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The Staff and Board of Directors of the San Juan Islands Visitors Bureau are proud to present our 2006 First Quarter Report.

Below is a summary of the marketing and visitor services strategies implemented during the first quarter in order to positively impact San Juan County’s economy.  We jump-start each year by exhibiting at travel and wedding shows, placing advertising in key publications, attending a media blitz with Washington State Tourism, and publishing a new and improved visitors guide.    
At our February 10 Board Retreat, we edited our vision, mission and goals as follows:

Our Vision

The San Juan Islands Visitors Bureau is recognized by visitors, tourism organizations, government officials, diverse community interests, and businesses and residents county-wide as a steward, unified voice, and innovative leader in San Juan County.

Our Mission

The mission of the San Juan Islands Visitors Bureau is to enhance the economic prosperity of San Juan County by promoting the San Juan Islands as a preferred, year-round travel destination, while respecting and sustaining the Islands’ unique and diverse ecosystems, environments, lifestyles and cultures.

Our Goals

· Help strengthen San Juan County’s year-round economy.
· Foster an appreciation of San Juan County’s maritime and rural ways of life, as well as its history, arts and culture.
· Communicate San Juan County’s environmental stewardship message to all visitors.

· Enhance visitors’ travel experiences county wide.

In the achievement of these goals:

· Earn the philosophical support of residents, businesses and government officials.

· Promote the importance of business and government investment.

· Optimize the efficiency and effectiveness of all county-wide resources through coordination, cooperation and collaboration with all interested parties.

Membership

During the quarter membership grew by 18 businesses; 7 were complimentary lodging memberships and 11 were $100.00 dues-paying, non-lodging members.  Total membership at the end of the quarter was 311; this is an approximate number due to membership renewals.
On March 24 we held our Annual Spring Membership Meeting at Rosario Resort & Spa.  Members attended in order to network, learn marketing and media relations updates and tips, and hear a presentation by Washington State Tourism regarding their new “Say WA” branding campaign.

Board of Directors

Our 11-member Board met in February and March.  We held board and officer elections during the first quarter.  Susan Fletcher, Turtleback Farm Inn, Orcas Island, is the newest member of the Board.  Directors and officers are as follows:
· President & Lopez Island Chamber Rep: Daren Holscher, The Bay Café

· Vice President & County LTAC Rep: Jim Nelson, Bayside Cottages, Orcas Island
· Treasurer & Orcas Island Chamber Rep: Carl Silvernail, Otter’s Pond B&B

· Secretary & At-Large: Christopher Peacock, Rosario Resort & Spa, Orcas Island
· San Juan Island Chamber Rep: Nancy Hanson, The Toy Box
· Friday Harbor LTAC Rep & Past President: Laura Saccio, Friday Harbor Inn

· At-Large: Linda Hersey, Friday Harbor House, San Juan Island
· At-Large: Chris Minney, Tif & Gif Creative, San Juan Island

· At-Large: Bill Diller, Lopez Islander Bay Resort & Marina, Lopez Island

· At-Large: Stephen Robins, Pelindaba Lavender, San Juan Island

· At-Large: Susan Fletcher, Turtleback Farm Inn, Orcas Island

Staff

Staff consisted of the following during the quarter:
· Deborah Hopkins, Executive Director (full-time)

· Robin Jacobson, Public Relations Manager (full-time)

· Jody Price, Visitor & Membership Services Manager (half-time) (Jody’s last day was March 3; Carla MacDiarmid replaced Jody on April 3)
· Lou St. Luise, Visitor & Membership Services Coordinator (half-time)

· Pat Devlin, Bookkeeper (contracted for an average of 2-3 hours per week)

Budget

Two financial reports for the quarter are attached: a Balance Sheet and a Profit & Loss Report.  It is important to note that we have a $35,000+ reserve (10% of our County budget), which we utilize as “working capital.”  We bill the County on a monthly basis, and the Town on a project basis.  Our 2006 income includes $350,000 from the County “special” hotel/motel tax, $70,000 from the Town of Friday Harbor “special” hotel/motel tax, and approximately $10,000 in membership dues.  Much of our budget is spent during the first two quarters on advertising, travel and wedding shows, and a media blitz.
Professional Development/Industry Memberships
We are members of the following professional industry organizations: Washington Association of Convention & Visitors Bureaus, Western Association of Convention & Visitors Bureaus, Washington State Tourism Network, and Northwest Outdoor Writers Association.  We recently joined the North American Travel Journalists Association and have access to password-protected contact information for major journalists and editors.  In addition, Robin was recently accepted into membership of the Public Relations Society of America which also maintains a password-protected database of key contacts in the travel journalism field.  
We currently trade out memberships with our local Chambers and the following regional organizations, and plan to expand our partnerships with other organizations: Seattle Convention & Visitors Bureau, Anacortes Chamber of Commerce, Bellingham Whatcom County Tourism, Tourism Victoria, and La Conner Chamber of Commerce.  

