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Region & Visitor Characteristics

•The Southern Oregon Visitors Association (SOVA), aka Travel Southern Oregon, was 
established in 1984. SOVA‟s mission has always featured an intra-regional approach, 
driven by visitor realities and interests.

•SOVA research clearly shows how people explore the region and where they come from. 
SOVA‟s marketing focus has always reflected these marketing realities. 

•For the past 25 years the region has been defining “Southern Oregon” as a diverse 
destination that stretches from the Wild Rivers Coast to Oregon‟s Outback. 

•With the data we have collected, we can identify many characteristics of the Southern 
Oregon visitor: educational attainment, length of stay, average daily spending, activity  
interests, and dozens of other attributes.

•Generally, Southern Oregon‟s tourism businesses continue targeting their marketing 
efforts to visitors traveling south to north, looping from the valley to the south coast to the 
high country.

•Northern California is the “bull‟s eye” for marketing.

•Abstracts of SOVA research are available on our industry website: 
www.southernoregon.org/partners.
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•Established 1984

•Three chief characteristics

oA “Pay-to-Play” Funding Structure

oA Regional Vision

oA Commitment to Cooperative Marketing

•SOVA has generated more than $8.0 million dollars for Southern Oregon visitor 
marketing; all of these funds were raised directly from SOVA‟s marketing partners 
through advertising and marketing fees. 

•With a small staff and “virtual” office, overhead is extremely low, and the bulk of 
resources go into marketing and fulfillment.

•We concentrate on marketing that has a direct return on investment (ROI) to our 
partners:  businesses, convention and visitor bureaus (CVBs), and destination 
marketing organizations (DMOs).

•We are co-located with our regional economic development organization (Southern 
Oregon Regional Economic Development, Inc.) and work closely with them.

Organization Description
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Regional Plan Development

•The RCMP (Regional Cooperative Marketing Program) has allowed Southern 

Oregon to invest in projects that pay long-term benefits to tourism in the region, such 

as research, public relations, niche marketing and Internet marketing.  

•The RCMP has also encouraged increased involvement by the industry throughout 

Southern Oregon. Participation in the RCMP/Marketing Committee is robust, and we 

have been gratified to see an increase in the diversity of industries who have made 

the commitment to be „at the table.‟  It‟s critical that we have suppliers a part of the 

process of tourism marketing.

•The 2011-2012 RCMP calls for continued funding of these and other programs.

•The 2011-2012 RCMP continues to embrace marketing opportunities where RCMP 

funds can be leveraged by matching investments by local businesses, CVBs, trade 

associations, and other marketing partners.
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Organization Information

Staff

Carolyn S. Hill, Chief Executive Officer

(541) 552-0520 / (541) 890-7842

Carolyn@southernoregon.org
Office location: 673 Market St. Medford OR 97504

Mailing address: PO Box 1645. Medford OR 97501

Independent Contractors

Marketing, Chief Marketing Officer

Mark Dennett

Dennett Consulting Group

(541) 488-4925  /  Mark@southernoregon.org

Public Relations/Trade Shows/Training

Sue Price

Southern OR Marketing Consultant

(541) 890-5472  /  Sue@southernoregon.org

Design & PR

Jeff Jones

Jeffery Jones Marketing & Advertising

(541) 488-0178  /  jrjones@opendoor.com

Marketing/RCMP Committee

Bob Hackett - Chair

Oregon Shakespeare Festival

(541) 482-2111 / bobh@osfashland.org

Key Vendors/Contractors
Research: DCG Consulting (Eugene)

Internet: News-Register Digital Media (Salem)

Internet: Scarab Media (Ashland)

Internet: LVSys (McMinnville)

Fulfillment: Pronto Print (Medford)

Fulfillment: Co-Operations (Tualatin)

Design: Petretto Design (Jacksonville)

Design: Jeffery Jones Advertising & Mktng (Ashland)

Printing: Journal Graphics (Portland)
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Board of Directors

The SOVA Board of Directors is comprised of four representatives from each of the seven counties in the 
Southern Oregon marketing area; plus one public lands representative (total: 29). 

Board of Directors (April 2011)

•President:  Katherine Hoppe, Coos Bay/North Bend VCB
•Past-President:  Craig Ackerman, Crater Lake National Park
•Treasurer: Bruce Hoevet, At Large
•Secretary:  Anne Jenkins, Medford VCB
•President-Elect:  Brad Niva, Rogue Wilderness Excursions

In addition to private industry representatives, our Board of Directors includes the primary DMO contacts in 
each county. Each plays an integral role in developing marketing programs.

