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2010 January-June Semi-Annual Report 
Tourism Matters!

The Staff and Board of Directors of the San Juan Islands Visitors Bureau are proud to present our 2010 Semi-Annual Report.  March 2010 marked our seventh-year anniversary as a staffed, non-profit destination marketing organization (DMO) contracted by San Juan County and the Town of Friday Harbor.  We hope to continue as your official DMO for many years to come, as we all work together to balance vibrant economic development with a stewardship-minded, sustainable tourism industry.

Tourism is a key sector of San Juan County’s economy.  To put this in perspective, the 4% hotel/motel tax collected in 2009 ($695,000+) represented over $17 million in lodging sales.  In addition, tourism drives our real estate and construction industries, and tourism dollars “trickle down” throughout our island communities.  The latest Washington State Tourism research study revealed that visitors to San Juan County spent a record $129.7 million here in 2008.  Visitors accounted for 27% of all state and local tax dollars generated in our county, of which a significant 41% was retained in our county which helped to support local services.
To date, things are looking up for San Juan County regarding 2010 lodging tax collections compared to 2009, however numbers are still down compared to 2008.  County collections through April are up +6.8% over 2009 -- although collections are down -9.8% when compared to 2008 before the economy crashed.  Friday Harbor collections through April are up +23% over 2009, but again, collections are down -9% when compared to 2008.  Regarding 2010 numbers here’s more good news – when comparing San Juan County to 12 other tourism-based Washington counties, San Juan County (including Friday Harbor) is up +18% overall year-to-date, the highest growth for 2010 compared to 2009.  Clallam County comes in second at +14.6% which includes Port Angeles, Sequim and Forks, where the “Twilight” books and movies phenomenon is taking place.   

Below is a summary of our marketing and visitor services strategies implemented during the first half of 2010 in order to bring new visitors and their dollars into our islands’ economy.  
SJIVB Mission – The mission of the San Juan Islands Visitors Bureau (SJIVB) 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, 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 in tourism
· Optimize the efficiency and effectiveness of all county-wide tourism resources through coordination, cooperation and collaboration with all interested parties
Board of Directors Highlights – Our eleven-member Board represented Lopez, Orcas and San Juan Islands, and included the following community leaders:
· President & At-Large: Jon Kobayashi, Outlook Inn, Orcas Island

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

· Treasurer & At-Large: Anna Maria de Freitas, Harrison House & Tucker House, San Juan 

· Orcas Island Chamber Rep: Lance Evans, Orcas Island Chamber of Commerce
· San Juan Island Chamber Rep: Linda Hersey, Roche Harbor Marine
· Lopez Island Chamber Rep: Daren Holscher, The Bay Café

· Friday Harbor LTAC Rep: Laura Saccio, Earthbox Motel & Spa and Bird Rock Hotel

· County LTAC Rep: Jim Nelson, Bayside Cottages, Orcas Island

· At-Large: Carl Silvernail, Otter’s Pond B&B, Orcas Island

· At-Large: Bill Diller, Lopez Islander Resort & Marina
· At-Large: Stephen Robins, Pelindaba Lavender, San Juan Island

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

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

· Carole Sue Conran replaced Bettye Hendrickson May 3, Visitor & Membership Services Coordinator (full-time)

· Gretchen Staehlin, Marketing Coordinator (10 hours per week)

· Jane McAdams, Bookkeeper (contracted for up to 5 hours per week)

Membership Highlights – Our total membership at the end of June was 354 businesses and non-profits from all three Islands and the mainland.  Lodging members paid $50 for dues while others paid $100.  We kept dues low so that businesses could also afford Chamber of Commerce dues.  We added 13 new members during the first half of the year, but lost others due to the economy.
Budget Highlights – Our County budget decreased by -10% compared to 2009 and our Town budget decreased by -13%, for an overall decrease of -12%.  In May we were awarded an additional $25,000 “emergency” marketing grant from the Town to run a summer ad campaign.

