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1st Quarter 2007 Report
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The Staff and Board of Directors of the San Juan Islands Visitors Bureau are proud to present our First Quarter 2007 Report.  Below is a summary of the destination marketing and visitor services strategies implemented during the quarter in order to positively impact San Juan County’s economy.  
SJIVB 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.

SJIVB 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.

SJIVB Goals

· To help strengthen San Juan County’s year-round economy
· To foster an appreciation of San Juan County’s maritime and rural ways of life, as well as its history, arts and culture
· To communicate San Juan County’s environmental stewardship message to all visitors
· To 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 tourism resources through coordination, cooperation and collaboration with all interested parties
Membership

During the first quarter membership grew by 13 businesses; 3 were complimentary lodging memberships and 10 were $100.00 dues-paying, non-lodging members.  Total membership at the end of the quarter was approximately 315.  (Renewals occur during the first quarter.)
Board of Directors

Our 11-member Board included the following community leaders during the quarter:
· 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: 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

· At-Large: Barbara Courtney, Orcas Center, Orcas Island

Staff

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

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

· Lou St. Luise, Visitor & Membership Services Coordinator (half-time)

· Carla MacDiarmid, Visitor & Website Services Coordinator (half-time)
· Jane McAdams, Bookkeeper (contracted for an average of 2-3 hours per week)

Operating Budget
Our first quarter 2007 Operating Budget Overview is attached.  We bill the County on a monthly basis, and the Town on a project basis.  Our 2007 operating income includes $297,500.00 from the County “special/promotion” hotel/motel tax ($52,500.00 of the total $350,000.00 passes directly to the three Chambers of Commerce for visitor services), and $71,333.00 from the Town of Friday Harbor “special” hotel/motel tax (which directly covers hard costs of co-op advertising and media relations).  We keep membership dues in a reserve account which we utilize as working capital.  Our operating budget for 2007 is the same as 2006, except for an increase of $1,333.00 from Friday Harbor.
Industry Memberships/Professional Development
We are active members of the following professional organizations: Washington Association of Convention & Visitors Bureaus, Western Association of Convention & Visitors Bureaus, Washington State Tourism Network, Northwest Outdoor Writers Association, North American Travel Journalists Association, and Public Relations Society of America.  
We currently trade memberships with our three local Chambers of Commerce and the following regional organizations, and plan to continue to expand our partnerships with other organizations: Seattle Convention & Visitors Bureau, Anacortes Chamber of Commerce, Bellingham Mt. Baker Tourism, Tourism Victoria, Tourism Vancouver, La Conner Chamber of Commerce, and Whidbey-Camano Tourism.  
Professional Development/Continuing Education: Carla MacDiarmid, our Visitor & Website Services Coordinator, is taking part in Leadership San Juan Islands Class of 2007.
DESTINATION MARKETING
We implemented the following marketing strategies during the quarter, targeting the Seattle/Puget Sound area, in order to inform, persuade and/or remind potential visitors about the San Juan Islands.
Publications

E-Newsletter - Our one-year-old E-Newsletter is received by a growing list of over 4,600 opt-in visitors, collected via the SJIVB website or our exhibit booth at regional travel and wedding shows.  It is also received by local community leaders, our members, and regional and national media.  The major purposes of our E-Newsletter are to: 1) educate and remind potential visitors and media about our market niches such as heritage and cultural tourism, outdoor recreation and watchable wildlife 2) drive more visitors to our website, specifically to the “seasonal specials and packages” page and the online calendar of events and activities, and 3) promote loyalty through a continuing relationship of communication.  Each issue promotes all three islands and links directly to several different sections of our website.

Examples of articles published during first quarter included romantic winter getaways, Valentine’s packages, cultural events on Orcas and San Juan, Audubon Society birding trips on all islands, lodging packages and specials.  Upcoming events such as the Tour de Lopez and the Irish Music Camp at the San Juan Community Theatre were also promoted.
Visitors Guide – We published our 2007-08 Visitors Guide in late March, utilizing two San Juan Island businesses on this project: At Home Publishing and Alton Media.  We printed 175,000 this year, instead of our typical 200,000, because we made a decision to print the 2008 edition by January 1st instead of April 1st in order to take the newest possible information to the many travel and wedding shows we attend January through March.
Wedding Planning Guide – We updated, reformatted and printed 1,000 guides for the Seattle and Portland Wedding Shows in January.  Much of the same information is also available on our website.  We received 39 requests for our wedding guide during the first quarter, compared to 10 requests last quarter.
Meeting Planning Guide/Grid – We print these on demand for meeting planning packets.  This information is also available on our website in a grid format.

Advertising & Promotions
We placed ads in the following publications which were published during the first quarter; see attached summary chart for further detail.  Tif & Gif Creative in Friday Harbor, designed most of our ads, using local photographer Robert Demar’s aerial photos.