DMO Representatives:

Valley
Medford VCB – Anne Jenkins
Roseburg VCB – Jean Kurtz
Ashland VCB – Katharine Flanagan
Grants Pass VCB – Kerrie Walters

High Country
Discover Klamath VCB – Jim Chadderdon
Klamath County Chamber of Commerce – Chip Massie
Lake County Chamber – Keith Barnhart (representing)

South Coast
Gold Beach Promotions Committee – Jeff Ferguson
Bandon Chamber of Commerce – Julie Miller
Brookings Chamber of Commerce – Les Cohen
Coos Bay/North Bend VCB – Katherine Hoppe
North Bend Visitors Center – Barb Dunham

Private / Public Industry Representatives:

Valley
Oregon Shakespeare Festival – Bob Hackett
Rogue Wilderness Excursions – Brad Niva
Hellgate Jetboat Excursions – Travis Hamlyn
Troon Vineyard & Winery – Chris Martin
Henry Estate Winery – Syndi Beavers
Seven Feathers Resort – Danielle Raines
At Large – Bruce Hoevet

High Country
Lonesome Duck Ranch & Resort – Steve Hilbert

South Coast
Brandy Peak Distillery – Georgia Nowlin
Brookings Inn Resort – Peter Spratt

Public Lands
Crater Lake National Park – Craig Ackerman7



Communications & Outreach

• Industry enewsletter

• Annual Marketing Symposium

• SOVA Annual Report

• Press Releases

• Intra-Regional Travel, Presentations, Advisory Committees, etc.

• Association Memberships, Conferences

• RCMP/Marketing Committee Email Updates 

• SOVA Industry/Partner Website 

• Meetings of the RCMP Task Force/Marketing Committee

• Advocacy on behalf of regional partners
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SOVA RCMP Task Force/

Marketing Committee

Chair: Bob Hackett

Oregon Shakespeare Festival

Crater Lake Lodge/National Park

Crater Lake Lodges/Xanterra Parks & Resorts

Ashland Gallery Association

Umpqua Valley Winegrowers Assoc

Southern Oregon Winery Association

Ashland Bed & Breakfast Association

Oregon Shakespeare Festival

Britt Festivals

Jacksonville Chamber/Visitors Center

ScienceWorks Hands-on Museum

Ashland Chamber of Commerce

Ashland Springs Hotel

Medford VCB

Grants Pass VCB

Gold Beach Promotions

Roseburg VCB

Roe Outfitters & Flyway Shop

Discover Klamath

Roseburg VCB

Coos Bay/North Bend VCB

Brookings Chamber of Commerce

Rogue Wilderness Adventures

Kla-Mo-Ya Casino

Siskiyou Field Institute

Oregon Caves National Monument/NPS

Seven Feathers Hotel & Casino Resort

About 30-40 participants in all; anyone can be 
involved. Meetings are announced via industry 
enewsletter. Plans, budgets, reports, and 
collateral are all placed on SOVA’s industry 
website, www.southernoregon.org/partners.

A Quick Look @ the businesses and groups represented on the SOVA 
RCMP Task Force/Marketing Committee… this is just a partial list:
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Strategies

• Five strategies are featured in the Region 5 RCMP for the 
period July 1, 2011 – June 30, 2012.

• Each is consistent with strategies identified in previous plans.

• Specific goals/tactics within each strategy are described on the 
following pages.

• The five strategies are:

1. Training

2. Research

3. Internet Marketing

4. Niche Consumer Advertising

5. 5.1: PR & Outreaching Marketing

5.2: Trade Shows
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Strategy 1: Training
•1.1: Customer Service Training

•1.2: International Group Tour & FIT

Program Name 1.1: Customer Service Training

Discipline Classroom Instruction

Program Desc Via partnership with area DMOs, offering classes throughout the 

region. Program customizations like secret shopping, MUST SEE 

collateral, funding matrix by county to ensure equitable allocation, 

leverage of RCMP dollars by private and public partner 

investments. Partnership with Travel Oregon has allowed us to offer 

these services on the South Coast as well.