2010 Operating Income:


County Contract:



           $344,032.00

(Minus) 15% to Chambers for visitor services:
-$51,604.80

County SJIVB total for marketing:


$292,427.20

(Plus) Friday Harbor marketing contract: 

+$76,249.00

(Plus) Friday Harbor summer marketing:

+$25,000.00

TOTAL






$393,676.20
I. DESTINATION MARKETING HIGHLIGHTS
We implemented the following marketing strategies to create awareness of the San Juan Islands brand and put “heads in beds,” primarily targeting the Seattle/Puget Sound and Portland, Oregon markets.

Website/Internet/E-Mail Marketing Highlights 

Web Visits - Unique web visits were up +27% through June, for a total of 733,281 compared to 574,481 through June 2009.  Our January 2010 visits were up 149% over January 2009, and according to our webmaster this was likely due to “pre Olympics” searches because we added an Olympics informational webpage.  See our website at http://www.visitsanjuans.com. 
Social Media – Through June, we had 212 Facebook subscribers to our posted news alerts (former terminology was “fans”), 556 followers on Twitter, and 963 channel views on YouTube. Facebook is primarily for building a loyal community of visitors and brand awareness through images, news and event promotion.  Twitter is primarily for travel media contact and promotion of local tourism-related activities.  Both platforms are seeing an increase in use for visitor service inquiries.  

RezOvations/Webervations – We continued to feature “RezOvations/Webervations” on our website, a 24/7 online reservation and room availability program.  We added a “Find a Room Now!” button on our “Accommodations & Camping” page so viewers could easily find this information.  Thirty-nine lodging members are participating in this online program.
E-Newsletter – Our E-newsletter was e-mailed to over 5,770 subscribers each month, including consumers and the media, who opted-in via our website.  This marketing strategy helped keep the San Juans “top of mind” to subscribers on a monthly basis, promoting lodging specials and packages, festivals and events, and other reasons to visit.

Publications Highlights

2010 Travel Guide - We published 165,000 copies of our 36-page guide, which we, and the San Juan Island Chamber, distributed as fulfillment.  (The Orcas and Lopez Chambers have their own travel brochures.)  The back cover was again dedicated to our “Leave Only Footprints” visitor education/community relations message -- space which is typically sold at premium advertising rates by other destinations.  At Home Publishing and Alton Media, both located on San Juan Island, designed and published our guide.  Guides were sent out as fulfillment for visitor information and media requests, were handed out at travel and wedding shows, and were distributed by Certified Folder Display in brochure racks at approximately 584 locations from Seattle Southside to Bellingham along I-5, SeaTac, as well as on the full Washington State Ferries system.  To view our guide online see http://www.visitsanjuans.com/visitors/request-visitors-guide/.  
Wedding Planning Guide - We published 800 copies to distribute at the annual Seattle and Portland wedding shows in January, and to brides-to-be who called our office.  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, church, park, beach, etc.  To view this guide online see http://www.visitsanjuans.com/weddings-groups/wedding-guide/.    
Consumer, Wedding & Travel Trade Show Highlights
We exhibited and/or partnered at the following regional shows in order to talk with potential visitors one-on-one to find out about their knowledge of the San Juans, the last time they visited, reasons they visit, travel challenges, etc.  Wedding shows are ideal for promoting destination weddings, honeymoons, anniversaries and getaways.  Travel trade shows are a great way to add “ambassadors” to our word-of-mouth marketing network.
· Seattle Wedding Show, January

· Portland Wedding Show, January

· Seattle Travel Show, January (partnered with Orcas Chamber & Lodging Association)
· Northwest Women’s Show, March (partnered with Orcas Chamber & Lodging Association)
· Victoria Clipper’s Two Nation Vacation Show, Seattle, March, (partnered with Best Western and Earthbox Motel & Spa)

· Seattle Hotel Concierge Association Trade Show, April

· Victoria B.C. Concierge & Guest Services Show, May (partnered with North Shore Charters)

· Northwest Dive Show, May (partnered with Nak Nek Charters)

