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TRAVEL & TOURISM TRENDS  
Travel spending i n Washington County in 200 8 was $ 514  million. This represents a 2.2  percent increase over 200 7. 
The modest increase reflects the current economic climate, which is reflected  by the sharp drop in spending and 

overnight visitation during the fourth quarter o f 2008.  
 
In response to the decline in travel , which is adversely affecting the global tourism community, the WCVA has taken 
steps to curb spending in 2009, while  ensuring that programs and monies spent during the year have the best 
returns on investment.  
 
Based on Smith Travel Researchôs year-to -date numbers, Washington County is experiencing  average  decreases in 
occupancy levels , compared to other counties in the market area, which includes comparable counties in Oregon, 
Washington and Idaho . However, Wa shington County is faring poorly in average daily rates, which decreased by 
more than ten percent from the previous year, resulting in lower revenue per room.   
 
Unfortunately, this decline has affected the amount of lodging tax revenue to the county, and subsequently to the 

Washington County Visitors Association.  
 
The following table is a competitive -set comparison of other counties in our market area , based on the most current 
applicable data available.   
 

Lodging Statistics: Year - to - Date ( November  2009)  

Area  Occ %  ADR  RevPAR  
Percent Change from YTD 

2008  

 2009  2008  Change  2009  2008  Change  2009  2008  Change  
Room 

Rev enue  
Room 

Inventory  
Room s 

Sold  

United States  56.1  61.7  -9.1%  99.10  108.27  -9.0%  52.78  64.91  -17.3%  -14.7  3.2  -6.2  

Oregon  55.3  60.2  -8.2%  82.2 6  85.46  -5.7%  39.56  46.50  -13.4%  -11.3  2.5  -5.9  

Lane County  57.6  65.4  -12.0%  79.30  82.78  -7.1%  41.52  51.32  -18.2%  -15.8  2.9  -9.4  

Marion County  55.0  57.5  -4.4%  73.01  72.65  -2.5%  35.71  37.87  -6.8%  -3.9  3.1  -1.4  

Multnomah County  62.7  69.7  -10.0%  96.66  103. 54  -8.2%  54.45  68.28  -17.4%  -13.2  5.1  -5.5  

Clackamas County  56.6  64.1  -11.7%  79.65  82.37  -6.1%  39.95  48.54  -17.0%  -17.0  0.0  -11.7  

Washington County  57.5  63.8  -10.0%  82.57  88.11  -10.7%  42.36  51.54  -19.6%  -19.2  0.5  -9.5  

Clark County, WA  52.2  62.2  -16.1%  8 1.37  85.86  -8.1%  39.55  49.89  -22.9%  -17.8  6.6  -10.5  

Pierce County, WA  58.9  62.5  -5.8%  86.79  86.47  -2.1%  48.55  49.86  -7.8%  -6.9  1.1  -4.9  

Snohomish County  61.8  67.2  -8.1%  85.77  89.39  -8.3%  49.59  57.01  -15.7%  -13.0  3.3  -5.1  

Boise, ID  51.9  57.0  -9.0%  75.58  79.88   37.25  44.09  -15.4%  -14.0  1.7  -7.5  

(Source: Smith Travel Report, November  2009)  
Glossary of Terms  
Occ %:   Average percentage of rooms occupied (occupancy)  
ADR :   Average daily rate  
RevPAR:   Revenue per room   

 

LEADERSHIP & ADMINISTRATION  
The WCVAôs leadership -  consisting of the organizationôs president and chief executive officer and its board of 
directors ï is responsible for many of the WCVAôs high-level goals, which are directly tied to its vision and mission. 
These goals include administration  and industry leadership practices, as outlined below.  
 

ADMINISTRATION  
One of the high -level goals as outlined in the 2009 Business Plan, and by the WCVAôs contract with Washington 
County, is to report the WCVAôs scope of work and progress to the Washingt on County Board of Commissioners . To 
date, the WCVA has met this goal, as prescribed by  a set timeline:  

 The 2009 Annual Report, Business Plan and WCVA budget was delivered as contracted.  