Two Class Options
In a continuing effort to encourage great customer service throughout 

Southern Oregon, SOVA continues to offer two 2011-2012 Customer Service 

Classes. The first 300 (approximately) attendees are funded by RCMP 

dollars. The funds are allocated among Southern Oregon counties, based on 

the amount of lodging tax collected per region. One class is designed for 

the front line staff, the other for management staff. We extend the 

relevance of training by incorporating community-specific information, and by 

training to deficiencies observed during „secret shopping‟ research done in 

advance of the class. 
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Program Desc Class One - Creating a Service Foundation
65% of customers do not return to your place of business because of one 

person. Do you provide your staff the tools to assure the customer will return 

and tell others? This is the best insurance that we can have to not only 

survive these tough economic times, but to grow your market.

Class Two - How to be a Customer Service Coach
What is your Customer Service Culture? Is your business based on 

exceptional sales and service-oriented people who embrace their mission, 

build on it, and continually innovate while acting as "brand ambassadors? 

Service is not a department....it is an attitude. Bring personality to your 

organization by establishing service themes and standards.

Target Audience Frontline workers in hospitality industry (class one)

Managers/owners in hospitality industry (class two)

Geographic 

Target

Southern Oregon

Key 

Partners/Regions

DMOs; major attractions; Travel Oregon; corporations (golf 

courses, retirement communities, Harry & David, OSF, et al).  

Region 5 + South Coast 12

Strategy 1.1:  Customer Service Training, cont.

Strategy 1: Training
•1.1: Customer Service Training

•1.2: International Group Tour & FIT



New Program or 

Repeat

Repeat.

Measurement Train at least 300 employees in this program year.

Budget $7,500
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•1.1: Customer Service Training
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Program Name 2.2: International Group Tour & FIT Development

Discipline Itinerary development, plus presentation to stakeholders, direct 

appointments with suppliers

Program Desc Via partnership with area DMOs, we are offering a new training program 

designed for the DMO professional and suppliers in a given community.  The 

concept is to develop tour itineraries by helping the destination identify key 

attractions and experiences for the International group tour and FIT market.  

We follow up with a presentation to area stakeholders (for example, the 

members of a DMO hotel committee or marketing advisory group) where we 

can share the story of International tourism and train the suppliers and 

tourism professionals on how to develop that market.  The presentation is 

followed by in-person meetings with key suppliers (as identified and pre-

screened by the participating DMO) over two days.  We provide direct 

instruction on how to complete contracts, adjust rates, and so on.

We have rolled this out in just one community thus far – Bandon – and plan to 

hold a „debrief‟ with our team, our audience in Bandon, and Travel Oregon.  

After developing feasibility profile on the program (looking at cost-benefit 

analysis, etc.), we can then hopefully offer this as a huge value-added service 

to our DMO partners.
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Target Audience DMO professionals; suppliers; tourism marketing professionals

Geographic 

Target

Southern Oregon

Key 

Partners/Regions

DMOs; Travel Oregon; potentially ORLA? 

New Program or 

Repeat

New

Measurement •Develop fiscally viable model

•Research interest

•Hopefully conduct at least 2-3 more of these – if first two 

measurements yield right results

•Ultimately, we would study the increase in International group tour 

and FIT for suppliers and destinations involved in the training

Budget $1,500

Another idea we are incubatingé òTourism Academyóé15

Strategy 2.1:  International Group Tour & FIT

Strategy 1: Training
•1.1: Customer Service Training

•1.2: International Group Tour & FIT



Strategy 2: Research

Program Name Research.

Discipline Visitor research.

Program Desc Compilation of surveys collected online (www.southernoregon.org), 

via the online form visitors use to order information about Southern 

Oregon. 

Target Audience Audience to be researched=consumer.

Geographic 

Target

Potential visitors to Southern Oregon who have requested 

information during the past three years.

Key 

Partners/Regions

DMOs in Southern Oregon; potentially Southern Oregon University 

or Rogue Community College.

New Program or 

Repeat

New.

Budget $3,000

16
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Strategy 2: Research

Measurement •Analysis of data collected. By focusing on the most recent three 

years‟ worth of surveys (although we have data going back nine 

years), we will capture a useful, current snapshot of travel interests, 

planned travel routes, and geographic origin. 

•Since we have never had the resources to compile these surveys, 

this is the measure of success – obtaining this critical information, 

which is voluntarily given by people who visit the website to order a 

printed guide. 

