@ Washington County

ANNUAL REPORT

Visitors Association = FY208-2017
TABLE OF CONTENTS
Hotel Inventory & Performance 2
Hotel Inventory & New Hotels 2 WCVA Staff
Hotel Performance 4
Visitor Volume & Travel Spending 6 Carolyn E. McCormick
Tourism Development 7 President/CEO
Capital Projects Grants Program 7
Multi-YearTourism Development Projects 8 ~Jason McGill
Research Projects 10 Chief Financial Officer
2016 WebsiteConversion Study 10 _
Brand Awareness Study and Social Media Research 51 11 SYlke NeaFinnegan
Brand Focus & Moving the Tualatin Valley Brand Forws 13  Vice President of Marketing &
Marketing & Communications 14 Communications
Website 14 Corey Kearsley
Digital Advertising 18 Director ofSales
Social Media Marketing 25
Print Advertising 28 Jackie Hagan
Public/Media Relations 30 . o
. . Marketing & Communications
Marketing Materials 33 Manager
Visitor Information/Tourist Assistance Kiosk 34
Stakeholder & Partner Development 36 Ariel Kanable
Sales & Development 37 Tourism Development
Domestic and Canadian Travel and Tourisi 37 Coordinator
International Markets 39
Sports Market 43 Christopher Glawe
Fiscal Health 45 Graphic Designer
TLT Collections & Comparison 46
Fiscal Year 2022018 Business Plan 47 Melissa Hay
Marketing 47 Website Coordinator
Sale 49 Linda Andrews
Regional Cooperative Tourism Prog 52 aAdqministrativeand Marketing
Appendices 56 Assistant
Appendix AFinancials 56

Appendix BDigital Media Reporfseparate document)



INTRODUCTION
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opportunities and successes in fiscal year@20Q@17, and plans for fiscal year 202018 and
beyond.

ABOUT THE WASHINGTORNUNTY VISITORSSOCIATION

The Washington County Visitors Associat®C{A) is a neor-profit, 501(C6}estination

YFENLSGAYy3 2NBFYATFGA2Y GKIG aASNWSa (GKS NBIA2YyQa
Washington County to potential visitors outside of thgian. Established in 1983, the WC¥A

funded solehby transient lodging taxefl'LT) collected by lodging establishments in Washington

County.

This fiscal yeathe WCVA relinquished®% of the thregpercent of transient lodging taxes

allocated fortourism marketing to debt service annew, large multuse facility to be built at the

Washington County Fair Complex in HillsbofoATa O2 YYA GYSy (i NB®RdgOSa G KS 2/
stream to 2.33 percent of the TLT collected on an annual basis.

The WCVA astely promotes the destination, branded as Tualatin Valley, to leisure and business

travelers, as well as meetings, sports and events planners. In addition, the WCVA supports tourism
development, serves as an advocate for the tourism industry, and condaontsl research about

GKS O2dzyieéQa (2dz2NRAY AYRdAzZAGNE YR AGad GAaA02NAED

WCVA Boaraf Directors FY2018017

Josh Sanders, Chair Commissioner Andy Duyck Debi Mollahari
GM, Aloft Hotel Chair of Washington County CEO, Tigard Area Chamber
Jim McElhinny, Treasurer Les Davis Dan Murphy

Owner, Lithtex Printing GM & Founder,

Tracy Reynolds, Secretary -
GM, Courtyard by Marriott Solutions Broadway Rose Theatre
YS@AY CSNNI aOA | Mayor Peter Truax

Darren Harmon CEO, Wilsonville Area Chamber ~ Mayor, City of Forest Grove

GM, Family Fun
/| SYGiSNJ g . dzZt f ¢ A Marisa Hoiem Stuart Wilson
General Manager, Residence Inn  Owner, Garden Vineyards
*5S0A a2fftlKFy IyR {ldz NI 2AfazyQa GSNya 2y GKS 2/ ! o621

WCVA Boaraf Directors FY20172018

Josh Sanders, Chair Les Davis Mayor Peter Truax
GM, Aloft Hotel Owner, Lithtex Printing Mayor, City of Forest Grove
Jim McElhinny, Treasurer Solutions Lana Painter
Tracy Reynolds, Secretary YSPGAY CSNNI &8 OA h C ExecutiviDirector,
’ . CEO, Wilsonville Area Chamber Sherwood Chamber of
GM, Courtyard by Marriott Commerce

Marisa Hoiem
General Manager, Residence Inn Jeff Brown
GM, Holiday Inn Wilsonville

Darren Harmon
GM, Family Fun
I SYGSNJ g . dzZt £ Ay | Dan Murphy
GM & Founder, Laurine Apolloni

Commissioner Andy Duyck Broadway Rose Theatre Owner, Apolloni Vineyards

Chair of Washington County
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HOTEINVENTOR& PERFORMANCE

New Hotels in Tualatin Valley

During FY2018017, three new hotels opened in the city of Hillsbh@aond McMenamins Grand

Lodge in Forest Grove added new rooms during its renovasidding405hotel rooms (and