Staff Development/Continuing Education

· Deborah is currently participating in the Leadership San Juan Islands program which has been meeting monthly since last September.  
· Deborah also participated with San Juan County Council member Bob Myhr in the (Gulf) Islands Trust Tourism Forum March 30-31 in Duncan, B.C., designed to discuss challenges and strategize solutions to tourism growth in their islands.
· Robin attended the Washington Tourism Network Meeting on March 30.  Over eighty destination marketing representatives from around the state gathered at SeaTac.  Topics included the new Experience Washington website, the Say WA advertising campaign, the next Governor’s Tourism Summit, marketing preparations for the 2010 Vancouver Winter Olympics, and a recap of how to work effectively with the state tourism office.

· Robin attended the Seattle Convention & Visitors Bureau Media Panel Workshop March 10 in Seattle entitled “Exploring the Changing Travel Media Landscape.” Panelists included editors from Travel + Leisure, the Los Angeles Times, KABC and Sirius Satellite Radio.  Robin was able to meet individually with each of the panelists after the presentation.

· Lou attended the San Juan Island Chamber of Commerce’s Customer Service Workshop on March 21.  

DESTINATION MARKETING
We implemented the following marketing strategies during the first quarter to create awareness of the San Juan Islands, targeting Seattle/Puget Sound and Portland, Oregon.

Publications
We produced the following publications during the first quarter:
2006-07 Official Visitors Guide – We published 200,000 new and improved copies of this 36-page guide in mid March.  This is a huge project which dominates our work days in January and much of February.  The back cover is dedicated to our “Leave Only Footprints” visitor education/community relations message.  The guide is divided into three main sections to differentiate Lopez, Orcas and San Juan Islands.  At Home Publishing and Alton Media, both of Friday Harbor, published our guide.  Our guides are used as fulfillment for visitor information requests, are handed out at travel and wedding shows, and are distributed by Certified Folder Display in brochure racks at 745 outlets (visitor centers, attractions, hotels, etc.) along the I-5 corridor from Tacoma to Bellingham, as well as on all Washington State Ferries and the Vancouver-Victoria B.C. Ferries route.
E-Newsletter - January marked the first month for distribution of our new E-newsletter, sent bi-monthly to approximately 3,300 (and growing) opt-in subscribers, and produced in-house, by Robin, through a program called Constant Contact.  The e-mail database has been compiled from addresses captured at consumer travel shows, wedding shows, through our website, and from visitor information requests.  (There were 143 opt-in subscribers captured from our website in February and March; the button was not installed on our website until February.)  The E-newsletter is also sent to local community leaders as well as regional and national media.  Our “open rate” is 37.9% compared to the average of 37% for other sites with Constant Contact.  Our “click through” rate is 28.9% compared to the average of 8.9% for other sites with Constant Contact.  
The major purposes of the E-newsletter are to drive more visitors to the SJIVB website, specifically to the “seasonal specials and packages” page and the online calendar of events and activities; to educate visitors and the media about our market niches such as heritage and cultural tourism; and to promote loyalty through a continuing relationship of communication.  Each issue will promote all three islands and link directly to several different sections of our website. 

Examples of E-newsletter feature articles published so far include winter and spring romantic getaway packages, the Orcas Island Wedding Fair, Audubon bird walks, San Juan Island National Park wildflower walks, the Tour de Lopez, and Lopez Historical Museum’s lecture series.  Late May and early June cultural events have been promoted with “save the date” mentions and will be covered more fully in the May issue.
Meeting Planning Guide/Grid – We print these on demand for meeting planning packets.  This information is also available on our website in a new grid format.

Wedding Planning Guide – We printed 1,000 guides for the Seattle and Portland Wedding Shows in January, and print them on demand.  This information is also available on our website.
Advertising
To date we have produced and placed our spring ad campaign (through mid June), as well as produced general advertising to “piggyback” on the popularity of regional visitor guides, with the guidance of our Marketing Committee.  Our print ads were created by Tif & Gif Creative in Friday Harbor, our television spot was produced by Levy Sheckler in Seattle, and Deborah creates copy for radio spots with the help of radio station experts.
Spring Advertising Campaign – Our first quarter campaign included the following highlights; a summary chart for January through June is included in this report, which includes tracking/results.