•Our learning will be beneficial to our industry partners, 

transportation planners, Travel Oregon, and many others.

•For economic development efforts in the region, this research will 

be extremely beneficial – in fact, we even ask if people are 

interested in relocating or starting a business in Southern Oregon.
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Strategy 2: Research

We have approximately 

30,000 records –

responses by people 

who have filled out this 

Publication Request 

Form.  
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Strategy 2: Research
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Program Name Internet Marketing

Discipline Content development; digital platform integration; engagement.

Program Desc •Integration is the key goal for the coming year.

•Create content that supports niche campaigns, the Southern Oregon 

brand, and the Travel Oregon brand.  

•Use print advertising campaigns as opportunity for call-to-action directing 

users to Facebook where they can create content, enter contests.

•Within the broad strategy of “Internet Marketing,” there are three chief 

areas of emphasis:

owww.southernoregon.org

oTravel Southern Oregon Wordpress (blog)

oTravel Southern Oregon Facebook

•Our digital platform also includes Twitter, Flickr, and YouTube. We will 

continue to support these as well.

Strategy 3: Internet Marketing

20
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Program Desc •Create four digital magazines per year, in lieu of a monthly consumer 

enewsletter, with content that is rich, engaging, and supports niche 

advertising and brand campaigns. Use contests and compelling content to 

achieve robust open rate on digital magazine and to motivate users to 

extend interest across digital platform. Offer opportunities for users to 

create content.

•Develop suggested drives/itineraries online as animated maps, for leisure 

travel market, both domestic and International.

•Develop suggested itineraries for FIT and tour group market, both 

International and domestic, as animated maps.

•Streaming video from Travel Channel Europe (note ïstreaming the 

Southern Oregon show on website), Southern Oregon DVD project 

done in partnership with economic development, and China FAM video

done in partnership with Travel Oregon.

Strategy 3: Internet Marketing, cont.
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Target Audience Consumers; travel writers; PR professionals; meeting planners; 

tour and receptive operators, both domestic and International.

Geographic 

Target

Consumers, Tour and Group Planners, Travel Writers.

Mostly domestic, some International.

Key 

Partners/Regions

DMOs; major attractions; lodging properties; restaurants; any 

hospitality-related business or organization; economic 

development groups, vendors; Travel Oregon. Region 5 + South 

Coast.

New Program or 

Repeat

Repeat, generally; with some new strategies.

Adventurecation Facebook campaign is new (launched April 2011); we 

would welcome further partnership opportunities of this type.

Strategy 3: Internet Marketing, cont.

The programs within strategy 3 are augmented by SOVA’s non-RCMP funded Internet 

development strategies. SOVA invests significant resources in a content management system with 

directory search and Google mapping; and on the mobile version of this same architecture 

(southoregon.mobi).
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Measurement •Increase Facebook likes by at least 250%.

•Increase Facebook interactions by at least 300%.

July 1, 2011 – April 8, 2011

Strategy 3: Internet Marketing, cont.
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Strategy 3: Internet Marketing, cont.

NEW SLIDE
SUMMARY - Measurement

24

Online 

Marketing/Social 

Media

Results FY 2010-11 Mid Year or Final 

Results FY 2010-11
(next update ïAugust 1, 2011)

Goal FY 2011-12

Travel Southern 

Oregon Facebook likes

1,462 likes
(č172% from 

September 2009)

Increase by 250%

Travel Southern 

Oregon Facebook 

interactions

120,872 post views 
(č559% from 

September 2009)

Increase by 300%

Travel Southern 

Oregon Wordpress

blog

Six blog entries Increase by 100%

12 blog entries

Travel Southern 

Oregon

Twitter

1,237 followers Increase by 200%

Travel Southern 

Oregon

Twitter - Retweets

Track retweets per 

request & 

establish 

benchmark for 

ongoing 

measurement.



Strategy 3: Internet Marketing, cont.