147825NR 2Y yAIKGa0 G2 2FakKAy3adzy /[ 2dydeqQa K20St Ay(

. NewHotelsand Expansion§Y20162017

# of Completion .
Hotel ROOMS Date Address City

146 July 2016 | 3160 NE Brookwood Pkwy | Hillsboro

Residence Inn by Marriott
Portland Hillsboro/Brookwood

Holiday Inn Portland Hillsboro 110 Azuoglu6$t 2575 NW Aloclek Drive Hillsboro
McMena_lmlns Grand Lodge 13* February 3505 Pacifidve. Forest Grove
(expansion) 2017

Aloft Hotel 137 June 2017 | 20075 NW Amberglen Cour| Hillsboro

TOTAL NEW ROOMS (BY22017) 406
*This is a net increase, as nine rooms were taken out of inventory for hotel renovation

Proposed and Announced New Lodging Properties
In the coming months, Washington County will seere than a thousand new roonfst the
market,as the hotel building boom continues.

Projects and Hotels in Development

# of Est.
Hotel Completion Address City
Rooms
Date
Candlewood Suites 182 n/a 2575NW Aloclek Drive Hillsboro
Oxford Suites Hotel 237 n/a Quatama / 215th Terrace Hillsboro
Home2Suites by Hiltof 140 n/a NW John Olsen .Place INW Hillsboro
Tanasbourne Drive
Staybridge Suites 80 n/a NW Jacobson Road / NW Hillsboro
Casper Place
StaybridgeSuites 80 n/a NW Cherry Lane Hillsboro
gﬂ;;gztt TownePlace 112 February 201§ 114th next to Hwy 217 Beaverton
McMenamins
Cornelius Pass 47 (hotel) . .
Roadhouse Hoteind | 11 (B&B) n/a NW Cornelius Pass Road Hillsboro
BedandBreakfast
Hampton Inn 151 n/a Corner of Clinton and 6th Tigard
Hampton Inn 72 n/a 21970 Alexander Lane Sherwood
TOTAL ROOMS PROJECTED: 1,112

FY20162017 Annual Report 2| Page



HOTEL CENSUS AND RORVENTORY

lff 2F GKS RSalGAYylIrGA2ya Ay 2FakKAy3aidzy [/ 2dzyieqQa O

Multnomah County added 536, while Washington County added 272 new rooms into inventory.

In 20162 | & KA y 3 { 2 yotal/rodrdayfverdofy &rew 5.8% over calendar

yeaNJ HAamMp® 2 A0KAY GKS NBIA2YyQa O2YLISGAID
grew at a faster pace.

Census Census
(2016) (2015) Inventory
Total Total Total Total Difference
Hotels Rooms Hotels Rooms
Lane County, OR 73 4,796 72 4,672 +2.6%
Marion County, OR 31 2,501 31 2,502 +0.0%
Multnomah County, OR 147 16,289 144 15,753 +3.4%
Clackamas County, OR 29 2,430 29 2,415 +0.6%
Washington County 51 5,154 49 4,882 +5.8%
Clark County, WA 30 2,738 29 2,655 +3.1%
Pierce County, WA 69 5,846 68 5,674 +3.0%
Snohomish County, WA 69 6,095 68 6,034 +1.0%
Boise, ID 80 7.440 74 6,830 +8.9%

The Aloft Hotel
(pictured, left) openedn
Hillsboroin June andis
the newest hotel in
Washington County. This
vibrant and fun hotel
offers 137 pet-friendly
rooms.

During FY2012017, three new
hotels opened in Washington
County, adding 393 new rooms
into the inventory. The historic
McMenamins Grand Lodge
(pictured, right) underwent a
renovation, addingl3rooms to

the inventory.

FY20162017 Annual Report 3| Page



HOTEL PERORMANCE
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an average occupancy rate of 74.5%, one of the highest in the competitive set. The average daily

rate climbed to an average of $119.21, resulting in higher roewemue for the hotels, as well as

for the tax coffers.¢ KS F2ft 2¢6Ay 3 Aa | &yl LJK@rmangTor 2 I aKAy 3Ii2
calendar year 208, compared to other degtations in ourcompetitive set(Source: STR Global)

Calendar Year 2016 vs. 2015

Oce % Average Daily Revenue per Room Percent Change from
° Rate (RevPar) YTD 2015

2016 2015 2016 2015 2016 2015 Occ ADR '5:;; Rm Rev
United States 65.5 65.4 | 123.97 | 120.30 81.19 78.68 0.1 3.1 3.2 4.8
Oregon 67.4 65.8 117.89 112.71 79.43 74.17 2.4 4.6 7.1 8.0
Lane County, OR 68.1 63.9 | 106.71 | 100.87 72.63 64.44 6.6 5.8 12.7 13.2
Marion County, OR 66.2 63.6 93.29 87.48 61.72 55.61 4.1 6.6 11.0 10.9
Multnomah County,
OR 77.6 76.5 144.24 139.50 112.00 106.69 15 34 5.0 6.5
Clackamas County,
OR 74.0 73.6 109.21 100.31 80.81 73.87 0.5 8.9 9.4 9.7
Washington County 74.5 73.4 119.21 110.97 88.76 81.41 1.5 7.4 9.0 11.9
Clark County, WA 72.0 72.3 108.39 101.48 78.03 73.40 -0.5 6.8 6.3 6.5
Pierce County, WA 68.4 68.0 96.67 94.69 66.10 64.38 0.6 2.1 2.7 &7
Snohomish County,
WA 68.9 69.5 106.14 105.57 73.16 73.36 -0.8 0.5 -0.3 0.5
Boise, 1D 75.3 71.2 99.69 93.78 75.06 66.81 5.7 6.3 12.3 13.1