	Publication
	Issue
	Results to date (4/30/07)
# of Reader Response Requests for Information

	Northwest Travel magazine
	January/February
	157

	Oregon Coast magazine
	January/February
	116

	Northwest Prime Time (50+)
	February/March
	No leads tracking system

	Sunset magazine*
	February
	594

	Sunset magazine*
	March
	143

	Budget Travel magazine
	March
	833

	AAA Journey magazine*
	March/April
	26

	The Oregonian
	March 4 Sunday Travel Section
	255

	Washington Visitors Guide
	Annual
	No leads tracking system

	Skagit County Visitors & Newcomers Guide
	Annual
	No leads tracking system

	Discover America/USA Travel Guide
	Annual (international)
	No leads tracking system

	B&E WA Wedding Resource Guide
	Annual
	No leads tracking system

	B&E WA Events Resource Guide
	Annual
	No leads tracking system

	BRAVO! OR Wedding Guide
	Annual
	No leads tracking system

	Events Planning Resource NW
	Annual
	No leads tracking system


* We partnered as “Washington’s Treasured Islands” on these ads, with Anacortes/Fidalgo Island and Whidbey-Camano Islands.  This saves us 2/3rds of the cost.
Spring Advertising Campaign - The majority of our spring ad campaign has been placed in April, May and the first half of June, in the following media: Seattle Times’ Thursday “Northwest Weekend” insert, Seattle P.I.’s Thursday “Getaways” insert, Seattle Times’ online weather page, Seattle Weekly’s travel section, Northwest Cable News TV and online, KUOW-NPR radio, KPLU-NPR radio, Seattle Woman magazine, Seattle magazine, Seattle Metropolitan magazine, Coastal Living, Conde Nast, Travel + Leisure, Good Housekeeping, Travel 50+, Sunset, AAA Journey and Budget Travel.  We co-oped on many of these magazine ads with Washington State Tourism and/or Washington’s Treasured Islands.  See attached summary chart for more detailed information; results will be reported in our 2nd Quarter Report.
State Advertising Campaign Features San Juan Islands – It is very important to note that Washington State Tourism’s spring ad campaign is featuring three regions of the state: the San Juan Islands, Seattle/Pike Place Market, and Leavenworth.  The full-page photo representing the San Juans depicts three kayakers in two kayaks, with paddles up, watching two orca whales.  Member San Juan Safaris is featured in the ad, and The Whale Museum’s Soundwatch Coordinator, Kari Koski, approved the photo before it was published.  This full-page ad, along with a full-page of six co-op advertisers (including Washington’s Treasured Islands) will be seen April through June in the following magazines: Travel + Leisure, Conde Nast Traveler, Budget Travel, Coastal Living, Sunset and Smithsonian.  (See ad in attachments.)
Regional Publications – In addition to the regional publications charted above, our ads will be published in the following regional visitor guides this spring: Seattle Visitors Guide, Victoria B.C. Visitors Guide, Vancouver B.C. Visitors Guide and Seattle’s Favorite Attractions Guide.
Seattle Boat Show Promotion – We worked with the Northwest Marine Trade Association to put together a special promotional weekend getaway package as the grand prize for the Seattle Boat Show’s Family Boating Photo Contest.  Members Kenmore Air and Friday Harbor House donated the package, which was direct mailed to over 30,000 past show attendees, handed out as a flier at the Boat Show and promoted online.
Washington State Ferries Promotion – With the help of Tif & Gif Creative, we created a 20-second slide show to promote the San Juans aboard the Washington State Ferries on new large screens.  C-Board Corporation, a member, is offering a free, one-year trial period to destination marketing organizations around the state while they work out the bugs.  So far our slide show is seen on six large screens on the Seattle-Bainbridge run.  The program will be available to all tourism-related businesses next year.   
Website/Internet Marketing
Web Visits – During the first quarter, unique web visits were up by +77% in January over last year, up +54% in February, and up +42% in March.  Unique visits are up 56% year to date.  See chart #5, toward the end of this report, for more detailed information.

Internet Advertising – We currently place two ads on regional travel/attractions websites, and both have been very successful.
· Seattle Convention & Visitors Bureau website - Our tile ad received 68,187 impressions and 1,571 click-throughs during the first quarter compared to 55,832 impressions and 1,327 click-throughs during the fourth quarter.  Our ad is receiving the third most click throughs of any ad on their website.
· Skagit Valley Tulip Festival – Our banner ad has received 1,002,436 impressions and 8,382 click-through’s since 2005 when we placed it on their website.  (They will soon have breakdowns by month and/or quarter.)
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 online reservations 24/7.  Fifty-five lodging members are currently participating.   New Webervations clients pay $55 per year directly to Webervations to participate, or 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
Media Leads – The SJIVB has continued the opt-in procedure for media leads in which members choose whether or not to receive them from us.  Currently approximately 65 members participate in this membership benefit.  During first quarter we responded to and sent out leads to members from sixteen select travel and outdoor writers, thanks in part to our partnership with Washington State Tourism.  This continues to be an effective marketing tool for the SJIVB and our members.  It typically takes from six to eighteen months before a media lead acted upon becomes media coverage.  In addition to media leads, we also sent out media tutorials and resource lists, such as media databases, to these members.

Press Trips and Television Production – We worked with three media guests on four press trips this quarter.  One national television commercial project resulted in four trips with approximately 50 guests.  A wedding niche fam trip was planned but has evolved instead into a series of targeted individual press trips for regional editors of wedding magazines.