NEW SLIDE
SUMMARY – Measurement, cont.
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WEBSITE

Unique Visitors Results FY 2010-11 Mid Year or Final 

Results FY 2010-11
(next update ïAugust 1, 2011)

Goal FY 2011-12

Unique visitors 144,000 Increase 10%

Page views 400,000 Increase 10%

Blog posts (Travel 

Southern Oregon 

Wordpress)

Six posts 12 posts 

Increase 100%

WEBSITE ADVERTISERS

Photo feature advertising 

ï21 total participating 

partners

Results FY 2010-11 Mid Year or Final 

Results FY 2010-11
(next update ïAugust 1, 2011)

Goal FY 2011-12

Ad Impressions 140, 527 Increase 15%

Click thrus / rate 1,946 / 1.38% Increase 15%



Measurement •Digital magazine:

oEstablish benchmarks for subscribers and engagement (read 

rate, click-thru rate). Track for future goal setting.

oContractor/designer:  TBA

oCollect research & learnings from  Travel Oregon on 

engagement, et al.

oAchieve at least 30% open

rate for digital magazine.

oAchieve at least 4.5 min time-on-page goal for digital magzine.

oAugment investment by selling advertising 

opportunities for partners. 

Budget $2,400 – digital magazine

$3,000 – Facebook advertising (Travel Oregon-Sparkloft

campaign if proposed again for 2011-2012)

$2,400 – Content development (images and copy)

-----------

$7,800

Strategy 3: Internet Marketing, cont.
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Program Name Niche Consumer Advertising.

Discipline •Various advertising mediums (print, Internet, tv, radio, et al) 

centered around the 2010-2012 brand and positioning developed 

by the Marketing/RCMP committee. 

•Messages are developed around three types of travelers:
oExploring adventures – active vacationers, golf, boating, jetboats, 

fishing, rafting, snowsports.

oGood life – wine, culinary, theater, festivals, museums & galleries.

oNature’s best – unlimited outdoor opportunities, campgrounds, 

trails, wildlife viewing, hiking.

Program Desc ÁExtends the work of previous years by focus on defined 

markets, and on the International market.

ÁCreation of campaigns which provide investment opportunities 

for businesses to support with a retail message; and to leverage 

RCMP funding.

ÁContinue to support and leverage the Travel Oregon brand by 

integrating design elements into our materials.

Strategy 4: Niche Consumer 

Advertising
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Target Audience Consumer.

Mostly domestic, some International.

Details Media plan follows.

Geographic 

Target

Largely Northern California; also Western US and Germany.

Key 

Partners/Regions

DMOs; attractions; lodging properties; restaurants; any 

hospitality-related business or organization; Travel Oregon. 

Region 5 + South Coast.

New Program or 

Repeat

Repeat.

Measurement See media plan.

Budget See media plan.

Strategy 4: Niche Consumer Advertising, cont.
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Strategy 4: Niche Consumer Advertising, cont.

Stats & 

Notes 
Program Date RCMP Partner Total

15,000,000 

impressions

.?? CPI

2010 Campaign 

Results: Exposure 

(9,340,00 

impressions) 

Click-0thrus 

(11,0900) Page 

Views: 14,000

£

Totally San 

Francisco Online
Three Week Campaign 

SF Bay Area.

Geo-targeting Trip Advisor, 

Google and Yahoo ads, 

banner ads on high traffic 

media websites, online 

coupons.

Support/be supported by 

Sunset Celebration 

weekend, June 2011

Jun-11 $10,000 $41,000 $51,000

7,000,000 

impressions

£

May/June Bay 

Area TV
SF Bay Area NBC station, 

two month (May/June) 

campaign featuring 30-

minute “Great Getaways” 

May/Jun-11 $5,250 $46,500 $51,750

Media Plan (subject to change) 

Planning Period July 1, 2011 thru June 30, 2012

Dollar figures and descriptions for these two campaigns are included for informational purposes. These 
totals are not brought into the 2011- 2012 budget year. 
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Strategy 4: Niche Consumer Advertising, cont.

Stats & 

Notes 
Program Date RCMP Partner Total

270,000 print 

impressions

616,000 online 

impressions, plus 

reader service.

CPI .016

CPM $16.17

£

Sunset Magazine

Half-page color ad Pac 

NW Travel Planner (Apr). 

Online banner ads and 

text, four months 

sunset.com 

(Apr/May/Jun/Jul).

Apr/May/

Jun/Jul 2011

$0 $15,000 $15,000

¢

£

Discover America

Banner ads

May/Jun/Jul 

2011

$900 $0 $900

Media Plan (subject to change) , cont.

Planning Period July 1, 2011 thru June 30, 2012
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Strategy 4: Niche Consumer Advertising, cont.

