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CURRY COUNTY PROMOTIONAL ALLIANCE STRATEGIC MARKETING PLAN
PREFACE

The Plan a strategic frameworkas been designed to provioieth short andbng range
approachksto assist in producing successéalonomic development impacom CurryCount y 0 s
livability, products, services and tourism

The purpose for developing a Curry CouRtpmotional AlliancestrategidViarketing Plan is
twofold in nature:

e Develop, implement and sustain a marketing plan to promote the quality of Curry
County tourism, prducts, services and livability.

e Create a singular distinction, strategic awareness, and differentiation in the mind
of the target markets to increase business activity benefitting the Curry County
economy.

Theproposed Curry County Promotional alliaf@CPA canb e an Aumbrel |l ao eff
not seek to compete with any existing efforts. Building on existing efforts and developing new
coordinated promotional activities will benefit the stakeholders in and out of Curry County (i.e.,
residents, business, consumers, visitors and othe@)try has much to build on.

This Planis based imigorous dataesearchJ o hn Adams pointed out that
things. o He is right in that throuegpterivear ef ul
conclusions not based on anecdotal information or emotional responses. A very large body of

facts, data, was discovered in the course of research for this Plan devel(ggaekppendices)

Much is included herein but it would take many moregsag compile all the findings.

Many dozens of strategic planning efforts from other areas across the U.S. were reviewed.
Where it makes good sense, we fAborrowedo idea
takeaway here is thate founda demonstrable imease in the creaticand executiof these

plans across the American landscape.need to do the same in Curry.

Derivation of this Plamlso benefits from faet-facemeetings with a variety of county groups
and stakeholders teear their thoughts andeas.Every attempt was made to includeny
of these intdherecommendations

We urge a@horoughreviewof this Plan and the supporting materiaish an open mind

regarding the findings and recommendations. And we encourage continued discussion,
deliberation anctollaborationwith CurryCount y6s economic devel opnm
livability, products, services and tourism to achieve the-teng success that the county

deserves.

Revised:May 14, 2009 CURRY COUNTY MARKETING STRATEGIC PLAN Pagel



CURRY COUNTY PROMOTIONAL ALLIANCE STRATEGIC MARKETING PLAN
EXECUTIVE SUMMARY

Introduction

Research in support of tHdan a strategic frameworlks rooted in the proposition that

countywide coordinabn of promotionalresourcesanand shoulde leveragedfostering
additionaldollarsto flow into the economynd raisinghe awareness of the many opportunities
afforded to travelers and residents in Curry Cougpnomic development efforts will be
strengthened by bringing together and providing a level of comprehensive planning and
coordination of the varioysromotionalefforts that now exist. Further, there is a great

opportunity to capitalize on the array of quality products and services not covered under existing
efforts.

Tourism is a source of revenue for individuals and businesses in the county but not the only
souce. Indeed, some may be surprised to find just exactly where tourism stands in relation to
other revenue sources (i.e., 2.2% of overall personal inc®ef wages, annual average wages
of $12,618 vs. £9,186for all wages in the countyWe need to g tourism along with other
revenue sources to provide an even higher level of average wages for county residents and to
introduce greater countesyclical business activity. Given the nature and draw of tourism, it can
help to foster opportunities to badstsales of products, services and livability aspects of this
county.

Curry stands out in a very positive way si mpl
provides the backdrop for a growing eoairism opportunityThe growing number of ee

tourists tends to be more financially upscale and willing to spend more for the right set of
experiences. Many are seeking a higher quality of life that the region pro&&lesre folks

Adi scover 0 Cur rtouris(s)f tleere is anxopporityhte attracet anaretain these

folks as residents.

Curry would be a great place for development of green businesses and is another reason to entice
the ecetourist traveler to live in Curry and to invest in green technologies, creating jobs in a fast
growing industry. This could reverse the significant decline in manufacturing jobs seen since
2000.Many financial incentives are now available for green industry development.

Fishing is likely to remain as a source for attracting tourists; so, too, witinguFishermen and
hunters spend fairly |iberally when here. We
business.

Curry sits on some of the most beautiful coast and forest land on the west coast. We can exploit
and share this resource without deging it. It is a new form of natural resource extracijoe.,
ecatourism) I n this approach the natur al resour ce
Tourism can still be a basis for solid economic development in the county.
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Vision Statement

Vision for Tourism

Vision for Quality Products

Vision for Services

Vision for Livability

Vision for Partnership:

To work proactively to grow the destination travel
component of the county economy, setting out to
become a premier destinations experiecmabining
nature, adventure, heritage, and culanel to attract
high value visitors.

To develop comprehensive standards awareness fi
accommodations, guides, attractions, dining
establishments, services and Curry County made
products.

To build awareness for opportunities to establish ne
and uniqueservices in the county. To partner and
collaborate with existing service providers to enhan
the quality of those services and those who are bei
served.

To work with local governments, ngrofits and
organizations that will effgively raise the social
quality of Curry County.

To collaborate, support and nurture relationships w
local, regional and state tourism partners. To build
effective communications with county and regional
stakeholders, businessand the public.

Goal 1. Countywide coordination of promotional efforts

The concept qfomdiiao nrseocl o gdnait zeeds pramioterial a
progranmd including counties and regio@gesults when all interests, market segments and
business inteests are coordinated under one collaborative umbrella program to

effectively leverageesults.

Strateqy 1.1 Obtain resolutions of support for the CCPA

By being fAdul

y sanctionedodo the CCPA

recognition for its intendegdurpose.

Strateqy 1.2 Adopt a formal organizational status for theaCCPA

By taking a next step to create a more formal structure for the CCPA, several
things are likely to be more readily accomplishiéal. exampleraising revenue to

support the organizaind s

pr ogr aastablishiggra aehdf rel¢s fand

strong

gai ns

orderlygovernancgrocesf byl aws) and a fAmore sanctioned
official status in the community.

Strategy 1.3 Adopt a CCPA governance structure (bylaws)

The CCPA effort will benefifrom a more formal organizational structure.

Governance is the action of

developing and managing consistent, cohesive

policies, processes and decision rights for a given area of responsibility.
Governance along with professional organizational struchrmsdes a formal

mechanism for participative

decisiomaking and increased accountability.

Revised:May 14, 2009 CURRY COUNTY MARKETING STRATEGIC PLAN Page3



Strategy 1.4 Implement jointly agreed to priorities for the CCPA

Priorities of the CCPA need to be set using the recommendations of the Plan. It
will not be posible to implement all recommendations at one time. An estimated
duration of 3 to 5 years will be required for implementation of the recommended
strategies and actions of this Plan. Accomplishing these will require staff
(volunteer and paid) and an estimaf time and dollars required for each.

Goal 2: Tourism is a strategic component of meconomic developmenttsategy.

Organized properly, tourism activities caginforce efforts to recruit new businesses and
entrepreneurs to the Curry County by makihgm aware oEommunity amenities that can
also improve business operations. Tourism increases the tax base that hégppagpty and
community amenities and services. It creates jobs and business opportunities for entry level
people and entrepreneurBourismhelps to diversiffhe economy so that communities are no
longer dependent on one or timolustries.

Strategy 2.1 Curry County as a destination of choice for travelers.

The CCPA will work to ensure the success of its purpose by using sevamgguid
principles: Positioning, Credibility, Communications, Quality, Internal Marketing,
Long-term Perspective and Repositioning. These seven principles are critical to
building and promoting valud.aken together these principles will altonulate
interes and desir®n the part of consumers to take action and visit.

Strateqy 2.2 Apply the principles of sustainable naturebased tourism

|l ncrease the business volume of Curry
constituents. Focus on the rapidly growsmptourism market

Strateqy 2.4 Maximize the length and frequency of stay

The longer someone remains in the county, the greater their spending. The

more time we have with them, the greater the opportunity to enhance the

val ue of t h e cevinceasedesperddsg peoxigeefor evemmore

economic generation.

Strategy 2.5 Develop and sustain a fiBuy

Quite a variety of products are made in Curry. They range from food to textiles to
machinery t oé wealthereisyno ene focal mant for promofing d
Curry products.

Strategy 2.6 _Develop a Livability promotion that highlights Curry services.
Services availability in the county can be found in the Yellow Pages, chamber
directories, and through advertisememtswever, this is not the same as

presenting a coherent listing and description of those services that might appeal to
those persons interested in living in the county. But it has to be more than just a
list or directory. We need to demonstrate througirtstignettes just how when
integrated together these services provide the necessary infrastructure for a quality
living situation.

Strategy 2.9 Use relationship marketing across all categories

Constructive relationships with select target customermare important to
long-termeconomicsuccess than acquiring widespread public awareness.
Relationship marketing is the process of attracting, maintaining, and enhancing
relationships with these key people.

Revised:May 14, 2009 CURRY COUNTY MARKETING STRATEGIC PLAN Page4
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Strategy 2.10 Everyone in Curry County is partof the promotional team

effort

Al'l too often we stil!l hear, fAThereds noth
younger residents or even hotel clerks. The Hospitality 101 program will help

with this, especially for wait staff and front desk clerks. Batéimay also be an

opportunity to bring younger residents into this part of the promotional activity

(see Strategy 2.11).

Strategy 2.11 Leverage and use the energies and talents of youth

High school students must complete a community project as pae of t
requirement for graduation. Let us go into the schools and bring this opportunity
to the students. They can help by taking oral histories and writing them up (post
them on thevww.visitcurrycounty.conwebste), documenting the historical
significance of many sites in the county, preparing signage usingdefined set

of attributes or participating in the creation of videos (YouTube).

Strategy 2.12 Increase involvement of seniors

Curry has a populatioof very active seniors. Many seek out opportunities to
participate in community actitves to both make a contribution as well as for the
social aspects.

Strategy 2.13 Understand the relationship of fishing to the economy

Rural economies are suffering mnathe recession, as seen by rising

unemployment rates. Rural economies historically go through very broad swings
in their local economies. How might we use fishjpgmmercial and sportp

mitigate that swing and craft courvyclical revenue stream&ural economies

are attracting more professionals due to area livability. How might we use fishing
to further induce this category of inbound migration?