 Three year Strategic Marketing Plan 2008 -2010 was updated and submit ted on April 1.  
 

As outlined in the WCVAôs Business Plan, the WCVAôs Board of Directors met regularly  throughout the  year, and 
provid ed oversight on financial and policy issues.  In addition, b oard members volunteered to chair newly formed 
committees for s ports and nature.  

 

INDUSTRY LEADERSHIP  
The WCVA is the steward of tourism, and the following goals  specifically address industry leadership * :  

 Tourism Education and Unification  
 Community and Government Relations  
 Tourism/ Product Development  

 

These goals ce nter on building partnerships in Washington County to promote collaboration and enhance the 
countyôs tourism industry and products through these alliances.    

*The fourth goal, which addresses needs to develop infrastructure, consists of 

long - term strategies, to be accomplished as budget and re sources allow. 

Therefore, there are no performance measures at this time.  
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Industry Leadership Performance Measures  
OBJECTIVE  STRATEGIES  YTD OUTCOMES  

Lead efforts to e ducate and 
unify Washington County 
tourism stakeholders and 
partners through collaborative 
product development efforts  
 
(Tourism Education and 
Unification)  

Establish a contact system that can be used to 
ensure regular communication with key leaders  

In prog ress  

Attend six (6) strategic events, forums and me etings 
per year to communicate  with and listen to 
industry/community leaders and elected officials  

Spoke at  nine (9)  community events, 
forums and meetings to date:  

 Hillsboro Chamber of Commerce  

 Forest G rove Kiwanis Club  

 ñBite of Washington Countyò event   

 Beaverton Sunrise Rotary  

 Washington County Public Affairs Forum  
 Hillsboro Rotary Club  
 Forest Grove Chamber of Commerce 

event  
 Beaverton Rotary  
 Forest Grove Rotary  

Establish a steering committee of le aders from each 
stakeholder group aligned with the Tourism 2015 
Plan: nature, wine and sports  

Formed two committees:  
 Sports  

 Nature  
 

Continuation of two existing committees:  
 Sports  

 Nature  
 

(See ñProduct  Developmentò for more 
detailed information )  

Build recognition as a 
community leader in economic 
development, private sector 
interests and municipal 
partners about tourism through 
collaborative product 
development efforts  
 
(Community and Government 
Relations)  

Conduct 12 meetings with elected officials and/ or 
community leaders per year  

Conducted more than 14  meetings to 
date , including :  
 Department of Recreation in Hillsboro  
 Washington County Chambers 

Association  
 RCMP Partners: Travel Portland, Mt. 

Hood Territory and Columbia County  
 City of Cornelius  
 Oregon Travel Information Council  
 North Willamette Vintners Association  
 Oregon Tourism Commission Meeting  
 Various Chambers of Commerce  

 

(See ñCommunity and Government 
Relationsò for more detailed information 
and complete list )  
 

Initiate research efforts that r esult in metrics and 
information that demonstrate the economic and 
social impact of tourism to Washington County  

Completed and/or received results from 
two (2) research studies:  

 2008 Washington County Visitor Profile 
Study  

 2008 Washington County Travel 
Im pacts Study  

Assess stakeholder programs and expand education 
opportunities for businesses (e.g. hospitality 
training, marketing assistance, etc.)  

Hosted two (2) educational programs for 
stakeholders:  

 Travel Packaging Workshop  

 Group Tour 101 Workshop  
 

(See ñStakeholder Developmentò for 
more detailed information )  

Provide board members with fact sheets, data and 
training to communicate the WCVAôs tourism 
message  

WCVA Board is provided with research 
results, monthly reports and other 
essential data during  regular meetings  

Complete the Destination Marketing Association 
Internationalôs certification process 

Completed January 2010   

Establish community and 
industry awareness of specific 
product development needs to 
enhance Washington Countyôs 
tourism assets  
 
(Tourism/ Product 
Development)  

Develop specifications, guidelines and awareness for 
the WCVAôs grant program 

Awarded $192,176  in grant funds to 
Washington County businesses for 
tourism -related projects  