Occupancy

ADR
e

Hotel Performance Yeato-Date 2017 vs. 2056

Overall, calendar year 20btcupancys perfornming at a slower rate than 2016; however, the
average daily room rate increased 2.3% to $114.74, thus also increasittgah®om revenue in
the county.The following is a snapshot of hotel performance for the current calendar year
(JanuaryJune 2017¢ompared to other destinations in the regiofSource: STR Global)

Occ % ADR RevPAR Percent Change from YTD 2015

Rev Rm Room Rm
PAR Rev Avail Sold

2017 2016 2017 2016 2017 2016 Occ | ADR

Lane County, OR 63.6 65.4 [ 106.09 | 102.36 | 67.49 | 66.96 [ -2.8 3.6 0.8 35 27 | -02
Marion County,

OR 64.4 63.9 94.23 90.38 | 60.70 | 57.73 0.8 4.3 5.1 5.1 -0.0 0.8
Multnomah 106.8 | 105.1

County, OR 76.1 76.4 | 140.38 | 137.66 0 3| -04 2.0 1.6 4.7 3.1 2.7
Clackamas

County, OR 69.5 69.9 [ 110.90 | 101.76 | 77.06 | 71.09 [ -0.5 9.0 8.4 8.8 04| -01
Washington

County 70.4 73.8 | 117.80 | 115.75 | 82.87 85.37 | -4.6 1.8 | -2.9 2.4 5.5 0.6

Clark County, WA 73.3 69.8 | 108.19 [ 104.85 [ 79.35 | 73.22 5.0 3.2 8.4 8.4 0.0 5.0
Pierce County,

WA 69.3 67.3 97.47 95.06 | 67.57 [ 63.96 3.0 2.5 5.6 7.3 1.5 4.6
Snohomish

County, WA 69.7 65.8 | 102.49 | 101.68 | 71.41 | 66.87 5.9 0.8 6.8 8.3 1.4 7.4
Boise, ID 74.1 74.6 | 103.59 99.20 | 76.77 | 74.04 | -0.7 4.4 3.7 | 10.2 6.3 5.6

FY20162017 Annual Report 4| Page



County and City Hotel Performance (YedarDate: January 201 June 201Y
While the hotels in the area have been enjoying increasing occupancy and average daily rates in

previous yearsgalendar yeaR017 is off to a slow start, with hotel occupancy down by 4.7% for the
year (as of May 3. The cities of Beaverton and Hillsbdrave been hit hardest by this downturn.

Tigard and Wilsonville/Tualatin have fared bettg&ource: STR Global)

City/County Hﬁt()e]]s Rﬁocr)rzs F?c:/c? r.nDFiue:tye Cﬁ?n%e Occupancy O((::chuapn%necy
Washington County 52 5,291 $117.80 +1.8% 70.4% -4.6%
Beaverton 11 1,172 $110.96 1.7% 70.3% -6.4%
Hillsboro 17 1,789 $138.13 3.5% 71.3% -10.1%
Tigard 10 1,258 $113.75 1.6% 71.6% 1.1%
Wilsonville/Tualatin 6 542 $105.64 -3.0% 73.4% 2.3%

Gross Hotel Revenues

Throughout 2016, the Tualatin Valley continued to realize historic growth in both the building of

new hotel properties, but also, as the destination hits record gross revesast June 30, 2017,
total gross hotel revenues for calendar year16$81,08, a 0.9% increase over 201Additional

lodging properties and developments, such as Airbnb, and growing average daily room rates are

fueling the increase in gross hotel revenues.

2017

516,681,089

2016

2014

Airbnb & VRBO

$122,284,460

2013 $118,204,630

¥2017 year-to-date

Airbnb and Vacation Rentaly Owner (VRBO) amnline marketplace that
allow people to list, find and rent vagah homes, apartments and rooms.
Theseproviders have millions afental listings worldwide. As our hotel
product keeps growing, and serving our urban communities, Aigmab
VRBO offeovernight stays in rural areas of Washington County not
currently served by hotel properties.

This fiscal year, Washington County started collecting transient lodging taxes (TLT) from Airbnb

properties rented within Washington County.

For FY201:2018 Washington County collected $403,661 in
transient lodging taxes from Airbnb rentals and $23,282 in

hundreds of rooms or properties listed in Washifi 2 y

room inventory.

taxes from VRBO.
While the number of Airbnland VRB@®@entals may fluctuate, at any given time there can be

| 2 dzy G &

$146,722,321

$162,310,299

airbnb

N

> FRRAy3

VRBO

from HomeAway ©

02
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VISITOR VOLUME & NRA. SPENDING

According to a recent report commissioned by Travel Oregod,conducted bypean Runyan
Associates, visitation to Washington County contihteincreaseduring calendar year 2016
According to this report, Washington County has the fourth highest visitor spending, in terms of
direct travel spending within the destination.