1st Quarter Press Trips Summary
	Dates
	Member of the Media


	Action/Project
	Subject
	Press Trip

Lodging/Activities
	Follow Up
	Results

	1/25
	Shellane Adams
	Regional TV pilot
	destination weddings
	Friday Harbor, Roche Harbor, Backdoor Kitchen, Friday Harbor House
	Several times in February and March 

	Location shoot scheduled for April/May


	2/1-2/4, also 2/11-2/12
	Doug Dumas
	Seattle scout for Sticks + Stones production company from Los Angeles
	National TV - Pfizer’s Lipitor commercial with Dr. Robert Jarvik
	Best Western Friday Harbor Suites, Pelindaba Lavender, several real estate agencies and properties on San Juan Island
	Continuous through March
	San Juan Island was chosen over competition in Marin County, CA and other locations in Washington State.  TV spot began airing on all major networks during prime time and news programs in early April.

	2/14
	4 person Sticks + Stones advance creative crew from Los Angeles
	Lipitor location shoot pre-production setup
	See above
	Best Western Friday Harbor Suites, Friday Harbor Realty
	See above
	See above

	2/20-2/24
	Crew of 50 for Pfizer Pharmaceuti-cals  commercial production
	Sticks + Stones of Los Angeles, Morgan Thaler Group of New York, many freelancers from Seattle
	See above
	Friday Harbor House, Best Western Friday Harbor Suites, Downrigger’s, San Juan Events, 120 Nichols Restaurant, many service providers such as landscapers, house cleaners, security guards, etc. 
	See above
	Approximately $40,000 in revenue for the local economy resulted from this shoot.  This was largely spent on lodging, catering, dining out, rentals, local purchases and service providers.

	2/22-2/24
	Craig Romano
	Revision of Mr.  Ira Spring’s outdoor guidebooks, articles for regional newspapers and magazines
	hiking, bicycling, running
	Friday Harbor Inn, Downriggers, SJINHP, Moran State Park, Rosario
	another press trip
	New book coming from The Mountaineers

	3/3-3/4
	Craig Romano
	See above
	See above
	Lopez Farm Cottages, The Bay Café, parks
	March emails
	See above

	3/9-3/10
	Leslie Billera
	Lexus Lifestyle
	Lexus website
	Inn at Ship Bay
	March emails
	Website feature


Media Coverage - In addition to televised coverage and “online only” articles, there were at least 76 articles with photos and/or significant mentions in newspapers and magazines across the U.S. and Canada during the first quarter.  We know this number to be a low and inaccurate reflection of media coverage due to the discontinuation of Burrelle’s Media Analysis reports by Washington State Tourism in August 2005.  The state’s recent search for a new tourism director and media relations manager has postponed plans to replace this service.
Bacon’s clipping service, now renamed Cision, is an economical option which the SJIVB has contracted with since June 2003, but it is not designed to pick up all of the published articles of interest to the SJIVB.  We continue to use it as the best tool available to us at this time.  New in 2007 is the electronic delivery of clipped articles, resulting in quicker receipt and the ability to email the articles to interested members and other stakeholders. To catch some of what is missed, we continue to participate in a program with “Google Alerts” to track articles published online by major newspapers and magazines.  These same articles also appear in their print editions on the newsstands and through subscriptions. 

The following articles were tracked through Cision (the new name for Bacon’s) and Google Alerts.  It typically takes up to three months to receive all articles for any given publication month.

	# of Articles Clipped
	2003
	2004
	2005
	2006***
	2007

	January
	4*
	8
	21
	23
	25

	February
	0*
	42
	36
	39
	23

	March
	3* 
	37
	27
	44
	28

	April
	4*
	25
	29
	41
	

	May
	13*
	32
	49
	54
	

	June
	21
	67
	26
	21
	

	July
	20
	32
	51
	41
	

	August
	21
	19
	52
	25
	

	September
	47
	10
	18
	29
	

	October
	13
	40
	15
	20
	

	November
	12
	28
	10
	15
	

	December
	11
	19
	18
	25
	

	TOTALS
	169*
	359**
	352***
	377***
	76


*Articles collected before contracting with Bacon’s.

**4th Quarter 2004 and all 2005 figures also include articles located with Google Alerts news search.

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

Topics represented in articles include green tourism, romantic getaways, historical and cultural tourism, agri-tourism, small business meetings, outdoor adventure, friend getaways (both female and male) and watchable wildlife.  

