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2008 Annual Report
The Staff and Board of Directors of the San Juan Islands Visitors Bureau are proud to present our 2008 Annual Report.  March 26, 2008 marked our five-year anniversary as a staffed, non-profit organization and the County and Town of Friday Harbor’s contracted destination marketing organization (DMO).  We hope to continue as your official DMO for many years to come, as we all work together to balance economic development with a stewardship-minded, sustainable tourism industry.
Tourism is a key segment of San Juan County’s economy.  To put this in perspective, the 4% hotel/motel tax collected in 2008 ($818,000+) represented over $20,000,000 in lodging sales.  2008 County hotel/motel tax collections increased by +2.9% over 2007.  Town of Friday Harbor hotel/motel tax collections decreased by           -2.26%.  The Washington Department of Revenue report showed that the County, including Friday Harbor, was up +1% overall in 2008.  Comparable counties were up as follows: Skagit 1.47%, Jefferson 2%, Clallam 2.6%, Kitsap 5.18% and Island 5.77%.  It should be noted that Rosario closed its doors on October 20, missing out on holiday business in November and December (although everyone’s business suffered due to the snow storms).  Overall, growth of any kind in 2008 was deemed a success in light of soaring gas prices last spring and summer, colder than usual weather (June was coined “June-uary”), and a major economic recession beginning last fall.  Trend analysis reports tell us that “flat” may be the new “up” in the near future.
On a positive note, 2008 travel surveys showed that people were vacationing closer to home (our spring ad campaign’s tagline was “Real Islands, Real Close), we had some excellent national press coverage during 2008, and we expected more international visitors due to the exchange rate and direct flights into SeaTac.  Even in a slow economy, people feel it’s their hard-earned, God-given right to take a vacation, even though they may need to take shorter, value-based getaways.
Below is a summary of the marketing and visitor services strategies implemented during 2008 in order to bring “new” visitor dollars to our Islands’ in order to positively impact our economy.
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 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 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 Highlights
Our total membership at the end of 2008 was 349 businesses from all three islands, a net increase of 27 over 2007.  Lodging members received free memberships while non-lodging members paid $100.  We purposely keep dues low so that businesses will join both the SJIVB and their local Chamber of Commerce.
Board of Directors Highlights
Our 2008 12-member Board met on a monthly basis (in general), rotating from island to island.  They were:
· President & Lopez Island Chamber Rep: Daren Holscher, The Bay Café (3rd year as president)
· Vice President & At-Large: Susan Fletcher, Turtleback Farm Inn, 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, Earthbox Motel & Spa/Bird Rock Hotel
· County LTAC Rep and At-Large: Jim Nelson, Bayside Cottages, Orcas Island
· At-Large: Bill Diller, Lopez Islander Bay Resort & Marina, Lopez Island

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

· At-Large: Barbara Courtney, Orcas Center, Orcas Island
· At-Large: Anna Maria de Freitas, Harrison House & Tucker House B&Bs, San Juan Island
· Ex-Officio SJC Economic Development Council Rep: Ralph Hahn, San Juan Island 

Staff Highlights
Staff included the following:
· Deborah Hopkins, Executive/Marketing Director (full-time)

· Robin Jacobson, Public Relations Manager (full-time)
· Tanya Marracci, Marketing Coordinator (full-time).  We upgraded this position from a half-time to full-time position with the increase in our 2008 budget.  She assists with marketing projects half time, and answers the visitor information line and updates our website half time.
· Bettye Hendrickson, Visitor & Membership Services Coordinator (half-time)
· Jane McAdams, Bookkeeper (contracted for an average of 3 hours per week)

Operating Budget Highlights
Our 2008 operating income included $316,050 or 85% of the County “special” hotel/motel tax ($55,773 or 15% of the total $371,823 was passed directly to the three Chambers of Commerce for visitor services), plus $68,080 from the Town of Friday Harbor “special” hotel/motel tax (which directly covers hard costs of co-op advertising and media relations).  We billed the County on a monthly basis (County Councilmen receive copies), and the Town on a project basis.  We keep membership dues in a reserve account which we utilize as working capital.  Our County budget increased by 6.2% over 2007, and our Town budget decreased by -4.5%, due to more competition for funding.

DESTINATION MARKETING HIGHLIGHTS
We implemented the following marketing strategies to create awareness of the San Juan Islands brand primarily in the regional market – targeting Seattle/Puget Sound and Portland, Oregon.

Website/Internet Marketing Highlights

Web Visits - Unique web visits were up 6.2% in 2008.  Our URL, www.VisitSanJuans.com, was consistently in our top 4 referrers, with Google, Live Search, Yahoo and MSN, meaning that people specifically typed it in after seeing it in an ad, article, etc.  See chart #5 later in this report for more detailed information.  (Also, we began designing a new website in the spring of 2008, which was just launched in January 2009.)
Webervations – We continued 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.  Forty-five lodging members are currently participating.  We will look into other service providers in 2009.
Publications Highlights
2008 Official Visitors Guide – We published 170,000 copies of this 36-page guide, ready for distribution on January 1 for the first time.  The back cover was dedicated to our “Leave Only Footprints” visitor education/community relations message – space which is typically sold as premium advertising space by other destinations.  At Home Publishing and Alton Media, both located on San Juan Island, designed and published our guide.  Our guides were used as fulfillment for visitor information requests, were handed out at travel and wedding shows, and were distributed by Certified Folder Display in brochure racks at approximately 755 sites (visitor centers, attractions, hotels, etc.) along the I-5 corridor from Tacoma to Bellingham, at Seattle Cruise Terminals, SeaTac, as well as on the Washington State Ferries and B.C. Ferries (Vancouver to Victoria) routes.
Wedding Planning Guide – We updated the look and printed 900 copies for distribution at the Seattle and Portland Wedding Shows in January, as well as for requests to our office.  We distributed 88 guides to brides who called or emailed for information throughout the year.  This information was also available on our website.  Destination weddings, honeymoons and anniversaries are big business for the Islands -- one bride and groom can potentially bring 300+ guests here when they get married at a resort, park, beach, etc.
Meeting Planning Guide/Grid – A basic meeting planning guide is available on our website, with grids regarding room dimensions, square footage, catering, etc. representing members with meeting space on everything from charter boats to B&Bs to resorts, with space for 10-300 people.
E-Newsletter Highlights