Stats & 

Notes 1
Program Date RCMP Partner Total

15.000 cir / 

45,000 readers

Magazine 

celebrates 

historic roads

CPI .068

CPM $67.89

American Road 

Magazine
Full page color ad + 

bonus 1/6 ad

Online tour maps (three 

months)

Banner advertising

Leads/links

Summer 2011 $0 $5,000 $5,000

Media Plan (subject to change) , cont.

Planning Period July 1, 2011 thru June 30, 2012

150,000 printed 

maps

450,000 

impressions

2010

CPI .029

CPM $28.67

Scenic Byways 

& Roads to 

Crater Lake

8 ½ x 14 inch printed 

color map, folded to 

pocket size

Scenic byways and „all 

roads to crater lake‟ 

Summer 2011 $0 $10,000 $10,000
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Strategy 4: Niche Consumer Advertising, cont.

Stats & 

Notes 1
Program Date RCMP Partner Total

Horizon: 580,000 

impressions

Alaska: 

1,560,000 

impressions

CPI/CPM: tk

Horizon Air 

Magazine

Alaska Magazine

Continuing July –

Horizon Air Magazine 

section, added Alaska 

Airlines Mag to reach 

national audience.

Special section.

Jul-11

Aug-11

$0 $40,000 $40,000

1,000,000 

impressions

2010

CPI .003

CPM $3.15

Total Sacramento

Two week campaign, 

online tools & 

geotargeting Trip 

Advisor; Google/Yahoo 

banner ads; ads other 

high traffic sites. Online 

feature, copy + 

logo/photo. Other priority 

listings, online coupons 

“web specials” page.

Sep-11 $5,000 $18,000 $23,000

Media Plan (subject to change) , cont.

Planning Period July 1, 2011 thru June 30, 2012
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Strategy 4: Niche Consumer Advertising, cont.

Stats & 

Notes 1
Program Date RCMP Partner Total

60,000 copies

150,000 readers

Free standing 4-

pg insert

2010

CPI .017

CPM $16.67

Oregon 

Bounty/Northern 

California 

Newspaper Insert

Oct-11 $0 $12,000 $12,000

Media Plan (subject to change) , cont.

Planning Period July 1, 2011 thru June 30, 2012

¢ Travel Oregon 

Visitor Guide

Apr-12 $0 $20,000 $20,000

31

1.2 million cir / 

3.6 million 

readers

3.6 million 

impressions

2011

CPI .006

CPM $5.51

AAA Tourbook

Half-pg color spread 

Oregon-Washington 

TourBook, adjacent to 

Crater Lake feature 

section.

Mar-12 $0 $22,000 $22,000



Strategy 4: Niche Consumer  Advertising, cont.

Stats & 

Notes 1
Program Date RCMP Partner Total

3,500,000 

impressions

2010

CPI .003

CPM $2.87

Seattle Online

Two week campaign, 

online tools including 

goe-target 

Google/Yahoo paid 

search, banner ads 

high traffic websites, 

feature copy + 

log/photo campaign 

webdsite, streatming

bideo, etc.

May-12 $2,000 $14,000 $16,000

Media Plan (subject to change) , cont.

Planning Period July 1, 2011 thru June 30, 2012

32

40,000 readers

Plus Internet 

campaign w/ possible 

print tie-in and/or 

editorial

2011

CPI .015

CPM $14.96

America Journal

Half-page color ad

Note: will explore 

opportunity for co-op 

buy with online tie-in.

May-Jun 12

(or potentially 

leverage Travel 

Oregon media buy)

$0 $4,800 $4,800



Strategy 4: Niche Consumer  Advertising, cont.

Stats & 

Notes 1
Program Date RCMP Partner Total

Media Plan (subject to change) , cont.

Planning Period July 1, 2011 thru June 30, 2012

237,520 cir

California, 

Oregon, 

Washington, 

Phoenix (DMA)

Golf Magazine 

regional insert

2011

CPI .066

CPM $65.90

Golf Digest Insert

Print/Online

Four-color insert in 

cooperation with COVA, 

Travel Oregon

Bonus: color ad following 

map insert by Travel 

Oregon in Golf Digest 

(CA, ID, OR, WA) 

featuring course & 

campaign website call to 

action

May 2012 $5000 $18,000 $23,000
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Strategy 4: Niche Consumer  Advertising, cont.