· Ft. Lewis/McChord Travel Show, June (partnered with Orcas Chamber & members)
· Victoria Express “Familiarization” (Fam) Tour, San Juan Island, June, approx. 30 concierges and front desk staff participated.  (Partnered with San Juan Transit & Tours and The Whale Museum.)
Advertising Highlights
We placed a spring and “emergency” summer advertising campaign, both funded by the Town of Friday Harbor.  We also placed general advertising to “piggyback” on the popularity of regional travel guides and websites in Seattle, Victoria, Vancouver and Washington State, which the County funded.  
Regional Travel Guide & Website Advertising Highlights – We placed ads in several regional “portal” travel guides with high distributions, as well as their corresponding websites, in order to capitalize on their popularity, including the Washington State Travel Planner (350,000 plus mentions in five E-Blasts to 45,000), Seattle Visitors Guide (350,000), Seattle’s Favorite Attractions Guide (600,000), Vancouver B.C. Visitors Guide (375,000) and Victoria B.C. Vacation Guide (225,000).  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 our Northwest Washington partners, in the Discover America/USA Travel Guide with a 1,250,000 distribution in 18 countries in six languages.  We also advertised on the Tulip Festival’s website, in prime positions for the sixth year.
Spring Advertising Campaign Highlights – Thanks to a lodging tax grant from the Town of Friday Harbor, we invested $40,000 towards a March to mid June advertising campaign targeted to the Seattle/Puget Sound market which promoted Friday Harbor and all three islands.  This $40,000 was “matched” by an additional $74,000 in cash and trades by 13 SJIVB businesses, for a total investment of over $114,000, mostly invested in radio ads, as well as some print and online ads.  The 13 members received 30-second mentions during our 60-second radio ads on 10 radio stations.  Nine hundred thirty-six (936) ads were placed.  Member partners included: Best Western Friday Harbor Suites, Coho Restaurant, Earthbox Motel & Spa, Tucker House Inn, Kenmore Air, Eastsound Landmark Inn, Outer Island Expeditions, Orcas Island Eclipse Charters, Orcas Island Golf Club, Orcas Suites at Rosario, Orcas Trail Rides, Outlook Inn and Lopez Islander Resort.  Each contributed at least $8,000 in cash and/or trade for these 30-second co-op ads.  Our spring radio ad is an attachment with this report.
Our print and online ads were placed in partnership with Washington State Tourism.  Print ads featured an aerial photo of the islands by local photographer Robert Demar and were placed in the following magazines: 425, Budget Travel, Portland Monthly, Seattle and Seattle Metropolitan.  Our ad in Budget Travel generated 1,940 leads requesting our travel guide to date.  Our online ads received over 5 million impressions and we received 2,116 leads for our travel guide.  Online ads were placed on KING5.com, KTVB.com, KGW.com, KREM.com, Comcast.com, SeattleTimes.com, KOMOnews.com, Spokesman.com, OregonLive.com, IdahoStatesman.com, TripAdvisor.com, USAtoday.com and VirtualTourist.com.  See attached “Work Samples.” 
Summer “Emergency” Advertising Campaign Highlights - We were granted $25,000 by the Town of Friday Harbor to run an “emergency” TV and radio campaign during summer – to help ensure “heads in beds” and “make hay while the sun shines” due to the economy.  Levy Films from Seattle created a 30-second TV spot which is running June through mid August on KING5, KONG and NW Cable News.  We also ran a June radio getaway-giveaway promotion on WARM 106.9 FM in partnership with Earthbox Motel & Spa, Tucker House Inn and Coho Restaurant promoting four getaways to Friday Harbor during the month-long promotion.  See the TV spot on our YouTube channel at http://www.youtube.com/user/visitSJIslands. It’s listed under “Favorites” as “San Juan Island” by LEVYfilms. 
Special Marketing Projects Highlights

“The Price Is Right” Game Show  – We were contacted by the show for a second time with an opportunity to provide a San Juan Island overnight cruise as one of the prizes promoted on their March 12 show in exchange for a 10-second promotional ad.  “The Price is Right” is the longest-running game show and is seen by 5 million viewers daily.  Northwest Navigation was happy to provide the cruise in exchange for the promotional value.