This monthly marketing tool, designed to drive more visitors to our website, was in its third year.  Nine 
E-newsletters were distributed this year.  At the end of 2008 there were over 6,225 opt-in subscribers.  Subscriber opt-ins included people visiting our website, our exhibit booth at travel and wedding shows, and media.  Topics covered included Friday Harbor being named to the National Trust for Historic Preservation’s 2008 list of America’s Dozen Distinctive Destinations, Savor the San Juans – A Medley of Food, Art & Culture fall promotion, San Juan Islands Scenic Byway, Travel + Leisure Names San Juan Islands in Top 5 Islands of the Continental U.S. and Canada, Eastsound Named #1 on List of “Top 10 Dream Towns” by Sunset magazine, events at the three community theaters, spring getaways, cultural events and more. 

Advertising Highlights
We placed spring and fall advertising campaigns, funded by the Town of Friday Harbor, as well as general advertising to “piggyback” on the popularity of regional visitor guides.  Our print and online ads, created by Tif & Gif Creative in Friday Harbor, listed Lopez Island, Orcas Island, San Juan Island and Friday Harbor.
Spring Advertising Campaign – Our “Real Islands, Real Close” campaign took place primarily during April and May, targeting GenXers and Baby Boomers in the Seattle/Puget Sound and Portland markets.  The campaign was a mix of magazine, newspaper, radio and online advertising.  We also ran co-op ads as “Washington’s Treasured Islands” with Anacortes/Fidalgo Island and Whidbey/Camano Islands, cutting our cost by two-thirds.  Many of these ads were co-op ad opportunities with Washington Tourism.  We advertised in the following magazines: Audubon, Budget Travel, Coastal Living, Northwest, Northwest Travel, Oregon Coast Travel, Outside, Portland Monthly, Seattle Woman, Smithsonian and Sunset.  We advertised in the following print and online publications: Northwest Prime Time, Oregonian, OregonLive.com, Seattle Gay News, Seattle Times & P.I. (and their new publication TRIP), Seattle Weekly, Snohomish Tribune, The Stranger (Seattle) and Willamette Week (Portland).  We advertised on the following Seattle radio stations: KPLU-NPR, KUOW-NPR and KZOK Bob Rivers’ Show.  We sent out over 6,403 visitors guides in response to requests for more information from 9 trackable print ads and 2 online ads.  (For more detailed information please refer to our Spring Advertising Report emailed in late June.)
Fall Advertising Campaign – In coordination with our Cultural Tourism Committee, our fall campaign was focused on “Savor the San Juans – A Medley of Food, Art and Culture.”  Many restaurants on all three islands offered three-course dinners for $30, lodgings offered specials, and members offered cooking classes, foodie workshops,  wine/harvest dinners and more, to correspond with fall cultural activities such as farmers’ markets, Artstock on San Juan Island, Oktoberfests, etc.  We used the URL www.SavorTheSanJuans.com in order to track the campaign, which received over 3,400 visits during September and October according to Google Analytics.  Sunset magazine held our only trackable ad due to their reader response program, which produced over 781 requests for further information.  Ads were placed in the following media: Magazines – City Arts, Seattle, Seattle Metropolitan, Sunset; Newspapers – Seattle Gay News, Seattle Times and P.I., Seattle Weekly, Snohomish Tribune, The Stranger, Willamette Week (Portland); Radio – KPLU-NPR, KUOW/KXOT-NPR and KEXP-NPR.  (For more detailed information please refer to our Fall Advertising Report emailed in December.)
Regional Visitor Guide Advertising – We placed ads in several regional “portal” visitor guides with high distributions: the Washington Visitors Guide (440,000) (and website), Seattle Visitors Guide (350,000) (and website), Seattle’s Favorite Attractions Guide (714,000), Vancouver B.C. Visitors Guide (450,000), Victoria B.C. Visitors Guide (250,000) (and website) and Skagit County Visitors Guide (on the Tulip Festival page, 100,000 distributed).  We also placed full-page advertorials in two very important wedding directories in the Seattle and Portland markets: B&E Wedding Resource Guide (7,500) and Bravo Wedding Guide (11,000).  In addition, we placed an ad, in partnership with Washington’s Treasured Islands, in the Discover America/USA Travel Guide with a 1,250,000 distribution in 18 countries in six languages, and on Go-Washington.com, which produced 756 leads for visitor information during 2008.  We also advertised on the Tulip Festival’s website, in a prime position, for the fourth year, which runs year round.  In 2008 our ad was viewed 195,960 times, with 707 click throughs.
Travel Trade Highlights – International & Receptive Tour Operators, Concierges, etc.
The international market is becoming more important to the San Juans due to two factors: 1) the exchange rate, and 2) several new, direct flights to SeaTac from London, Paris, Frankfurt, Mexico City and Beijing.  We are also looking at the Canadian market again, particularly from Victoria and Vancouver, due to the exchange rate.

Go West Summit – We attended this annual international and receptive tour operator marketplace for the second year in a row and met with 23 tour operators during one-on-one, 15-minute appointments.  We met with an additional 6 during the “speed session” and in between appointments.  There were 12 other Washington regions and hotels represented.  International visitors stay longer, spend more money and want to experience “authentic” life in the U.S.

