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OVERVIEW 

History: 

Tile Central Olegon Visil ols Assoc iaLion has been the Regiona l Destination Malketing Olganlza tlon selvlng Central 

Olegon for Illore than foul decades The Mission of the Central Olegon VlsitOIS ASSoc iat ion IS 70 generate ave/night 
visitation to support an endulIl?o economy FY17 IS year two of the bi ennial mar ket ing st rategy appl-oved by the Board. 

With neal ly 500 Illembc"[ bUSinesses, COVA IS established as a leadel- III co llaborative tOU I-I Sll l marketlllQ PcHlllPl lIICJ with 

IlldllSII-Y stakeholde l-s , COVA creates ;:]w81-d-winnlnQ malketing programs Lo posit lOll Cenlla l Olegon as a wOl ld-c lass 

tourism destinat ion COVA reprpsents Cent ral Olegon tOlillsm at the statewide ('Illd federa l level and COVA's CEO has 

been appointed by Oregon s Governol 10 selve on the Oregon TOlJl ist1l CommiSSion (OTC) The OTC IS the govel il ing 

body to Travel Oregon, w ith COVA's CEO elected to sel ve a second term as Cha ir of the Commission . 

Results Driven : 
In 2016 COVA received the Outstanding Overall Oregon Marketing Program Award by Travel Oregon . This award celebrated 

'the best Integrated domestic or mternational overall marketing program or campaign that attracted visitors to Oregon'. Tile 

winning critena was based on over-all strength of tile program and ROI, not the size of budget or level of Investment 

To insure the continued growth and success of COVA's mission, it is critica l that COVA's programs are driven by a 

comprehensive marketing and business plan Programs that rnclude cutt ing edge messaging strategies combined w ith 

trad itional advertising, digita l development, social media and outside-the-box, custom-tai lored marketing and 

promotional opportunities. Within the plan, each strategy is designed to leverage the others to maXimize reach and 

Impact. 

COVA knows that research, analysis and measurement is the basis upon which we bui ld a strategy to effectively deliver 

our message and promote our brand_ Measurement sets the accountability for informed, effective decisions and 
[;)

successfu l programs 







OBJECTIVES 
MARKET DEVELOPMENT 

In FY 2017, COVA will expand to new markets with an investment and focus of resources to develop 

awareness of Central Oregon as a preferred vacat ion destination. Emphasis will remain on existing and 

emerging non-stop flight markets that individual business members cannot, or do not, reach with their own 

marketing initiatives. 

SF BAY AREA GREATER L.A. SEATTLE PHOENIX 

The San Francisco Bay Area will continue to be COVA's primary target market for the 5 11 1 consecutive year. Olle of the 
most expensive media markets in the nation, this strategy requires a committed, long term effort to penetrate a market 

of this size and population base. 

Phoenix is a new, emerging market in FY2017, thanks to Central Oregon Air Service Team securing daily non-stop flights 

between ROM and PHX. This is a very strong reach market with ideal cross-seasonal synergy with Central Oregon. 

In our backyard (Oregon) COVA will implement specialized in-state, highly targeted, brand development projects. COVA's 

members will continue to be the primary drivers of tactical and retail driven in-state marketing. 



OBJECTIVES 
LEVERAGED RESOURCE INVESTMENT 

COVA is established as an organization successful in our ability to leverage marketing dollars for the entire 
region. 
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In FY 2017 COVA will provide opportunities for leveraged marketing to our members. The benefits of leveraged 
programs include: 

• 	 Added value media discounts via bundled media buys 

Extra promotions/sweepstakes, insertions, broadcast time and digital components 

• 	 Reduction in overhead and production expen ses via economies in scale 

Leveraged spending allows COVA to invest in partnership marketing to contribute to the goals of our 

stakeholders: 

• 	 Sponsorship and promotion of regional impact events 

• 	 Travel Oregon's Regional Cooperative Tourism Program 

• 	 Supporting regional growth in group travel, meetings and events 



OBJECTIVES 
FY 2017 CO-OP PROGRAMS 

MAZING COURSU 
, 

• 	 Travel Oregon 

• 	 Luxury Resort Partners 

• 	 Mt. Bachelor 

• 	 Central Oregon Golf Trail 

• 	 Central Oregon Air Service Team 

• 	 Visit Bend & Central Oregon Chamber's / DMO's 

Deschutes Fair & Expo Center 

• 	 Economic Development for Central Oregon 

• 	 The High Desert Museum 

• 	 Cent ral Oregon Film Office 
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TARGET AUDIENCE 