In 2016, more than 2.9 million visitors spent an overnight trip to
Washington CountyAll visitors, including day trips to Washington
County, spent $603.8 million in the destination.

The following is a snapshot of tourismlated direct travel impacts to Washington County,
compared to 2014.

2016, 2015 +/- change
Direct spending $603.8million $574.1 million* +5.2%
Employment 7,930 7,520* +5.5%
Tax Revenue (Local) $11.7 million $10.9 million +7.7%

p=Preliminary  *Numbers hae been adjusted by Dean Runyan
(Source: Dean Runyan Travel Impacts, RGiyr)

Top Oregon Counties
The following table outlines the top five Oregon counties in relation to the total number of
overnight visitors and halestination visitor spending.

OvernightVisitor Volume |

In-Destination Spending

|
Overnight Visitor In-Destination
Rank County Volume g(in millions) County Spending (in millions)

1. | Multnomah 5,154 |1 Multnomah $1,981.8
2. | Lane 3,111 | 2. |Lane $672.4
3. | Washington 2,924 | 3. Deschutes $613.3
4. | Deschutes 2,696 | 4. | washington $603.8
5. | Clackamas 2,653 | 5. Clackamas $513.2

Source: Dean Runyan Associates, May 2017

TopSpending in Tualatin Valley2017

According tovISAue, which track¥1SAcardholder spending, nearly than $343.4 million was spent
in the Tualatin Valley during the first quarter of 2017. While this figureides allVISAcardholders

in the PortlandSalem area, when Portlaratea cardholders were taken out of the spending totals,
the amount spent in the area totaled nearly $105.4 million during the first quarter of 2017. The
following are the top cities in tens of spending in the Tualatin Valley from Jantigrch 2017:

City ~ Amount Spent |
SeattleTacomaBremerton, WA $14.4 million

Los Angele®iversideOrange Co., CA $5.6 million Source:

San FranciscpOakland; SanJose, CA $5.6 million VISAVue, Q1
EugeneSpringfield, OR $4.2 million Domestic Spending
Corvallis, OR $2.7 million Report
Phoenixc Mesa, AZ $2.3 million

ChicageGaryKenosha, IL $1.4 million

New YorkNorthern New Jersey $1.4 million

San Diego, CA $1.3 million

FY20162017 Annual Report 6| Page



TOURISMDEVELOPMENT

CAPITAL PROJECTSNEGFAPROGRAM
¢CKS 2/ +1 Q& ¢2dz2NAaY 5S@St %
supports entities with projects and programs that the
WCVA Board of Directors believes have extraordinary
merit and will positively impact and increase overnight
visitation to the Tualatin Valley. Theagt progrant

with a total of $200,000 to be awarded annually
supports the capital finance needs for tourisglated
projects, and are awarded on an annual cybid=Y2016
2017, the Capital Projects Grants Progravas changed
to aclosedcycle with appli@ations accepted for a specifig
time period. Applications were reviewed and the WCV
awarded $344,000 in grantsr tourismrelated projects
that will benefit the Tualatin Valley tourism industry.

A bridgealong the Step Creek Trdiinded by a
WCVA grantwas completed in FY20:-6917.

Completed Projects
The following projects were completed FY201&017:

1 Department of Forestry$8,250 grant awarded for
the expansion of recreational trails near Reehers _
Campground and to build 4% long stringer bridge £
on the step creek trail

1 Northwest Trail Alliance$3,500 grant to build
three trail bridges at Stub Stewart State Park and
enhanced trail access to mountain bikers

71 City of Hillsboro$75,000 grant to install wayfinding
kiosks in downtown Hillsboro to provide visitor ‘
information on locations, eventsic.

Sl

1 Bag&Baggage$60,000 grant for theater /| AGieé 2F C2NBa&dG DNER
improvements to its new theatre space, The Vault amenities in downtown Forest Grove at

. . Fernhill Wetlands.
9 Tigard Downtown Alliance$10,599grant for a

crossstreet banner system (project was deferred from FY22Q045)

1 Evergreen Curling Clul$2,419 grant for the instalfisn of a permanent competitive
curling timing system.

1 City of Forest Grove$4,875 grant for innecity wayfinding improvements and bicycle
signage.

1 Tillamook Forest Heritage TrusEalmonberry Trajt $200,000 grant relatintp the
development of the &monberry Trail.

o $150,000 to assist with detailed planning and engineering field study related to the
segment of theSalmonbernyrail located in Washington County.

o $50,000 grant was awarded to ttf@almonberry Trail Intergovernmental Agency
for administrative supportand given tdregon State Parks and Recreationa
project manager to oversethe ambitiousproject.

1 County Chambers of Commerc$60,000 grant to provide visitor information services.

FY20162017 Annual Report 7| Page
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in 2008. Grants have been awarded to organizations and businesses for toaléed projects
throughout Washington County. Some of these projects include production and installation -of way
finding sigge, cycling trails, disc golf courses, renovations and equipment upgradesoaed

Outstanding Tourism Grants

1 City of North Plainsvas awarded $35,000 for a mural enhancement project, which will
include the installation of sidewalks, lighting, bencHsike stations, interpretive signage.
This project was completed during FY2218.7.