Goal 3: Innovative and integrated use of new technology and traditional media

The influence paradigmba changedé dramatically. We have m
net worked model. This has occurred in a remar
already underway with use of this new way of dgrgnotion and it is highly effective. It is

much more effective per dollar expended than traditional promotional approaches. It truly takes
advantage of the market segment with money and a desire to spend it.

Strategy 3.1 Take advantage of the new model of influence

Every day the use of email andleges is becoming more the noMideb 2.0
(social networking) is emerging as one & thost powerful promotional tools
ever seen.

Strateqy 3.2 Targeted use of traditional media

There is still a place for traditional print media, although it is rapidly falling in the
face of the use of internet technologies. Smaller runs of brochuredhegrint

media, decreased use of newspaper advertisements and even moving promotional
dollars away from radio and TV is becoming more widely accepted. Typically,
these approaches are general in their targets and lack the specificity now required
for targeting segmented market groups.
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Goal 4: Revenue to support CCPA actions

In kind support will likely be forthcoming baotany activities will require financial

support. Once the CCPA sets its priorities and creates a project plan, then we will know
to whatdegree funding may be required.

Strategy 4.1 Understand CCPA priorities and establish funding needs
Prior to seeking funding, the CCPA needs to establish its priorities. It is also
understood that any moves to increase a tax base to improve fundimuopies
must be pursued in a most careful manner.

Goal 5: Continuous improvement

An ongoing and periodic Consolidatdthrketing Analysis is recommended. This management
report tracks all productivity categories, comparing the annual goal for each pnogagainst
monthly and year to date resulBvaluation of this nature requirestablishment ofa set of
metrics and monitoring processes.

Strateqy 5.1 Develop and apply a set of evaluation metrics
Develop a set of evaluation metrics to be used toatsd success of marketing
campaigns and to be used to identify additional or modified campaigns over time.

Recommendation for a CCPA startup project

Let us tap into the energies of youth and the wisdom/experience of seniors. A modest first
projectundet he CCPAG6s auspices might be one that br
AMy Curry Countyo project competition by stud
minute video promoting Curry County. Even the naming of the project could be attt@mpe

held in advance of the video preparation.

Students would work with advisors (seniors) to produce this video to be posted on
www.visitcurrycounty.conand on YouTube. This might also serve as a sgmaect.
Newspaper articles could inform the community as to the project and its status, eventually
reporting out the winners. The articles would contain the website link. The CCPA board of
directors would choose*12" and 3" place winners. Awards calibe modest, say $75 for first
place, $50 for second and $25 for third.

In additonget youth involved in the creation of a
an emphasis on youth related activities in the county (relates to livability but als@gtts

involved in understanding their county). This would need to be a supervised and directed
undertaking. Once established, and monitored, it could be a valuable way for the youth of the
county to have a virtual space to keep up with and participateSidR\in the county (BTW-

that 6s fAwhat énformed).0 f or t he non

Revised:May 14, 2009 CURRY COUNTY MARKETING STRATEGIC PLAN Page6


http://www.visitcurrycounty.com/

CURRY COUNTY PROMOTIONAL ALLIANCE STRATEGIC MARKETING PLAN

Introduction

Research in support of this Plan, a strategic framework, is rooted in the proposition that
countywide coordinion of promotionalresourcesanand shoulde leveragedfostering
additionaldollarsto flow into the economynd raising the awareness of the many opportunities
afforded to travelers and residents in Curry County. Tho#ars will change hands frequity

in the regional economyue to spending by residents and otherbs vill be created and the
overall opportunity for achieving a higher quality of living across the entire county will be
realized Economic development efforts will be strengthenedbtryging together and providing
a level of comprehensive planning and coordination of the vapiamsotionalefforts that now
exist. Further, there is a great opportunity to capitalize on the array of quality products and
services not covered under exigtiefforts.

Tourism is a source of revenue for individuals and businesses in the county but not the only
source. Indeed, some may be surprised to find just exactly where tourism stands in relation to
other revenue sources (i.e., 2.2% of overall persaname, 8% of wages, annual average wages
of $12,618 vs. £9,186for all wages in the county). We need to grow tourism along with other
revenue sources to provide an even higher level of average wages for county residents and to
introduce greater countesyclical business activity. Given the nature and draw of tourism, it can
help to foster opportunities to bolster sales of products, services and livability aspects of this
county.

Assessment Overview

Curry is a county of great diversity. We see all thighkiand the lows experienced in many other
areas of Ameri ca. Examination of data shows u
in population of seniors and retired people has brought considerable income to that segment of

t he count y orperhpps ppis hosetaccurate to say they brought it with them.

Dividends, Interest and Rent and Personal Current Transfer Receipts account for nearly 60%

of income in the county. Private Earnings account for 37% of total Personal Income in the
county. Touism accounts for 8% of earned income or 2% of all sources of income in the

county.

We also see that unemployment is very high and that there are issues of poverty and

homel essness. The county is rated as fidistres
resources extraction over time has reduced the opportunities for earning a decent wage. Even
manufacturing has slipped by 6% since 2000. We see the shift to more and more lower paid

service industry jobs. The average wage for someone working in tour@iovs the living

wage standards. The downturn in the economy due to the recession certainly has taken its toll.

However, Curry stands out in a very positive
beauty that provides the backdrop for a graywecetourism opportunity. Even though tourism
does not |l ead in revenue production for the <c

launch point to build up tourism and to have an impact on sales of products, use of services and a
great phce to live. Indeed, the growing number of-emarists tends to be more financially

upscale and willing to spend more for the right set of experiences. Many are seeking a higher
quality of life that the region provides.

Worth noting is that ectourism las a large knowledgsorker component. Servicing the eco
tourist requires more than a hot dog stand and a rack of brochures at the side of the road. These
are sophisticated travelers that demand and expect professional treatment, high levels of
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knowledgehout an areads experiences and a solid b
wants and needs. Expanded skill sets include management, research and writing, IT,

construction, public speaking, public safety, art and other unexpected implications doingurt

this new approach to travel.

As more fol ks #fAdi s c ovansts), tligre rs anyopppriumty to atrac amg | e
retain these folks as residents. This is particularly true of professionals that can work from home
using the internett is already happening and we know this based on anecdotal information

(these positions are not tracked by the Employment Development Department).

Curry would be a great place for development of green businesses and is another reason to entice
the ecetourist traveler to live in Curry and to invest in green technologies, creating jobs in a fast
growing industry. This could reverse the significant decline in manufacturing jobs seen since
2000.Many financial incentives are now available for green indusgselbpment.

Timber extraction and processing are not likely to return to the heyday of the past. Fisheries have
the potential to rebound due natural cycles, growing awareness and management. Sport fishing,

is likely to remain as a source for attractingrists; so, too, with hunting. Fishermen and hunters
spend fairly |liberally when here. We need to

Curry sits on some of the most beautiful coast and forest land on the west coast. We can exploit
and share thisesource without destroying(ite., ecetourism) It is a new form of natural
resource extraction. In this approach the nat
and over.

Stakeholders

It might fairly be said that everyone in Curry Countfno visits the county or purchases

something in or from the county is a stakeholder. We offer the following as primary beneficiaries
of the economic development that will be derived from applying the Strategic Plan.

Curry County Promotional AllianceCCPA) Leadership Group
Strategic planmplementatiorparticipants

Chambers of Commerce and Other Promotional Organizations
Tourist Attraction® Culture & Arts, Outdoor Activities

Lodging Bread & Breakfast, Rental Home or Condominium, Hotel/Motel/RV
Governmen(state, county and city)

Restaurants

Retail Shops

Product Manufacturers

Service Providers

Real Estate

CountyResidents

Education

Healthcare providers

Tourists

Consumers
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Vision Statement

Curry County Economic Development provided the following visiotestants pertinent
to the interrelated segments of this Plan.

Vision for Tourism

Vision for Quality Products

Vision for Services

Vision for Livability

Vision for Partnerships

To work proactively to grow the destination travel
component of the county economy, setting out to
become a premier destinations experiecmabining
nature, adventure, herge, and cultur@nd to attract

high value visitors.

accommodations, guides, attractions, dining

To develop comprehensive standards awareness fi

establishments, services and Curry County made

products.

To huild awareness for opportunities to establish ne
and unique services in the county. To partner and

collaborate with existing service providers to enhan
the quality of those services and those who are bei

served.
To work with loal governments, neprofits and

organizations that will effectively raise the social

quality of Curry County.

To collaborate, support and nurture relationships w

local, regional and state tourism partners. To build
effective conmunications with county and regional

stakeholders, businesses and the public.

Goal 1. Countywide coordination of promotional efforts

The concept

effectively leverageesults.

@fomdiiaro nrseocl o gdmait zeeds pramiotebrial

a strong
programd including counties and regio@s esults when all interests, market segments and
business interests are coordinated under one collaborative umbrella program to

Successfutountywidepromotionalefforts bday seek to produce regional marketing
partnerships thacan deliver more motivational attractions and visitor attributes to
entice thevisitor/consumerThis is the principal benefit of strong, aligned and integrated

relationships between h e

chambers of commer c e,

ofene r i

promotional organizations working together undexadlaborativepromotionaleffort.

Rather tharthe standalone efforts of one community or one market segnsrth as
cultural tourismand the arts, restaurants, nightlife, or special leisure markets, the
strenghs of Cur r y Coolleative yidessity will offer multipleopportunities for
t o d dowyrdsts producs, services and livabilityand at the sami&me provide greater
funding resources to reach multiple, mutual objecti¥#zsh entity can still providéheir
unique way of delivering a message but all would benefit from having a tamyaded
coordinatednessage to share.

Curry County residents already have formed an ad hoc alliance, the CCPA. The CCPA
would benefit from a more formalkrganizational streture and officiatecognition by
local governments and promotional organizations.
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Strategy 1.1 Obtain resolutions of support for the CCPA
By being Aduly sanctionedo the CCPA gains ano
for its intended purpose.