January/February:
Northwest Travel magazine (153 responses to date)




Oregon Coast magazine (156 responses to date)

February: 

Sunset magazine (849 responses to date)




Skagit Valley Tulip Festival website

March:

Sunset magazine (757 responses to date)




Skagit Valley Tulip Festival website




Seattle magazine




The Oregonian Sunday Travel Section, March 5





(349 responses to date)




KING5.com “Evening Magazine” Best of Western 






Washington contest
General advertising – We placed ads in the 2006 Washington State Visitors Guide (440,000 distributed; we partnered with four local advertisers to produce a two-page spread featuring the San Juans; the SJIVB paid for two columns of advertorial), 2006 Seattle Visitors Guide (255,000 distributed), Seattle CVB website, 2006 AAA Oregon/Washington TourBook (1 million+ distributed), 2006 Seattle’s Favorite Attractions Guide (700,000 distributed), 2006 Skagit County Visitors Guide on the Tulip Festival page (95,000 distributed), and 2006 Skagit County Tulip Festival website.
Special promotions – We coordinated a free/trade promotion on Bellingham’s KAFE radio to promote the San Juan Community Theatre’s production of “I Do, I Do” in partnership with two San Juan Island Bed & Breakfast Association members.  We also coordinated free/trade promotions on KPLU-NPR radio with Roche Harbor promoting winter getaways, and on KOMO radio with Rosario Resort & Spa, promoting the Tacoma Boat Show.
Website/Internet Marketing
Web Visits – During the first quarter, web visits were up by 35% this January compared to last January, 136% this February, and 24% this March.  
February was remarkably high due to a combination of marketing: our first ad appeared in Sunset magazine, and several articles appeared in newspapers and magazines including Coastal Living, Physicians Money Digest, and an article about the Skagit Valley Tulip Festival which included a paragraph about also visiting the San Juans (referring readers to www.TravelSanJuans.com) appeared in at least two dozen newspapers via the Associated Press.  

During the first week in March we received 1,126 web referrals due to CNN.com’s coverage of Coastal Living magazine’s article covering bicycling on Lopez, mentioned below in the media relations section.  We continued to receive 50+ web visits per week from that story throughout March.
See chart #3 below for more detailed information.

Webervations – We continue to feature “Webervations” on our website, a reservation and availability feature for our lodging members.  Potential lodging guests can view availability and make on-line reservations 24/7.  Fifty-two lodging members are currently participating; new Webervations clients pay $55 per year directly to Webervations annually to participate, and receive a free second listing on the SJIVB website if they are already listed through the San Juan Island B&B Association, Orcas Chamber of Commerce, or Orcas Lodging Association.
Media Relations 

New York Media Blitz - Robin met with New York travel and outdoor media February 19-24 with the Washington State Tourism contingent of fourteen representatives from around the state.  Other destinations represented were Bellingham, Skagit County, Whidbey-Camano Islands, the Olympic Peninsula, Cascade Loop, Chelan-Wenatchee, Walla Walla, Tri-Cities, Yakima, Spokane and Republic.  There were 19 desk-side appointments in all, eight of which Robin was assigned, including Conde’ Nast Traveler, Country Living, Diversion, Elite Traveler, Fodor’s, More, Travel + Leisure, and Travel Agent.  Between the appointments, a luncheon presentation and a grand media marketplace event, 53 major writers and editors were involved; Robin personally met 31 of them, and will be able to stay in contact with all 53.  It’s important to note that the fourteen reps from around the state cross-sold each other since they were not all able to participate in meetings with all of the writers and editors.  The Washington group was also invited to appear on the CBS Early Show with Harry Smith and Hannah Storm and was able to promote tourism to the state on the air.

Media Leads – We responded to and sent out leads to members from 24 select travel and outdoor writers, thanks in part to our partnership with Washington State Tourism. This continues to be an effective marketing tool for our members individually and the SJIVB.  It typically takes from six to eighteen months before a media lead acted upon becomes media coverage.  As our media coverage stats show, we are reaping the rewards for this investment of time and resources.

Media Trips – We worked with two media guests and a local writer/contractor this quarter.

Washington State Film Office Location Scouts Fam Tour - Although this was elaborately planned for February 6-8 on Lopez, Orcas and San Juan, it had to be postponed to a future date after several of the film scouts canceled due to personal conflicts or last minute contracted work. 

Seattle Post-Intelligencer, M.L. Lyke - This reporter from The Seattle Post-Intelligencer enrolled in The Whale Museum’s Marine Naturalist Training weekend January 14-15 and took advantage of the weekend to research future stories.  Robin met with her about the types of stewardship efforts used by the SJIVB as part of its overall marketing plan.