1 North Plains Chamber of Commerees awarded $35,000 for wayfinding signs around the
city of North Plains. Signs will direct visitors to the city center and local businesses and
attractions.The chamber is currently working on the design for the signage.

1 TheCity of Banksvas awarded $3000 for the expansion of the Bank&rnonia State Trail
parking lot, which will add 20 spaces for user of the trail and other city evEnéscity
currently is working with the Oregon Department of Transportation on a land purchase.

1 TheWestside CulturalAlliancewas awarded $9,000 for the creation of a website, which
will serve as a communication hub for all arts, cultural and heritage news, information,
events and resourcedhis project currently is in the design phase.

1 City of Sherwoodvas awarded $3050 for a Cedar Creek Trail bike and sign project.

b2NIK tfFAYyaQ YdzaNIf SyKIl yO2m6 gfdnt, droMaee Brdhé >
installation of sidewalks, lighting, bike rack and more.

MULTHYEAR TOURISM DEVEHUEBRT PROJECTS

The WCVAontinues to worlwith its cities, towns and other entities in the developmentaig

term tourism development projectsThese multiyear projects argoised to increaseisitation to
Washington County in the coming years. Amongptaects that will hae apositivedirect impact

on tourism to the Tualatin Valley include the Salmonberry Trail, which will connect thegifiual
Valley to the Oregon Coast;multiuse centeiin Hillsborg which will provide mucimeeded

meetings and event space in Washingtarufity; and the Trees to Seas Scenic Byway, a proposed,
designated byway that will connect the city of Banks to the Oregon Coast.

FY201e017 Annual Report 8| Page



SALMONBERRY TRAIL
The WCVAemainsl OG A @St & Ay@2f SR ¢gA0K (KS RS#SING Yy
public works project connertg the city of Banks along a portion of the Bankgernonia State

Trail-to the city of Tillamook along the defunct Salmonberry RailrcEtisproject is being

undertaken by an Intergovernmental Agency, consisting of members from the Oregon Department

of Parks and Recreation, Cycle Oregon, and state, county and local government representatives.

The 84mile trail will link the Tualatin Valley the Oregon e X,
Coast, and will travel over 30 historic bridges and trestles, &
through nine tunnels, and through a variety of forest, field
and coastal environment3.he four segments of the trail
include The Coast, Nehalem River, Salmonberry River and
Valky, the latter of which is the portion of the trail that
resides in Washington County. Upon completion of the trai
which is still several years away, rural towns are poised to
benefit economically. It is the vision of the organizers that t
trailwilley KI y OS GKSaS O02YYdzyAla
sharing their shared natural resources and by providing new

arenas for job growth outside of the timber industry.

The WCVA awarded $200,000 to the Salmonberry Trail, to assist with detailed planning and
engineering field study related to the 2tile segment of the trail located in Washington County
Additionally, he WCVA has committed $50,000 for administrative costs during the development of
the trail.

MULTHIUSE CENTER IN HILLSBORO

Announced last fiscal yeahe WCVAeleased?/3 of a cent of its transient lodging tax allocation
for the construction of a muluse centerat the Washington County Fair Complex in Hillsboro.
Once completed,ite new multiuse center- designed to attract small and medium meeggand
tradeshows, of 300 to 500 owtf-area attendeeswill allowthe Tualatin Valleyo remain
competitive in themeetings and eventarketplace and willgenerate additional room nights
throughout the county.

r"'—* " TREES TO SEAS SCENIC BYWAY
SCENIC BYWAYS Still in itsinitial development, the WCVA is-sponsoring a
- “—ooee,  new scenic byway, the Trees to Seas Scenic Byway, which will
- el connect the city of Banks to the Oregon CoaatHighway 6
: #" Spearheaded by the Oregon Department of Forestry, this

effort is a multicounty project, and is being undertaken with
advisement from the Oregon Department of Transportation.

If approved, the Tress to Seas Scenic Byway will be part of the
Oregon State Scenic Byway program.

Economic analysis indicates that travelers
spend an average of $4 per day along Scenic
Byways, which directly benefits rural businesses

and workforces (Source: Travel Oregdn

FY20162017 Annual Report 9| Page
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RESEARCH PROJECTS

In FY 2012017, he WCVA commissionegveralresearch projects related to tourism tbe

Tualatin ValleThese research studies wathntinue tohelp the WCVA plan and adjust its marketing
efforts, measure the effectiveness of its messaging and branding, as well as the performasce of
destinationwebsite, tualatinvalley.org

2016 WEBSITESER &ONVERSION STUDY

The WCVA participatl in a yearlong website user and conversion study, offered from the
Destination Marketing Association (DMA) West and Destination Analysts, a tourism research
marketing firm based in San Francisco, California.

ThestReé O2YYSYyOSR WI ydzZaZ NBE uwnmcI fS&aa GKIy Gé2 Y2yl

tualatinvalley.org was launched/isitors to the website were allowed to opt to the survey,
which was a pojup that appeared on the homepage of our site.