Stats & 

Notes 1
Program Date RCMP Partner Total

3,000,000 

impressions

2010

CPI .004

CPM $4.26

Totally Portland
Three week campaign. 

online tools & geotargeting

Trip Advisor; Google/Yahoo 

banner ads; ads other high 

traffic sites. Online feature, 

copy + logo/photo. Other 

priority listings, online 

coupons “web specials” pg.

May-12 $0 $14,000 $14,000

Southern Oregon 

Magazine: 50,000 

impressions

Central Oregon 

Magazine: 50,000 

impressions

1859 Magazine: 

30,000 cir / 60,000 

impressions

2011

CPI .037

CPM $37.41

Oregon Lifestyle 

Spring Campaign
Targeted to high-end 

consumers, three top 

lifestyle magazines

Shared half-page spread 

color in three publications. 

Website banner ad (three 

months); emails blasts.

Spring 2012 $0 $5,000 $5,000

Media Plan (subject to change) , cont.

Planning Period July 1, 2011 thru June 30, 2012
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Strategy 4: Niche Consumer  Advertising, cont.

Stats & 

Notes 1
Program Date RCMP Partner Total

605,000 cir / 

1,810,550 

impressions

Full pg advertorial

2011

CPI .015

CPM $14.96

Madden Media

Integrated Media 

Campaign –

Spring Newspaper 

Insert

Full-page shared 

advertorial in 

newspaper insert. Four 

month online 

promotion 

vacationfun.com; 

eblasts; leads; etc.

Spring 2012 $5,000 $27,000 $32,000

Opportunity Fund $10,000 $10,000

Media Plan (subject to change) , cont.

Planning Period July 1, 2011 thru June 30, 2012
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TOTALS & FOOTNOTES RCMP Partner Total

Totals: $27,900 $229,000 $256,900

Footnotes:

¡ •Additional details about each advertising 

programs are available.

¢ Travel Oregon program. Metrics 

provided.

£ Not all elements of the campaign occur in 

the 2011-2012 program year.

Media Plan, cont. (subject to change) 

Planning Period July 1, 2011 thru June 30, 2012

Strategy 4: Niche Consumer Advertising, cont.
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Positioning Statement
Southern Oregon offers the ultimate road trip with a diversity of natural and 

authentic experiences, unmatched in Oregon, filled with value, spirited 

people, world-renowned attractions, and diverse landscapes.

Unique Selling Propositions
•World-renowned attractions: Rogue River, Steens Mountains, Umpqua 

River fly fishing, beaches, Bandon Dunes, Crater Lake, Oregon 

Shakespeare Festival

•Passionate People: authenticity, rural pride, funky friendliness, connections

•A Rich History: Jacksonville, tribal history, Applegate Trail

•Quality and abundance of scenic byways

•Diversity of natural experiences: wild rivers, fishing, whitewater adventures, 

mountains, lakes, sunny weather, artisan foods/culinary, emerging wine 

region

Strategy 4: Niche Consumer Advertising, cont.
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2009-2011 Creative Approach

Strategy 4: Niche Consumer Advertising
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Program Name Strategy 5.1: PR & Outreach Marketing.

Discipline Content development, relationship management, coordination, itinerary 

planning and implementation, and extending the work of Travel Oregon 

and Maxwell PR.

Program Desc •We remain open to opportunities to attract small conferences and 

meetings of travel writer groups (e.g. IFWTWA – International Food & 

Wine Travel Writers Association).

•Respond with alacrity to queries, callouts, and leads and communicate 

those opportunities to our partners; for travel writers, research trips, 

and so on.

• Create, coordinate, host, and otherwise engage fully in frequent travel 

writer trips, FAMs, NTA receptions, and other activities that surround 

this nucleus. 

•Acquire investment by our partners to leverage these endeavors.

Target Audience Media representatives, writers and editors.

Geographic 

Target

US (with concentration on NW and California); International, via leads 

and trips coordinated with Travel Oregon.

Strategy 5: 
•5.1: PR & Outreach Marketing 

•5.2: Trade Shows

(note: we have combined two sub-strategies – previously expressed as separate endeavors – into 

one group, titled 5.1: PR & Outreach Marketing)
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Key Partners/ 

Regions

Media; Southern Oregon DMOs; Travel Oregon; Maxwell PR.