Victoria Clipper’s “Two Nation Vacation” Travel Shows in California, Arizona, Texas & Washington – We partnered with Rosario, Kenmore Air and Best Western Friday Harbor Suites to send Rosario’s Director of Sales to exhibit for us at five shows targeted to travel agents and meeting planners Feb. 25-29 in target feeder markets.  Over 35 hotels, attractions and convention & visitors bureaus from the Northwest exhibited at these shows in Dallas, Phoenix, San Diego, Los Angeles and San Francisco coordinated by Victoria Clipper.  We also partnered with the Best Western Friday Harbor Suites to exhibit at the local show in Seattle March 13.

Seattle Hotel Concierge Association Fam Tour – We partnered with the Orcas Lodging Association and the Orcas Hotel to host 9 concierges from 8 top Seattle hotels on Orcas Island March 9 & 10.  The concierges were given our visitors guides, directing them to the Orcas Island driving tour, and they enjoyed a group dinner at the Orcas Hotel with Orcas Lodging Association hosts.

French Tour Operator Fam Tour – We partnered with Washington Tourism, Seattle CVB and Port of Seattle to host 7 top tour operators from France April 4 on San Juan Island for the day.  These tour operators were very enthusiastic about the Islands and may add them to their Washington itineraries for couples, families and groups. 

Seattle Hotel Conciege Association Trade Show – We exhibited at this trade show for the first time on April 28, to target Seattle concierges who refer Seattle visitors to additional destinations on day or overnight trips.  Forty-two other exhibitors participated, mostly from Seattle, as well as CVBs from Leavenworth, North Olympic Peninsula, Yakima, Tacoma and Bainbridge Island.

Pow Wow Marketplace – We partnered with Washington Tourism to attend this international travel trade show in Las Vegas June 2-4.  Others CVBs attending were Bellingham, Mt. Rainier, Spokane and Yakima.  The State garnered 45, 20-minute, one-on-one appointments, which we shared as appropriate.  The Seattle CVB, Victoria Clipper and Grayline Tours also had booths, and all three are important, extra marketing arms for the Islands.    

Travel & Wedding Consumer Trade Show Highlights

We exhibited at the following targeted consumer trade shows during 2008.  The travel shows are a way to talk 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.

· Seattle Wedding Show, January

· Seattle Travel Show, January

· Portland Wedding Show, January

· Vancouver B.C. Travel & Adventure Show, February

· Whidbey Island Marathon, March, Island Athletic Events exhibited with our booth and guides

· Northwest Dive Show, May, Nak Nek Charters exhibited with our booth and visitor guides

· Seattle Adventure Show, September, San Juan Outfitters exhibited with our booth and guides

· Victoria B.C. Marathon, October, Island Athletic Events exhibited with our booth and guides

Meetings & Retreats Highlights

Washington Scenic Byways Spring Workshop – We coordinated and hosted one of the two State Scenic Byways Workshops on San Juan and Orcas Islands April 30-May 2.  Both full days included tours of each Island’s scenic byway, as well as sit-down workshop sessions at the San Juan Island Yacht Club, Outlook Inn and Doe Bay Resort.  The Whale Museum hosted the opening reception.  Of the 40 attendees, about half were from the Islands and half were from around the state.  Councilmen Rich Peterson and Howie Rosenfeld attended the opening reception, and Rich attended the workshop on San Juan Island.  Several attendees extended their overnight stays in the Islands by coming early or staying afterwards.

Northwest Aquatic & Marine Educators Association (NAME) Annual Conference – This conference brought approximately 100 educators from Alaska, British Columbia, Washington and Oregon to Friday Harbor July 9-12, with additional participation by local educators as attendees and presenters.  We were represented on the 2007-08 steering committee and worked closely with the San Juan Island School District (regarding an inexpensive conference location) and co-sponsor The Whale Museum.  Again, many attendees extended their overnight stays in the Islands by coming early or staying afterwards.

Environmental Education Association of Washington – We participated in this annual conference, held in Wenatchee, in three ways: as a presenter on sustainable tourism, an exhibitor (also representing the WSU/San Juan County Beachwatchers program) and as a participant.  We believe this is the first time that a destination marketing organization has been invited to present at this conference.  Our presentation was called “Take Your Ethics on the Road: Living Green through Adventure and Guidebooks.”

Other Groups – We assisted San Juan Initiative with resource ideas to host 33 attendees of an eco-system based management conference on San Juan Island in early October, as well as provided welcome packets for Island Rec which hosted a dozen attendees from the Washington Recreation & Parks Association on a San Juan Island “familiarization” tour in early October.  The latter group could potentially bring several groups back to the Islands for recreational activities.
Special Marketing Projects Highlights

State Scenic Byway Application – We collaborated with the State Scenic Byway Coordinator to make a presentation to the Transportation Commission on February 20 as one of the last steps in the application process.  Senator Harriet Spanel then assisted us in placing language in the supplemental Transportation Budget to establish the San Juan Islands Scenic Byway designation for one year.  (The Department of Transportation will introduce an agency bill during the 2009 session to make the designation permanent.)  We received our first National Scenic Byways “Seed Grant” ($25,000) in March, which enabled us to hire a part-time Scenic Byway Coordinator, Liz Illg, as well as complete some marketing projects.  She assisted with the spring State Scenic Byway Workshop and with drafting the scenic byway information on our website.  We also produced three videos for our website, promoting the three segments of our byway – the ferry route, San Juan Island driving route and Orcas Island route, working with local member business SanJuanIslandsTV.com.  

Cultural Tourism – We coordinated quarterly Cultural Tourism meetings to discuss the Islands’ arts, history and agriculture/culinary tourism opportunities.  Our major project for 2008 was coordinating a fall promotion during the month of October titled: “Savor the San Juans – A Medley of Food, Art & Culture” on all three islands.  Many island restaurants offered three-course dinners for $30, tied in with events such as Artstock, art gallery exhibits, wine harvests, farmers’ markets, cooking classes, foodie workshops, theatre performances, etc.  Our fall advertising campaign promoted this October “event,” which was highlighted on our website.  We also helped promote the 2nd Annual Artstock on San Juan Island, as much as possible, via our “Savor” campaign.
Girlfriends Getaways – This is a popular tourism niche, and the Islands provide many perfect activities for women, from spas and shopping to outdoor recreation “women on the water” kayak tours.  We created a page on our website dedicated to ideas for Girlfriend Getaways.