V  Work with local governments and existing promotional organizations to gain
official recognition of the CCPACreate positive awareness, support and
participation in the Chambers, Visitors Center and atienketing programs
by attending their board, council commissioner meetings with the explicit
purpose of gaining a resolution of support and cooperation.

Strategy 1.2 Adopt a formal organizational status for theCCPA

By taking a nexstepto create a more formal structure for the CCPA, several thirggkkely to

be more readily accomplishdéor exampleraising revenue to support the organizadicn
programggrants) establishing set of rules foand orderlygovernancerocesgbylaws)and a

Amore sanctionedo and, t heitypefore, official st

Several organizational approaches are suggested:

Advisory Committee

The Curry County Promotional Advisory Committee (CPAC) would be responsible for
monitoring and makingecommendations in developisguntywide promotionalprograns,
researchunding, identify & submit grantequestsdevelop fundraising opportunitiesstipport
advocacy for dependent childrdnitially, the CCPA would be chaired by the Curry County
Economic Executive DirectoSemiannually the CPAC wouldceport on thats status ad plans
to the Board of Commissioners.

Charitable/Educational Organizatios01(c)(3}

To be taxexempt under section 501(c)(3) of the Internal Revenue Code, an organization must be
organizedandoperatecexclusively forexempt purposeset forth in seabn 501(c)(3), and none

of its earnings mainureto any private shareholder or individual. In addition, it may not be an
action organizationi.e.,it may not attempt to influence legislation as a substantial part of its
activities and it may not particpe in any campaign activity for or against political candidates.
Organizations described in section 501(c)(3) are commonly referredbhaatable

organizations Organizations described in section 501(c)(3), other than testing for public safety
organizaions, are eligible to receive tadeductiblecontributionsn accordance with Code

section 170.

The exempt purposes set forth in section 501(c)(3) are charitable, religious, educational,
scientific, literary, testing for public safety, fostering naticorainternational amateur sports
competition, and preventing cruelty to children or animals. The ¢barntableis used in its
generally accepted legal sense and includes relief of the poor, the distressed, or the
underprivileged; advancement of religi@gvancement of education or science; erecting or
maintaining public buildings, monuments, or works; lessening the burdens of government;
lessening neighborhood tensions; eliminating prejudice and discrimination; defending human
and civil rights secured dgw; and combating community deterioration and juvenile
delinquency.

The organization must not be organized or operated for the bengfivate interestsand no
part of a section 501(c)(3) organization's net earnings may inure to the benefit olatey p

YIRS 501(c)(3)http://www.irs.gov/charities/charitable/article/0,,id=96099,00.htrahuary 2009
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shareholder or individual. If the organization engages iexarss benefit transactionth a
person having substantial influence over the organizatioex@ee taxnay be imposed on the
person and any organization managers agreeing to thedtiansgection 501(c)(3)
organizations are restricted in how much political and legisldtdying activities they may
conduct.

Social Welfare Organizatio501(c)(4¥

To be taxexempt as a social welfare organization described in Internal RevenadIRQ

section 501(c)(4), an organization must not be organized for profit and must be operated
exclusively to promote social welfare. Pursuant to changes enacted as part of the Taxpayer Bill
of Rights 2, the earnings of a section 501(c)(4) organizatenmot inure to the benefit of any
private shareholder or individual. If the organization engages @xeess benefit transaction

with a person having substantial influence over the organization, an excise tax may be imposed
on the person and any managagseeing to the transaction. Satroduction to IRC 4958or

more information about this excise tax. For a more detailed discussion of the exemption
requirements for section 501(c)(4) organizations,|R€2501(c)(4) Organizations

To be operated exclively to promote social welfare, an organization must operate primarily to
further the common good and general welfare of the people of the community (such as by
bringing about civic betterment and social improvements). For example, an organization that
restricts the use of its facilities to employees of selected corporations and their guests is primarily
benefiting a private group rather than the community and, therefore, does not qualify as a section
501(c)(4) organization. Similarly, an organization fexdrto represent membtanants of an

apartment complex does not qualify, since its activities benefit the meearats and not all

tenants in the community, while an organization formed to promote the legal rights of all tenants
in a particular communitgnay qualify under section 501(c)(4) as a social welfare organization.

An organization is not operated primarily for the promotion of social welfare if its primary

activity is operating a social club for the benefit, pleasure, or recreation of its meanbers,

carrying on a business with the general public in a manner similar to organizgdeyased for

profit.

Seeking legislation germane to the organization's programs is a permissible means of attaining
social welfare purposes. Thus, a section 504)&¢cial welfare organization may further its
exempt purposes through lobbying as its primary activity without jeopardizing its exempt status.
An organization that has lost its section 501(c)(3) status due to substantial attempts to influence
legislationmay not thereafter qualify as a section 501(c)(4) organization. In addition, a section
501(c)(4) organization that engages in lobbying may be required to either provide notice to its
members regarding the percentage of dues paid that are applicableytodattivities or pay a
proxy tax.

The promotion of social welfare does not include direct or indirect participation or intervention
in political campaigns on behalf of or in opposition to any candidate for public office. However,
a section 501(c)(4) sl welfare organization may engage in some political activities, so long as
that is not its primary activity. However, any expenditure it makes for political activities may be
subject to tax under section 527(f).

Business Leagué®1(c)(6}
Section 50{c)(6) of the Internal Revenue Code provides for the exemption of business leagues,
chambers of commerce, real estate boards, boards of trade, and professional football leagues,

2|RS 501(c)(4) http7/www.irs.gov/charities/nonprofits/article/0,,id=96178,00.htd@nuary 2009
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which are not organized for profit and no part of the net earnings of whigdsito the benefit
of any private shareholder or individual.

A business league is an association of persons having some common business interest, the
purpose of which is to promote such common interest and not to engage in a regular business of
a kind odinarily carried on for profit. Trade associations and professional associations are
business leagues. To be exempt, a business league's activities must be devoted to improving
business conditions of one or more lines of business as distinguished frormpegfparticular
services for individual persons. No part of a business leageteéarnings may inure to the

benefit of any private shareholder or individual and it may not be organized fortprexfiage

in an activity ordinarily carried on for profieven if the business is operated on a cooperative
basis or produces only enouigitome to be selustaining)The termline of businesgenerally
refers either to an entire industry or to all components of an industry within a geographiic area.
doesnot include a group composed of businesses that market a particular brand within an
industry.

Chambers of commerce and boards of trade are organizations of the same general type as
business league§hey direct their efforts at promoting the common ecananterests of all
commercial enterprises in a trade or community, however.

Cooperatives 501(c)(12)
IRC 501(c)(12) exempts the following organizations from federal income tax:

benevolent life insurance associations of a purely local character
mutual dtch or irrigation companies

mutual or cooperative telephone companies

mutual or cooperative electric companies

"like organizations"

The phrase "of a purely local character" applies only to benevolent life insurance associations

and organizations like &m. To qualify for and maintain exemption under IRC 501(c)(12), all of

the organizations described in above must receive 85 percent or more of their income from
members for the sole purpose of meeting losses and expenses each year. Organizations that meet
the requirements of IRC 501(c)(12) may apply for exemption from federal income tax on Form
1024.

Contributions to organizations that are exempt under IRC 501(c)(12) are not deductible as
charitable contributions on the donordés incom

Coalition’

A coalition is an alliance among individuals or groups, during which they cooperate in joint
action, each in hikerown selfinterest, joining forces together for a common cause. This
alliance may be temporary or a matter of convenience. A codilititendiffers from a more

formal covenantA coalition may ssibly described as a joining of ‘factions’, usually those with
overlapping interests rather than opposing.

® IRS 501(c)(6) http://www.irs.gov/charities/nonprofits/article/0,,id=96107,00.hthanuary2009
4IRS 501(c)(12)http://www.irs.gov/irm/part7/ch10s14.htpAugust 2006
® http://en.wikipedia.org/wiki/Coalition
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V The current CCPA group will need to make a decision as to which of the
organizational pproaches best suits the purpobeday the group is
operating as an alliancA.501(c)(6)or a County Advisory Committemay
very well bebestchoices.

Strategy 13 Adopt a CCPA governance structure(bylaws)

The CCPA effort will benefit from a more forin@arganizational structuré&overnance is the

action of developing and managing consistent, cohesive policies, processes and decision rights
for a given area of responsibilitaovernance along with professional organizational structures
provides a formamechanism for participative decisiomaking and increased accountability.

V Identify and adopt anrganizational/governance structure of the CG® Arovide
a formalgovernance structu®@ylaws)and selection of the board directohs.
sample set of bylawsan be found iM\ppendix @ Sample Bylaws for a Not For
Profit Organization.

V Implicit in this approach is the identification of members and a subsequent
election of a board of directors and officers of the board.

Strateqy 1.4 Implement jointly agreed to priorities for the CCPA

Priorities of the CCPA need to be set using the recommendations of the Plan. It will not be
possible to implement all recommendations at one time. An estimated duration of 3 to 5 years
will be required for implementation of the recoranded strategies and actions of this Plan.
Accomplishing these will require staff (volunteer and paid) and an estimate of time and dollars
required for each.

V Develop a set of priorities and a resource plan to carry out the CCPA mission.
V Identify a jointy conducted pilot project under the auspices of the CCPA.

Goal 2: Tourism is a strategic component of @economic developmenttsategy.

Organized properly, tourism activities caginforce efforts to recruit new businesses and
entrepreneurs to the Curi@ounty by making them aware @mmunity amenities that can
also improve business operations. Tourism increases the tax base that hétppagpty and
community amenities and services. It creates jobs and business opportunities for entry level
peopleand entrepreneurs. Tourisnelps to diversiffhe economy so that communities are no
longer dependent on one or timolustries.