New Program 

or Repeat

Repeat.

Measurement Frequency & placement of stories, particularly on the web.

Widespread coverage (we track this to ensure equity across our 

broad region) for all areas of Southern Oregon.

Tracking interest or requests for further information by writers 

from desirable publications, niche market publications, popular 

blogs or online travel sites.

Apply research and experience to carefully assess opportunities, 

so that our resources (and those of our partners) are used 

wisely, for opportunities with maximum potential to deliver 

results.

Strategy 5.1:  PR & Outreach Marketing, cont.

Strategy 5: 
•5.1: PR & Outreach Marketing 

•5.2: Trade Shows
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Program Name Strategy 5.2: Trade Shows.

Discipline •Coordinate consumer and group/International show 

opportunities. 

Program Desc •Identify trade show opportunities that are the proper fit for our 

customer base, niche markets, geographic target, and budget. 

•Coordinate regional brand presence at shows by developing 

buy-in opportunities with partners and creating a proven and 

effective cooperative approach. 

•Identify the appropriate and useful level of participation by our 

regional reps to avoid duplications and ensure that the 

investment is worthwhile.

•Seek opportunities where a regional (or statewide) footprint (a 

larger, more cohesive presence on the floor) can make a positive 

difference; then, work actively to secure that participation.

•Seek opportunities in conjunction with economic development 

agency (SOREDI) and participate together in the desired market 

(SF Bay Area).

Strategy 5: 
•5.1: PR & Outreach Marketing 

•5.2: Trade Shows
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Program Desc •Focus on three-five consumer shows/yr in Northern California 

and LA; focus on two International shows/year (Pow Wow and 

Go West).

•Develop a strategy for increasing domestic tours through a 

regional participation model for NTA. This begins with research 

on the economic impacts of domestic tours in Southern Oregon. 

This is a project that has not risen to the top priority, but we 

include it each year to raise and maintain awareness.

Target 

Audience

Consumers in target domestic markets; International visitors; 

group and FIT planners.

Strategy 5: 
•5.1: PR & Outreach Marketing 

•5.2: Trade Shows

Strategy 5.2:  Trade Shows, cont.
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Geographic 

Target

Northern California; International.

Key Partners/ 

Regions

Southern Oregon DMOs; attractions; lodging establishments; 

RDMOs (COVA, Travel Lane Co, South Coast, et al); other 

marketing associations; Travel Oregon.

New Program 

or Repeat

Repeat.

Strategy 5: 
•5.1: PR & Outreach Marketing 

•5.2: Trade Shows

Strategy 5.2: Trade Shows, cont.
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Measurement •Increasing interest and participation by partners.

•Year-on-year participation in certain shows allows us to measure 

increasing familiarity among consumers with the “Southern Oregon” 

brand.

•Increasing relationships with group tour and FIT and contacts developed; 

ongoing commitment to exceptional quality in producing  favorable image 

of Southern Oregon.

•Quality and number of leads generated via shows; success in partnering 

with other RDMOs to create stronger, more singular Oregon experience, 

particularly at upscale, large consumer shows.

•Sales (bookings) our partners are able to secure at shows.

•Increased website traffic and contacts to participating partners in the 

show.

Budget $52,000

Strategy 5: 
•5.1: PR & Outreach Marketing 

•5.2: Trade Shows

Strategy 5.2:  Trade Shows, cont. 
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Strategy RCMP Partner/SOVA Total

1 Training $9,000 $5,000 $14,000

2 Research $3,000 $500 $3,500

3 Internet $7,800 $5,000 $12,800

4 Niche Consumer Advertising $27,900 $224,800 $252,700

5 PR/Trade Shows/Outreach 

Marketing (includes Go West, Pow

Wow)

Canada = TBA (depending on 

whether the mission is a good fit for 

regional marketing – if so, we will 

likely participate.

$52,000 $30,000 $82,000

Fulfillment $20,000 $20,000

Admin $15,000 $15,000

$134,700 $265,300 $400,000

Budget
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Contact Information

Southern Oregon Visitors Association

Mailing Address:
PO Box 1645  /  Medford, OR 97501

Office Location:
673 Market St.  /   Medford, OR  97504

Phone (541) 552-0520 / Fax (541) 552-1073
office@sova.orgwww.southernoregon.org

Industry website:  www.southernoregon.org/partners
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