Media Relations Highlights
We worked to raise awareness of the San Juan Islands as a desirable leisure destination through editorial coverage in key markets.  An article about a destination is said to be four times more believable than an advertisement, however, we can’t guarantee media coverage.  Our success is evidenced below, showcased by the quantity and quality of editorial coverage received.  Highlights include the following:

Sunset – A significant honor came with the cover story of Sunset magazine’s March issue entitled “7 (Hidden) Wonders of the West.”  We worked with the writer on this feature article and had pitched the story of the conservation of Turtleback Mountain and the tremendous and collaborative community effort which raised the funds to make the purchase.  The pitch made the cut and the effort to save Turtleback Mountain won a 2008 Environmental Award from Sunset. (260,000 circulation; 1,000,000 readers)  

Coastal Living – Also in March, the Islands were featured in a major article titled “Savoring the San Juans.”  The focus was on the arts of the Islands.  (Circulation 638,097)

New York Times – A front page Travel Section story on Sunday, June 1, with a circulation of 2,538,222, featured an article in which the San Juan Islands were #14 on their list of “The 31 Places to Go This Summer.”  The article spanned several pages and featured a large color photo of children on a ferry cruising between Orcas and San Juan Islands.

Conde Nast Traveler and Travel + Leisure – Once again, the Islands placed on their “Best in the World” lists:  Top 10 Islands of North America and Top 5 Islands of Continental U.S. and Canada, respectively.

Media Coverage - At least 558 articles promoting visiting the Islands were published during 2008.  Due to several challenges in tracking methodology and availability, we know this to be an under-reported amount.  Articles were tracked using Cision Monitoring Service and Google Alerts.  It typically takes up to three months to receive all articles for any given month.  Highlights in addition to those above included:  USA Today, New York Times, Wall Street Journal, Every Day with Rachael Ray, Country, Washington Post, San Francisco Chronicle, Los Angeles Times, Los Angeles Magazine, National Geographic Traveler, National Geographic Adventure, Family Circle and Seattle Times.  Other significant coverage occurred on CBS (Good Morning America’s “Weekend Window”) and CNN.  When interviewed by the Washington Post about “bad press” for tourism surrounding the random border checks on domestic ferry runs, we were able to “turn” the story instead to a positive clarification of the passport issue.  This story was picked up by the Associated Press and published nationwide, including in the San Francisco Chronicle.

Topics represented in articles included weddings/honeymoons/romantic getaways, cultural tourism, agri-tourism, green destinations for business meetings, outdoor adventure, family vacations, girlfriend getaways and watchable wildlife.  Another highlight of coverage was the ongoing publication of the press release written by the SJIVB and distributed by the Associated Press about Friday Harbor’s naming by the National Trust for Historic Preservation to its 2008 list of “Dozen Distinctive Destinations.”  This press release resulted in direct linkage from MSN.com to the Town’s Historic Friday Harbor website.  Not only did MSN pick up this press release, but so did several dozens of newspapers across the country. 

Media Leads - In partnership with Washington State Tourism and our own media contacts, we responded to and sent out 56 leads to members from writers and editors.

Press Trips - We coordinated 23 press trips for 35 writers, editors and photographers resulting in published articles across the country and around the world.  Our partnerships with the Port of Seattle, the Seattle Convention and Visitors Bureau and Washington State Tourism continue to be a productive driver of this effort.
National and International Broadcast Productions – The Visitors Bureau is also a regional film liaison agency, working with the Washington State Film Office and the film industry.  We worked on five film productions during 2008.  The local economy benefited from lodging, transportation and dining needs of the crews, which totaled 33 people.

Food Network - The most significant television production was with the Food Network for their popular weekly show entitled “Rachael’s Vacation.”  The San Juan Islands will be featured in our own half-hour episode in the spring of 2009.  Highlights included Roche Harbor (dining), Friday Harbor (dining and strolling about town) and Eastsound (farmers’ market and dining).  This is a culmination of a two-year effort by the Visitors Bureau to bring this production to the Islands.

Locations Expo and Filmmakers Follow-Up Visit - Participation in this international media marketplace, the largest in the country held in Santa Monica in April, was made possible by our Town of Friday Harbor lodging tax grant.  We partnered with the Washington State Film Office, Seattle Film Office, Grays Harbor Film Commission & Tourism Office and the Spokane Tourism Office.  We had contact with over 70 filmmakers and were also represented by our resource materials and panoramic photos in the exhibit booth. A follow-up “familiarization” trip resulted from this experience, bringing a group of 14 hand-chosen filmmakers to Seattle and to the San Juans for location scouting.  Highlights of the trip were the Kenmore Air seaplane rides and breakfast in Friday Harbor at The Place.

Washington State Tourism B-Roll Project – This high definition filming of scenes and experiences throughout the San Juans was funded by Washington State Tourism and will be made available to the SJIVB and its members for fulfilling television network requests for “background film” to tell our story on the news, morning shows, etc.  The Islands were filmed from the air and the shorelines, plus filming took place at Mt. Constitution, Eastsound, beaches, Friday Harbor, kayaking from San Juan County Park, SJI National Historical Park, etc.
New Media Kit Folders – These new folders were custom-designed and produced locally, featuring beautiful photo-collage images of the Islands and cultural activities. 