Washington: An Explorer’s Guide, Denise Fainberg - This writer visited all three islands March 26-28 to research her new book, Washington: An Explorer’s Guide. 

Best Places Northwest, Janet Thomas - The new edition of this prestigious guidebook is being updated this year, and the SJIVB is working with editor Sally Farhat and Janet Thomas, her local writer/contractor on San Juan Island.

Book editing - In addition to Best Places Northwest, we have been participating in the editing of upcoming revised editions of 1,000 Places To See Before You Die and Rand McNally maps.

Media Coverage 

There have been at least 97 articles with photos or significant mentions in newspapers and magazines across the country during the first quarter; this number does not include televised coverage and “online only” articles.  We know this number to be a low and an inaccurate reflection of media coverage due to the discontinuation of the Burrelle’s Media Analysis reports by Washington State Tourism in 2005.  Budget cuts at the state level resulted in this loss of tracking, which had been shared with the SJIVB at no cost to us.  The state is trying VOCUS, a different media analysis service, and has not yet issued a report.

Bacon’s Clipping Service, a more economical option which the SJIVB does contract with, is not designed to pick up all of the published articles of interest to the SJIVB.  For instance, it did not pick up our Coastal Living magazine coverage in the March issue on Lopez Island bicycling.  This unreported circulation figure is 639,623 with a readership of 4.7 million. Neither did it pick up the Men’s Journal magazine article which named Orcas Island as one of the best islands in the country.  This provided a circulation figure of 678,978.  However limited, articles tracked in first quarter by Bacon’s show these circulation statistics:

· January circulation was up by almost one million over the same month a year ago, when recorded circulation was approximately 200,000.

· February circulation was up almost three million over the same month a year ago, when recorded circulation was approximately 100,000.

· According to Bacon’s, March circulation was flat at two million.  Again, this does not take into account the Coastal Living and Men’s Journal articles with an additional combined circulation figure for those two articles alone of nearly 1,318,601.

Bacon’s is contracted to provide these partial circulation figures but additional figures for the in-house monitoring are difficult and too time-consuming to compute.  Advertising values for the Bacon’s clips are not reported to us as this would be a significant additional expense to us. 

Bacon’s does provide a report on where media coverage of the Islands has occurred.  During this first quarter, 45% of the publications were on the west coast, 34% were in the east-north-central section of the country (WI-IL-IN-MN-OH), 9% were in the south-Atlantic section (DE through FL) and the remaining 12% represents the rest of the country combined.

To catch some of what is missed by Bacon’s, we continue to participate in a Beta testing program with Google (Google Alerts) to track articles published online by major newspapers and magazines.  These same articles also appear in their paper editions on the newsstands and through subscriptions.  This quarter, Google brought to our attention that a key member of the Bush Administration referred to vacationing in the San Juans in a speech delivered February 27 to business leaders in Seattle.  Under Secretary of State Karen Hughes stated at an event hosted by the Initiative for Global Development, “My family has enjoyed vacationing here -- we took the ferry and toured the beautiful San Juan Islands.  I was drawn here today not because of the splendor of Mother Nature, but because of the generosity of human nature.”

In addition to publications mentioned above (Coastal Living and Men’s Journal), some notable magazine articles and online coverage resulting from the SJIVB’s pro-active efforts include the following:

CoastalLiving.com - Profiled the San Juan Islands in its list of “Top 10 Romantic Places.” 

CNN.com - Used the same article for “Top Places To Take Your Sweetheart” and in another article promoted the Trumpeter Inn on San Juan as a romantic getaway destination for Valentine’s Day.

CoastalLiving.com and CNN.com - Collaborated again with the Coastal Living magazine article covering bicycling on Lopez; our website received 1,295 visits during March from this article.
LIFE - The syndicated “America’s Weekend Magazine,” which is published in Sunday editions of newspapers across the country, included the San Juan Islands in its “Winter Escapes: 10 Perfect Island Getaways.”

Physician’s Money Digest - The long awaited article “Explore the Diversity of the San Juan Islands” was published and included eight color photographs.  This was a result of an effort that began in San Diego over a year ago on the California Media Blitz when writers Eric Anderson and Nancy Allen were invited to the Islands to write the story.  

Washington State Tourism Storylines - Seven articles were submitted to Washington State Tourism’s E-newsletter for the media.  It will be published in April.

The following articles were found through Bacon’s, Burrelle’s and Google Alerts.  It typically takes up to three months to receive all articles for any given month.

