total Visits # Visitors % Visitors Willamette Valley Vineyards 119,600 38,400

Jehovah Witness Convention - five Honeywood Winery 10,100 3,200
conventions (May 19 - June 25, 2023) 89,000 The Oregon Garden 211,100 60,100
IRONMAN 23,100 Salem Convention Center 123,700 34,800
Wooden Shoe Tulip Festival 191,300 Woodburn Drag Strip 90,200 24,900
Oregon State Fair 564,900 Eola Hills Legacy Estate Vineyard 14,800 4,000
St. Paul Rodeo 127,900 Schreiner's Iris Gardens 14,700 3,300
World Beat Festival 19,500 Antique Powerland 56,000 12,200
Oktoberfest 76,100 AC Gilbert's Children’s Museum 44,700 8,700
Hoopla 50,300 Deepwood Estate & Gardens 31,000 5,400
Capitol City Classic 26,500 Wallace Marine Park 281,600 48,900
Marion County Fair 50,500 Willamette Heritage Center 74,000 12,800
Independence 4th of July 32,200 Riverfront Carousel 117,700 19,200
Bush Park 518,500 80,800

Elsinore Theatre 104,100 16,100

State Capitol (Park) 47,300 7,300

Keizer Station 7,400,000 1,100,000

Baskett Slough Bird Refuge 41,100 LWAI]

Independence Riverview Park 162,200 20,100

EZ Orchards 63,000 7,800

Riverfront Park 643,000 76,700

Spirit Mountain Casino 3,700,000 412,900

Bauman Farms 269,900 28,900

Ankeney Bird Refuge 46,700 4,500

KEY Salem Center 1,500,000 123,300

_— Willamette Town Center 1,600,000 116,100

Salem Minto Brown 345,100 23,600

Outside Salem CFC Soccer Complex 342,900 22,400

KROC Center 321,600 19,800
_ Keizer Rapids Park 356,200 20,600

*TOTAL VISITATION NUMBERS ARE BASED ON PLACER.AI DATA

EVENTS & ATTRACTIONS WITH 2,000+ VISITORS FROM 50+ MILES AWAY
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top countries of origin

UNITED STATES
CANADA

NIGERIA

CHINA

UNITED KINGDOM
PHILIPPINES
MEXICO
GERMANY

CHILE

IRELAND

top states of origin
OREGON
WASHINGTON
CALIFORNIA
NEVADA
TEXAS
VIRGINIA
IDAHO
FLORIDA
NEW YORK
OHIO

TRAVELER TYPE

= Repeat

TOP ACTIVITIES

Festival or Special Event

Arts & Cultural Heritage
Business or Family Related Event
Shopping

Outdoor Recreation

Scenic Ride

Food & Drink

0%

10%

20%

30%

40%

50%

PRIMARY PURPOSE OF VISIT

Business .

Conference, Special Events, Other
Visiting Friends & Relatives

Leisure

3%

10%

20%

30%

First Time

60%

70%

40%

80%

50%
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2022-2023 FISCAL YEAR

Ads &
Sponsors 2%

Special

Events 2% \

Conventions
13%

Destination
Dev.
10%

REVENUES

PROGRAM EXPENSES
Admin. 4%

REVENUES

City of Salem Contract (TOT) $1,166,065
Salem Tourism Promotion Area (STPA) $973,561
Marion County $125,000
Polk County $15,000
Advertising & Sponsorship $47,249
Special Events $47,881
Co-Op $1,416
Other $25,285
Wine Country Plate (WCP) $10,700
Fly Salem MRG $355,000
Resilient Headwaters $50,000
Polk County Destination Development $44,500
TOTAL REVENUES $2,861,657
EXPENSES

Salaries & Related Expenses $1,097,307
Operations $422,506
Professional Services $45,165
Marketing & Advertising $421,112
Trade Shows & FAMs $34,382
Special Events $94,764
Agility $22,500

TOTAL EXPENSES $2,137,736
OTHER INCOME - LEVERAGE

Media $1,173,123
In-Kind $370,576
WVVA $729,480
Visitor Guide $87,325
Advertising $41,902
Volunteer $7,188

TOTAL LEVERAGE $2,409,594




staff

Administrative

Angie Villery, President & CEO

Anton Cobb, Community Relations Specialist
Jennifer Miller, Operations Manager

SN\

j

g
f
/
/

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 & Event Manager

Travel Salem

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

Travel Salem is pleased to present the 22-23 Annual Report & State of the Industry, pursuant to 2021 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.