RESEARCH RESULTS 

COVA's consumer research tells us that while 


we welcome visitors from around the globe, 


over 70% of Central Oregon's pri m ary 


audience lives on the West Coast: Oregon 


(40%), California (19%), Washington (13%) 


Our research also shows that while the 


average household income in the U.s. is 


$52,700, the average household income of 


COVA's target consumer is significantly 


higher, with over 60% making more than 

$100, 000 annual/y. 


No matter from whence they travel, Central 


Oregon visitors love recreation and seek 


unique experiences. COVA's annual research 


affirms that hiking, rafting, golf and vi siting 


mu seums and art galleries are some of our 


con sumers favorite activities. 
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TARGET AUDIENCE 

VISITOR PROFILES 


Nico le alld her husband both work and have steadily Increased their 
hou sehold income ove r the yeal-s. Their fam ily is now looking for an 

ann ual vacat ion destination. Nicole used to visit Ce ntral Oregon with 
her family when she was a child. Now that she has childrell of her own, 

she wants them to have the same experiences and memories. 

Nicole is Lhe planner for hei family's trips. She usually tri":' to book 3-4 
months in advance and will do a fair amount of reseJrch online. She 

will read reviews, look at photos and videos and I-each out to her social 
network on Facebook and Twi tter for advice. She will also use 

Instagram and Pinterest as additional search too ls. Because of her 
family's busy schedule, sh e will do a lot of th e research from her 

smartphone and prefers websites tha t are mobi le f r iendly. 

Ni col e's family is active. They seek outdoor activities and adventures. 
Topping their list of favorite things to do in Central Oregon are hiking, 

biking and raftill?,. Nicole and her husband also believe edu ca ti on, 
ClIlture, and history are an importa nt part of travel so they frequently 

visit local museums and atte nd cultural events. 

During her stay, Ni co le will remain an active part of her social network 
by checking in to lodging accomm odations, restaurants and attractions 

and posting ph otos and videos of her tri p on Facebook, Instag rJ m and 
Twitter. When she returns home, Nicole will write reviews of hel- trip 

on TripAdvisor or Ye lp, but will only review her extremely positive or 

nega tive experienc es in Central Oregon. 



TARGET AUDIENCE 

VISITOR PROFILES 


*Overnight golfers in Central Oregon spend and average of $264 
per day - 87% more than the average overnight visitor. 

Ri chard is a high level executive at his company with I"et irement in 
sight. He is business and fi nance savvy which has propell ed him to 

where he is today. Ri chard fell in love with Ce ntra l Oregon on his fi rst 
visit 10 yea rs ago as pa rt of a buddies golf tl-ip. He came back 2 years 

la ter to play in the PacAm and hasn't missed the tournament since. 

While golf is Richard's primary interest he often travels w ith his wife 
who enJoys taking adva ntage of luxury resort's spa services and tax 

free shoppill g. In the evenings they like to exp lme the many great 
dining options of the reg ion. They have also booked larger fam ily tri ps 

to Centl-al Oregon in the summer. Th ey love being able to spend that 
t ime with their children and grandchildl-en all in one place. 

Richard and his wife book thei r tr ips online and certainly do their 

resea rch. He chooses where to play and his wife chooses where to 
stay. Richard takes photos of the beautiful scenery Central Oregon golf 

courses have to offer and messages them to hi s fr iends to make them 
Jealous. HIS wife is more connected to social med ia to stay cOlln ected 

with friends and family. 

Richard and his wife are both great ambassadors of Central Oregon, 
frequelltly sharing lin ks and news articles about their favo rite getaway 

spot. Wi th reti rement on the horizo n, Richard alld his wife have been 
ta klllg advantage of their last few trips to Celltl-al Oregon to scout out 

real estate for a second home, or poss ible I-elocation. 







STRATEGY 


9 out of 10 companies will produce 
more content this year than last year, 
and most of those companies will 
continue to produce more content 
each year, With eye-grabbing titles 
and subjects, and more accessible 
fl-iendly open designs, this trend is 
already making it harder for 
consumers to separate the good from 
the bad and find what they are looking 
for, This can result in diminishing 
returns, One solution to this to build a 
Great Content Brand, That is - a 
brand that is famous for producing 
intelligent, useful and entertaining 
content that's always worth 
consuming, 

With this in mind, our strategy can be 
summed up in one word, 
Engagement. 