Initiate efforts to integrate each of the tourism 
experiences in Washington County: recreation, 
culinary, wine and nature  

Launched the Vineyard and Valley Scenic 
Tour Route in April 2009, which 
integrates nature, agritourism and wine  
 

(See ñProduct  Developmentò for more 
detailed information )  

Initiate  a p rocess to inventory all tourism assets in 
each tourism ñclusterò: wine, nature and sports 

Sports facility inventory completed for 
publication of the Sports Facility Guide  
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Leadership Overview  
The following is an overview of the organizationôs leadership goal to conduct destination leadership in a manner that 
reflects positively on Washington County:  
 

A.  Provided the following reports and communications to the Washington County Board of Commissioners:  

 2009 Annual Report and Business Plan   

 2008 -2010 Three -Year Strategic Marketing Plan (updated 2009)  

 2009 Mid -Year Report  

 2009 -2010 Fiscal Year Budget  

B.  Held regular meetings of the WCVAôs Board of Directors to provide oversight on WCVA financial and policy 
issues.  (Note: The board elected not to hold a board retr eat in 2009.) In addition, f our committees (sports, 
nature, scenic tour and grant committees) met th roughout 2009 and accomplished many goals  (see section 
titled ñProduct Developmentò for additional information).  

C. The WCVA continued to operate efficiently by maintaining a balanced budget for the organization:  

 The WCVA worked with Washington County to adjust method of payment; payments are now allocated 
after room tax is collected, rather than based on room tax projections.  

 Total room tax collections fell ap proximately 19.6  percent from early projections because of the 
continued economic downturn. This decrease is comparable to other destinations in the Pacific 
Northwest.  (See section titled ñTravel and Tourism Trendsò for complete overview.) 

 The WCVA comple ted an audit, of which the WCVA received a clean audit  

D.  Continue to provide support for the WCVA staff :   

 Conducted annual employee reviews  

 Conducted regular employee meeting s 

 Reviewed salaries with industry averages  (because of continuing downturns in U.S. travel, all salaries 
were held at 2008 levels)   

 The WCVA provides funds for each staff member to participate in a training opportunity of their choice 
as long as it supports their jobs, including:    

o Western Association of Convention and Visitors Bureau CE O Conference (president/CEO)  

o Destination Marketing Association International  

Á Sales training (sports marketing manager and tourism manager)  

Á Annual conference (stakeholder development manager)  

o Public Relations Society of America/Society of American Travel Wr iters Travel and Tourism 
Conference (communications/public relations manager)  

o U.S. Travel Associationôs Educational Seminar for Tourism Organizations (interactive marketing 
manager)  

o Labor and Employment seminar and Health Care Reform seminar (f inance manag er )  

o Oregon Destination Marketing Oregon Annual Conference (various staff)  

 
Tourism  Education and Unification  
Ruthie Reinert , the WCVAôs president and CEO, made presentations to various citizens groups as part of the WCVAôs 
tourism education efforts. Each presentation discussed the importance of tourism to Washington Countyôs economy, 
as well as to discuss the launch of the Vineyard & Valley Scenic Tour Route, which is an integral part of the WCVAôs 
tourism development efforts.  

 Hillsboro Chamber of Commerc e (Feb. 10 )  
 Forest Grove Kiwanis Club (April  8)  
 ñBite of Washington Countyò at the Washington County Historical Museum (May 28 )  
 Washington County Public Affairs Forum* (June 8)  
 Beaverton Sunrise Rotary (June  10 )  
 Hillsboro Rotary Club (July 16)  
 Forest Grove  Chamber (July 20)  
 Beaverton Rotary (Aug. 5)  
 Forest Grove Rotary (Aug. 26)  

 
*The  Washington County Public Affairs Forum is a venue to discuss issues affecting the county.  Ruthie Reinert, president and CEO 
of the WCVA, discussed the importance of tourism t o the U.S. and Washington County . The program  aired on the Tualatin Valley 