	# of Articles Clipped
	2003
	2004
	2005
	2006

	January
	4*
	8
	21
	23

	February
	0*
	42
	36
	39

	March
	3* 
	37
	27
	35

	April
	4*
	25
	29
	4 (to date)

	May
	13*
	32
	49
	

	June
	21
	67
	26
	

	July
	20
	32**
	51
	

	August
	21
	19
	52
	

	September
	47
	10
	18***
	

	October
	13
	40
	15***
	

	November
	12
	28
	10***
	

	December
	11
	19
	18***
	

	TOTALS
	169
	359**
	352***
	101


* Articles collected before contracting with Bacon’s.

** 32 articles were clipped, rather than 33, for a total of 359 for 2004 rather than 360.  Note: 4th quarter 2004 and all 2005 figures also include articles located with Google Beta-testing news search.

***WA State Tourism discontinued Burrelles’ Reports in Aug. 2005 due to budget cuts.  This has resulted in lower numbers for our tracking.

Travel Trade
France - We sent 45 Whale Museum posters to the Seattle CVB and Washington Tourism’s marketing contractor in Paris, France for travel agency window displays promoting Washington and Seattle, at their request for orca whale promotional materials.

Trade Shows

We attended the following targeted travel and wedding shows during the first quarter.  The travel shows are a way to meet one-on-one with potential visitors to find out about their knowledge of the San Juans, the last time they visited, reasons they visit, travel challenges, etc.  Wedding shows are targeted for promoting destination weddings, honeymoons and anniversary getaways.  One bride and groom could potentially bring 300+ guests to the San Juan Islands for one or more nights.
· Seattle Wedding Show, January 7-8.  We also promoted the Orcas Island Chamber of Commerce’s February Wedding Fair at this show.  This show had its highest paid attendance ever of 9,337.
· Portland Bridal Show, January, 14-15.  We also promoted the Orcas Island Chamber of Commerce’s February Wedding Fair at this show.  Paid attendance was 9,126.

· Seattle Travel Show, January, 28-29.  Paid attendance included 7,261 consumers and 51 travel agents.
· Spokane Travel Show, February 4.  We partnered with the Orcas Chamber of Commerce, which attended the show.  They used our exhibit booth and distributed SJIVB guides, in addition to their information.  Approximately 2,000 consumers attended the show, according to the Orcas Chamber.
· LA Travel Show, January.  Member Victoria Express distributed a box of our visitor guides at this show.

· Bellevue Wedding Show, January.  Member Best Western Friday Harbor Suites distributed our visitors guides and wedding planning guides at this show. 

Visitor Education/Relations
“Leave Only Footprints” – We continued to distribute our “Leave Only Footprints” brochures around the county in major outlets including the three Chambers of Commerce, County Courthouse, Town Hall, Port of Friday Harbor, lodging establishments, etc.  Our “Leave Only Footprints” message was also printed on the back cover of 200,000 copies of our 2006-07 Visitors Guide.  To date there are 16 county organizations which endorse the information and are listed at the bottom of the message.
Community Relations

Local News Articles - We continue to work with local media regarding SJIVB activity and the positive local economic impacts of tourism.  During the first quarter, 18 local articles were published in which tourism and/or the SJIVB were presented positively.  Subjects included the Visitors Bureau’s effort to establish a new Scenic Byway designation in the San Juans and also economic development through historical and cultural tourism.  Some excerpts from articles include the following from the article “Encouraging Signs about the Economy.”  It was carried in Sound Publishing’s weekly newspapers and online news editions.

Destination marketing helps build brand awareness for island products. Elderhostel tours introduce thousands of seniors around the world to the principles and practices of small-scale value added farming, and for which consumer demand is growing across the region.





Richard Civille, Executive Director






San Juan County Economic Development Council

Business vitality is growing with the county as we recognize our collaborative strength through such entities as the Agricultural and Marine Resources Committees and the Visitors Bureau.






Liz Illg, Outgoing President






San Juan Island Chamber of Commerce

And from Town of Friday Harbor Mayor David Jones in the Journal of the San Juans:

It is this historic flavor of Friday Harbor as a “real place” that fuels the tourism and construction industries, both so vital to our economic health.

Rotary Club Presentation - Deborah and Robin were invited to speak at the Rotary Club breakfast meeting on January 4. The presentation was an overview of the SJIVB’s Marketing Plan for 2006 including its vision, mission and goals. 

Lions Club Presentation – Deborah gave a presentation to the Lions Club on March 14, coincidentally the day that a dozen Lions came to San Juan Island aboard the passenger ferry from Bellingham for a tour and lunch.