Scenic Byway – Last September we were notified that we had received our second grant for $154,000 to complete a required Corridor Management Plan during 2010.  A steering committee was pulled together and we hired OTAK from the Seattle area as our consultant.  Liz Illg was again hired as our part-time Scenic Byway Coordinator to manage this process.  Two rounds of public meetings were held on Orcas and San Juan Islands this winter and spring.  See our byway online at http://www.visitsanjuans.com/visitors/scenic-byway/.  
2010 Winter Olympics – We took advantage of some low-budget opportunities to promote our proximity to Vancouver B.C. including: 1) a special button and top news story on our home page and “visitors” page of our website regarding “include the San Juans in 2010 Pacific Northwest travel plans,” 2) ads in the Tourism Vancouver and Tourism Victoria 2009 and 2010 Travel Guides, and 3) mentions in our Travel Guides.  As mentioned earlier, our website traffic stats for January increased by 149%, likely due to searches regarding the Olympics and the webpage we created.
Islands Farm & Feast: Taste Spring in the San Juans – We joined the Agricultural Resource Committee’s (ARC) Farmer Enrichment Task Force to partner in creating and promoting this first annual event in mid May.  The goal of this weekend event was to bring visitors here to learn farming techniques via workshops, take cooking classes, attend the farmers’ market and then dine in a local restaurant serving local foods.  The group plans to expand the event to all three islands and hold spring and fall events.
Media Relations Highlights
Press Trips – We hosted or assisted seven journalists on press trips during the first half of 2010, including the following publication highlights: Frommer’s Guides, Western Living, AAA Home & Away, Family Circle and the Vancouver Sun.
Media Leads – With the support of local organizations and businesses, we responded to and shared 18 significant media leads with our members, generated from our marketing efforts as well as those by the Washington State Tourism Office.
Media Marketplaces – Public Relations Society of America / Society of American Travel Writers (Aspen) and Pacific Northwest Travel Writers (Tacoma): Funded by the 2010 Friday Harbor lodging tax grant, we attended these two, large, annual marketplaces/conferences which included pitching story ideas regarding all three islands and Friday Harbor to approximately 50 writers, editors and television producers.  Some notables included The Food Network, The Travel Channel, ABC News, MSNBC, CNN, NPR, Travel + Leisure, National Geographic Traveler, Wall Street Journal, USA Today, Los Angeles Times, Washington Post, Chicago Tribune and New York Times. 

Special Media Event – Spokane hosted the U.S. Figure Skating Championships in January and the Spokane Convention & Visitors Bureau invited the islands to be represented in their media hospitality room during the event.  Pelindaba Lavender was happy to ship freshly baked cookies, which were enjoyed by national and international members of the media. 

Media Coverage – 

Print: We tracked coverage in 161 major articles through CisionPoint Media Monitoring service -- a shared contract with Island County, Snohomish County and Whatcom County -- and Google Alerts including the following highlights (circulation in parentheses for the top ten): Wall Street Journal (1,906,548), Bon Appétit (1,341,816), Sunset (1,232,559), Los Angeles Times (1,055,076), Washington Post (878,110), National Geographic Traveler (715,090), Coastal Living (687,203), Outside (686,719), Boat U.S. (544,584), Minneapolis St. Paul Star-Tribune (477,562), Islands, Northwest Travel, Northwest Palate, Northwest Business Monthly, 425 Magazine, Edible Seattle, Seattle, Seattle Times, Seattle Woman, Tacoma Tribune, Everett Herald, Portland Family, Oregonian and the Vancouver Sun’s nationwide family of newspapers across Canada.  A combined total circulation estimate of 10 million would be conservative for print media coverage in the first half of 2010. See some of these top stories at http://www.visitsanjuans.com/media/san-juans-in-the-news/. 

Online: Regarding major online media, the largest reach came from an article on Yahoo! News in February with a click-through rate of 1,296,261.  In February, Budget Travel covered the islands followed by Microsoft’s Bing Travel in March, NPR in May, and Reader’s Digest and ESPN in June.  Trip Advisor readers voted Wildwood Manor on San Juan Island #7 on its 2010 list of “Top 10 B&Bs and Inns in the United States.”