'Well-known' 

Is not enough, 

Go for famous 

l in yow market) . 


A Great Content Brand Never condescendIng 
O r over-SImplifi ed 

is a brand that's famous for 
t t 	 UtIlity is the e~sence 

of content marketIngproducing intelligent, useful make YOIJrseif usefu l 

ThlS d oesn 't 
me"" a laugh and entertaining content that's 
riot. I( m~ans •Confident . 
clea r and easy always worth consuming. to read wIth 
a b,t of atti tude 
and energy 

If you"fa ll once. 	 Even if each piece 
you damage the brand. 	 doesn't na d the" 

exact info needs, 
they'll be glad they 
invested the time . 



STRATEGY 


COVA's mal'keting plan is a 
combination of traditional and 
non-traditional marketing and 
advertising opportunities . Each 
program is designed around 
engaging in a two-way 
conversation with our target 
market to inspire them to take 
action. 

Whether that be stimulating the 
trial process, sharing their Central 
Ol'egon experience in real time, or 
keeping them engaged so they 
want to come back for their next 
visit; COVA's strategy is designed to 
keep our target market actively 
connected by constantly asking 
"what do we want them to do 
next?"".no matter what stage of 
vacation planning they are in. 

Building 
RELATIONSHIPS 

to create consumer 
advocacy 

Telling the 

TRUTH 

Creating AUTHENTIC 
and human 

CONNECTIONS 

STORYTELLING 

Leave room for 

MAGIC 

Owning our image 
and creating 

ORIGINAL 

CONTENT 


http:next?"".no




MESSAGING 
CAMPAIGN PILLARS 
In FY17 COVA will add Luxury Resorts as a fourth brand pillar to the pre-established pillars: Adventure, Golf 
and Ski . Each pillar will be the focus of one COVA's marketing campaigns throughout the year. 

Adventure is tile hea rt of 
Central Oregon, and adventure 

IS different fo r everyone. So 
whether you want to cl imb a 

mounta in or bike down it, walk 
a rive r trail or rafllhe rapid s, 

explore the Cilscilde Lakes. Vis it 
a museum or enjoy an amazing 

meal w ith one of our local 
beers: you'll have an experience 

[ha t can't be found anywhere 
else. And you'll 

find it ali under 300 days af 
sunshine, It's waiting for you 

here. 

:---. --­
-.~,. ;,. ..._ -... 

Wtth avel' two dozen co urses ­
Includi ng three of the nallon's 
Top 100, it is no surprise why 
Central Oregon 15 ran ked as 

one of th e ''Top 25 golf 
destinations in the world". 

From high deselt to a 
backdwp of the Cascade 

Mounta ins, Central Oregon 
hilS courses designed by some 

of the game's greatest 
architects. Each course has ir's 
own story and, Wi th so many, 
there's one fo r every level of 

player. 

-f 

Central Ol'egan skii ng is 
among the best in North 

Amer ica and Mt. Bache lor IS 

known fO I it's legendary 
powder, long sea son ,)rid 

Incredib le views. With ove r 
3,600 acres of groomed and 

natura l trail s, and a plel l)ola of 
orher outdoo r winter acr ivi ties, 

the re is someth ing fo r 
everyone to do in the snow, 

and under the sun. 

From urban-ch iC to ru st ic 
luxu ry, you will find eVei"Y sty le 

of comfor t and convenience 
for a destinati on vJcatl(ln to 

Centra l Oregon. Set In 

beautiful locations from the 
cascade mountains to the high 
desert, Cent ra l Oregon's luxury 

resorts are accessible no 
matter what kind of adventure 

calls you . 



MESSAGING 

COVA will provide apsiring, as well as repeat visitors with an inspiring and inviting messaging experience. Our 
messaging will be easily relatable and we will connect with our audience by telling a story that matters to 
them and invites them to come and be part of Central Oregon. 

The Central Oregon I Bend - Sumiver brand will be set apart from our competition and will be messaged 
across all media platforms. 