A sampling of notable television, magazine, newspaper and online coverage resulting from the SJIVB’s and/or members’ pro-active efforts includes the following:

1st Quarter Media Coverage Sampling
	Date/Issue
	Media Outlet
	Title/Subject
	Full Article
	Mention
	Photos
	Circulation

	January
	MSN
	Ten Quintessentially Northwest Things To Do in Seattle
	paragraph
	Ride a floatplane to the San Juan Islands
	
	

	January
	MSN
	52 Weekends
	x
	Outdoor adventure
	x
	

	Jan. 26
	ABC-TV Regis & Kelly
	Green Getaways
	
	Rosario Resort packages to help restore Moran State Park after storms, as represented by Richmond PR
	x
	

	Jan/Feb
	Me Magazine
	Romantic Escapes
	x
	San Juans in general
	x
	

	April (out in March)
	Sunset
	Friday Harbor 
	x
	Walkable town and activities
	x
	1,200,000


	March
	Real Simple: Travel
	Orcas Island
	paragraph
	Crow Valley Pottery, Inn on Orcas Island, Moran State Park
	
	1,765,000

	April (out in March) 
	Coastal Living
	Back to the Future
	x
	Roche Harbor
	x
	    643,000

	April (out in March)
	Coastal Living
	Hidden Gems
	
	San Juans in general
	
	643,000

	April (out in March)
	Coastal Living
	Hotspots
	
	San Juans in general
	
	643,000

	March
	Aviator’s Guide
	12 Thrilling Vacations
	x
	Friday Harbor House, as represented by Nyhus Communications in collaboration with the SJIVB
	x
	

	March
	Men’s Journal
	Buddy Trips Made Easy
	Paragraph
	Rosario Resort & Spa, as represented by Richmond PR
	
	   675,452


Editing & Fact Checks – We are frequently asked to edit articles prior to publication and to do fact checks on them.  Many inaccuracies have been corrected and many stewardship principles have come forth as a result. 

Press Releases – Three press releases were issued to the media this quarter.  Topics included the new Dean Runyan research study showing the $118.7 million revenue tourism benefit to the County in 2005, the Orbitz designation for being one of their “Seven Hotspots in 2007” and a listing of the year’s upcoming festivals and events.

Media Marketplace Pop-up Banner - This new eight-foot high display banner is an addition to the exhibit and display resources the SJIVB uses at consumer and trade shows.  It is designed for travel and quick set-up/haul-out, a requirement of media marketplaces.  It displays a collection of photographs and evokes questions about the niches represented:  visual arts, historic attractions, outdoor adventure and scenic island beauty.

Three-Island Brochure - This full color insert, to be used in media kits, at media marketplaces and for the travel trade, is a companion piece to the Friday Harbor piece funded by the Town of Friday Harbor lodging tax in 2006.  As opposed to a Visitors Guide which is a solid resource for the consumer’s trip planning, these specialized brochures focus on niches we have identified for promotion to the media and travel trade.  In other words, we “manage the message” to get the results we want.  There are three niches represented in the three-island brochure:  Arts & Agriculture, Romantic Discoveries and Outdoor Adventure & Watchable Wildlife.  

These are some key excerpts from the brochure, illustrating how we manage the message:  

“Spring and fall are especially enticing, when the weather and serenity combine for a memorable visit.”

“The San Juan Islands…where the arts, history and natural wonders intrigue and enrich.”

“....where outdoor adventure and marine stewardship intensify experiential learning.”

“This is one of the most biologically diverse places on the planet - and one of the most fragile.  All of us are encouraged to tread lightly and “Leave Only Footprints.”
Travel Trade – Tour Operators, Travel Agents, Concierges, etc.
Go West Summit – We attended this annual international and receptive tour operator marketplace in Portland for the first time, and met with 35 tour operators during one-on-one 15-minute appointments.  We met with an additional 9 during the “speed session” and in between appointments.  The international tour operators we met with were from the U.K., Germany, France, Mexico, Italy, China, Korea, Philippines, Panama, Thailand and El Salvador.  The receptive operators were mostly from the Los Angeles area; they work with international tour operators who aren’t as familiar with the U.S.  There were 17 other Washington regions and hotels represented at this marketplace.  International visitors stay longer, spend more money and want to experience “authentic” life in the U.S.   
Victoria Clipper ‘Two Nation Vacation’ Shows in California & Arizona – We partnered with Columbia Hospitality, which represents Friday Harbor House and Lakedale Resort, in order to send their sales representative, Adrienne Miller, to exhibit at five shows in California and Arizona geared to travel agents and meeting planners Feb. 26 - March 2.  Victoria Clipper coordinated these shows for approximately 41 suppliers (hotels, attractions, DMOS, etc.) from Washington, Oregon and Canada.  The following number of travel agents and meeting planners attended each show: Phoenix/Tempe – 87, Tucson – 46, Pasadena – 53, Orange County – 40, San Francisco – 72.  Adrienne took our tabletop display, made face-to-face contact with the attendees and distributed our visitor guides to them.  We also have a list of contacts for future marketing purposes.
Victoria Clipper ‘Two Nation Vacation’ Show in Seattle – The Best Western Friday Harbor Suites took our table top booth and visitor guides to this show on March 15.  Approximately 164 travel agents and meeting planners attended, and approximately 76 suppliers exhibited at this show from Washington, Oregon and Canada.

  
Travel & Wedding Shows
We exhibited at the following travel and wedding shows during the first quarter, which is prime time for such shows:
Seattle Wedding Show, January 6-7, 8,218 attendees, distributed approximately 375 visitor guides and 400 wedding guides.  (We did not hold a drawing.) 

Portland Wedding Show, January 13-14, 9,104 attendees, distributed approximately 700 visitor guides and 275 wedding guides, 779 entries for our getaway drawing, 317 signed up for our E-Newsletter. 