Marine Naturalist Training Weekend - Robin, a certified marine naturalist and active member of the National Marine Educators Association, was a presenter and participant at this weekend course through The Whale Museum, held January 14-15.  Robin’s presentation included an explanation of the marine stewardship responsibilities contained in the SJIVB mission statement and how they are implemented through media relations efforts and advertising campaigns.
Special Marketing Projects

We were involved in the following special marketing projects during the first quarter:

“Tourism Day” in Olympia – Deborah joined members of the Washington Association of Convention & Visitors Bureaus for “Tourism Day” at the Capitol on February 22.  We partnered with Bellingham/Whatcom County Tourism and met with Senator Spanel, Representative Quall and Representative Morris.  Our main message was asking for an increased investment in Washington State Tourism’s 2007-08 marketing budget based on ‘return on investment’ projections.  (The state’s current biennium budget is only $3.6 million, which ranks 13th out of the 13 western states.)
Scenic Byway Application – On behalf of the San Juan Islands Scenic Byway Committee, Deborah made a presentation to the Town Council on January 5 asking for their support of the San Juan Islands Scenic Byway designation.  The Council was fully supportive, with two concerns: that the designation would not affect the Capron Funds and that we obtain a letter of support from the WSF stating they would not monopolize future grant funding requests.  There are currently 19 local organizations which support the designation; others are being contacted.  Public information meetings were advertised and held on Lopez, Orcas and San Juan Islands in late March and early April, and all attendees were supportive.  (Shaw Islanders Inc. declined involvement, as expected.)  Attendees were asked to help list “gems” to be included along the routes, as well as “secrets” to be omitted from the routes.  We will now be contacting the City of Anacortes regarding their support, then preparing and submitting the pre-application this spring.  Our application will go before the 2007 legislature.

VISITOR SERVICES
SJIVB Office – Our Visitor & Membership Manager and Coordinator, Jody and Lou, received phone calls and e-mails in our office Monday through Friday, 8:30 a.m. to 4:30 p.m.  They each worked four hours per day, for a total of 20 hours per week each.  (Jody resigned from her position in late February, and her replacement, Carla MacDiarmid, began on April 3.)  Our phone system continued to give callers the following options: “Press 1 for the San Juan Islands Visitors Bureau for travel information,” “press 2 for the San Juan Island Chamber of Commerce,” “press 3 for the Orcas Island Chamber of Commerce,” and “press 4 for the Lopez Island Chamber of Commerce.”  Jody and Lou also managed many special projects including updating listings for our 2006 visitors guide, updating our website with new members and events, fulfilling membership inquiries, collecting visitor statistics from the Chambers, etc.

Chambers of Commerce - We continued to contract with the three Chambers of Commerce to provide enhanced visitor services, in particular “walk-in” visitor services.  Each Chamber received $4,375 for the quarter; each Chamber will receive a total of $17,500 this year; all three Chambers will receive 15% or $52,500 of our 2006 $350,000 County budget.  Each Chamber submits monthly and quarterly reports to the SJIVB, which the SJIVB submits in its quarterly reports, regarding visitor services programs and tracking statistics including walk-ins, call-ins, e-mails, etc. 
Chambers/SJIVB Board Retreat - We held a Board retreat with all three Chamber of Commerce’s Boards on March 24, facilitated by local Lynne Hobbs.  We had an excellent turn out and a successful first retreat discussing our similarities, differences, and how we can continue to partner together.  The group agreed that we should hold one or two retreats each year and continue to develop partnerships and projects throughout the year. 

Visitor Services Roundtable Meetings – This group’s first quarter meeting was delayed to April 5, which will be reported in our second quarter report.  This group is made up of reps from the three Chambers and SJIVB, which meet quarterly to enhance communication and partnerships regarding visitor services on the three islands.
RESEARCH / RESULTS / MEASUREMENT

Measuring Results - We measure our efforts in seven ways: 1) County hotel/motel tax receipts, 2) Town of Friday Harbor hotel/motel tax receipts, 3) number of website unique visits, 4) number of phone calls, 5) number of e-mail requests, 6) surveying callers and e-mailers on how they heard about the San Juan Islands, and 7) monthly lodging occupancy data.  Following are the statistics we’ve collected during the first quarter.
1. County “Special” 2% Hotel/Motel Tax Receipts – The “special” tax collected through January was up by 21.4% compared to last year.
	Probable Month of Business Activity
	2003
	2004
	2005
	2006
	% change from 2005 to 2006

	November 2005
	$9,664
	$5,438
	$8,191
	$15,698
	+91.6%

	December 2005
	$13,595
	$23,715
	$24,986
	$24,869
	-0.5%

	January
	$4,235
	$8,240
	$5,265
	$6,112
	+16.1%

	February
	$8,559
	$7,591
	$9,035
	
	