Radio Show Interviews – We were interviewed on radio news and travel shows which aired in Illinois, Seattle and Wenatchee.  The topics were shoulder season getaways and cultural activities in the Islands.
Nordstrom Fall Catalog Shoot – This location shoot is their most significant of the year and traditionally takes them to a different exotic destination around the globe.  San Juan Island National Historical Park was chosen this year for the multiple-day, large-crew shoot.  Direct economic benefits were appreciated by local caterers, lodging, restaurants, etc.

Born Shoes Fall Catalog Shoot – Location scouting for this Fall 2009 catalog began in December, with production commencing on San Juan Island in early 2009.  Approximately fifteen people were involved with stays of three to eight nights, using a combination of lodging, catering, dining, etc.

North American Travel Journalist Association Conference – We attended this conference and media marketplace in Oklahoma City in June, courtesy of the grant provided by the Friday Harbor lodging tax fund.  We had direct contact with over 36 journalists.  We are working on future press trips for some of the journalists interested in cultural tourism and our new scenic byway.

Public Relations Society of America/Travel and Tourism Section Media Panel – We attended this seminar at The Seattle Times with key editors and writers including two from AAA’s Western Journey magazine and the Seattle Times.

	# of Articles Clipped
	2003
	2004
	2005
	2006***
	2007***
	2008***

	January
	4*
	8
	21
	23
	25
	28

	February
	0*
	42
	36
	39
	23
	42

	March
	3* 
	37
	27
	44
	28
	68

	April
	4*
	25
	29
	41
	32
	56

	May
	13*
	32
	49
	54
	40
	66

	June
	21
	67
	26
	21
	36
	45

	July
	20
	32
	51
	41
	29
	70

	August
	21
	19
	52
	25
	30
	49

	September
	47
	10
	18***
	29
	33
	65

	October
	13
	40
	15***
	20
	40
	32

	November
	12
	28
	10***
	15
	25
	22

	December
	11
	19
	18***
	25
	31
	32

	TOTALS
	169
	359
	352***
	377***
	372***
	575***


*Articles collected before contracting with a clipping service.

**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.
Visitor Education Highlights
 “Leave Only Footprints” – We continued to distribute our “Leave Only Footprints” brochures around the county in major outlets including the three Chambers of Commerce Visitor Centers, County Courthouse, Town Hall, Port of Friday Harbor, lodging establishments, etc.  Our “Leave Only Footprints” message was also printed on the back cover of 170,000 copies of our 2008 Visitors Guide as noted earlier.  To date there are 21 county organizations which endorse the information and are listed.
“Caring for Our Natural Resources” – This free publication was made available as an insert in the local newspapers, distributed at the County Fair, at the Environmental Education Association of Washington annual conference, and through local organizations.  The SJIVB collaborated with the San Juan Nature Institute and the San Juan County Marine Resources Committee to write and distribute it.
Community Relations Highlights
Participation in Local Community Organizations & Events – Tourism impacts many organizations’ missions throughout the Islands, so we’ve become more involved with organizations such as the San Juan County Stewardship Network, the Conservation Brown Bag Lunch Series, the Town of Friday Harbor Centennial Committee and Transportation Summit Committee, and we gave presentations to Leadership San Juan Islands, the Agricultural Resources Committee and the Marine Resources Committee.  As a marine educator, our PR Manager was active in the new professional organization, the Salish Sea Association of Marine Naturalists, a trans-boundary program of The Whale Museum.  The Scenic Byway Committee participated in the Canoe Journey ceremonies on San Juan Island by providing and grilling hamburgers and hotdogs for this prestigious group.  
Local News Articles – Local print and online newspapers included 322 positive articles and mentions about tourism, the Chambers of Commerce and the Visitors Bureau during 2008.  Topics included the Scenic Byway designation, the National Trust for Historic Preservation’s designation of Friday Harbor as one of its 2008 “Dozen Distinctive Destinations” and activities of the Visitors Bureau.

National Tourism Week – “Support Something You Treasure” was the theme of press releases and large local ads placed during May for National Tourism Week.  Copy included “Visitors and Residents Alike Treasure the San Juan Islands” and listed history, arts and culture; farms, food and wine; and outdoor adventure.  This campaign was carried out in collaboration with the three islands Chambers of Commerce.
County Fair - We exhibited at the County Fair to educate islanders about the economic impact of tourism and how we promote sustainable tourism via “Leave Only Footprints as well as promote “Bring your meetings to the Islands.”  We also participated in the panel discussion regarding saving historic barns.  

Government Relations Highlights
Olympia - On March 6, we invited Councilman Bob Myhr to enjoy dinner with the Governor at the Governor’s Mansion along with 18 other members of the Washington Association of Convention and Visitors Bureaus (and their guests), Tourism Commission members and CTED staff.   This was the Governor’s second annual dinner in support of Washington’s tourism industry.
VISITOR SERVICES HIGHLIGHTS
SJIVB Visitor Services – Our Visitor Services Coordinators received phone calls and e-mails in our office Monday through Friday, 8:30 a.m. to 5:00 p.m.  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.”  The coordinators also managed many projects including updating our website with new members and events, fulfilling visitor requests and membership inquiries, collecting visitor statistics from the Chambers, etc.  They sent out over 34,000 visitors guides via regular and bulk mail.
Chambers of Commerce Visitor Services - We continued to partner with the three Chambers of Commerce which were able to provide enhanced visitor services, in particular “walk-in” visitor services, thanks to 15% of the “special” 2% lodging tax.  Each Chamber received $4,647 each quarter, each receiving a total of $18,591 in 2008, for a total of $55,773 out of the $371,823 “special” 2% fund.  Each Chamber submits monthly and semi-annual reports to the SJIVB, which the SJIVB submits with its semi-annual reports, regarding visitor services programs and tracking statistics including walk-ins, call-ins, e-mails, etc.