Seattle Travel Show, January 27-28, 5,838 attendees, distributed approximately 550 visitor guides, 444 entries for our getaway drawing, 152 signed up for our E-Newsletter. 
Spokane Travel & Adventure Show, February 3-4, Whidbey-Camano Tourism took approximately 200 of our visitor guides to this show, to help promote Washington’s Treasured Islands.

Vancouver B.C. Travel & Adventure Show, February 17-18, 21,500 attendees, distributed approximately 350 visitor guides, 508 entries for our getaway drawing, 204 signed up for our E-Newsletter.  This was the first time we exhibited at this show, as part of our 2010 Winter Olympics strategies. 

Seattle Bicycle Expo, March 10-11, 8,541 attendance, distributed approximately 350 visitors guides, 325 entries for getaway drawing, 127 signed up for our E-Newsletter.  We partnered with the Lopez Island Chamber of Commerce; we paid the fees, they brought our booth and visitor guides and staffed the booth.  This was the first time we exhibited at this show. 

Northwest Women’s Show, March 23-25, 23,700 attendees, distributed approximately 1,400 visitor guides, we did not have a getaway drawing.  We partnered with the Orcas Lodging Association; we paid part of the fees, they brought our booth and visitor guides and staffed the booth.  This was the first time we exhibited at this show.
Meetings & Retreats

We learned that a combination of our efforts and The Whales Museum’s efforts convinced NAME, Northwest Aquatic and Marine Educators, to bring their conference of 90-100 to San Juan Island in July 2008.  Robin from SJIVB and Marcy Kober from The Whale Museum, will serve on the planning committee.  We have been working on this group since July 2005.  

We also passed along a lead this quarter to one “qualified” member for a 24-member board retreat in August.  Unfortunately the group did not choose the San Juans this year.
Visitor Education/Relations

“Leave Only Footprints” – We continued to distribute our newly designed and updated “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, Friends of the San Juans, etc.  Our “Leave Only Footprints” message was also printed on the back cover of 175,000 copies of our 2007-08 Visitors Guide.  To date there are 18 county organizations which endorse the information and are listed on the brochure.

Community Relations

Local News Articles - We continued to work with local media regarding SJIVB activities and the positive local economic impacts of tourism.  During first quarter, 35 local articles, editorials, and letters-to-the-editor were published in which tourism and/or the SJIVB were presented positively.  Subjects included increased lodging tax revenue, the Dean Runyan study and the economic benefits of tourism to San Juan County, the Orbitz “Hotspot” designation, the importance of affordable ferry service to bring visitors and their dollars to the county and the importance of the bicycling niche to our revenue picture.

Support for County 4-H Program - We assisted in the “Know Your Government” project for the high school level 4-H youth as they explored the economic benefits and challenges of tourism in this county in preparation for a statewide conference.

Leadership San Juan Islands – As noted earlier, Carla MacDiarmid, our Visitor & Website Services Coordinator, is taking part in Leadership San Juan Islands Class of 2007.  Deborah, a graduate of last year’s class, was invited to be on the panel for their Economics Challenge Day on March 9.

Meetings with Various County Organizations – The SJIVB strives to communicate and work with as many local organizations as possible regarding tourism messages.  During the quarter we met with the following: the Agricultural Resources Committee’s new coordinator, The Whale Museum’s new director, San Juan Historical Museum’s new director, Skagit Community College/Elderhostel, Island Ambassadors, Lakedale Resort’s new General Manager, San Juan County Parks, and Emily Reed re: her updated cultural tourism maps.  We also attended the San Juan Chamber’s monthly Chamber (evening) and Chamber Forum (morning) meetings.
Government Relations

Olympia - We sent board and staff representatives to Olympia four times between late February and mid March regarding four topics.  On February 27, Mike Stolmeier joined the Anacortes Chamber of Commerce contingent to speak in favor of continuing the WSF Anacortes-Sidney run.  On March 1, Deborah and three SJIVB members (from Rosario Resort, San Juan Safaris and San Juan Transit) partnered with the Bellingham Mt. Baker CVB to meet with our legislators regarding the importance of tourism to our counties and our state, and urge them to vote for the Governor’s bill which would triple the Washington State tourism budget.  On March 7, SJIVB President Daren Holscher and Deborah enjoyed dinner with the Governor at the Governor’s Mansion along with 22 other CVBs from around the state in support of her tourism bill.  And on March 15 Deborah joined the San Juan County contingent which lobbied for the 2.5% raise in WSF fares rather than a 4% raise. 

County Council – Board and staff members met with the three new Councilmen in order to introduce the SJIVB to them and discuss interests and concerns regarding tourism.