Community Television (TVCTV) on June 16.  
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Community and Government Relations  
The WCVA is charged with being a community leader  ï as the steward of tourism. This role in the communi ty 
includes build ing awareness of the impact of tourism in the community among economic development, private sector 
interests and municipal partners through collaborative product development efforts .  The WCVA facilitates this 
mission via community and gov ernment r elations, which includes (but is  not limited to):  

 Attendance at strategic events, forums and meetings  
 Tourism research  

 Tourism and product development  
 
Strategic Events, Forums and Meetings  

 Conducted o ne-on-one meeting with the Dep artmen t of Recr eation in Hillsboro to discuss issues and 
partnership opportunities  (Jan. 8)   

 Attended on behalf of Washington County the Tourism & Hospitalit y Consortium Summit in Salem, Ore.  
(Feb. 9 )     

 Attended the presentation titled ñRecreation Needs Analysis Projec t for Northwest Oregon ,ò by Kevin 
Preister, contractor for Oregon Department of Forestry  in Salem, Ore. (Feb. 18)  

 Met with Lorraine Clarno, director of Washington County Chambers Ass ociation to discuss potential 
partnership  opportunities ( March 5 )   

 Met wit h regional t ourism partners  -  Travel Portland, Mt . Hood Territory and  Columbia County  -  for in -depth 
discussion of the RCMPôs strategic plan and budget for  the upcoming 2009 -10 fiscal year  

 Attended the Oregon Governor ôs Conference  on Tourism in Salem, Ore. , including a meeting on the stateôs 
scenic byways  (April 19  -  21)   

 Attended the Oregon Destination Marketing Organization (ODMO) meeting and discussed best practices and 
challenges facing Oregonôs tourism  industry (May 31 ï June 2)   

o Ruthie Reinert  was e lected  to the ODMO Board of Directors, and she  will serve as a director -at -
large in 2009 -10  

 Met the Oregon Travel Information Council to discuss the Baldock Rest area and initiatives for wine trails 
throughout the state (July 7)  

 Met with the director of the  Cornelius Chamber of Commerce and the City of Cornelius City Manager (July 9)  

 Attended a planning meeting for the Oregon Regional Destination Marketing Organizations (RDMO) (July 16)  

 Met with the Hillsboro Chamber of Commerce director to discuss partnersh ip opportunities (July 22)  

 Partnered with Washington County to host and tour officials from New Zealand, who were  studying the 
areaôs approach to agriculture/urban development and agri-tourism (July 24)  

 Met with the Beaverton Chamber of Commerce director to discuss partnership opportunities (July 28)  

 Met with the director of the Tigard Chamber to discuss partnership opportunities (July 30)  

 Met with the Washington County Museum Cultural group (Sept . 11)  

 Attended the Travel Oregon Tourism Commission on beha lf of Washington County (Sept. 21)  

 Attended planning meeting for the Oregon Destination Marketing Organizationôs 2010 strategic initiatives 
and in preparation for the Winter Conference (Sept. 21)  

 Spoke at a Beaverton City Council meeting in support of brin ging the Portland Beavers baseball team to 
Beaverton (Oct.)  

 Met with director of the Tualatin Chamber of Commerce to discuss partnership opportunities (Oct. 27)  

 Met with the North Willamette Vintners Association on three separate occasions to discuss str engthening our 
partnership (Nov. and Dec.)  

 Gave a presentation to an official delegation from Yichang, China, about tourism opportunities in Washington 
County (Nov. 5)  

 Met with RCMP group in Portland to plan 2010 programs (Nov. 30)  

 Attended a 6 -hour work s ession in Wilsonville concerning the North Baldock Rest Area (Dec. 1)  

 Attended the Travel Oregon Tourism Commission meeting (Dec. 8)  

 Served as program coordinator for the Winter Conference of the Oregon Destination Marketing Organization, 
which was held in  Newberg, Ore. (Dec. 9 -10)  

 Gave a presentation to the Sherwood Chamber Board of Directors (Dec . 17)  
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Tourism Research  
Results of tourism research projects, using data collected in 2008, were released in early 2009, providing an 
interesting picture of touri sm in Washington County. These two important studies ï a visitor profile study and a 
travel impacts study ï will help the WCVA craft strategic marketing plans for the 2009 -10 fiscal year and beyond.  
 