In FY17, COVA's messaging will: 

Inspire consu mers to 

believe th at there is a 

vacation experience waiting 
in Central Oregon that 

cannot be found anywhere 
else. 

Showcase that while 
'Adventure' is different for 

everyone; everyone can 
conner t '.'\lith their 

authentic adventure of 
choice in Central Oregon. 

Convey that WHAT the 
primary purpose of the 

visit is; Central Oregon 
delivers on a unique and 

Authentic experience. 

The Central Oregon I Bend 
- Sunriver experience is 

avai lable 365 Days a year, 
under 300 days of sun . 





MARKETING TOOL KI T 

TRADITIONAL M ED IA 

In FY17 COVA will continue to uti li ze both traditional 
and innovative media to brand the Central Oregon 
ex perience. We will develop original creative 
withengaging messaging and content designed to 
create authentic and human connections through 
the COVA voice and brand. 

With internal growth and increased capabilities, 
COVA has transitioned many elements of the 
creative process and the media buys to in-house 
production and execution, freeing up additional 
reSOUI"ces for new program development and nimble 
evolution of messaging. 

COVA will allocate FY17 funds to build the photo and 
video database with relevant assets. 

GOALS 
• 	 Strategic markets analyzed via consu m er research 

Direct potential visitors to the COVA website 
• 	 Alert consumers to special offers 
• 	 Convert to bookings / travel to the region. 

FLYING HERE IS EASY 
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MARKETING TOOL KIT 
DIRECT CONSUMER ENGAGEMENT 

Even in a landscape dominated by mo bi le and 

digital communications, direct engagement and 

hospitality is still a vital component to drive repeat 

visitation and refe rrals for the Central Oregon 

experience. 


COVA's Regional Visitor Information Center, the 

Vacation Planning Concierge Service, and the 

Official Central Oregon Visitors Guide will directly 

touch an estimated half-million consumers and we 

are committed to offering exceptional tools to 

continue our direct to consumer engagement. 


The Visitor I nformation Center is open year round, 7 

days per week. In addition to distributing 

information and referring visitors to COVA member 

businesses, the Visitor Information Center tracks 

the geographic origin and travel patterns of the 

region's consumers. 


GOALS 
• 	 Distribute 115,000 copies of the Official Central 


Oregon Visitor's guide (5% increase) 

• 	 Serve 24,000 visitors via the Visitor Information 


Center (16% increase) 




---------------------------

MARKETING TOOL KIT 

VISITCENTRALOREGON.COM 

As the digital world evolves COVA continually upda tes and optimizes 
VisitCentralOregon.com for usability. This includes the creation of new, 
tightly-targeted niche pages. 

The COVA website is utilized to increase awareness of Central Oregon I 
Bend - Sunriver as a visitor destination, and to measure engagement. 
VisitCentralOregon.com serves as the home base for everything we do with 
digital and social media, redirecting potential visitors to the site as the 
official information hub. 

In FY17, COVA will use in sp irational stories, photography and video to 
increase web traffic and engagement with member websites. The website 
features will highlight member listings and direct consumers to outbound 
links, showcase resort partners and communities, highlight activities 
through a regional event calendar and direct online reservation bookings to 
members. 

The site will continue to evolve. Most significant will be the homepage look 
featuring a graphic image interface combined with a blog and social media 
feed. This and the new map view for member listings, allows the site to be 
more interactive while remaining informative for increased convenience and 
user experience. 

GOALS 
15% annual increase in outbound clicks (from 69,000 to 80,000) 

• 	 46% increase in total web sessions (from 445,000 to 650,000) 

10% increase in return visitors to the website (from 123,000 to 135,000) 


IXPlORI c.tNTRAL O'UGON 
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MARKETING TOOL KIT 
PAID SEARCH & SEO (Search Engine Optimization) 

Paid Search and SE~ is vital to successful marketing . As 

search engines are constantly updating algorithms to 

accommodate trends and improve analytics, COVA contracts 

with SE~ experts to efficiently adjust marketing strategies in 

this ever-changing environment. 
 Coogle 
In FY17 COVA will continue to work with a contracted SE~ 
expert to: 


Increase website traffic and brand awareness with quality 

lead generation. 
 YAHOO! 
Perform an annual website audit for improvements and 
capturing search optimization opportunities . 