The WCVA participadl in this yeatong study, along with other large and small
destinations/DMOs, including San Francisco Travel, Albuguerque CVB, Sonoma County Tourism and
Park City, Utah. Other participating destinations/DMOs included Eugene, Cascades & Coast, and

CentralOregon¢ KS 2/ ! Q& LI NGAOALI GA2Y o6& YIRS LRRaaAroft

About the Surveyand Key Findings Website Influence on Destination
Thestudywascomprised of two surveys, (1) a Website
User Intercept Study completadhen a user visitethe
tualatinvalley.org websét, and (2) a Website User
FollowdzL) { dzNBSeées &aSyid | FGSN Said the website influenced their
intended date of travel to the destination. decision to visit Tualatin Valley

1 Of those surveyedi4.5%of tualatinvalley.org
users were potential visitors using the website
to plan a trip to the destination.

O 3,540trips to Tualatin Valley were
generated by the website

1 On average, visitors to Tualatin Valley spend -
days and 1.7 nights in the Tualatin Valley, witk
26.8% staying overnight in a hotel in Tualatin
Valley.

f 9A3AKGE& LISNOSyd oy mx:o0
influenced their decision to visit Tualatin Valley
while 100% reported that it inspired them to
increase their length of stay in the destination These visitors increased their length of stay
by one day. by an average of 1.0 days

1 The btal economic impact/ROI of
tualatinvalley.org is $2,538,184
0 Average spending per day of visi to Website ROI
the website is $28.98; visitor spending
on trips to Tualatin Valley totaled nearl:
$2.5 million

o0 Room nights generated by the
tualatinvalley.org website in 2016 totaled 2,063

Decision and Length of Stay

Of those influenced by the website
to visit said the website was
“Important” or “Very important” to
their decision

Of those who stated that the website
influenced the number of days they
spent in market reported that it
increased their length of stay

per real, new website user

FY20162017 Annual Report 10| Page
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BRAND AWARENESS SYUD

During the fall of 2015, the WCVA hired Insiglitat8gic
Marketing and Research to complete a benchmark brand

The .
awareness study. The purpose of the study was to gauge
ua a ln consumer awareness of theualatin Valleyrand, and

consumer perceptions of the destination, and to create a

‘ 'alley benchmark of familiarity.

The benchmark study, performed around the time of the

Oregon NBONIyYyRAY3 2F 2F&KAy3d2y /2dzyie

released in the previous fiscal year, provided the WCVA
with key insights.

These insight incluak

1 Interms of image Rating of Tualatin Valley by Travel Type
perceptions, there is no
substantial equity in the
YEYS a2l aKAay3 Outdoor 19% 2%
nor is there an existing image
27T ac¢dzl fI L,J A }/ Urban Shopping 15% 20%

i Based on the research, it is

recommended that the Luxury 3% 36%

WCVA present Tualatin

Valleyasa refined, Culture 26% 30%

developed destination in a

beautiful natural setting 0% 20% 40% 60% 80% 100%
wheretravelers can be active 5 (Excellent) 4

in the outdoors and engage
with the local economy.

1 Among those who live within 250 miles of the destination, Washington County and Tualatin
Valley outperform both of the California wine regions of Sonoma and Napiaforcing
the importance of proximity in generating familiarity.

Follow-Up Study andResearch Objectives

TheWCVA is working with Insights on phase two of the study to assess how the WCVA has
AYONBI ASR FI YAT ALl NA G RA fdlowuKstudylcBratiy 8 andekway via bz v Q &
social channels, as well as via direct contact with those who have requested information from the
WCVA or who subscribe to the consumeareavsletter, Tualatin Valley Explorer.

The goal of this study is to track changes in bramndraness and perceptions since the initial
NE&aSHNOK O2yRdzOGSR AY Hamp® LYyAGAIt ONIYR ARS
| 2dzy (8¢ @SNRBRdza ac¢dzZ tFaGAy xFffSe&é | yR RS@St 2LIS
0 KS O2 dzy éagsdasaPart thdokthzN&search will measure growth in familiarity, perceptions,
and visit interest among past and potential visitors from the nearby area, from the Western U.S.,

and from the remaining U.S.

The research will assess current perceptiohthe destination, and will continue to explore
differentiation among Portland, Willamette Valley, Tualatin Valley, and other neighboring
RSalAYyliA2yad 2AGK o6FaStAyS YSIadaNBa KIF@Ay3a o
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strengths and weaknesses, pavo will track movement based on paid advertising recall. In

addition, we are exploring recall of the Tualatin Valley website and social channels, their impact on
perceptions and visit interest, and how engagement with the destination on these channels
compares to or is amplified by awareness of the paid advertising.

¢tKS Ftylfeara oAttt AyOftdzZRS | €221 Fd GNI @St LI LFyYyY
dining and lodging choices, and how these dovetail with interest in visiting Tualdty.Val

The followup study will inform the WCVA on its best options for future marketing and messaging.

SOCIAL MEDIA RESEARC

In addition to part two of the brand e Visit Tualatin Valley
awareness studyinsights Strategic Wlley  pyblished by Jackie Luskey Hagan [2] - Yesterday at 11:50am - @
Marketing and Researah also
conducting a social méalresearch study,
F20dzaAaAy3 2y (G(KS 2/
platforms. As the importance of social
media has grown in marketing
destinations, it becomes increasingly
important to understand the impact of
these efforts, as well as the relationship
to paid advetising.

Interested in a $100 VISA gift card?
Complete our survey and you'll be entered into a drawing for the gift card.
We'd love your input!