Todayds visitor may just be tomorrowds inve:
and owners first discover @nea as &cation for one of their business operations through a
recreational visit to an area for golf, huntifighing or participation in local fairs and other

events. Tourism development can be especially importatdviotown revitalization efforts.

The CCPAshouldlook for these types of synergies between its tourism, products, services and

livability promotionalefforts.

The marketplace is full of choices for visitors and consumers creating a competition among
cities, communities and states for their dsll®ur competitors are other counties that also have
a significant amount of attractions such as amusement parks, baadimesuntains. However,

we can compete with our small town appeal, abundant natural beauty araldedepricing. In
addition, we Bouldcollaborate within the county to package trips that are attractive to empty
nesters, families anddividuals planning reunions.
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To ensure that our promotional attempts are as successful as possible, we need to continuously
ask ourselves

What isOur Strategic Position?

What are the industry trends that mn@acting us?

What is our competition for attracting visitors?

Are we gaining or losing our share of corpotatel leisure travel market
share?

e Are our services emerging or maturing?

¢ |s, ard how often isour messageeaching our potential customers?

Strategy 2.1 Curry County as a destination of choice for travelers.

The CCPA will work to ensure the success of its purpose by using seven guiding principles:
Positioning, Credibility, Communations, Quality, Internal Marketing, Lorigrm Perspective
and Repositioning. These seven principles are critical to building and promotinghaitee.
together these principles will alstimulate interest and desioa the part of consumers to take
action and visit.

e Position Curry Countyto beseen as the premiere place to acquire products and
services; to vacation and live.

V Continue to share the message¢haf manytravelerexperiences the region
These opportunities dersshutdrealsovwithimshart t he coun
drives of the county. For examplepk for opportunities to join with the
promot i on ochsin&/lodges (Elleagpd SmithdRsver)Rogue River
CreameryHarry & Davidandnearby viticulture/wineries

V Develop and prometmore guided tour&ncourage local producers to offer tours
of their facilities.Increase interpretive signage to appeal to thegaetfed tourist.

V PursuepromotingCurry County to seniorwith disposable incom#nat live here
Too often we find that sdents of one part of the county have no understanding
of the offerings found throughout the county.

V Use print media, TV, radio, websites and web 2.0 to carry the message.

e Credibility: If it says Curry County, you can count on it being presented faidy a
clearly: our businesses stand behind their prom@@esbusiness leaders are key to
building credibility, especially with those we want to come into our midst and spend
money.

Building credibility is a fundamental aspect of the leadership processebhef trust,

honesty, sensitivity to diversity, sustaining hope, and engendering community are skills for
anyone who works with people. With employees, with bosses, with customers, with vendors,
with business partners, with family and friends ... we nedx credible with all the people

in our lives to accomplish almost any objective we set for ourselves.

V Build credibility asa daily activity that relies on each of us to do their part in
every aspect of the chain of events that suppagtsadity tourism experience.

e Communications: All promotions will be provided in clear, easy to understand language.
We encouragbetter and clearer communication between stakeholdssislents, operators
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and travelers to bringleeightened understanding of issues, r@awass of our high quality
tourism experiences, increased support from local communities

Some examples might include:

V Produce a Curry Coungnline ezine (magazingto leverage the growing power
of the nternet é.g.,www.visitcurrycounty.com Usecarefullyselectedmages
accompanied by | anguage t hathofigepodges es on ft
of lists and unfocused languag¢o ve away from fAime tood websi
resemble a carnivdike atmospher¢ u n | eaxtgallya cadisal).
V Develop a 365 day eveahlinecalendad A comprehensivenarketing calendar
shouldlist all major strategies by month, containing trade shows, sales forums and
sales missions to be undertaken, media relations t&irgand direct mail
placed, piblications /collateral to be produced, major membership development
initiatives, etc. This component will offer numerous opportunities for stakeholder
participation angbarticipation fronother marketing alliances.
V Expand the usef interpretive signage to provide the opportunity for-geiided
tours.
V Communications will reach beyond Englishly. We are seeing more and more
travelers from nofEnglish speaking countries.

Quiality: If it says Curry County, you can count on it lgewf the highest qualityQuality is
defined by the value a customer derives from a product or service. It is not defined by
conformance to specification. Aristotle defined it'@sality is not an act, it is a habjit

The |list of answegre tbtawmatd tHhrouwah the | i s
comprehensive and indicative of the many dimensions of this concept (see Apgendix 3
Liatening Sessions).

V Quality is at the heart of uccessful promotion@rocessQuality must be built
into each experiare. Quality is the responsibility of each individual.

Internal marketing: Every resident, shopkeeper, manufactarattour guide will
act as a representative of Curry County because they will be educated on the many
offerings of the county. Cross marketrry County offerings.

V Encourage local restaurants, motels, resorts to carry locally produced products.
V Providea fiBuy Local 0 shopping guide.

Long-term perspective: Good things sometimes take time to plan, to put into action
and to see the resultd/hatever is done will be with an eye to how it impacts the

future. This is one of the reasons we need to develop and use a set of metrics beyond
what is currently available. More on this later.

V Establish benchmarks for performanEgaluate effort®ver ime using a set of
metrics.

Repositioning: Change is a fact of life. Periodic evaluatigsing datas critical and
may lead to changes. This will be a learning organization and change will be
embraced.
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V Utilize an honest evaluation process so that axeha basis on which to make
changes.

The art of setting yourself apart
Welcome to théra of the BrandThe art of setting yourself apart from everyone else, making
Curry Countyworth a special trip, an extended stay and a repeat visit.

Things have chayed dramatically in how we now go about promoting our county. What used to
work, no longer does. Here is what does work:

Jettison the generic in all marketing effor&ell the sizzle not the steak.
Donét be al |l (markenhsggnentabon)a | | peopl e
Find aniche and promote (tnarket differentiation)

Focus on the experiencBuccess revolves around experieruesed on activities
NOT things to look atThe days of marketing lists are ov&he usual list of
historic downtown, fine restaurants, iy of lodging options, theater and/or
music, specialty shops, antiques, galleries, museums, lakes, rivers or beach
nearby, trails and trail systems, hiking and biking, special events, state parks
nearby, camping, fishing, golf, kayaking, outdoor recoggtunique shops, etc.
These could apply to tens of thousands of communities throughout North
America.

<K<K

Note: The same list rule applies to economic development marketing: available
land, work force training, educated work force, eager work force, alaieork
force, inexpensive permitting, incentive programs, great quality of life, good place
to live, work and play, good schools, close to major highways, broadband
services, excellent recreation, inexpensive housing, close to major markets,
available bidings, quality infrastructure. This list, once again, can apply to
virtually any community anywhere.
V Separate your primary |l ure (what the custon
from your diversionary activities (things we can do closer to home, budavil
while visiting the area)The average visitor is active 14 hours a day, yet they only
spend four to six hours on the primary lure that brought them to fvem they
spend 8 to 10 hours on diversionary activitiedsese are NOT primary lures:
0 Your location (geographypased marketing)
0 Historic downtowns
0 Scenic vistas. These are all part of the ambiance. Success revolves around
activities(experiences)
V Increase focus on diversionary experien8@8s of visitor spending takes place
on diversionary actities. The top diversionary activity in the world is shopping,
dining and entertainment in a pedestiaandly setting.
V Always promote the anchor tenénthe primary lure, then the diversions.
Remember: lures cannot succeed without diversionary activities
V Build promotional effortoon quality of theproduct, not marketing>estination
marketing organizations are now being forced into the product development
arena.
V Ensure that avebsiteisgood enough t dl%iotdl Anseecans he sal e. 0
now have immeidte internet access (2ténillion people) 94% of webenable
people use the web to plan their trav€l% are frustrated because they are
looking for activitiegexperiences)andtoo manyare marketing cities and
counties.
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What do e alsoiénowwerryk c | why keep d@ng é¥or example,rits and
vegetables are not a brand: they are part of theamlsancd t he phr ase fisomet hi
e v e r yeasulteimmediocrity and ultimate failusvoid these words and phrases:

Explore Right around th corner
Discover Your playground
Outdoor recreation So much history

Unlike anywhere else Purely natural

So much to see and do The place for all ages
The four season destination  ...and so much more!
Where the seasons come to lif Home away from home
Historic downtown A slice of heaven
Center of it all I'tdos all roi
Best kept secret Life pure and simple
We have it all The perfect getaway
Visit (name of town) The place for families
Beauty and heritage Start your vacation here
Naturally fun Recreational paradise
Gateway Take a look!

Close to everywhere

Let us face itThefact is that these could fit virtually any community anywhere. Like the word
Auni que, 0 they are so overused they mean noth

Strategy 22 Apply the principle s of sustainablenature-basedtourism
I ncrease the business volume of nstituents Count
Focus on the rapidly growingcotourismmarket

No city, county, state or federal government can sustain this effort @nntsalthough the effort
must be approached in full recognition of all laws and regulatiodsenefits from official
sanction This approach is beserved by an organized grasmts type of effort and may mean
creation of a new entity solely for thisipose. Existing entities can be allies in the process but
sometimes you simply have to start anew.

It is also noteworthy that the skill sets required for implementation of the new tourism elevate
this to the knowledge industry category. Many of the jalike new tourism require advanced
knowledge of marketingystem developmentommunications, organization, information
technology (IT), customer relationship marketing (CRMadership, culinary arts, biology,
geology, and many other related skill sets.

The regional community and governmental entities can work together to:

V Craft a strategic framework to guide the development oettodourism

V Identify and mobilize funding for potential private elourism investments. Eeo
tourism enterprises, likemost business ventures, need operating capital.

V Formulate fiscal policies to promote etmurism and to maximize its economic
and environmental benefits. Governmental entities in conjunction with area
community representatives can encourage public psl{sich as visitor fees,
regulations for tourism operations, and investment incentives andisenzones
for tourist facilities) that promote environmentally sound tourism as well as
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community involvement in providing services and products such as guides,
lodging, transport, and arts/crafts.

V Encourage exchange of information and kAmw about ecdourism
opportunities and operations.