Television: The Food Network re-aired nationally the San Juan Islands episode of “Rachael’s Vacation” in which the celebrity chef visited Orcas and San Juan Islands.  It aired on January 1 in evening prime time, a great start to the new year.  Fox News followed in February and the Bay Area’s KTVU aired stories twice in May.  King-TV’s Evening Magazine crew returned to the islands for a new story which aired in June. 

Books: We contributed to two hard-bound “coffee table” books last year, with both scheduled to publish this year.  Washington Icons is in stores now, featuring 50 icons representing the state.  Our nominations and resource materials for salmon and orca were both accepted.  Each has its own full page color photo and full page story.

Film Production & Catalog Shoots – We assisted with four minor film productions, including one for PBS (still images for a docu-drama) and one for The Travel Channel (outdoor adventure). Although it looked like Nautica fashionwear was going to shoot their summer catalog on Orcas Island and San Juan Island, the producer ultimately decided to go to Whidbey Island due to its closer proximity to Seattle locations.  Regarding catalog shoots in the San Juans in 2009, we were able to enjoy the completion of both the Born Shoes online catalog and the Eddie Bauer “Friday Harbor Summer 2010” print and online catalogs. The national Elderhostel organization used one of our Lime Kiln Point Lighthouse photos for the sole image on the cover of its spring catalog.

Community & Government Relations Highlights

Community Relations & Stewardship – Tourism impacts many organizations’ missions throughout the islands, and as a result we’ve joined a number of organizations and have become participants in their meetings including the following:


* Agricultural Resource Committee (ARC) Farmer Enrichment Task Force


* Ferry Advisory Committee (new)


* Marine Resources Committee

* Stewardship Network of San Juan County

* Salish Sea Association of Marine Naturalists

* EcoNet, the education outreach branch of the Puget Sound Partnership  

* Steering committee for the three-day Sustainable San Juans event
Local Media Coverage - We tracked 120 positive articles or mentions in local media about tourism-related businesses and efforts, and the importance of tourism to the local economy.

Government Relations – We participated in the statewide “Tourism Matters” day in Olympia on February 9 with some of our members.  We met with Senator Ranker, Representative Quall and Representative Morris’ staff, and ended the day at a reception with the Governor at the Governor’s Mansion with many other convention and visitor bureaus from around the state.  Governor Gregoire is a strong supporter of tourism and had just returned from an Olympics ceremony in Canada that day.  See http://www.whytourismmatters.com/ for more information.  

National Tourism Week – We promoted National Tourism Week in May with a public awareness campaign involving several talking points sent to all local newspapers, civic leaders and our members.  Talking points included examples of the importance of economic development through tourism, one of the most significant and reliable industries in the country. This year, Governor Gregoire proclaimed May 10 to be “Tourism Day” in Washington State and we forwarded on that proclamation as well.  

Visitor Education Highlights

We continued to distribute our “Leave Only Footprints” brochures around the county via our members’ establishments and Chamber Visitor Centers.  Our “Leave Only Footprints” message was also printed on the back cover of 165,000 copies of our 2010 Travel Guide, as noted earlier.  See our online edition at http://www.visitsanjuans.com/visitors/leave-only-footprints-green-tourism/.  

II. VISITOR SERVICES HIGHLIGHTS

SJIVB Visitor Services – We continued to answer our 888 line regarding visitor information, which also refers callers to the three Chambers of Commerce.  We also answered all e-mail and website requests for information, and hired a local, developmentally disabled woman to help with visitor guide bulk mailings.  (See stats below.)  
Chambers of Commerce Visitor Services – We continued to partner with the three Chambers which were able to provide enhanced visitor services, in particular “walk-in” visitor services, thanks to receiving 15% of the “special/promotion” 2% lodging tax.  Each Chamber receives $4,300.40 each quarter in 2010, for a total of $51,604.80 out of the $344,032.00 “special/promotion” 2% fund available.  Each Chamber submits monthly visitor count reports to us, as well as semi-annual and annual reports, which we forward with our reports, regarding visitor services programs and statistics.