Visitor Services Roundtable Meetings – The SJIVB and Chamber staffs meet three to four times each year to enhance communication and partnerships regarding visitor services, to strategize regarding marketing and visitor services opportunities, as well as 2010 Olympics opportunities.
RESEARCH / RESULTS HIGHLIGHTS
Spring Visitor Survey Highlights – We partnered with our lodging members who conducted 146 surveys during April and May.  Although these results are not scientifically accurate, here are the highlights: 

· Origins: 52% came from Washington, 14% from California, 10% from Oregon, 7% from Colorado and 5% from B.C.

· Activities: 78% dined in restaurants, 61% shopped, 59% hiked, 50% visited a National, State or County park, 42% visited a gallery, 42% went beachcombing, 26% went shore-based whale watching, 21% went to a farmers’ market or farm, 19% visited a museum, 18% went whale watching by commercial boat, 16% went sea kayaking, 16% went bicycling, 14% visited a winery, and 3% went to a theatre performance
· Demographics: Average age of person making travel plans was 44; 63% were female, 38% male; there were 2.4 people per travel party; average stay was 2.8 nights
· Island(s) visited: 58% visited Orcas, 56% visited San Juan, 11% visited Lopez, 9% visited Shaw (some of these visited 2+ islands)

· Transportation: 93% came by WSF, 3% came by Kenmore Air, 4% came by Victoria Clipper, San Juan Airlines or charter boat
· Meeting Expectations: 46% said their visit “met their expectations,” 54% said their visit “exceeded expectations,” 0% said their visit “did not meet expectations”
Fall Visitor Survey Highlights – We partnered with our lodging members again who conducted 145 surveys during October’s “Savor the San Juans.”  Here are the unscientific highlights:

· 22% saw a “Savor the San Juans” advertisement/promotion

· 10% saw a “Savor” article in a magazine or newspaper

· Came from: WA (57%), OR (8.5%), CA (8.5%), BC (3%), TX (3%)

· Came for special occasion (16%), “Savor”/quiet season (16%) or getaway/vacation (27%)

· 15% visited Lopez, 40% Orcas, 69% San Juan

· Average night stay: 2.44; 94% came by WSF, 3% by Kenmore

· Average # in party:  2.23; Trip planned by 35% male, 65% female

· Average age: 48.5 years

· Visit met expectations: 48%; exceeded expectations: 44%; did not meet expectations: 2%

· Activities - dining: 80%, hiking: 52%, shopping: 51%, park(s): 40%, beachcombing: 38%, art galleries:  37%, winery/wine tasting: 20%, whale watch from land: 20%, Whale Museum/museum: 14%, farmers’ market: 13%, bicycling: 13%, farm: 12% (alpaca/lavender), whale watching by boat: 9%, horseback riding: 8%, sea kayaking: 7%, theatre: 5%

Measuring Results – During 2008 we measured our marketing efforts in eight categories: 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 six “like” regional counties, 5) website unique visits, 6) phone calls, 7) e-mail requests, and 8) surveying callers and e-mailers on how they heard about the San Juan Islands.  Following are the statistics we collected.
1. County “Special/Promotion” 2% Hotel/Motel Tax Receipts – The “special/promotion” hotel/motel tax collected in the county increased by +2.9% over 2007.  It should be noted that Rosario closed its doors on October 20.  It’s also important to note that lodgings can report monthly, quarterly or annually, and may not follow the same pattern year to year, and/or may report late every now and then.
	Probable Month of Business Activity/

Month of Distribution to SJC
	2003
	2004
	2005
	2006
	2007
	2008
	% change from 2007 to 2008

	Nov./Jan.
	$9,664
	$5,438
	$8,191
	$15,698
	$9,610
	$6,777
	-29.5%

	Dec./Feb.
	$13,595
	$23,715
	$24,986
	$24,869
	$22,438
	$23,053
	+2.7%

	Jan./March
	$4,235
	$8,240
	$5,265
	$6,112
	$5,223
	$7,223
	+38.3%

	Feb./April
	$8,559
	$7,591
	$9,035
	$7,085
	$9,544
	$9,196
	-3.6%

	March/May
	$12,899
	$12,120
	$17,385
	$12,787
	$19,519
	$16,285
	-16.5%

	April/June
	$11,078
	$15,523
	$13,003
	$16,730
	$15,880
	$17,892
	+12.7%

	May/July
	$18,708
	$18,657
	$17,886
	$21,263
	$15,897
	$18,002
	+13.2%

	June/August
	$44,538
	$55,162
	$41,215
	$43,714
	$60,785
	$68,952
	+13.4%

	July/Sept.
	$48,308
	$54,633
	$43,855
	$68,724*
	$69,044
	$73,997
	+7.2%

	August/Oct.
	$72,562
	$60,148
	$88,230
	$67,072
	$69,990
	$63,896
	-8.7%

	Sept./Nov.
	$57,037
	$57,639
	$68,806
	$71,596
	$82,200
	$89,188
	+8.5%

	Oct./Dec.
	$20,862
	$28,996
	$12,907
	$18,163
	$17,491
	$14,831
	-15.2%

	Totals
	$322,044
	$347,863
	$350,764
	$373,813
	$397,621
	$409,292
	+2.9%


2. “Special/Promotion” 2% Hotel/Motel Tax Receipts Collected by Island – 2008 numbers show that hotel/motel tax grew by +8.16% on San Juan Island, increased by +1.65% on Orcas Island, and decreased by    

-3.9% on Lopez Island.  (The Town of Friday Harbor’s taxes are not included in San Juan Island’s numbers.)  Again, it’s important to note that Rosario closed on October 20, and lodgings can report monthly, quarterly or annually, and may not follow the same pattern year to year, and/or may report late every now and then.