V Monitor and certify the performance of etmurism activities. Green tourism
takes ecdourism a step further, promotimgvironmentally responsible tourist
operations that conserve energy, recycle waste, and instruct staff and tourists on
proper behavior in parks and protected areas.

V ldentify funds to do research on elmurism's developmental and environmental
impact. Inbrmation is needed to demonstrate to decisiakers the economic
contributions ecdourism can make. Better understanding of the impact of eco
tourism is needed to regulate and enforce against environmentally damaging
investments.

Ecotourism has the gential to touch many aspects of Curry and its residents in a positive way,

if implemented in a holistic manner. This means addressing the complete cycle or chain of events
related to ecaourism. There is also the potential to develop a light manufagtapportunity
associated with branded ecotourisatated products from the area.

Tourism should CONTRIBUTE POSITIVELY to local communities and resouB@sinesses

should commit to excellence @cctourism quality. By adopting or reaffirming an

environnental stewardship ethic for the business, owners will meet the expectations of their
customers. Studies etotourists confirm that these travelers care about the environment and
support a number of conservation organizations. Businesses should fobesrapdrtance of
conserving both natural and cultural resources and enabling a greater harmony between human
activities and nature. Some examples:

V Practice "green" purchasing. For example, favor vendors who offer recycled or
recyclable products and miniilaackaging.

V Reduce, Reuse, Recycle... and strive to "leave no trace.”

V Train staff to lead by example. Be good environmental stewards and guide your
customers toward low impact behaviors which contribute to resource
conservation.

V Employ qualified and qaable leaders for guided, interpretive programs. Knowing

how to tell your story well is importanEco-tourists are well educated and they

want to learn by being immersed in a natural or cultural experience.

Provide Nature Guide Trainirgp that guides Wibe knowledgeable idiscoveringand

identifying plants,area geologyanimals and habitats.

Contribute to the local economy by hiring people from the local area and “doing

business" with local businesses.

Provide your staff with opportunities for trémg to upgrade their interpersonal,

communications, interpretative and other professional skills.

Provide Wilderness First Responder Trainiognstruct the guides on how to

respond to emergencies in remote settings.

Be actively involved in and conttilbe time, energy and resources to local,

regional and statewide conservation efforts.

Provide and patronize environmentally sensitive accommodations which, for

example:

o Employ energy and water saving devices;

< < < < < <

®ibid, The Untamed Pht
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o Provide interpretative information on logaants, animals, historic and
other natural and cultural features; and
0 Maintain grounds using environmentaflyendly plant and pest
management practices.

Work cooperatively with othe¥cotourism businesses in the area to ensure the
sustainability of atural and cultural resources.
Prepare visitors for nature experiences by providing them with information and
educational materials about the environment, natural history and cultural
characteristics of their destination and its people, so that whefetheeco
tourists will have a greater understanding and awareness of the places, people and
environments they visit.
Make sure your customers understand and obey all rules and regulations
established by landowners and local resource managers. Manageotqus in a
manner consistent with environmental conditions. For example, a single guide is
probably adequate for a group of 40 on a tour bus, but would be inadequate for
the same group on a canoe trip in a sensitive area or under dangerous conditions.
Travel in small groups to avoid adverse impact on the environiBeotour
operators should carefully match activities with appropriate resources. Sensitive
areas, for example, should be used by small groups or individuals for low
intensity, low impact aotities. Spread tour activity over a wide area to avoid
adverse environmental impact, maintain the quality of the experience for the
visitor and distribute the economic benefits of tourism throughout the region.
Enable a process of monitoring environmémtgpacts ofecotourists and
communicate problems to appropriate resource managers.
Instill in visitors a sense of personal responsibility for the environment by creating
visitor experiences that preserve the hospitalit€afry and encourage respect of
traditions, customs and local regulations.

Strateqgy 24 Maximize the length and frequency of stay

The longer someone remains in the county, the greater their spending. The more time we

have with them, the greater the opportunitgnhance the valueofh e vi si t or 0s

Increased spending provides for even more economic generation.

V

Promotetourism, products and servicleg bundling(packaging)activities in

new and creative way(g.g., themedased historical activitiéslighthouses,
battlegrouns, traditional food gathering sitdepd samplingetc.)

Provide a website where the traveler can assemble their own set of
experiencepased on a theme of their choosifigen based on their

selections offer up other activitidset them save that pkage and return to it
later to add to it or modify it.

Increase use of interpretigggnage in a fashion that leads the traveler to other
related locations.

Ensure that any stay is a quality experience, one that beckons the traveler to
Astay judayoner mbobereturn soon.

e X

Strategy25 Devel op and sustain a ABuy Curryo promo

Quite a variety of products are made in Curry. They range from food to textiles to machinery
well, you name it. Today Cumeproducts. s no one

t oé

Vv

Promote Curry products using a estep website just for this purpose. Make it a
part of thewww.visitcurrycounty.consite.
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V Ensure inclusion of t he -dhdveaegndEdbythey 0 pr omot
chambers and economic development.

Strategy 2.6 Develop a Livability promotion that highlights Curry services.

Servicesavailability in the county can be found in the Yellow Pages, chamber directanies,
throughadvertisementddowever, ths is not the same as presenting a coherent listing and
description of those services that might appeal to those persons interested in living in the county.
But it has to be more than just a list or directory. We need to demonstrate through short vignettes
just how when integrated together these services provide the necessary infrastructure for a
quality living situation.

V Develop a section in theww.visitcurrycounty.conwebsite that tells the story of
livability in the county. Use language that targets entrepreneurs wishing to obtain
a higher quality of life for their families. Paint the picture of livability through
personal stories that talk to safety, schools, availability of services (such as
healthcare, igher education, higepeed telecommunications and locations for
businesses.

V Make sure this section of the website points to other resources that support
economic investment in the county.

V Piggy-back with real estate promotions by having real estate ag@nts this
section of the website as part of their advertising.

V Craft guidelines for livability promotional activities.

Strategy 29 Use relationship marketing across all categories

Constructive relationships with select target customers are moretanpto longterm
economicsuccess than acquiring widespread public awareness. Relationship marketing is the
process of attracting, maintaining, and enhancing relationships with these key people.

Sometimes, in our haste to gain media visibility, we gomes overlookour most important
marketng resourcé relationships with people. This is ironic since the backbone of our success
is based on commitments made by volunteers, legislators, lay leaders, and staff. Emerging
marketing research indicates thatdiened public awareness of thestination attractions

only the first step in the marketing process.

The most powerful marketing tools are effective programs that address real issues and needs of
our customersVithout effective programs, marketingracountyand developing relationships

will not be effective. We must plan programs that include an evaluation that measures the
specific impact that programs have on the lives of people. The questions "What differences will
it and did it make?" must belasl before and after the program. The impact must then be
communicated to target customers.

Relationship marketing is a fiyeart process which involves:

Vv Selecttarget customers.

v Identify a specific message to deliverthe targeted group @lustomes.

Vv ldentify obstacles or barriers that may hinder the delivery or positive reception of
the messages.

v Deliverthe promotionalmessagesing the communication channel(s) the shows
the most impact with that selected target group.

v Evaluatethe effectivenesef efforts.
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Strategy 210 Everyone in Curry County is part of the promotional team effort

All too often we stild]l hear, AThereds nothing
or even hotel clerksThe Hospitality 101 program will help withis, especially for wait staff

and front desk clerks. But there may also be an opportunity to bring younger residents into this

part of the promotional activity (see Strategy 2.11).

V Educate residentnd anyone that might interface with visitorsthemarketable
assets of Curry CountyDo this through seminars (maybe even part of sahool
senior center activitigsHospitality 101, public service announcements,
promotional videoshewspaper articles and reminding those around us of the
many activitiesand experiences available.

Strategy 211 Leverage and usé¢he energies and talents of youth

High school students must complete a community project as part of the requirement for
graduation. Let us go into the schools and bring this opportunity to thens$yzerhaps as a
competition For example,ltey can help by taking oral histories and writing them up (post them
on thewww.visitcurrycounty.conwebsite), documenting the historical significance of many
sites in the county, preparing signage using adefened set of attributes or participating in the
creation of videos (YouTube).

V Get kids involved in understanding and promoting Curry County.
V Look to high school projects and community college studemessble interns
for CCPA projects

Strategy 212 Increase involvement of gniors
Curry has a population of very active seniors. Many seek out opportunities to participate in
community actives to both make a contribution as well as for the social aspects

V Engage with seniors to take advantage of their experience and knowledge.
V Explore opportunities for youth and seniors to work together.

Strategy 2.13Understand the relationship of fishing to the economy

Rural economies are suffering from the recessasrseen by rising unemployment rates. Rural
economies historically go through very broad swings in their local economies. How might we
use fishinglcommercial and sportp mitigate that swing and craft countgrclical revenue
streams?

Rural economieare attracting more professionals due to area livability. How might we use
fishing to further induce this category of inbound migration?

We need to develop strategies so we can help local people stay working where they want to be.
Rural economies need baild businesses based on their unique assets (e.g., coastal and river
fisheries) to attract/retain younger workers and to help keep families toddtreging natural
resources (e.g., fisheries) and the watershed is an effective and efficient wagitoteedbcal
economy and environmental health. Healthy watersheds are vital for a healthy environment and
economy. Everything that is done in a watershed affects the watershed's $ystealue of

clean water and air, plentiful fish and wildlife, @®system services of direct economic and social
benefit to theeommunity
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V Undertake a study to develop a set of recommendations for fostering
sustainability and improvements to the fishing industry sector and its relationship
to the local economy.

V Developa promotional campaign that targets fishermen.

Goal 3: Innovative and integrateduse ofnewtechnology and traditional media

The influence paradigm has changedé dramati ca
networked modellhis has occurred ia remarkably small timefram€u r r yds compet it
already underway with use of this new way of d@ra@motion and it is highly effective. It is

much more effeste per dollarexpendedhan traditional promotional approache#. truly takes

advantageof the market segment with money and a desire to spend it.