Take the survey: http://budurl.com/nsm

The goal of this research is to create a
profile of social media users by channel "
and compare this to the general
population and visitors to the area.

To accomplish this, a parallel research
effort is being carried out amongst
consumers engagy with the Washington
County Visitors Association on social
YSRAFT &ALISOAFAOLNT €
Twitter, Pinterest, and Instagram pages.
The same survey instrument that is beinc
deployed amongst general population
travelers for the Brand Awarenesau8y

is being used to collect data on image,
familiarity, and visit interest among these
social media audiences. Response will b
tracked to enable comparison of the leve 5 .- .o reached
of visit intent across each channel, as we

as the level of overlap across channels.

' g NBySaa 2F LI AR
AyOf dzRS +y S@If dz
the destination.

> T
(0 3 =N
-+ >
- N
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BRAND FOCUS & MOVINBETUALATIN VALLEY BRAN

FORWARD

The WCVA is now working with Huen PDX, a small, local branding agency in helping the WCVA

further its brand, Tualatin Valley, among the traveling public. Huen offers guidance and inspiration

for building and evolving brands.dzSy gAff 202SO00A@Ste aasSaa (KS ¢d
and expression, and will provide the WCVA with insights and will identify themes and priorities to

help the brand move forward.

¢KS 2/ ! A& Ay 3J22R 02 YLIWraidh 2 ydkSty oaNI O RESy (1a de®ra IS5
Sporting Goods, k&, Adidas, StarbusiCoffee Companysephora, Reebok and many more.

Building a Brand Marketing Framework

Huen will support thé / = !itdaveloping drand marketingframework for the Tualatin Valley
destination. Theprimary objective is to drive increased engagement and conversion through a
more compelling brand platform and associated mediums of expression.

The project will consist of two phases.

1 In Phase lthe focus is to establish the basis for@dpects of brand marketing, articulating
elements including positioning, definition of targeted audience segments, pillars of
differentiation, and a core narrative.

1 In Phase 2Huenwill complete creative directives, including a full communication
framework, visual center and direction for evolving the identity and brand components.
Huen also willead a creative workshop with hands participation of the WCVA team,
ensuring full alignment on creative direction moving forwatddienwill example this
direction through new ad creativen experience map and content plan for the website,
and review of the social media approach.

Evolution of the Tualatin Valley Brand
¢CKS 2/ ! AGFNISR dzaAy3a ac¢dzZ € FadAy =+ fthReé G2 YI NJ
launch of a new website, in November 2015.

The impetus behind the name change was to create familiarity, as there are already about 33

2 aKAYy3d2y [/ 2dzyiASa Ay (GKS | o{d ¢KS t232a o0St2g¢
logo.

Tualati
The Tualatin Valley I_b ualatin
Oregon’s Washington County vd l l e y

Oregon
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MARKETING & COMMUNICATIONS

The WCVA spends a great deal of effort on its marketing efforts, to continue to build brand
awareness and the identity of the Tualatin Valley. The tools used to tell the story of the Tualatin
Valley to consumers includeresponsive websitedigital and print advertisingjisitor guide and

other printed materials, maps, social media platforms (Facebook, Twitter, etc.), as well as via media
outreach.

m The Tualatin Valley

Oregon’s Washington County

WEBSITE

{AYyOS (KS I dzy OK -&dpondive S
website, tualatinvalley.org, in November 2015, the sit DISCOVER THE

continues to reach new audiences. T U A L A T I N

5dzZNAy 3 GKS FAaOlf &SI NE 'VALLEY 2y o

drew572,364visitors, an increase d@f6% over FX015

2016 A Iarge percentage Of V|S|t0rs to the WebSIte Just a'stone's [lnp\\f from Portland, Oregon, the Tualatin Valley is a

A v LA X . 2 l}irm”y. vaail)' accessible déstination in ()n‘gﬂh wine country. The
NBadz 04 SR TNRY uKS 2/ ! Q3 L'ualatin Valley isithe peifect Pacific Northwest getaway. Yl NJl_
campaigns. o

Warch a "Tualacin Valley Advencure”

572,364visitors to the website
508,460unique visits to the site
43% of visitordo the website are using mobile devices
The following is brief snapshot of website growth since FY2Q036:

FY20162017 Website Visitation FY20152016 Website Visitation
572,364 overall site traffic 390,796 overall site traffic
508,460total unique visitors 318,776 total unique visitors
857,600 page views 706,767 page views

Top Page Views
When visitors get to the site, where do they go? The following are the top pages on
tualatinvalley.org (excluding the home page, which is the top page):

Page The Tualatin Vall
Rank Pag € Views @ Oreg?on'slfNaasginlg';zon Caourelg
1 Wineries & Vineyards 90,382
2 t 2Nt yRQa . I O 46,013

(video compilation)
3 Activities, Attractions & Outdoors| 33,326
(Things to Do)

4 Lodging & Camping 23,508
5 Events & Festivals 22,692 WI NE R I E S
6 Explore Tualatin Valley 18,144 Welcome to the Northern Willamette Valley
7 | Trip Ideas 14,068 . Counciy
8 |d2 Ay Sé O lspedfis NI A| 11,484
landing page)
9 | Oregon Solar Eclipse 9,201
10 | Outdoor Recreation 8,105

FY201682017 Annual Report 14| Page



Behavior Flow

Of those visiting the website, approximately 76% of visitors continue to view tualatinvalley.org by
GASGAYI I RRAGAZ2YIE LI 3ISad ¢KS F2fft2gAy3 OKINILI T2
number of pages viewed per session.