III. TRACKING / MEASURING RESULTS
We track and measure results and visitor numbers based on the following indicators:

1. County “Special/Promotion” 2% Hotel/Motel Tax Receipts – The “special/promotion” hotel/motel tax collected in the county through April increased by +6.8% over 2009.  2010 figures are down -9.8% compared to 2008.  It’s 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 SJ County
	2005
	2006
	2007
	2008
	2009
	2010
	% change from 2009 to 2010

	Nov./Jan.
	$8,191
	$15,698
	$9,610
	$6,777
	$9,071
	$12,107
	+33.5%

	Dec./Feb.
	$24,986
	$24,869
	$22,438
	$23,053
	$24,019
	$19,430
	-19.1%

	Jan./March
	$5,265
	$6,112
	$5,223
	$7,223
	$5,002
	$9,578
	+91.5%

	Feb./April
	$9,035
	$7,085
	$9,544
	$9,196
	$7,299
	$4,039
	-44.7%

	March/May
	$17,385
	$12,787
	$19,519
	$16,285
	$12,043
	$16,634
	+38.1%

	April/June
	$13,003
	$16,730
	$15,880
	$17,892
	$10,491
	$10,772
	+2.7%

	May/July
	$17,886
	$21,263
	$15,897
	$18,002
	$22,503
	
	

	June/August
	$41,215
	$43,714
	$60,785
	$68,952
	$45,559
	
	

	July/Sept.
	$43,855
	$68,724*
	$69,044
	$73,997
	$58,493
	
	

	August/Oct.
	$88,230
	$67,072
	$69,990
	$63,896
	$73,575
	
	

	Sept./Nov.
	$68,806
	$71,596
	$82,200
	$89,188
	$67,398
	
	

	Oct./Dec.
	$12,907
	$18,163
	$17,491
	$14,831
	$12,053
	
	

	Totals
	$77,865 thru April

$350,764

annual total
	$83,281 thru April

$373,813

annual total
	$82,214

thru April
$397,621

annual total
	$80,426 thru April

$409,292

annual total
	$67,925

thru April

$347,506

annual total
	$72,560 thru April
	+6.8%
thru April


2. County “Special/Promotion” 2% Hotel/Motel Tax Receipts Collected by Island – 2010 year-to-date figures show that Lopez Island is up +46% from 2009, San Juan Island is up +14.6%, and Orcas is down -1.5%.  (The Town of Friday Harbor’s taxes are not included in San Juan Island’s numbers.)  It’s important to note that Rosario Resort has not been doing “business as usual” since it was sold in October 2008, and again, 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.

	Special Tax

By Island
	2008

thru April
	2009

thru April
	2010

thru April
	% change from 2009 to 2010

thru April

	Lopez Island
	$5,929
	$5,926
	$8,665
	+46%

	Orcas Island
	$52,702
	$41,119
	$40,489
	-1.5%

	San Juan Island*
	$21,795
	$20,880
	$23,927
	+14.6%

	Totals thru April
	$80,426
	$67,925
	$73,082**
	+7.6%**


*San Juan Island figures do not include the Town of Friday Harbor
**These figures do not match the total figures in #1, however, they are stated on the Treasurer’s Office report.

3. Town of Friday Harbor “Special/Promotion” 2% Hotel/Motel Tax Receipts – The Town’s “special/promotion” hotel/motel tax collected through April is up +23% compared to 2009.  2010 is down -9% compared to 2008.
	Probable Month of Business Activity
	2005
	2006
	2007
	2008
	2009
	2010
	% change 2009 to 2010

	November
	$4,688.27
	$3,131.86
	$3,170.50
	 $4,157.89     
	$3,025.20
	$3,237.86
	+7%

	December
	$4,397.90
	$5,358.63
	$4,324.54
	$3,866.57
	$2,519.20
	$3,182.56
	+26%

	January
	$2,966.20
	$2,712.09
	$2,754.98
	$2,493.97
	$1,826.63
	$2,027.36
	+11%

	February
	$3,977.43
	$3,228.28
	$4,055.58
	$4,166.07
	$3,173.38
	$3,375.20
	+6%

	March
	$5,545.52
	$5,532.50
	$5,052.01
	$3,437.52
	$3,130.48
	$5,700.08
	+82%

	April
	$6,633.47
	$7,141.20
	$7,523.51
	$7,425.59
	$5,205.23
	$5,691.10
	+9%

	May
	$9,220.07
	$9,575.26
	$10,827.78
	$10,439.55
	$9,939.61
	
	