	March
	$12,899
	$12,120
	$17,385
	
	

	April
	$11,078
	$15,523
	$13,003
	
	

	May
	$18,708
	$18,657
	$17,886
	
	

	June
	$44,538
	$55,162
	$41,215
	
	

	July
	$48,308
	$54,633
	$43,855
	
	

	August
	$72,562
	$60,148
	$88,230
	
	

	September
	$57,037
	$57,639
	$68,806
	
	

	October
	$20,862
	$28,996
	$12,907
	
	

	YTD Totals
	$322,044
	$347,863
	$350,764
	$46,679
	+21.4%


“Special” 2% Hotel/Motel Tax Collected by Island – Orcas was up 33%, San Juan was down by 1.7%, and Lopez was down by 3.8%.
	Distribution Month
	2005 San Juan*
	2006 
San Juan*
	% 
Change
	2005 Orcas
	2006 Orcas
	% Change
	2005 Lopez
	2006 Lopez
	% Change

	January
	$1,106.48
	$1,699.33
	+53.6%
	$  6,636.78
	$13,108.96
	+97.5%
	$   447.44
	$   890.03
	+99%

	February
	$7,370.69
	$6,462.52
	-12.3%
	$15,368.93
	$16,819.74
	+9.4%
	$2,246.57
	$1,586.74
	-29%

	March
	$1,022.71
	$1,169.21
	+14.4%
	$  3,809.74
	$  4,413.32
	+15.8%
	$   432.75
	$   529.39
	+22%

	YTD
	$9,499.88
	$9,331.06
	-1.7%
	$25,815.45
	$34,342.02
	+33%
	$3,126.76
	$3,006.16
	-3.8%

	% by island
	24.71%
	19.99%
	-19%
	67.15%
	73.57%
	+9.5%
	8.13%
	6.44%
	-20.8%


* San Juan Island figures do not include the Town of Friday Harbor
2. Town of Friday Harbor “Special” 2% Hotel/Motel Tax Receipts – The “special” tax collected through February was down by 10%.
	Probable Month of Business Activity
	2003
	2004
	2005
	2006
	% change from 2005 to 2006

	November 2005
	$2,873.24
	$2,572.33
	$4,688.27
	$3,131.86
	-33%

	December 2005
	$2,781.63
	$2,820.13
	$4,397.90
	$5,358.63
	+22%

	January
	$1,124.86
	$4,387.62
	$2,966.20
	$2,712.09
	-8%

	February
	$778.76
	$2,596.00
	$3,977.43
	$3,228.28
	-19%

	March
	$3,161.73
	$3,189.42
	$5,545.52
	
	

	April
	$4,038.03
	$5,152.11
	$6,633.47
	
	

	May
	$6,637.61
	$10,136.12
	$9,220.07
	
	

	June
	$12,080.90
	$12,089.79
	$14,917.81
	
	

	July
	$14,573.84
	$18,258.17
	$20,320.08
	
	

	August
	$24,319.65
	$21,066.49
	$21,722.13
	
	

	September
	$13,259.75
	$16,178.75
	$17,872.23
	
	

	October
	$9,862.06
	$6,139.43
	$6,001.18
	
	

	Totals
	$89,837.19
	$99,193.90
	$118,262.29
	$14,430.86
	-10%


3. Website Unique Visits – Almost two years ago, on July 15, 2004, we implemented an entirely new website and tracking system, which was optimized for search engine visibility.  Website unique visits were up drastically through 2005 due to the new site, new tracking system and marketing efforts, and leveled off as of last August, when we began comparing “apples to apples.”  So far this year, numbers were up by 35% in January, 136% in February, and 24% in March.  See page 5 re: Website/Internet Marketing for further information regarding these positive results.
	Month
	2003 (“travel” + “guide)
	2004 (“travel” + “guide”)
	2005
	2006
	% change from 2005 to 2006

	January
	801+
	12,645
	30,506
	41,377
	+35%

	February
	3,892+
	13,842
	36,296
	85,650
	+136%

	March
	13,997
	6,267
	48,290
	60,053
	+24%

	April
	14,010
	10,067
	53,743
	
	

	May
	19,818
	9,471
	60,256
	
	

	June
	23,004
	10,220
	58,274
	
	

	July
	26,278
	23,951*
	66,509
	
	

	August
	22,190
	59,286
	58,034
	
	

	September
	14,656
	35,260
	39,487
	
	

	October
	10,428
	29,122
	36,007
	
	