Improve organic search, page ranking and organic traffic 
by ma ximizing existing technical and core SE~ 
opportunities 

Identify optimized keywords and content strategy 

GOAL 
• 	 20% increase in traffic from organic and paid search 

(from 175,000 to 210,000) 



MARKETING TOOL KIT 

DIGITAL MEDIA 

Digital media will continue to playa large role in both the engagement 

and analysis of potential visitors. COVA's overall digital strategy is 

designed to ignite and maintain engagement with potential visitors at all 

stages of the travel planning cycle. 

The consumer eNewsletter will be sent out 24x annually to maintain 

engagement with the consumel- database, support targeted marketing 

campaigns, highlight regional events and drive readers to the COVA 

website. 

Digital retargeting will be used to stay connected with those who have 

previously engaged with Central Oregon I Bend - Sunriver: 

Inspiring web banner messaging to generate website clicks 

Increase subscriptions to COVA's social media base and our consumer 

eNewsletter 

Convert website visitors into vacation planners and visitors. 

GOALS 

• 	 Open Rate of more than 20% 

10% + Click-through rate (increased from 8% in FY16) 

15% growth in the consumer database (from 62,950 to 68,500) 

_ CENTRAl. ORleON GUIDE -­
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MARKETING TOOL KIT 

SOCIAL MEDIA 

Social media is the voice of the organization, and will be used to 
strategically engage and maintain a two-way conversation with 
potential and repeat visitors at all stages of of travel planning, during 
the visit and post visit. 

CaVA will drive engagement through social media by sharing content 
with broader audiences to position VisitCentralOregon.com as the 
comprehensive regional resource for all things central Oregon Tourism. 
We will achieve this through a unique and authentic voice to inspire our 
followers, drive potential visitors to the CaVA website and highlight 
CaVA members with direct links to their web sites. 

In FY17 , CaVA will secure four high-quality influencers (including at 
least one national celebrity) to share the Central Oregon Story with 
their fan base th rough taking over our social media during their visit. 

CaVA will also use develop content and use paid media to execute 
online contests per to build our social media fan base and online 
consumer audience. 

GOALS 
• 	 25% growth in Social Media Followers (from 54,800 to 68,500) 

10% engagement - post likes, shares and comments (increased from 
8% in FY16) 
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MARKETING TOOL KIT 

PUBLIC RELATIONS 

In FY17 COVA will continue to work with domestic and international 

media to promote Central Oregon as the premier travel destination 

in the west through a thoughtful, consistent, sometimes 

unconventional, targeted and cost-effective public relations 

campaign. 

COVA's Public Relations programs will generate earned media to 

raise awareness of Central Oregon as a travel destination and 

expand the reach of COVA's paid marketing programs through 

pitching story lines, creating travel writer familiarization tours to 

allow influential and accredited writers experience Central Oregon 

and build relationships with editorial contacts, generating organic 

social media conversation about the destination and working with 

Travel Oregon to insure Central Oregon is featured in global PR 

initiatives. 

GOALS 
Leverage COVA's paid advertising spend with a 6:1 generation of 
Earned Media 

• 	 Secure 525 Earned Media feature stories, blogs/mentions 
annually on Central Oregon (increased by 7% from FY16) 
Host 24 travel writers/bloggers to visit/write about the region. 
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MARKETING TOOL KIT 

GROUP EVENTS & MEETINGS 

IN FY17, COVA will con t inue to increase visibility and awareness of 
Central Oregon as a premiere destination for groups, meetings and 
events. 

Our efforts will focus on nurturing relationships with group and 
meeting planner organ izat ions, and vetting opportunities that may 
be valuable to Central Oregon gro up sales. 

Additionally, per collaborative insights and direction from surveys, 
COVA will focus on 

Meeting planner database and lead generation 
Creation and distribution of meetings/events focused 
eNewsletter 
Research meeting/events tradeshow opportunities for increased 
Central Oregon awareness and lead generation 
Content development for Meetings & Events page on 
Vi sitCentralOregon.com 
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MARKETING TOOL KIT 
DESTINATION EVENTS 

Destination Events are utilized as a key driver for off-season 

tourism. In FY17 CaVA will identify and partner with signat ure 

events that meet cl-iteria for driving overnight visitation. 


CaVA event engagement will be determined through an evaluative 
process to insure that events selected to partner with CaVA , 
leverage the guiding strategies and principles of CaVA's Strategic 
Plan . 