	June
	$14,917.81
	$17,172.45
	$19,907.58
	$17,618.90
	$15,345.06
	
	

	July
	$20,320.08
	$19,314.90
	$25,288.93
	$24,173.28
	$21,527.74
	
	

	August
	$21,722.13
	$24,363.03
	$25,502.91
	$26,571.23
	$24,050.63
	
	

	September
	$17,872.23
	$20,110.86
	$23,810.61
	$25,554.82
	$20,891.30
	
	

	October
	$6,001.18
	$7,119.92
	$8,103.73
	$7,241.45
	$6,742.11
	
	

	Totals
	$28,208.79

thru April

$118,262.29

annual total
	$27,104.56

thru April

$124,760.98

annual total
	$26,881.12

thru April

$140,322.66

annual total
	$25,547.61

thru April

$137,146.84

annual total
	$18,880.12

thru April

$117,376.57
annual total
	$23,214.16 thru April
	+23% thru April


4. Regional County Comparisons of “Special” Hotel/Motel Tax – Below is information collected from the Department of Revenue’s website comparing San Juan County, including Friday Harbor, to other counties and towns/cities for the year.  San Juan County/Friday Harbor had the most growth from January through June of any of the counties below, at +18%.  Clallam County, which includes Forks and the “Twilight” books/movies phenomenon, was up +14.6%.  When comparing 2010 to 2008, San Juan County is down -3.27%.
	County + Cities/Towns Within County 
	2008 

“Special” Hotel/Motel Tax Distributions Through June
	2009

 “Special” Hotel/Motel Tax Distributions

Through June 
	2010

“Special” Hotel/Motel Tax Distributions

Through June 
	% Change 2009 

to 

2010

	Chelan County (Chelan, Leavenworth, Wenatchee)
	$680,014
	$632,180
	$641,030
	+1.4%

	Clallam County (+ Port Angeles, Sequim, Forks) (“Twilight” helped!)
	$146,197
	$133,688
	$153,209
	+14.6%

	Grays Harbor County (+ Ocean Shores, Westport)
	$389,376
	$409,918
	$422,679
	+3.1%

	Island County 
(+ Coupeville, Langley, Oak Harbor)
	$98,662
	$102,937
	$103,698
	+0.74%

	Jefferson County (+ Port Townsend)
	$110,977
	$110,180
	$100,413
	-8.86%

	King County
	$2,681,452
	$2,700,479
	$2,472,745
	-8.4%

	Kitsap County 
(+ Bainbridge Island, Bremerton, Port Orchard, Poulsbo)
	$190,016
	$175,249
	$165,113
	-5.78%

	Pacific County (+Ilwaco, Long Beach)
	$111,343
	$152,970
	$141,693
	-7.37%

	San Juan County 
(+ Friday Harbor)
	$105,974
	$86,806
	$102,503
	+18%

	Skagit County 
(+ Anacortes, Burlington, LaConner, Mt.Vernon, Sedro Woolley)
	$220,955
	$192,338
	$187,720
	-2.4%

	Walla Walla County
	$116,256
	$110,875
	$115,483
	+4.15%

	Whatcom County (+ Bellingham, Blaine, Ferndale)
	$379,095
	$318,318
	$336,239
	+5.6%


5. Washington State Ferries Ridership Numbers – Ferry ridership numbers for the first quarter were up +4% for San Juan Island, and slightly down for Orcas and Lopez.  Second quarter data was not available yet.
1st Quarter – Total Riders (Vehicles & Passengers)
	Route
	Jan.-Mar. 2008
	Jan.-Mar. 2009
	Jan.-Mar. 2010
	% Change

	Anacortes-Lopez
	52,474
	52,612
	52,592
	-0.038%

	Anacortes-Orcas
	91,632
	87,624
	86,696
	-1.059%

	Anacortes-FH/San Juan
	113,908
	112,080
	116,786
	+4.198


6. Website Unique Visits – Our “new” website is now 1.5 years old.  Unique web visits are up +27.6% for the first half of 2010, over 2009.  Again, it is interesting to note that January web visits were up 149% according to our webmaster, likely due to pre-Olympics searches since we had a special 2010 Olympics page.  See our website at http://www.visitsanjuans.com.