Strategy 3.1 Take advantage of the new model of influence

Every day the use of email and websites is becoming more the norm. We already presented
factors tlatlendthemselveso more successful aof these technologi¢seeStrategy 2.1 Curry
County as a destination of choice for travéléfgeb 2.0 (social networking) is emerging as one
of the most powerful promotional tools ever séHme competition is using it. So should the
CCPA.

V Leveragehe power othe internet: email andebsites
V Launch and useww.visitcurrycounty.conas a information portal.
V Establish a social networking site to increase ROI from promotional efforts.

Strategy 3.2 Targeted use of traditional media

There is still a place for traditional print media, although it is rapidly falling in the face of
the use of internet technologies. Smaller runs of brochures and other print media,
decreased use of newspaper advertisements\ammoving promotional dollars away
from radio and TV is becoming more widely accepted. Typically, these approaches are
general in their targets and lack the specificity now required for targeting segmented
market groups.

V Carefully examine theuse ofttda t i on al mepduth bhée babptout wi
t he b at Thersviadtilearroledor traibnal mediaalthough it is
diminishing in its ROkNd the use of the internet now reaches more of the
population and can be highly targeted.

Goal 4: Revenueto support CCPA actions

In kind support will likely be forthcoming botany activities will require financial support.

Once the CCPA sets its priorities and creates a project plan, then we will know to what degree
funding may be required.

Strategy 4.1 Understand CCPA priorities and establish funding needs

Prior to seeking funding, the CCPA needs to establish its priorities. It is also understood that any
moves to increase a tax base to improve funding opportunities must be pursued in a most careful
manner

V Explore the value of eountyarealodging tax(not to be imposed for areas
already with such a tax mechanism in place)

V Explorefinancialcontributions fom CCPA members

V Explore grant opportunities.
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Goal 5: Continuous improvement

An ongoing and peridic ConsolidatedVarketing Analysis is recommended. This management
report tracks all productivity categories, comparing the annual goal for each program, against
monthly and year to date resulBvaluation of this natureeguires stablishment ofa set ¢

metrics and monitoring processes.

Strategy 5.1 Developand apply a set of evaluation metrics
Develop a set of evaluation metrics to be used to validate success of marketing campaigns and to
be used to identify additional or modified campaigns over.time

V The CCPAshould measure its successdayeloping a set of metrics and
consistently evaluating and reporting promotional activity marketing
productivity, monthly or more frequentveb analyticsandCCPA Annual
Performance Survey (see Appendix 5daample evaluation survey)

Recommendation for a CCPA startup project

Let us tap into the energies of youth and the wisdom/experience of seniors. A modest first
project under the CCPAOGs auspices might be on
AMy Curry Countyo project competition by stud
minute video promoting Curry County. Even the naming of the project could be a competition

held in advance of the video preparation.

Students would work with adsors (seniors) to produce this video to be posted on
www.visitcurrycounty.conand on YouTube. This might also serve as a senior project.
Newspaper articles could inform the community as to the projectsasthtus, eventually
reporting out the winners. The articles would contain the website link. The CCPA board of
directors would choose€*12" and 3° place winners. Awards could be modest, sayf®r first
place, $50 for second and $25 for third.

In addtion,get youth involved in the creatiwghn of a |
an emphasis on youth related activiiieshe county (relates to livability but also gets youth

involved in understanding their countyhis would need to be a supeerdsand directed

undertakingOnce established, and monitored, it could be a valuable way for the youth of the

county to have a virtual space to keep up &itl participate iWWSUP in the county (BTW-

that s fiwhat énformed).0 f or t he non
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APPENDIX 18 INVENTORY AND ASSESSMENT

Introduction to the Inventory and Assessment

As you will see in this section Curry has much to offer and much continuing work dlnead.
contents of this section examine theudspmponen
services and livabilitytl woul d take many pages to fully doc
attributes. In this section you will find a considerable variety of descriptors relevant to gaining a
comprehensive view of the counfys a basis for this Pl@s r e ¢ 0 mnwe nadeaabe o n s

honest and take note of our strengths and weaknesses. This helps us to more accurately position
steps to spur oaur economic development efforts.

Location

Curry Countyis a county locatenh the U.S. state of Oregon.
The county was named for George Law Curry, territorial
governor of Oregon Territory for much of the time between
1853 and 1859. As of 2000, the population was 21,137. Th
county seat of Curry County is Gold Beach.

Geography
The county originally contained about 1,500 square miles.

However, boundary adjustments with Coos County in 1872 and 1951 and Josephine County in
1880 and 1927 increased the area to 5,150 kmz2 (1,989 mi?). 4,215 km?2 (1,627 mi?) of it is land
and 935 kmz (36ini?) of it (18.16%) is water.

Located in Curry County is Cape Blanco, the westernmost point in Oregon, with a longitude of
124 degrees, 33 minutes and 46 seconds.

Adjacent Counties:

Coos County, Oregon(north)
Douglas County, Oregon(northeast)
Joephine County, Oregon(east)
Del Norte County, California(south)

Incorporated cities:
Brookings

Gold Beach

Port Orford

Unincorporated communities and Census Designated Palces:

Agness Ophir
Carpenterville Pistol River
Harbor Sixes
Langlois Wedderburn

Population, 1969- 2006

The following graphs offer a broad overview of trends in the pattern of population growth and
change of Curry County with comparisons to Oregon and the nation. The data used are those
compiled by the Bureau of Egomic Analysis, U.S. Department of Commerce.
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Curry County Population, 1969 - 2006
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Figure 1 -- Curry Count;abopulation, 19697 2006

Figure 1 traces @ry County's annual population over 198306 to illustrate th pattern of
growth over timeQOver the entire 3§ear period, Curry County's populatioose from 13,180 in
1969 to 21,954 in 2006, for a net gain of 8,774, or 66.6%.

The county and state population totals reported by the Bureau of Economic Analysis (BEA) are
from the Bureau of Census midyear (July 1) estimates. It should be noted thadtestes

might differ from those that are independently prepared in some states by various agencies
and/or universities.

Population Indices (1969=100):
Curry County, Oregon and United States, 1969-2006
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Figure 2 -- Population Indices, 1969 2006

Figure 2shows Curry County's population growth compared with Oregon and the nation in a
more bngterm context. Growth indices express each region's population in 1969 as 100, and the
populations in later years as a percent of 1969. They allow for a direct comparison of the
differences in population growth between regions although they may cil§dy v size.

Curry County's overall population growth of 66.6% over 19606 trailed Oregon's increase of
79.0%, and outpaced the national increase of 48.4%.
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Population as a Percent of the Statewide Total:
Curry County, 1969-2006
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Figure 3 -- Population as a Percent of the Statewide Total, 1962006

Figure 3is anotheway of hghlighting the growth of Curry County's population compared with
the state at large is to trace its share of total state populatiotimogeA rising share means a
county's population grew faséior declined less than the state population, while a deitig
share shows it grew more slowly.

In 1969, Curry County's population comprised 0.64% of Oregon's population; in 2006, it
comprised 0.59%.

Curry County Population:
N Annual Percent Change, 1970-2006
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Figure 4 -- Population Annual Percent Change, 19702006

Figure 4highlights the shoftun pattern of Curry Countyfsopulation growth by tracking the
yearto-yearpercent change over 19@906.The average annual percent change for the entire
38-year period is also traced on this chart to provide a benchmark for gauging periods of relative
high--and relative lowgrowthagainst the longerm trend.

Curry County's population grew on average at an annual rate of 1.40% ove2Q¥59

During the 1970s, Curry County's annual population growth rate averaged 2.34%. It averaged
1.29% during the 1980s, 1.20% in the 19908, @52% thus far this decade (262006).
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Populatior rose to a peak of 21,938 in 2004.

Population Growth:
Average Annual Percent Change
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Figure 5 -- Population Growth: Annual Percent Change

Figure5 compares the decade average growth rates for Curry County with the corresponding
decade averages for Oregon émel nation. As the chart reveals, Curry County's average annual
population growth outpaced Oregon's average during the 1970s (2.34% vs. 2.26%), surpassed
Oregon's average during the 1980s (1.29% vs. 0.80%), fell below Oregon's average during the
1990s (120% vs. 1.98%), and amounted to less than Oregon's average over the 7 year period for
this decade, 2002006 (0.52% vs. 1.21%).

Relative to nationwide population growth trends, Curry County led the nation during the 1970s
(2.34% vs. 1.10%), registeredee the nation in the 1980s (1.29% vs. 0.95%), posted below the
nation in the 1990s (1.20% vs. 1.23%), and recorded underneath the nation fre20Q600

(0.52% vs. 0.98%).

Curry County is the TDor 11" least populous county in Oredon
800,'000 ~Multnomah

700,000 {7
600,000 |
500,000 {| [
400,000 |
300,000 |
200,000 1 Curry

100,000 - l Whﬁ'e’

0_

—_————————— Counties ————
Figure 6 -- Comparison of 2007Population by Oregon County

"US Census Bureau, Population Estimates Progném//factfinder.census.gov/servlet/DTTable? bm=y&

geo_id=05000US41015&ls name=PEP_2008 ESTdang=en&mt name=PEP_ 2008 EST G2008 TQGbr

information on errors stemming from model error, sampling error, and nonsampling error, see:

http:/Avww.census.gov/popest/topics/methodology

& Oregon Benchmarks County Da@regon Progress Boarlditp://benchmarks.oregon.goMovember 2008
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Figure 7 -- Percent of Population by Age, 1997 and 2007

Infrastructure and Transportation
Infrastructure °

The Infrastucture indicato(2006me a s ur e s
telecommunication development. The idea is that high infrastructure attracts business investment

and increases the demand for goods and services, thereby creating jobs. The iadiaatat on

a countyos |
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a scale of 0 to 100, and gives equal weight to Highway operation expenditures, Commercial

aircraft takeoffs per capita, and Average number of hggeed internet providers in the county.
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Figure 8 -- Infrastructure Indicator
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reason for its success. Use of ground transportatincluding trucks, buses and cars a

naturalelement of the expected economic activiljare than one in five jobs in Oregon (over
400,000 jobs) is either directly transportati@tated or else strongly transportati@iiant (e.g.,
traded industries or tourism).