The benefits of partner ing with high prof ile destination events 

include: 


Generating overnight vi sitation in non-peak/shoulder sea son s 

Positioning CaVA as the preferred Housing Bureau provider for 
accommodations and vacation planning services 

• 	 Access to email and regi stration lists for quality lead generation 
and cross marketing 

Driving online tra ffic from visitors and participants to 

Vi sitCentralOregon.com 


http:VisitCentralOregon.com


MARKETING TOOL KIT 

BIG IDEAS 

Strategically, the majority of media mixes today 

use a combination of both traditional and non­

traditional media to reach the target, as 

traditional media alone lacks the relationship­

building capabilities needed to connect with our 

target on a one-to-one basis. 


In FY 2017, COVA will continue to pursue 

marketing strategies that use more non­

traditional methods of reaching potential 

visitors. This will allow us to bypass the clutter of 

traditional advertising and marketing through 

new media and opportunities and break down 

the larger message in order to reach a more 

targeted niche audience. The advantage of non­

traditional marketing is that it is consumer 

focused, tends to be more creative and 

engaging, more targetable and in many cases 

can be employed on a small budget. 






RESEARCH & ANALYSIS 


Simply having a web presence, using the right keywords 
and implementing seal-ch engine optimization just doesn't 
have the same effect it used to as more brands are 
competing for consumers' attention. Technology 
innovation makes it both easier, and more difficult, t o 
keep consumers engaged . 

Continuing to grow COVA's investment in research and 
analytics allows us to be more successful in positioning 
the destination at the forefront of the competition. Review 
of results, measurement of program analytics and 
understanding how key marketing programs are 
performing is paramount to success. 

To maximize the use of all of this data, COVA will assess 
our analytic capabilities and fill in the gaps using balanced 
assortment of analytics techniques. Following review, the 
staff team will act on what we learn, identifying channel 
deficiencies and continually optimizing the process to 
better predict and/or influence the future. 

In FY17 COVA will evaluate opportunities to conduct focus 
groups both in-person and online to gain valuable 
information about the vacation planning process of our 
target audience, and to improve user expe rience of our 
website. 



RESEARCH & ANALYSIS 

MESSAGING 

One of COVA's primary ma rket ing objecti ves is building awareness of 
attractions and activities in Central Oregon . IN FY17, COVA's messaging will 
promote the unique experience each visitor will have during their visit. One of 
the best ways to do this is through story telling. 

To tell the Central Oregon story in a way that effectively markets the region 
COVA will, look at what stories interest current Central Oregon fans. We do so 
by reviewing how people interact with our website, what blog stories get the 
most reads, what images and stories get the most clic ks from social media and 
e-newsletters, and through conversations with those visiting the Official 
Central Oregon Welcome Center in Sunriver. 

• 	 Written Blog Posts - There are currently more than 200 written & video 
blog posts in the COVA blog. These are used exclusively in consumer e­
newsletters to provide inspiration to potential visitors to the region. 

• 	 Video Itineraries- COVA is preparing new video itineraries to be available 
on the COVA website for visitors as a catalyst for vacation planning ideas. 

• 	 Social Media Posts - By listening to our audience, we are able to create 
socia l posts that are relevant to the conversations they are currently having. 
Driving additional traffic to both the COVA website and our member 
partners . 

· 	 Consumer Marketing - Photography and subject matter is selected by 
looking at these same barometers for guidance. 



RESEARCH & ANALYS IS 

DIGITAL MARKETING 

As the hub source of information on Central Oregon, the COVA website is our 
primary opportunity to convert shoppers into buyers. In FY17, COVA will 
increase our investment towards maintenance, optimization and 
improvements to the Central Oregon website. 

Ongoing enhancements inclu de: 

Usability - By reviewing site analytics and visitor traffic trends on the COVA 
website, we can make design modifications that present information and 
ch oices in a clear and concise way, to insure visitors find the information for 
which they are searching. 

Research - in FY17 COVA will invest in contracting with Destination Marketing 
Asso ciation of the West to perform a 12 month website user and conversion 
study, with a full report provided in March of 201 7. This invaluable 
information will help build the road map for website improvements and 
enhancements over the next 6 to 24 months. 
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RESEARCH & ANALYSIS 

SOCIAL MEDIA 

The social media marketing world is constantly changing. With the addition 
of new social media platforms, changes to how advertising works with our 
current platforms, and shifts in how the world uses social media in general, 
COVA is constantly evaluating new social media opportunities. We look to 
determine whether there are new channels that would provide an affordable 
and effective way to get our message in front of our target audience. 