Research Projects Completed:  

 2008 Washington County Leisure Visitor Profile  Study , by James Lillstrom & Associates and RRC Associates 
(completed Feb. 2009 ): R eport reveal ing  the travel habits of Washington Countyôs day and overnight visitors  
 

 2008 Washington County Travel Impacts, by Dean Runyan Associates  (co mpleted March 2009): Report 
indicating  travel trends and  t ravel spending in the county and in select cities  
 

2008 Washington County Visitor Profile Study  

In 2008, the WCVA commissioned RRC Associates, a consulting and research firm based in Boulder, Colo.,  to conduct 
a visitor profile study to better understand the Washington County visitor. In early 2009, the results of this visitor 
intercept study were revealed, giving the WCVA more information on the leisure travel segment visitors to 
Washington County. The 28 -page report includes both day and overnight visitors, outlines visitor demographics, 
travel -party size, average length of stay, types of lodging used, activities and attractions visited, geographic origin 
and information sources used to plan the tri p.   

 

 Of the visitors surveyed, 36% were staying overnight Washington County :  

o 23% stay ed overnight in Portland (the number increases to 36% for those who took the survey at a winery)  

o 23% stayed with friends and family  

o Of the overnight visitors, the top fi ve origin metropolitan areas ( designated market area s) were:  

1.  Seattle -Tacoma (15.3 % )  

2.  Portland Metro (14%)  

3.  Los Angeles (5.2%)  

4.  Eugene, Ore. (5.1%)  

5.  San Francisco (4.8%)  

 
 Of the overall visitors surveyed , 63% were day visitors:  

o Overall, the majority of day visitors were from the Portland Metro area (64.4%), which includes 

local residents of Washington County (33.3%)  
 

o Of the 35.6% of day visitors from out of the area, the majority were visiting from:  

1.  Seattle -Tacoma (3.1%)  

2.  Eugene (3.1%)  

3.  San Francisco (1.9%)  

4.  Phoenix (1.8%)  

5.  Honolulu (1.8%)  

6.  Minneapolis -St. Paul (1.3%)  
 

Other cities were represented in smaller percentages.  
 

 The top visitor attractions were:  

o Visiting a wine/brewery (overall visitors: 67%; overnight visitors: 68%)  

o Sightseeing/driving tour (overa ll: 41%, overnight: 48%)  

o Shopping (overall: 40%, overnight: 45%)  

o Family event (overall: 30%; overnight: 34%)  

o Outdoor recreation (overall: 27%; overnight: 29%)  

o Historical/cultural site (overall: 21%; overnight: 25% )  

o Hiking (overall: 20%; overnight: 21%)  

o Festival/event (overall: 17%; overnight: 17%)  
  

 About 10% of overnight visitors visited an art gallery, 11% went wildlife viewing (3% identified bird 

watching specifically), 9% played golf, 7% went cycling/mountain biking, 5% visited a farm/agriculture, 6 % 

attended or participated in a sports event/tournament, 7% attended a performance or concert, and 6% 

went antique shopping.  
 

 More visitors discovered Washington County via friends and family (43%) than via interest in wine and 

wineries (14%) and business  travel (8%).  
 

Source: James Lillstrom & Associates and RRC Associates , February 2009  
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2008 Washington County Travel Impacts Study  
In March, the WCVA received the preliminary results of the ñWashington County Travel Impacts ò study, completed 
by Portland -based Dean Runyan Associate s.  The report details visitor economic impact to Washington County, as 
well as the cities of Beaverton, Hillsboro, Forest Grove , and Tigar d. The study also indicates travel trends, travel 
spending, employment and tax generation  throughout the county . 
   
Despite a slowing economy, the impact of travel a nd tourism to Washington County remained at 2007 levels. Visitor 

volume remained unchanged, as reported in the 2008 Washington County Travel Impacts Study * . In 2008, 2 million 
trave lers visited Washington County, matching the number of visitors to the county in 2007.  
 