Area Telecommunications

Two fiber outes now pass through the county: Verizon and Charter. Verizon providdsm&and

gat ewa

and wireless (cellular) telephony services in the county. DSL is available in Port Orford, Gold
Beach and Brookings. Verizon wireless also provides wireless broadbartitieveellular

network.

° Rural Studies Program, Oregon State Universitiy:/ruralstudies.oregonstate.edu/counties/Assets/curry.htm
These Regional Asset Indicators are calculated by the Center for the Study of Rural America at the Federal Reserve

Board of KansasiCt vy .

mi gr a

calculated.
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Charter Communications provides subscriber TV, broadband and telephony in Brookings and
Gold Beach. Port Orford sees a subscriber TV service from Charter.

ATT and US Cellular provide cellular service in the county. ATT offersraless broadband
service over their cellular network.

Areas outside of the aboweentioned cities are largely without broadband, except form satellite
and cellular wireless broadband service.

Area Transportation

Currently, Greyhound operates the only coencial bus service in this corridor and the only
inter-city service to California. There are four scheduled buses per day, two northbound and two
southbound along US 101. Service to Portland, Oregon and San Francisco are available.
Intermediate destinatis enroute to major cities are also availablery County Transit provides
inter-city service between Brookings, Gold Beach, Port Orford, and Bandon, Coos Bay and
North Bendin Coos County. A bus service between Medford and Brookings was announced in
April, 2009.

Paratransit services are availalieCurry County. Curry County provides this service through a
dispatch center at the Gold Beach Senior Center and Port Orford Senior Center. Service is
provided both oascheduled and demand response;a&iadle basis. These services are

provided at aninimal cost to senior citizens and disabled people. The general public can also
access these services for a slightly higher fee. The primary focus of this program is to meet the
needs for local, routine tripgthin three miles of the dispatch centers. Transportation tauthie

areas and adjacent cities are a secondary fodhssgirogram. These trips aimlted to a 14

mile radius of the dispatch centers according to a published weigkéghedule.

Locd transportation is also provided by the Retired Senior Volunteer Program (RSVP) through
the Brookings, Gold Beach and Port Orford senior centers. This program consists of volunteer
drivers who are reimbursed for their travel expenses. The program islfirodepublic sources

and user donations.

In the rural areas, US 101 is a tleme facility with occasional passing lanes or climbing lanes

on steep grades; speeds are generaliy®3. Wi t hin each of Curry Count )
four-lane facility,with some left turn pockets provided. Speedsecities vary betweensand

45 MPH. The pavement widths vary from 32 feet to 84 feet, with lane widthgfekt. Inside

the city limits, US 101 igrimarily bordered by commercially zoned areas. Somgosechave

adjacent residentiak public open space zones. In the Urban Growth Boundary adjacent zoning

is a mixture of light and general commercial, rural residential, agricultural, forestry grazing, and
exclusive farm use designations.

Curry County igorimarily centered on the US 101 corridor. The county collectors and local
streets form a disjointeslstem rather than a grid. The general characteristic of the collectors and
local streets is that they connectu® 101 to provide property access to girenary regional

roadway facility.

Local Transportation Impacts

Both truck traffic and passenger vehicle traffion theincrease on roads throughout the state
Thereare some locations where the interface between large trucks and passenger valiisles res

in both higher costs to businesses and potentially dangerous conditions. New, longer trucks used
to ship goods from businesses along the coast must travel on Highwa&yoh@iderable truck
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traffic does occur on 199 as well. Curve straightening imgar@nts on 199 will allow for even

longer trucks on this stretch of highw@uring the summer season, trucks often get stuck

behind slowmoving RVs and other tourist traffic, increasing the time needed to complete
deliveries. These delays have a negatigact on shipping costs. As traffic volumes increase,

the interface between trucks and passenger vehicles is increasing, creating dangerous conditions
on the coastand Redwoodhighways.

Impact of Distance to 5 Corridor

Use of ground transportation ¢over the distance to theblcorridor is a significant limiting

factor for some coastal businesses. Many businesses, particularly along the coast and in southern
Oregon, have somewhat limited options for shipping goods east and west. Some businesses must
truck their products up to 200 miles before connectinggoaldding considerable costs to the
companies and their customers, and thus making them less competitive. Limited transportation
access is considered in business expansion decisions, and haslfanttothe decisions of some

firms to expand at plants outside of the coastal region with better transportation access. UPS and
FedEx shipping is available on small trucks.

Additional costs are incurred due to travel delays, which occurs during pealesseasons

when traffic levels rise along twlane roads in rural areas that serve major coastal recreation
destinations. In some of these areas, winding mountain routes, steep grades and lack of passing
lanes all act to constrain traffic capacity.

Yet ome of these same impacts from the surface travel teSlwiridor contribute to
satisfying the Aisense of escapeodo and Aromance
remoteness and isolation when taken into consideration along with thé athert or s of t he
extreme natural beauty works to enhance the experience of the tourist. This is especially true for
the target mar ket seeking fAexperiences VvVs. Vva

Traffic Flow

TheOregon Department of Transportation (ODATansportation Syems Monitoring (TSM)

Unit has the mission to formulate a system to collect and process traffic related data on Oregon’s
Highways. TSM provides traffic volumes, flow maps, trends, manual counts and vehicle class on
state highways to Federal, State, Lopalvate and public constituents.
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Figure 9 -- 2007 Southwest Coast Traffic Flows°
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Figure 10-- Traffic flow map Legend

Rail

There is no rail service in Curry County. The nearest rail stop is in Bmoand this is for
freight only.

Air
Several airports are in the region. There are three airports that serve Curry County: Curry Coast
Airpark (Brookings), Gold Beach Municipal and Cape Blanco State. Seven additional private

landing strips are knowin the county. These include grass or dirt strips at Agness, Big Bend

Half Moon and Paradise Bar. None of these airstrips include support facilities or developed
improvements.

Traffic flow map, Oregon state highway system, Oregon. Transportation Data Section,
http://library.stée.or.us/repository/2006/200612201510513/
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No commercial service is provided at the Brookings, Gold Beach or Cape Blateaifiarts.
The closest available commerci@itransportation services are available from Crescent City,
California to the south and North Bend, Oregon to the north.

Privately owned small aircraft and chartered air services frequent the surrounplartsair

For a more complete discussion of area airpaitis aerial photographs of the airpopigease
refer toRCape Blanco Airport Area Economic Development Feasibility Study,
http://www.jirwinconsulting.com/documents.htdanuary 2, 2008unded byCurry County
Oregon and USDA Rural Business Enterprise Grant

Income and Wages
Personal income has continued to rise in Curry County.

W Personal income @ Dividends, interest, and rent B Personal current transfer receipts
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Figure 11-- Personal Income, Dvidends, Personal Current Transfer Receipts 19692006

The average wage per job has also seen steady growth.
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Figure 12 -- Average Wage per Johl969- 2006
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Full and partime employment have seen a steady rise, especialg sitche early 90086s/
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Figure 13-- Total Full-time and Part-time Employment, 1969- 2006

Incomein Curry County

Figure 14 -- Private Earnings plus Dividends, Interest and Rent and Personal Current Transfe
Receipts?

Dividends, Interest and Rent and Personal Current Transfer Receipts account for nearly 60%
of income in the county. Private Earnings account for 37% of total Personal Income in the
county.

1 Regional Economic Information System, Bureau of Economic Analysis, US Department of Commerce,
CAO05N, Regional Economic Information SysteBureau of Economic Analysis
http://www.bea.gov/regional/index.htrpril 2008
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Sector 2006
Government and government enterprises 60,008 22%

Manufacturing 35,824 13%
Retail trade 34,383 13%
Construction 30,689 11%
Accommodation and food services 19,467 7%

Forestry, fishing, related activities, and other 19,168 7%
Professional, scientific, and technical service 12,618 5%
Other services, except public administration 10,961 4%

Finance and insurance 9,875 4%
Real estate and rental and leasing 7,840 3%
Management of companies and enterprises 7,599 3%
Administrative and waste services 6,545 2%
Transportation and wahousing 4,968 2%
Information 3,098 1%
Arts, entertainment, and recreation 2,022 1%
Mining 1,819 1%

Figure 15-- Private Earnings from Employmentin Curry County (in millions)*?
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Figure 16 -- Private Earningsfrom Employment Percentages, 2006

12\bid, Regional Economic Information System, Bureau of Economic Analysis
13 1bid, Regional Economic Information System, Bureau of Economic Analysis
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Tourism (Arts, entertainment and Recreation + Accommodation and Food Services)
accounts for 8% gbrivate earnings Curry County per the Bureau of Economic Analysis.
Whenincome categories of Dividends, énést and Rent and Personal Current Transfer
Receiptgdollars are taken into consideration, then tourism accounts for roughly 2.2% of
overall countypersonaincome.
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Figure 17 -- Average Annual Payroll per Covered Worker (all industries, 2006)

Wealth

The Wealth indicator§2005)* are longterm measurements of economic waing based on
Median home value, Agricultural land value, and Dividend, Interest and Rental Income. The
wealth indicators are thought to be a bigger ancerstable measure of individual wealth than
income levels alone, and may represent untapped resources in a struggling community.