Special Marketing Projects

State Scenic Byway Application – The SJIVB continued to lead the pre-application process to designate the San Juan Islands Washington State Ferries route, as well as Orcas and San Juan Island driving tours, as the State’s 28th Scenic Byway.  The routes were designated as an “interim” scenic byway in February by the Washington State Department of Transportation’s Secretary of Transportation so that we could apply for a National scenic byway grant.  We hired Liz Illg of Non-Profits Unlimited to apply for a $25,000 seed grant in order to hire assistance to continue the scenic byway process.  We will know the status of the grant this summer.  Deborah and Liz will be attending the National Scenic Byway Conference in mid May (it is scheduled for every other year), and Deborah will be attending the Washington State Scenic Byway Workshop in early May. 
Cultural Tourism – We held our third quarterly meeting with approximately 20 cultural organizations from all three islands on March 6.  Fifty-five local cultural organizations were invited.  We discussed the islands’ arts, heritage and agriculture/culinary tourism opportunities.  We reviewed our first project – the first issue (April) of the monthly/bi-monthly Cultural Calendar which will be e-mailed to all chambers, lodgings, museums, theaters, etc. in order to be distributed to visitors and residents in printed form.  We are contracting with artist David Halpern to design, research and coordinate the calendar.  Our next meeting is scheduled for June.
VISITOR SERVICES
SJIVB Visitor Services – Our Visitor Services Coordinators, Lou and Carla, received phone calls and e-mails in our office Monday through Friday, 8:30 a.m. to 4:30 p.m.  They each worked 20 hours per week; Carla in the mornings, Lou in the afternoons.  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.”  Lou and Carla also managed many special projects including updating our website with new members and events, fulfilling membership inquiries, collecting visitor statistics from the Chambers, collecting occupancy data from lodging members, updating listings for our wedding and visitor guides, etc.

Chambers of Commerce Visitor Services - We continue to partner with the Lopez, Orcas and San Juan 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 in 2007.  In all, the three Chambers will receive 15% or $52,500 of the 2007 $350,000 County destination marketing contract.  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.  (Attached) 
Visitor Services Roundtable Meetings – This group of SJIVB and Chamber reps meets quarterly, and had to postpone its first 2007 meeting to May 30.  (It last met on December 7.)  We meet to enhance communication and partnerships regarding visitor services, as well as to strategize regarding the 2010 Winter Olympics in Vancouver B.C. and other marketing and visitor services opportunities.  
MEASURING RESULTS
We measure our marketing efforts by comparing nine categories from year to year: 1) County hotel/motel tax receipts, 2) County hotel/motel tax receipts broken down by island, 3) Town of Friday Harbor hotel/motel tax receipts, 4) a comparison of hotel/motel tax receipts from nine regional counties, 5) website unique visits, 6) phone calls, 7) e-mail requests, 8) surveying callers and e-mailers on how they heard about the San Juan Islands, and 9) monthly lodging occupancy data.  Following are the statistics we collected during the quarter.
1. County “Special/Promotion” 2% Hotel/Motel Tax Receipts – The “special/promotion” tax distributed to the county through the first quarter was down -20%.  (November, December and January taxes are distributed to the county in January, February and March – always two months later.)  This is likely due to two factors: 1) the unusual winter weather we experienced in the islands and region, and 2) the SJIVB does not currently promote our winter season.  Interestingly, San Juan Island had positive growth during this period, Orcas had negative growth, and Lopez had positive and negative growth, per chart #2.  (These county figures do not include Town of Friday Harbor figures; see Friday Harbor figures below.)  The good news is that these months and figures are not an indicator for spring, summer and fall business.
	Probable Month of Business Activity/

Month of Distribution to SJC
	2003
	2004
	2005
	2006
	2007
	% change from 2006 to 2007

	Nov./Jan.
	$9,664
	$5,438
	$8,191
	$15,698
	$9,610
	-38.7%

	Dec./Feb.
	$13,595
	$23,715
	$24,986
	$24,869
	$22,438
	-9.7%

	Jan./March
	$4,235
	$8,240
	$5,265
	$6,112
	$5,223
	-14.5%

	Feb./April
	$8,559
	$7,591
	$9,035
	$7,085
	
	

	March/May
	$12,899
	$12,120
	$17,385
	$12,787
	
	

	April/June
	$11,078
	$15,523
	$13,003
	$16,730
	
	

	May/July
	$18,708
	$18,657
	$17,886
	$21,263
	
	

	June/August
	$44,538
	$55,162
	$41,215
	$43,714
	
	

	July/Sept.
	$48,308
	$54,633
	$43,855
	$68,724*
	
	

	August/Oct.
	$72,562
	$60,148
	$88,230
	$67,072
	
	

	Sept./Nov.
	$57,037
	$57,639
	$68,806
	$71,596
	
	

	Oct./Dec.
	$20,862
	$28,996
	$12,907
	$18,163
	
	

	YTD Totals
	$322,044
	$347,863
	$350,764
	$373,813
	$37,271 YTD
	-20% YTD


*July/Sept. 2006, at least 5 companies reported more than one liability period, according to County Treasurer’s Office
2. “Special” 2% Hotel/Motel Tax Receipts Collected by Island – Through the first quarter of distributions (November through January collections), although the county taxes were down overall by -20%, as noted above, San Juan Island had a positive growth of +11%, Orcas was down by -33%, and Lopez was up by +27%.  (The Town of Friday Harbor’s taxes are not included in San Juan Island’s numbers.)
	Probable month of business activity/