	Probable Month of Business Activity/

Distribution Month
	2007 San Juan*
	2008 San Juan*
	San Juan % 

Change
	2007 Orcas
	2008 Orcas
	Orcas % Change
	2007 Lopez
	2008 Lopez
	Lopez % Change

	Nov./Jan.
	$2,164
	$2,083
	-3.7%
	$6,656
	$4,008
	-39.78%
	$790
	$686
	-13.16%

	Dec./Feb.
	$6,933
	$6,626
	-4.4%
	$12,858
	$14,559
	+13.2%
	$2,647
	$1,868
	-29.43%

	Jan./March
	$1,306
	$1,305
	-0.076%
	$3,528
	$5,154
	+46%
	$389
	$764
	+96%

	Feb./April
	$3,629
	$2,732
	-24.7%
	$5,527
	$6,061
	+9.66%
	$388
	$403
	+3.86%

	March/May
	$3,616
	$4,831
	+33.6%
	$14,202
	$10,042
	-29.3%
	$1,259
	$1,412
	+12.15%

	April/June
	$3,829
	$4,218
	+10.16%
	$10,810
	$12,878
	+19.1%
	$1,241
	$796
	-35.86%

	May/July
	$5,189
	$7,500
	+44.5%
	$8,812
	$8,903
	+1%
	$1,896
	$1,599
	-15.66%

	June/Aug.
	$17,239
	$17,877
	+3.7%
	$37,229
	$45,009
	+20.89%
	$6,317
	$6,066
	-3.97%

	July/Sept.
	$21,429
	$24,261
	+13.2%
	$41,433
	$43,498
	+4.98%
	$6,182
	$6,238
	+0.90%

	Aug./Oct.
	$22,948
	$28,418
	+23.8%
	$40,942
	$28,375
	-30.69%
	$6,101
	$7,103
	+16.42%

	Sept./Nov.
	$24,097
	$22,367
	-7.17%
	$49,046
	$58,669
	+19.62%
	$9,056
	$8,152
	-9.98%

	Oct./Dec.
	$4,669
	$4,388
	-6%
	$11,569
	$9,480
	-18%
	$1,253
	$963
	-23.14%

	Totals
	$117,048
	$126,606
	+8.16%
	$242,612
	$246,636
	+1.65%
	$37,518
	$36,050
	-3.9%

	% by island
	29.47%
	30.93%
	+4.95%
	61.08%
	60.26%
	-1.34%
	9.45%
	8.81%
	-6.77%


*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” hotel/motel tax collected in 2008 decreased by -2.26% compared to last year.  Monthly collections have been very sporadic, from -31.97% to +31.13%.
	Probable Month of Business Activity
	2003
	2004
	2005
	2006
	2007
	2008
	% Change 2007 to 2008

	November
	$2,873.24
	$2,572.33
	$4,688.27
	$3,131.86
	$3,170.50
	 $4,157.89     
	+31.13%

	December
	$2,781.63
	$2,820.13
	$4,397.90
	$5,358.63
	$4,324.54
	$3,866.57
	-10.59%

	January
	$1,124.86
	$4,387.62
	$2,966.20
	$2,712.09
	$2,754.98
	$2,493.97
	-9.48%

	February
	$778.76
	$2,596.00
	$3,977.43
	$3,228.28
	$4,055.58
	$4,166.07
	+2.74%

	March
	$3,161.73
	$3,189.42
	$5,545.52
	$5,532.50
	$5,052.01
	$3,437.52
	-31.97%

	April
	$4,038.03
	$5,152.11
	$6,633.47
	$7,141.20
	$7,523.51
	$7,425.59
	-1.3%

	May
	$6,637.61
	$10,136.12
	$9,220.07
	$9,575.26
	$10,827.78
	$10,439.55
	-3.6%

	June
	$12,080.90
	$12,089.79
	$14,917.81
	$17,172.45
	$19,907.58
	$17,618.90
	-11.5%

	July
	$14,573.84
	$18,258.17
	$20,320.08
	$19,314.90
	$25,288.93
	$24,173.28
	-4.4%

	August
	$24,319.65
	$21,066.49
	$21,722.13
	$24,363.03
	$25,502.91
	$26,571.23
	+4.2%

	September
	$13,259.75
	$16,178.75
	$17,872.23
	$20,110.86
	$23,810.61
	$25,554.82
	+7.3%

	October
	$9,862.06
	$6,139.43
	$6,001.18
	$7,119.92
	$8,103.73
	$7,241.45
	-10.6%

	YTD Totals
	$89,837.19
	$99,193.90
	$118,262.29
	$124,760.98
	$140,322.66
	$137,146.84
	-2.26%


4. Regional County Comparisons of “Special/Promotion” Hotel/Motel Tax Receipts – Below is information collected from the Department of Revenue’s website comparing San Juan County to five regional counties.  San Juan County had the smallest growth, however, it should be noted that Rosario closed its doors October 20.  
	County + Cities/Towns Within County 
	2007 
 “Special” Hotel/Motel Tax

Distributions
	2008
 “Special” 
Hotel/Motel Tax Distributions 
	% Change

	Clallam County (Port Angeles, Sequim, Forks)
	$554,870.36
	$569,431.89
	+2.6%

	Island County (Coupeville, Langley, Oak Harbor)
	$262,753.12
	$277,936.59
	+5.77%

	Jefferson County (Port Townsend)
	$326,158.11
	$332,888.42
	+2%

	Kitsap County (Bainbridge Island, Bremerton, Port Orchard, Poulsbo)
	$431,416.78
	$453,770.37
	+5.18%

	San Juan County (& Friday Harbor)

$409,293.17 + $137,146.91
	$541,004.01
	$546,440.08
	+1%

	Skagit County (Anacortes, Burlington, LaConner, Mt.Vernon, Sedro Woolley)
	$547,476.73
	$555,571.81
	+1.47%


5. Website Unique Visits – Unique web visits were up 6.2% overall, with excellent growth January through April.  Our URL, www.VisitSanJuans.com, is consistently in our top 4 referrers, with Google, Live Search, Yahoo and MSN, meaning that people are specifically typing it in after seeing it in an ad, article, etc.  
	Month
	2003 (“travel” + “guide)
	2004 (“travel” + “guide”)
	2005
	2006
	2007
	2008
	% change from 2007 to 2008