How we evaluate looking at new social media opportunities: 
How many people are using it;> 
Do the people using it fit our marketing demographic? 
Are there advertising opportunities? 
Does the new opportunity reach a new or different section of our audience 
that we are currently not able to reach? 
Can the social media platform effectively drive destination visitation and/or 
awareness to Central Oregon? 

We are also always evaluating our current social media efforts to determine: 
• 	 Are there additional opportunities to increase our effectiveness with a 

social platform? 
Is the social media platform still relevant and effective? 

• 	 Are dollars spent on social efforts as or more effective than other marketing 
efforts? 
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BUDGET 


Support & Revenue Unrestricted 

Deschutes County Transient Room Tax 

Marketing - Co-op Investments 

Membership Dues 

Pacific Amateur Golf Classic 

Travel Oregon RCTP Grant 

Visitor Information Center - Misc. permit sales 

Credit Card Residual REV 

Total Revenue: 

Expenses 

Advertising & Marketing Expenses 

Destination Marketing 

Program Innovation 

Digital Development 

Industry Representation & Dues 

Public Relations / Sales & FAM's 

Vi sitor Information Center 

Visitor Inquiry Fulfillment 

Telephone / Internet 

Pacific Amateur Golf Classic 

Travel Oregon RCTP Grant 

Total Advertising & Marketing Expenses: 

PROPOSED FY17 

$1,633,166.00 

$100,000.00 

$120,000.00 

$280,000.00 

$175,000.00 

$5,000.00 

$7,000.00 

$2,320,166.00 

$1,115,854.00 

$100,000.00 

$60,000.00 

$10,000.00 

$50,000.00 

$5,000.00 

$50,000.00 

$9,000.00 

$280,000.00 

$175,000.00 

$1,854,854.00 

Comments 

Co-op's fnaliz ed during the Media planning process 

Event Production - revenue neutral 

Travel Oregon Regional Investment Grant 

media I creative I research I production I retargeting 

In-Market Activations I Air Service I Group/ Event Dev I CO Film 

web site I video I SEQ I site analysis 

us Travel I DMA West I ORLA I ODMO IIAGTO I DMAI 

travel shows I travel writer FAM 's I PR software I re search FAM's 

Inquiry fulfillm ent co-funded with TO Regional Grant 

Travel 20%pro rata Oregon Regional Investment 

http:1,854,854.00
http:175,000.00
http:280,000.00
http:9,000.00
http:50,000.00
http:5,000.00
http:50,000.00
http:10,000.00
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http:100,000.00
http:1,115,854.00
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http:100,000.00
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BUDGET 


Facilities & Equipment 

Computer Hardware/ Software 

Computer Programming & Support 

Depreciation 

Equipment Repair & Maintenance 

Office lease / CAM's / utilities 

Total Facilities & Equipment Expenses: 

Office Administration 

Personnel 

Annual Audit & Accounting 

Credit Card & Bank Fee's 

Copier / Fax / Scanner 

Insurance 

Legal Fee's 

Office Supplies 

Total Office Expenses: 

Wages & Salaries 

Payroll Taxes 

Simple IRA Plan 

Employee Health Benefits 

Total Personnel Expenses: 

Net Asset Marketing Investment Transfer 

PROPOSED FY17 

$1,000.00 
$1,000.00 
$4,500.00 
$1,000.00 

$58,000 .00 

$65,500.00 

$16,000.00 

$8,250 .00 
$5,375.00 
$4,250.00 

$500.00 
$5,500.00 

$39,875.00 

$442,900.00 

$41,000.00 

$13,287.00 
$62,750.00 

$559,937.00 

Comments 

audit, accou nti ng & payroll se rv ices 

leased office equipment 

7. S FTE 

-$200,000.00 Proiected TRT Revenue Over FY16 Budget for FY17 Destination Marke ting 

http:200,000.00
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http:442,900.00
http:39,875.00
http:5,500.00
http:4,250.00
http:5,375.00
http:8,250.00
http:16,000.00
http:65,500.00
http:58,000.00
http:1,000.00
http:4,500.00
http:1,000.00
http:1,000.00