Distribution month
	2006 

San Juan*
	2007 San Juan*
	% 

Change
	2006 Orcas
	2007 Orcas
	% Change
	2006 Lopez
	2007 Lopez
	% Change

	Nov./Jan.
	$1,699
	$2,164
	+27%
	$13,109
	$6,656
	-49%
	$890
	$790
	-11%

	Dec./Feb.
	$6,463
	$6,933
	+7%
	$16,820
	$12,858
	-23%
	$1,587
	$2,647
	+66%

	Jan./March
	$1,169
	$1,306
	+11%
	$4,413
	$3,528
	-20%
	$529
	$389
	-26%

	
	
	
	
	
	
	
	
	
	

	YTD Totals
	$9,331
	$10,403
	+11%
	$34,342
	$23,042
	-33%
	$3,006
	$3,826
	+27%

	% by island
	19.99%
	27.91%
	+39%
	73.57
	61.82%
	-16%
	6.44%
	10.27%
	+59%


*San Juan Island figures do not include the Town of Friday Harbor
3. Town of Friday Harbor “Special/Promotion” 2% Hotel/Motel Tax Receipts – The Town’s “special/promotion” tax collected through February (“probable month of business activity”) was down by -0.86%.  December was down by -19% (most likely weather related), and February was up by +25%.
	Probable Month of Business Activity
	2003
	2004
	2005
	2006
	2007
	% Change 2006 to 2007

	November
	$2,873.24
	$2,572.33
	$4,688.27
	$3,131.86
	$3,170.50
	+1.2%

	December
	$2,781.63
	$2,820.13
	$4,397.90
	$5,358.63
	$4,324.54
	-19%

	January
	$1,124.86
	$4,387.62
	$2,966.20
	$2,712.09
	$2,754.98
	+1.5%

	February
	$778.76
	$2,596.00
	$3,977.43
	$3,228.28
	$4,055.58
	+25%

	March
	$3,161.73
	$3,189.42
	$5,545.52
	$5,532.50
	
	

	April
	$4,038.03
	$5,152.11
	$6,633.47
	$7,141.20
	
	

	May
	$6,637.61
	$10,136.12
	$9,220.07
	$9,575.26
	
	

	June
	$12,080.90
	$12,089.79
	$14,917.81
	$17,172.45
	
	

	July
	$14,573.84
	$18,258.17
	$20,320.08
	$19,314.90
	
	

	August
	$24,319.65
	$21,066.49
	$21,722.13
	$24,363.03
	
	

	September
	$13,259.75
	$16,178.75
	$17,872.23
	$20,110.86
	
	

	October
	$9,862.06
	$6,139.43
	$6,001.18
	$7,119.92
	
	

	YTD Totals
	$89,837.19
	$99,193.90
	$118,262.29
	$124,760.98
	$14,305.60
	-0.86%


4. Regional County Comparisons of Hotel/Motel Tax Receipts - Below is a select county comparison of January and February 2007 hotel/motel tax collections and growth, gathered from the Washington Department of Revenue’s website.  San Juan County’s hotel/motel tax, which includes Friday Harbor, was down by -13% during January and February “distributions,” which equates to November and December “probable months of business activity.”  Comparisons to January and February 2006 are quite varied: from 
-45% for King County to +49% in Skagit County.  As noted previously, the region experienced unusual winter weather.
	County + Cities/Towns Within County 
	2006 Jan.-Feb. 

Hotel/Motel Tax

Distributions (=Nov.-Dec. Collections)
	2007 Jan.-Feb. Hotel/Motel Tax Distributions (=Nov.-Dec. Collections)
	% Change

	Chelan County (+ Chelan, Leavenworth, Wenatchee)
	$175,629.99
	$233,007.09
	+32.67%

	Clallam County (+ Port Angeles, Sequim, Forks)
	$49,413.54
	$47,503.40
	-3.86%

	Grays Harbor County (+ Ocean Shores, Westport)
	$125,053.63
	$107,352.73
	-14.15%

	Island County (+ Coupeville, Langley, Oak Harbor)
	$33,762.45
	$39,418.71
	+16.75

	Jefferson County (+ Port Townsend)
	$37,011.32
	$35,865.27
	-3.096%

	King County (+ Seattle, Bellevue, Seatac, Tukwila, Redmond, Renton, etc)
	$785,971.12
	$431,867.89
	-45.05%

	Kitsap County (+ Bainbridge Island, Bremerton, Port Orchard, Poulsbo)
	$61,906.02
	$65,427.92
	+5.687

	San Juan County 
(+ Friday Harbor)
	$49,057.81
	$42,603.39
	-13.15%

	Skagit County (+ Anacortes, Burlington, LaConner, Mt.Vernon, Sedro Woolley)
	$51,249.55
	$76,683.77
	+49.628

	Whatcom County (+ Bellingham, Blaine, Ferndale)
	$86,516.23
	$97,755.12
	+12.99%


5. Website Unique Visits – Almost three years ago, on July 15, 2004, we created a new website, and implemented a new tracking system, which was optimized for search engine visibility.  Website unique visits increased dramatically through 2005 due to the new site, new tracking system and marketing efforts, and leveled off as of August 2005, when we began comparing “apples to apples.”  Unique visits continue to grow due to marketing efforts and our easier-to-remember URL: www.VisitSanJuans.com.  During the first quarter unique visits were up considerably: +77% in January, +54% in February, and +42% in March.  
	Month
	2003 (“travel” + “guide)
	2004 (“travel” + “guide”)
	2005
	2006
	2007
	% change from 2006 to 2006