How Visitors Interact with the Website The data abovis based on 99,000

sessions. The first page visited on
the website, whether it's the
homepage, or a landing page a
visitor was directed to via an ad or
social media post, is considered a
"starting page" and is not included

in this chart.
--Souce: Google Analytics

2 pages 3 pages 4 pages
(1st interaction) (2nd interaction) (3rd interaction)

| 2YOSNRAZ2Y a9@Syltaté
¢tKS 2/ ! KFa ARSYGAFASR aSOSNIf aS@Syiltag 2
2 KSYy | @GArariaz2NmB GF1Sa 2yS 2F (KS&aS F0OGAz2ya
confused with those who interact with the website by visiting itiddal pages (as illustrated
above). The following is a quick view of the number of visitors who took one of the following
desirable actions while on our website:

9 Clicked on an outbound link (a reciprocal link to a Tualatin Valley business or evenotiste
the website): 58,749
/I tA01SR 2y a.221 ¢KA& tlFO1F3aAS¢ oftAyla (2 AYyRA
Viewed the digital visitors guide: 4,790
Viewed an event listing: 4,135
Requested visitor information (e.g. visitors guide): 1,249
Signedup for the consmer enewsletter: 812

NI | OG A
S Al A

= =4 =4 =4 =4

Visitor Acquisition
Visitors to tualatinvalley.org reach the site via various means. The following chart is an overview of
how visitors land on the website.

Referral* [l 15,286

Non-Paid Social ] 19,538 . : :
_ *Referralvisitors come from reciprocal links
Direct [} 21,912

organic Search | 26.925
Paid Search ||} NG 71.730
Paid Social ||| T 116.326
Dispiay Ads | 270 oo:
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Website User Demographics

Tualatinvalley.org attracts a variety of uses. However, WitrAges of Users of tualatinvalley.org
information provided by Google Analytics, the WCVA is at

: ) . 18-24
to determine the predominant age ranges of website user: 65+ 9.07%

as well as where these visitors live. 22.93% / _—
Gender 15.44%

Women make up the majority oktS & A (i ®fvisitordza /

to the site, 54% are female, 46% are male.

Age

The website attracts primarily Baby Boomer and Generatit
X travelers, as 60% of visitors to tualatinvalley.org are ove 55-64 ~
the age of 45.Forty percent of visitorto the websiteare 21.03%
under the age 44, with Millenniglespecially those between

the ages of 2435) as a potential growth market

< 35-44
15.46%

\

45-54

_ 16.06%
Top States/Provinces

The majority of users of tualatinvalley.org reside in the United States and Cakradag the
visitors to the websiteluring FY201:2017, residents in the following North American

states/provincesvere thetop users of the site:
Top States/Provinces

1. California LW EITHNH

2. Oregon EEERZERTTH

3. Texas EEIHYERLEHINE

4. Washington [EEREZIRITELE

5. Florida ERPERT-I011

6. New York BEyWACEIIHLNE

7. British Columbia BN LR
8. lllinois EPXEEEFTTO

9. Alberta, Canada [EEVAATEITH I

10. Colorado [ ER& VAT

While users in each of thestates/provinces increaseaver the previous fiscal yeait is
important to notethat website users fronColoralo, KA OK RARY Qi YI { 018 KS G2 LI
increased by 204%.
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Competitive Analysis
HowddS & G KS 2/ +cbnipare witls dnrapetiiofs? The following chart compares the
average monthly performance of tualatinvalley.evgh competitors withinthe region and state.*

Comparative Average Monthly Website Visitation®

TravelPortland.com+ 296,259

276,576

TravelOregon.com

VisitCentralOregon.com+ 133,638

EugeneCascadesCoast.org | 77,742

VisitTheOregonCoast.com+

TualatinValley.org -

61,664

47,016

TillamookCoast.com 43,638

TravelSalem.com 24,572

MtHoodTerritory.com#+

000 + = Regional Destination Marketing Organizations (RDMOs)
*Source: SimilarWeb.com
,000

*=FisitMcMinnville.com IS

**0OregonWineCountry.orgt
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DIGITAL ADVERTISING

The WCVAontinued its relationship with South Carolibased digital strategy company,
Levelwing, anéhvested $1 million into its digital marketing efforltheWCVA leveraged the power
of paid search, onlindisplay and social méaladvertising.

5dzZNAYy3d GKS FAaOFf &SIENE (KS 3sLU8milienda RAJA
consumers resulting in426,706unigue visits to the website.

Overall Site Traffic

During the fiscal year, 426,706 unique visits te tebsite were attributable to paid media, which
includes display advertising, paid search and paid social mBdiact traffic include those who get
to the website by typingualatinvalley.orgdirectly into the browser. Organic search and social
reflects traffic that comes from nopaid search results. Referral visits come from other websites
with reciprocal links to the WCVA website.

The following graph outlines site traffic and the various ways consumers get to the site.
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