1859 

COVA DESTINATION MARKETING 

Ad Taxi Campaigns 
Ad TalCi Dynamic Retarge1inl 

Alaska Air/Horizon Air In-Flight 
Arizona Foothills 
Arizona Golf Association 
Bay Area Comeast 
Boy Do I Need a Getaway Giveaway 
Consumer eNewsletter 
Executi....e Golfer 
facebook Clicks to Site 
Facebook Page Likes 

Golf Digest 
Golf Today North'Nest 
Inside Golf (Canada) 
LINKS 
Modern Luxury (Scottsdale, San Francisco, Los Angeles) 
NCGA 
Oakland Magazine 
Oregon Live 
Pacific Crest· Why Racing Sponsorship 
Phoenix Waste Management Open 
PNGA 
Portland Trail Blazers 
SCGA 
Seattle Magazine 
SEQ 
SF Giants 

Shriners Cup Program, Golfing Oregon, Las Vagas Golf, 

Golfing Southern California. Golfing Palm Springs, 

Southern Oregon Magazine 

Ski Magazine 

Sunset Magazine 

Travel Oregon Digital Co·Op 

Travel Oregon e·Blast 

Travel Oregon e-Newsletter 

Travel Oregon Golf Co-Op 

Travel Oregon Visitor Guide 

Travel Oregon Winter Co· Op 

Traveloregon.com 


RCTP FUNDING 

Brand USA Inspiration Guide 
Merit Golf 

Winter· Ml Bachelor 
Golf 

Adventure/Lifestyle 
Lu;x;ury Resort 

COVA FY 2017 MEDIA PLAN CALEN 


Pnnt 

Digital, Social 

Digita l. Social 


Prtnl. 

Digital, Print, Social 


Pont. Dig ital 

lV 


Digita l. Social 

Digital 

Print 


Social 

Social 


Print. Dig ital 

Digital 


Digital, Print 

Digital 

Pnnt 


Print, Dig ital 

Print 
 --------I

Ponl. Digital 

Digital 

QOH 


Pnnt. Digital 

OOH. Social 

Pnnt. Digital 


Print 


Digital 

OOH. Social 


Print, Digital 

Print 

Pnnt 

TBD 


Digital 

Digital 


Digital. Print. Social, OOH , __________________________________ 

Digital 

Pnnt 


Digital 


~c ~M ~1--, 
Print 

Print 

• Media plan and spend subject to change at COVA's discretion. 
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MEASUREMENT 
Below is an overview of the bench marks by which COVA is held accountable. Pl ease refer to the strategic plan 
for detail. Results will be reported out monthly, quarterly and annually. 

TOTAL REACH ADVERTISING 

Media Pl an Deliverables 

Public Relations - Ea rned Media 

Event Activation 

Cooperative I Leveraged Marketing programs 


TOURISM RESEARCH 

• 	 Tra nsient Room Tax Revenue 
Occupancy. Average Daily Rate, RevPar (Smith Travel Reports) 
Consumer Data base Study (Annua l Visitor Pro file Research) 

• 	 Visitor Profile Surveys (Online and VIC Resea rch ) 
Dean Runya n Economic Impact Report (Travel Oregon) 
Longwood's Regiona l Visitor Repo rts (Traw)1 Oregon) 

Unique Visito rs 
Referral Traff iC - Clic.k Through La COVA Members 
Socia l Media Engagemem 
Lodging Cl ic.k-thro ugh Book ing Conversion 

VISITOR INFORMATION CENTER 

Walk-in Traffi c to Regional Visito r In fo rm ation Center 
Off ic ial Visitor Guicie d istribution 
Vi siLor p, o file Survey collection 
Re fer rals to Membf>1 parlners 

Regional Dest ination Tourism Coordination, Cha ir 
Travel Ol-egon Regional Appoi ntmenl 
Oregon Touri sm Commission, Chair 
Centra l Oregon Air Service Team, Botl l-d 
Economic DevelopmenL for Central Oregon, Boarel 

Financia l managemenl of pub lic and p rivaLe resources 
Report ing and tra nspa rency to Slakeholders 
Overhead & Admin istrative ll1ani'lgell1ent: 

a 	 Outside Audit reports that 95% of CO VA's 
budget is invested directly in marketing 
programs 