	January
	801+
	12,645
	30,506
	41,377
	73,407
	+77%

	February
	3,892+
	13,842
	36,296
	45,365
	70,090
	+54%

	March
	13,997
	6,267
	48,290
	60,052
	85,522
	+42%

	April
	14,010
	10,067
	53,743
	56,003**
	
	

	May
	19,818
	9,471
	60,256
	67,990**
	
	

	June
	23,004
	10,220
	58,274
	59,668**
	
	

	July
	26,278
	23,951*
	66,509
	78,282
	
	

	August
	22,190
	59,286
	58,034
	75,423
	
	

	September
	14,656
	35,260
	39,487
	50,119
	
	

	October
	10,428
	29,122
	36,007
	52,241
	
	

	November
	7,895
	23,571
	26,695
	49,808
	
	

	December
	7,274
	21,878
	26,961
	70,544
	
	

	YTD Totals
	164,243
	255,580
	541,058
	706,872
	229,019 YTD
	+56% YTD


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

**Numbers have been corrected since our 2nd Quarter 2006 Report, due to incorrect numbers from our tracking provider.
6. Phone Calls – The number of phone calls received by the SJIVB through the first quarter was down by -16.9%.  Our statistics, like many other CVBs, are showing a trend that more and more potential visitors are using the internet to research and/or e-mail rather than phoning for visitor information.  
	Month
	2005
	2006
	2007
	% change from 2006 to 2007

	January
	178
	217
	138
	-36%

	February
	238
	229
	211
	-7.8%

	March
	340
	305
	275
	-9.8%

	April
	342
	290
	
	

	May
	417
	329
	
	

	June
	538
	455
	
	

	July
	556
	529
	
	

	August
	501
	486
	
	

	September
	284
	297
	
	

	October
	157
	151
	
	

	November
	103
	93
	
	

	December
	59*
	92
	
	

	YTD Totals
	3,713*
	3,473
	624 YTD
	-16.9%


* These are phone calls received through March 20, 2007, per our latest phone bill.
7. E-Mails – The number of e-mails received by the SJIVB was up by +6.8% through the first quarter.  As noted above, trends show that potential visitors are using the internet to research and/or e-mail rather than phoning for visitor information.
	Month
	2005
	2006
	2007
	% change from 2006 to 2007

	January
	88
	233
	276
	+18%

	February
	180
	262
	258
	-1.5%

	March
	174
	250
	262
	+4.8%

	April
	176
	205
	
	

	May
	184
	209
	
	

	June
	170
	184
	
	

	July
	165
	204
	
	

	August
	220
	155
	
	

	September
	106
	111
	
	

	October
	82
	122
	
	

	November
	77
	110
	
	

	December
	96
	77
	
	

	YTD Totals
	1,718
	2,122
	796 YTD
	+6.8% YTD


8. 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 and e-mail requests for information we receive in response to advertisements and articles placed in both newspapers and magazines.  During the first quarter, magazine ads (2036*), family & friends (264), and web searches (276) drove the most inquiries to us.  Also, a majority of our phone calls and e-mails are coming from Washington, Oregon and California.  This data is attached following this report as it is difficult to chart here.  (*We’ve hired a bulk mailing company, Peninsula Mailing in Sequim, to keep up with the requests for our visitor guides due to our magazine ads’ reader response programs in Sunset, Budget Travel, AAA Journey, etc.)
9. 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 them.  We do not currently have the staffing resources to track down this information.  Attached 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, due to the property’s size and low participation overall.  The data reveals that countywide occupancy was approximately 14% in January, 17% in February, and 21% in March.  All three months were down from last year.  This data is attached following this report since it is difficult to chart here.
CONCLUSION
November through January “business activity” was down -20%, however, these months are not indicators for the year due to two facts: 1) the region’s November through January weather was quite unusual with snow storms, wind storms and loss of power (many potential visitors were probably staying close to home during these months, or skiing), and 2) the SJIVB’s advertising program essentially begins around April 1, focusing on April through mid June shoulder-season visitation.  (We have a limited budget, so we choose to utilize it when we can make the most of it – when the weather begins cooperating and most island businesses are “open for business” – from wildlife watching and outdoor recreation to restaurants, shops and museums.  However, as noted in our advertising chart on page 3, we were able to get a jump on the season with limited advertising during February and March in Sunset, AAA Journey and Budget Travel thanks to our partnership as Washington’s Treasured Islands.)  

We have confidence that 2007 will be successful due in part to our marketing and media relations programs, the state’s spring advertising campaign, and our members’ marketing efforts.
The SJIVB thanks the County and Town of Friday Harbor for their investment in destination marketing, and looks forward to the continued, positive impact our unified destination marketing programs will bring to our islands’ economy.  
For further information please contact Daren Holscher, SJIVB President, 468-3700 or thebaycafe@aol.com, or Deborah Hopkins, Executive Director, 378-3277 x5 or deborah@visitsanjuans.com.  Previous quarterly and annual reports can be found on our website at www.visitsanjuans.com in the “membership” section.
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