	Month
	2005
	2006
	2007
	2008
	2009
	2010
	% change from 2009 to 2010

	January
	30,506
	41,377
	73,407
	90,352
	69,508
	173,079
	+149%*

	February
	36,296
	45,365
	70,090
	86,302
	69,660
	102,471
	+47%

	March
	48,290
	60,052
	85,522
	107,952
	73,949
	125,702
	+70%

	April
	53,743
	56,003
	89,150
	121,897
	83,597
	112,506
	+34.6%

	May
	60,256
	67,990
	137,042
	147,287
	91,770
	111,245
	+21.2%

	June
	58,274
	59,668
	118,278
	117,644
	185,997
	108,278
	-41.8%

	July
	66,509
	78,282
	131,869
	124,444
	107,607
	
	

	August
	58,034
	75,423
	116,730
	113,876
	108,106
	
	

	September
	39,487
	50,119
	87,659
	80,446
	88,190
	
	

	October
	36,007
	52,241
	77,369
	66,736
	79,722
	
	

	November
	26,695
	49,808
	69,178
	86,919
	68,457
	
	

	December
	26,961
	70,544
	68,754
	51,091
	63,566
	
	

	YTD Totals
	541,058
	706,872
	1,125,048
	1,194,946
	1,090,129
	733,281 YTD
	+27.6% YTD


* This growth is likely due to pre-Olympics searches, since we had a special 2010 Olympics page
7. Phone Calls – We received a total of 406 phone calls for information through June compared to 541 last year, a decrease of -25%.  However, e-mail and website requests are up substantially (see below).  Our statistics, like many other convention and visitor bureaus’, show the trend toward using the internet and/or e-mail to research rather than phoning for visitor information.
8. E-Mails Via Website – We received a total of 4,426 e-mail requests for information through June compared to 3,567 last year, an increase of +24%.  This was a good sign regarding “intent to travel” here, and more proof regarding the trend toward using the internet rather than phoning for information.
9. Surveying Callers & E-Mailers – When asked which month these potential visitors planned to visit the islands, July was #1, August was #2, June was #3 and September was #4.  When asked what they planned to do while here, #1 was to enjoy beauty/nature, #2 was whale watch, #3 was enjoy friends and family, #4 was bicycling, #5 was kayaking and #6 was a wedding.  These potential visitors called and e-mailed from the following states: #1 Washington, #2 California, #3 Oregon, #4 Texas, #5 Canada, #6 Colorado, #7 Illinois, #8 Florida, #9 Arizona, #10 Wisconsin.
IV. CONCLUSION
Again, to date, things are looking up for San Juan County regarding lodging tax collections compared to 2009.  County collections through April are up +6.8% over 2009 -- although collections are still down -9.8% when compared to 2008 before the economy crashed.  Friday Harbor collections through April are up +23% over 2009, but again, collections are down -9% when compared to 2008.  More good news – when comparing San Juan County to 12 other tourism-based Washington counties, San Juan County (including Friday Harbor) is up +18% overall year-to-date, the highest growth for 2010 compared to 2009.  Clallam County comes in second at +14.6% which includes Port Angeles, Sequim and Forks, where the “Twilight” books and movies phenomenon is taking place.

The SJIVB thanks the County and Town of Friday Harbor for their support and investment in destination marketing, and looks forward to the continued, positive impact our unified destination marketing programs, and three Chamber of Commerce visitor services programs, will bring to our islands’ economies and our sustainable, stewardship-minded tourism industry.  
For further information please contact Deborah Hopkins, Executive Director, 378-3277x5 or deborah@visitsanjuans.com, or our Board President, Jon Kobayashi, General Manager, The Outlook Inn, Orcas Island, 376-2200 or jon@outlookinn.com.  Previous reports can be found on our website at www.VisitSanJuans.com in the “Membership” section.
###