	January
	801+
	12,645
	30,506
	41,377
	73,407
	90,352
	+23%

	February
	3,892+
	13,842
	36,296
	45,365
	70,090
	86,302
	+23%

	March
	13,997
	6,267
	48,290
	60,052
	85,522
	107,952
	+26%

	April
	14,010
	10,067
	53,743
	56,003
	89,150
	121,897
	+36%

	May
	19,818
	9,471
	60,256
	67,990
	137,042
	147,287
	+7%

	June
	23,004
	10,220
	58,274
	59,668
	118,278
	117,644
	-0.5%

	July
	26,278
	23,951*
	66,509
	78,282
	131,869
	124,444
	-5.6%

	August
	22,190
	59,286
	58,034
	75,423
	116,730
	113,876
	-2.4%

	September
	14,656
	35,260
	39,487
	50,119
	87,659
	80,446
	-8.2%

	October
	10,428
	29,122
	36,007
	52,241
	77,369
	66,736
	-13.7%

	November
	7,895
	23,571
	26,695
	49,808
	69,178
	86,919
	+25.6%

	December
	7,274
	21,878
	26,961
	70,544
	68,754
	51,091
	-25.6%

	YTD Totals
	164,243
	255,580
	541,058
	706,872
	1,125,048
	1,194,946
	+6.2%


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

6. Phone Calls – The number of phone calls received by the SJIVB during 2008 decreased by -54.8%.  However, a new counting method was established this year regarding our tally sheets vs. phone bills.  In general, our statistics, like many other convention & visitors bureaus’ statistics, are showing the trend toward using the internet to research and/or e-mail rather than phoning for visitor information.  

	Month
	2005
	2006
	2007
	2008
	% change from 2007 to 2008*

	January
	178
	217
	138
	62
	-55%

	February
	238
	229
	211
	55
	-74%

	March
	340
	305
	275
	79
	-71%

	April
	342
	290
	273
	168
	-38%

	May
	417
	329
	346
	133
	-61%

	June
	538
	455
	431
	175
	-59%

	July
	556
	529
	493
	150
	-69%

	August
	501
	486
	478
	232
	-51%

	September
	284
	297
	269
	169
	-37%

	October
	157
	151
	199
	149
	-25%

	November
	103
	93
	95
	56
	-41%

	December
	59
	92
	58
	46
	-20.6%

	YTD Totals
	3,713
	3,473
	3,266
	1,474
	-54.8%


7. E-Mails – The number of e-mails received by the SJIVB in 2008 increased by +6% compared to last year.  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
	2008
	% change from 2007 to 2008

	January
	88
	233
	276
	318
	+15.2%

	February
	180
	262
	258
	307
	+19%

	March
	174
	250
	262
	296
	+13%

	April
	176
	205
	265
	266
	+0.38%

	May
	184
	209
	267
	240
	-10%

	June
	170
	184
	291
	275
	-5.5%

	July
	165
	204
	244
	233
	-4.5%

	August
	220
	155
	227
	248
	+9.2%

	September
	106
	111
	137
	165
	+20.4%

	October
	82
	122
	116
	107
	-7.75%

	November
	77
	110
	94
	121
	+28.7%

	December
	96
	77
	101
	116
	+14.8%

	YTD Totals
	1,718
	2,122
	2,538
	2,692
	+6.06%


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 print and online.  During 2008, magazine and newspaper ads, family & friends, and web searches drove the most inquiries to us.  Also, a majority of our phone calls and e-mails came from Washington, California, Oregon, Texas, Florida, Colorado, Canada, Illinois and Arizona.  Most said they planned to visit during July, August, June, September, May and October, respectively.  According to the San Juan Island Chamber of Commerce walk-in visitor logs, the majority of visitors came from: WA, CA, OR, Canada, TX, CO, NY, IL, FL, AZ and ID.
CONCLUSION
As reported in the introduction, 2008 County hotel/motel tax collections increased +2.9% over 2007. Town of Friday Harbor hotel/motel tax collections decreased by -2.26%.  The Washington Department of Revenue report showed that the County, including Friday Harbor, was up +1% overall in 2008.  Comparable counties (and their cities) were up as follows: Skagit 1.47%, Jefferson 2%, Clallam 2.6%, Kitsap 5.18% and Island 5.77%.  Overall, growth of any kind in 2008 was deemed a success in light of the soaring gas prices during spring and summer, colder than usual weather (June was coined “June-uary”), and a major economic recession beginning last fall.  Trend analysis reports tell us that “flat” may be the new “up” in the near future.
Again, on a positive note, 2008 travel surveys showed that people were vacationing closer to home (Washington has long been our major target market), the Islands had some excellent national press coverage during 2008, and we expected more international visitors due to the exchange rate and direct flights into SeaTac.  (The San Juan Island Chamber’s visitor logs, noted above, showed that the majority of our international visitors were from Canada, England, Germany, France and Australia.)  Even in a slow economy, people feel it’s their hard-earned, God-given right to take a vacation, even though they may need to take shorter, value-based getaways.
In 2009, we will continue to market closer to home using our “Real Islands, Real Close” campaign, and keep our fingers crossed that Rosario Resort re-opens some of its rooms and amenities for the busy season.  (As most of you probably know, the annual hotel/motel tax collected from Rosario accounts for approximately $60,000 of the tourism promotion budget, as well as $60,000 of the tourism facilities budget.)
The SJIVB thanks the County and Town for investing 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 Deborah Hopkins, Executive Director, SJIVB, 378-3277x5 or deborah@visitsanjuans.com or Daren Holscher, Board President, 468-3700 or daren@bay-cafe.com.  Previous reports can be found on our website at www.VisitSanJuans.com in the “Members” section.
PAGE  
1