Although visitor volume remained level, the county experienced a slight increase in visitor spending. According to the 
report, visitors to Washington County spent $514 .5 million in direct travel spending, a 2.2 -percent increase from the 

previous year. However, the small growth in visitor spending may be attributable to lodging and fuel price increases, 
rather than an increase in consumption by visitors, the report noted .  
 

Washington County, Oregon**:  
 Number of visitors to Washington County: 2.0 million  

 Average expenditure per visitor/per day: $122  
 Total direct visitor spending in 2008:  $514.5 million  
 Total tax revenues paid by visitors:  $21.6 million  
 Total industry - re lated employment: 5,100  
 Total industry - related employment earnings: $123 million  

 

Beaverton, Oregon:  
 Total accommodation sales (room revenue): $19.1 million  
 Total visitor spending in 2008:  $127 million  
 Total tax revenues paid by visitors:  $5.3 million  
 Total industry - related employment: 1,300  
 Total industry - related employment earnings: $30 million  

 

Forest Grove, Oregon:  
 Total accommodation sales (room revenue): $2.1 million  
 Total visitor spending in 2008:  $14 million  
 Total tax revenues paid by visitors:  $600,000  
 Total industry - related employment: 100  
 Total industry - related employment earnings: $3 million  

 

Hillsboro, Oregon:  
 Total accommodation sales (room revenue): $24.0 million  
 Total visitor spending in 2008:  $160 million  
 Total tax revenues paid by vis itors:  $6.7million  
 Total industry - related employment: 1,600  
 Total industry - related employment earnings: $38 million  

 

Tigard, Oregon:  
 Total accommodation sales (room revenue): $18.9 million  
 Total visitor spending in 2008:  $126 million  
 Total tax revenues p aid by visitors:  $5.3 million  
 Total industry - related employment: 1,200  

 Total industry - related employment earnings: $30 million  
 

Other areas of the county, including smaller cities, such as Banks and Sherwood, Ore., account for the remaining 
figures.  
 

Othe r Washington County cities and towns:  
 Total accommodation sales (room revenue): $13.1 million  
 Total visitor spending in 2008:  $87 million  
 Total tax revenues paid by visitors:  $3.7 million  
 Total industry - related employment: 900  
 Total industry - related empl oyment earnings: $21 million  

 

Travel impacts to Washington County and each city tracked are based upon distribution of room sales in the county, 
providing simple estimates of the broader travel impacts in the county.  
 

*Preliminary estimates for 2008  
 

**Th e research procedures assume that the spending patterns of day and overnight visitors are identical to room 
sales distribution, which, based on other available data, are reasonable conclusions.  
 

Source: Dean Runyan Associates, March 2009  
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Tourism/Product  Development  
In 2008, the WCVA established funds to allocate to businesses and organizations in Washington County for the 
purpose of developing tourism products that will increase the number of overnight visitors to our area. The creation 
of Tourism Develo pment Grants supports the initiatives outlined in the Tourism 2015 strategy.  
 
The WCVA implemented the second year of its  tourism development grant program. To spread the word about the 
availability of grant funds and to encourage  stakeholders and local bu sinesses to apply for funds, a press release was 

distributed to local newspapers, e -blasts were sent to stakeholders, and a call for applications was included in the 
March industry e -newsletter.  
 
Applications were accepted Feb. 1 through April 1, and the WCVA received a total of 17 applications, for a total sum 
of more than $500,000. The Grants Committee, which is comprised of select members of the WCVAôs Board of 
Directors, reviewed the applications and interviewed the applicants.  The final seven recipie nts were chosen, with 
$192,176 awarded in 2009.  
 