	November
	7,895
	23,571
	26,695
	
	

	December
	7,274
	21,878
	26,961
	
	

	Totals
	164,243
	255,580
	541,058
	187,080
	+62%


*We began using a newly-designed website and tracker in July 2004

4. Phone Calls – The number of phone calls received by the SJIVB was down by 17% during the first quarter.*  Our numbers, like the Chambers, and other CVBs in the region, are showing a trend that more and more potential visitors are using the internet rather than phoning for visitor information.
	Month
	2005
	2006
	% change from 2005 to 2006

	January
	178
	217
	+22%

	February
	238
	229
	-4%

	March
	340
	181*
	-47%*

	April
	342
	
	

	May
	417
	
	

	June
	538
	
	

	July
	556
	
	

	August
	501
	
	

	September
	284
	
	

	October
	157
	
	

	November
	103
	
	

	December
	59
	
	

	YTD Totals
	3,713
	627*
	-17%*


*Phone calls tabulated through March 20 per phone bills
5. E-Mails – The number of e-mails received by the SJIVB was up by 68%.
	Month
	2005
	2006
	% change from 2005 to 2006

	January
	88
	233
	+165%

	February
	180
	262
	+45%

	March
	174
	250
	+44%

	April
	176
	
	

	May
	184
	
	

	June
	170
	
	

	July
	165
	
	

	August
	220
	
	

	September
	106
	
	

	October
	82
	
	

	November
	77
	
	

	December
	96
	
	

	YTD Totals
	1,718
	745
	+68%


6. Surveying Callers & E-Mailers – In order to determine which marketing methods are most effective, the SJIVB and Chambers ask callers and e-mailers how they heard about the San Juan Islands.  We also track how many mail-in requests for information and website visits we receive in response to advertisements and articles in both newspapers and magazines.  During the first quarter, magazine ads, magazine/newspaper/internet articles, family & friends, and web searches were most productive for us.  (This data is on a separate Excel sheet, as it is difficult to chart here.)


7. Monthly Lodging Occupancy Data – We request occupancy and average daily rate (ADR) information from our lodging members on a monthly basis, however we only receive data from approximately one-third of our members.  We do not currently have the staffing resources to track down this information from all of our members, and not all members agree to provide it.  Below is the data we’ve collected to date, which is only available to those reporting, to our Board of Directors and in general reports such as this.  It is important to note that one property’s data can skew these results from month to month.  (Chart only available to participating members)
IN CONCLUSION
County-wide “special” hotel/motel tax collected through January was up by 21.4%; Friday Harbor’s “special” tax collected through February was down by 10%.  Broken down by island, Orcas Island was up 33%, San Juan Island was down by 1.7% (not including Friday Harbor), and Lopez Island was down by 3.8%.
Below is a select county comparison of January and February 2006 hotel/motel tax collections and growth.  San Juan County was up by 16% during this two-month period.  The Washington Department of Revenue reports this data in two-month increments.
	County & Cities/Towns Within County 
	2005 Jan.-Feb.

Hotel/Motel Tax
	2006 Jan.-Feb. 

Hotel/Motel Tax
	% Change

	Chelan County (Chelan, Leavenworth, Wenatchee)
	$151,165.75
	$175,629.99
	16%

	Clallam County (Port Angeles, Sequim, Forks)
	$41,857.58
	$49,413.54
	18%

	Grays Harbor County (Ocean Shores, Westport)
	$101,798.20
	$125,053.63
	23%

	Island County (Coupeville, Langley, Oak Harbor)
	$34,308.27
	$33,762.45
	-1.6%

	Jefferson County (Port Townsend)
	$36,255.93
	$37,011.32
	2%


	King County
	$635,024.95
	$785,971.12
	24%


	Kitsap County (Bainbridge Is., Bremerton, Port Orchard, Poulsbo)
	$50,982.60
	$61,906.02
	21%

	San Juan County (Friday Harbor)
	$42,263.06
	$49,057.81
	16%


	Skagit County (Anacortes, Burlington, LaConner, Mt.Vernon, Sedro Woolley)
	$48,474.27
	$51,249.55
	6%

	Whatcom County (Bellingham, Blaine, Ferndale)
	$66,238.56
	$86,516.23
	31%


Source: Washington Department of Revenue

The SJIVB looks forward to the continued, positive economic impact that our unified destination marketing investment will bring to both San Juan County and the Town of Friday Harbor.  For further information or questions please contact Daren Holscher, President, 468-3700 or thebaycafe@aol.com or Deborah Hopkins, Executive Director, 378-3277 x5 or deborah@visitsanjuans.com.
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