 

2009 Tourism Development Grant Recipients  

 Organization  Project Description  Amount Awarded  

Banks Community Foundation  Funding support to produce a Banks, Ore., visitor guide 
highlighting the attribut es of L.L. ñStubò Stewart State Park, 
which is an important attraction for out -of - town visitors  

$ 15,000  

Broadway Rose Theatre  Funding support to hire part - time staff dedicated to 
promoting upcoming theater productions to out -of - town 
groups, and fundin g support for out -of -area advertising  

$ 30,000  

Horning's Hideout  Funding support to build two competition -quality disc golf 
courses, with the goal of hosting tournaments, which will 
potentially attract out -of - town visitors  

$ 18,826  

Hulaman Triathlon   Funding support for the Hulaman Triathlon sporting event, 
with the goal of positioning the event at a higher competitive 
level to attract and increase the number of out -of - town 
athlete attendees  

$ 50,000  

North Willamette Vintners 
Association  

Funding support to develop programs and wine events in 
Washington County to attract out -of - town visitors  

$ 30,000  

L.L. ñStubò Stewart State Park  Funding support to build a competition -quality disc golf 
course, with the goal of hosting tournaments, which will 
potentially attract out -of - town visitors  

$ 8,350  

Tualatin Riverkeepers  Funding support to purchase equipment and hire part - time 
staff to implement a guided river - rafting program in 
Washington County, which will enhance the countyôs tourism 
assets for th e group tour and independent travel markets  

$ 40,000  
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CONSUMER MARKETING  
The consumer marketing function of the WCVA includes the organizationôs promotion and marketing programs and 
consists of the following areas:  

 Advertising and marketing outreach  
 Public and media relations  
 Online marketing and website development  

 

 

ADVERTISING AND MARK ETING OUTREACH  
This year, the WCVA continued to contract with Citrus, Inc. for advertising development and production. In addition 
to continuing the ad campaign that w as launched in 2008, Citrus created a ñcorporateò look for the WCVA to use in 
its corporate communications materials, such a s the business plan and mid -year and annual reports.  
 

The 2009 advertising budget totaled $ 212,827, which included print ad buys, i ntegrated advertising and marketing 
campaigns and creative production costs.  Of the total, paid print media insertions for 2009 totaled $ 173,93 9.  
 

Marketing Outreach Performance Measures  
OBJECTIVE  ACTIVITY  PROJECTED GOAL  YTD OUTCOMES  

Increase the numbe r of ads in 
the consumer marketplace  

Develop an integrated 
advertising/media plan  

Calendar year included a 
comprehensive media plan for 
the final six months of FY 
2008 -09 and the first six 
months of FY 2009 -10  
 

(See Appendix B for a complete 

list of print ads that ran in 

2009)  

 

In 2009, the WCVA placed a total 
of 29 ads in the following market 
segments:  

 Leisure:  16  
 Meetings: 3  
 Nature: 2  
 Sports: 2  
 In -Market: 5  
 International: 1  

Increase the number of 
information requests based on 
ad placement  

Develop a suc cessful call -
to -action in ad 
campaign(s)  

Fulfill 9,500 requests for 
information  
(a 6% increase over 2008)  

The WCVA fulfilled a total of 
10,744  requests for visitor 
guides, resulting from paid 
advertising  

 

See Appendix B for 2009 Advertising Schedule  

 

 

MARKETING COLLATERAL  
Throughout 2009, t he WCVA continued to work with MediAmerica for its targeted destination guides: Meeting 
Planners Guide , Sports Planners Guide  and Visitor Guide .  
 
 

Marketing Collateral Performance Measures  

OBJECTIVE  ACTIVITY  PROJECTE D GOAL  YTD OUTCOMES  

Produce high -quality 
publications for primary 
audience and niche 
market segments  

Publish a 2010 Visitor Guide (VG)  Completion by Dec. 30, 2009  Published November 2009  

Publish a Meeting Planners Guide  Completion by April 30, 2009  Comp leted  April 22 , 2009  

Publish a Sports Planners Guide  Completion by April 30, 2009  Completed  April 22 , 2009  

Produce niche publications  As needed  Planned  for FY2009 -10 : 
Recreational map/guide  

 

 
 
2009 Accomplishments  
In 200 9, the WCVA continued to deve lop new marketing collateral to 
support the brand and the overall tourism mission. Significant tasks 
relating to marketing collateral include:  

 Updated Washington County tear map  

 Updated Washington County fold -out map  
 Meeting Planners Guide  

 Sports Planners  Guide  

 2010 Visitors Guide  

 

 