Indicator Curry County |Oregon Average |U.S. Average
Median Home Value $125,00 $116,80 $81,32]
Average Agricultural Land $15¢ $593 $851
Value per Acre

Dividend, Interest, & Rental $7.14 $5.14 $4.2¢
Income per Capita

Figure 18-- Wealth Indicators

Entrepreneurship®®

The Entrepreneurship indicatq03)me asur e t he fibreadt hsineand dept
county. The Breadth indicator is the percentage offaon proprietor employment in the

county. Income is the average income from-sefployment for individuals in the county. Value

Added is the share of proprietor income from sales resulting$sdemployment, or the

measure of the proprietordés contribution to t

bid, Rural Studies Program, Oregon Stdgversity
1% |bid, Rural Studies Program, Oregon State University
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Indicator Curry County Oregon Average |U.S. Average

Breadth 33% 24% 23%
Income $11,48 $16,36! $16,49!
Value Added 34% 449% 47%

Figure 19-- Entrepreneurship Indicators

Curry County Unemployment

Curry Countyods paybya30inJaauagy 2069 with losdsescanstpugiiend
(-40), retail trade-@0), and accommodations and food servi2@) accounting for most of the
losses. CurryCount yds s e asmempoyrentrata was estimateddt Jieent,
up from 10.5 percent iDecember. Over the past year, Cu@gunty has lost 220 jobs, with
construction(-110), and manufacturing40) showingthe largest estimated detes.
Professional and business servicé&®) and retail trade-80) also saw employmetdtals fall
from January 2008.
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Figure 20 -- Curry County Seasonal Adjusted Unemployment Rates

Poverty in Curry County

Curry County hashe highest percentage @flerly population in Oregon with 27 percent of

its residents age 65 or oldemore than twicehe state average. Most residents lived outside
incorporated cities. These two demographias g h | i g h't the countybds tr
medical service needs. However, 16 primary gaoviders served a population of nearly 21,500

people. If the ratio of primary care providergptapulation in Curry County matched the state as

a whole, 24 primary care physicians would séernvee c o udantsy 6 s r e s i

The US Census Bureau reported an avepagerty rate of 12.1 percent in Curry County
from 2005 through 2007. This rate remain@d¢hanged from 2000 and below the state
average of 12.9. Likewise, the 2007 Curry Coumgmployment rate of 6.8 pentavas
essentiallthe same as 2000. However, the number of jjolise county decreased in each of
the last twoyears (2005 to 2007). The Construction seldstirthe most jobs in 2007, 93.

62008 County Poverty Reports, Oregon Progress Board,
http://www.oregon.gov/OHCS/RA_ 2008 Poverty Reports.shitfalrch23, 2009
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Among the more than 2,600 people estimated to be living belwaverty level, 19 percent
were elderly and more than otterd (36 percent) had disabilities. Twoirds (65 percent) of
families in poverty had children under age 18.

Curry United
County Oregon States
Number in Poverty 2,63¢ 488,89t 38,567,90
Percent in Poverty 12.1% 13.5 13.3%
Percent change in number in Poverty 3.1% 25.8% 13.8%
Percent change in Population 3.0% 7.9% 6.2%
Number of additional people in Poverty + 8C + 100,15! + 4,668,09
Number of additional Population +63( +263,631 +16,976,86
Figure 21 -- Curry County Poverty 2007
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Figure 22 -- Percent with Household Incomes below 100% of Federal Poverty Level

8% -

6% -

4%

2%

0%

97-98 98-99 99-00 00-01 01-02 02-03 03-04 04-05 05-06 06-07

Hm Curry Statewide -4 Rural
Figure 23-- High School Dropout Rate
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Homeless Haiseholdg’

Total Homeless Households 35
Total in Emergency Shelter 25
Total in Transitional Housing 3
Total Turnaway & Street Count 12
Chronically Homeless Population 14
Unaccompanied Pregnant Youth 0

Figure 24 -- Homelessnes One Night Overview

Unemployed 29%
Coul dndét affor| 26%
Domestic Violence 23%
Drug/Alcohol (In Home) 17%
Drug/Alcohol (Self) 17%
Evicted by landlord 17%
Mental or Emotional disorder 11%
Credit 9%
Kicked out by family/friends 9%
By Choice 9%

Respondents may give more than one reason
Figure 25-- Stated Causes of Homelessness

Affordable Housing Units by Census block Group®

Gold Beach

Bl - Brookings

Figure 26 -- Affordable Housing Units by Census Block Group

" 1bid, 2008 County Poverty Reports, Oregon Progress Board
182008 County Poverty Reports, Oregon Progress Board
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Curry is a Severely Distressed County

Severly Distressed Oregon Counties 2007*

Index

"Severly distressed counties are all rural

Figure 27 -- Curry is a Severely Distressed County

In 2007 there were 10 distressed counties in Oregork (@dex score <1.0)

In 2007 there were 9 nedlistressed counties in Oregon (index scerl.0).

The number of severely distressed counties increased from 15 to 17 2006 to 2007.
The number of nodistressed counties declined from 11 to 9 from 2006 to 2007.

Tourism, Products, Services and lvability in Curry County.

We find many, many exangs of tourism opportunities, products, services and livability.
In Appendix4 we present a large, yet admittedly, incomplete inventory. To capture the
full extent of this inventory would require a substantial effort and many psges as
replication ofthe Yellow Pages in the phone book. Use these as a starting point and
continue to add to them as others are discovered.

Tourism

Last yearpy one sourc® visitor travel expenditures in the county were an estimated
$108.6 million,putting the county 23 place throughout thetate for total travel
spending by visitorand 27" in earnings

Tax Receipt
Travel Employment
Spending Earnings (jobs) Local State Total
Curry 108.6 35.0 1,780 0.7 2.4 3.1
State Total 8,332.5 1,991.9 91,130 109.2 210.9 320.1

Figure 28 -- 2007 Oregon& Curry Tourism Spending, Earnings, Jobs and Tax Receipts

19 http://www.oregon4biz.com/p/DisCommOverview.p&br index methodolgy see:

http://www.oregon4biz.com/distMethods.htriror distressed community list see:

http://www.oregon4biz.com/distlist.htnPrepared: 3.28.2@) OECDD, Innovation and Economic

Strategies Division

2 Oregon Travel Impacts, Dean Runyan Associdttp;//www.deanrunyan.com/impactsOR.html
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Figure 29 -- Total Direct Tourism Spending 1991i 2007 (in millions)y*

Employment Payroll Average Payroll
Curry County 1,136 $14,334,283 $12,618
Oregon 164,693 | $2,561,877,512 $15,555

Figure 30-- 2007 Oregonand Curry County Leisure and Hospitality Comparisons?

Depending on the data source, we see variation in the reported dollabsmapacts from
tourism.What are the real numberdt?is also notable that those consulting firms specializing in
promoting tourism tend to produce a much highafar contribution from tourism thaother
sourcesA close examination of the methods usederive the direct spending dollars shows
they are nosrandom surveys over relatively small populatiofisese are not generally accepted
by statisticianss extensible data but provide insight for planning purposes.

Tourism has one of the lowest annaaéragevagesof $12,618 vs. £9,186for all wages in the
county.Tourism delivers welbelow whatusually is considered a living wageourism
accounts for 2.2% of total personal income in the couitydends, Interest and Rent and
Personal Current @nsfer Receiptaccount for nearly 60% of personal incomehe

county.

100

20 u Day Travel
= Vacation Home
60 B Private Home
B Public Campground
401 ® Private Campground
20 m Hotel, Motel
0 - . . . . .

2002 2003 2004 2005 2006 2007

Figure 31 -- 20022007 Visitor Spending by Type of Traveler Accommodation ($Million)

21 |bid, Dean Runyan Associateslso applies to figures 286
# Business in Oregon,disure and Hospitalityttp:/www.oregon4biz.com/p/ID_hosp.pdflarch 24, 2009
Revised:May 14, 2009 CURRY COUNTY MARKETING STRATEGIC PLAN Page40



http://www.oregon4biz.com/p/ID_hosp.pdf

120

100

80 -
60
40
20
0 - . . . . .

2002 2003 2004 2005 2006 2007

m Retail Sales

m Arts, Entertainment &
Recreation

B Ground Tran. & Motor
Fuel
®mFood Stores

EFood & Beverage Services

m Accommodations

Figure 32 -- 20022007 Visitor Spending by Commodity Purchased ($Million
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Figure 33-- 20022007 Tourism Earnings Generated by Travel Spending ($Million)
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Figure 34 -- 20022007 Tourism Employment Generated by Travel Spending (Jobs)
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Figure 35--20022007Tax Receipts Generated by Travel Spending ($Million)
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Figure 36 -- 1997 to 20071.odging Tax Receipts by City 1997 2007
The currentodging (or bed}ax rate for all three comunities is 6%.

Changes in Tourism

Times are changing and so are the demands and expectations of the 'new' traveler, the search for
different experiences, different adventures, different lifestyles has paved the way for this concept
called thenew tourismAttention is being turned to exploring new frontiers or daring to go

where trditional thought did notallo&vi t 6 s an experi.ence, not a vac

"New" tourists increasingly are environmentally sensitive, displaying respect for the culture of
areaandlooking to experience and learn rather than merely stand back and gaze. "New" tourists
are participators not spectators. Things that would never appear on the list of the "mass" tourist
such as adventure, getting off the beaten track and mingling witbddls are now the

foundations of the new tourist experiences. Typically these tourists prefer to have a high level of
involvement in the organization of their trip.

A new era has arrived, and a new kind of tourism is emerging, sustainable, envirdigraadta
socially responsible and characterized by flexibility and choice. A new type of tourist is driving
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it: more educated, experienced, independent, conserratiaied, respectful of cultures and
insistent on value for money.

What is New Tourism?

New Tourism is characterized mainly sypersegmentation of demaride need for flexibility

of supply and distribution and achieving profitability through diagonal integration and
subsequent system economies and integrated values, instead of econooaiks fis

paradigm permits the tourism industry to offer products adapted to the increasingly complex and
diverse needs of demand, while being competitive with the old standardized products. These
markets of experience have become dladféecting the demand as well as the supply side of the
tourism industry. The tourism industry has undergone profound changes, which have been
categorizedn the following groups:

(a) new consumers,

(b) new technologies,

(c) new formsof production,

(d) new management styles, and
(e) new prevailing circumstances.

As a result of the super segmentation of demand there is a very strong naeteftih

knowledgeof the market in order to identify tldusters of consumer traits andeus This

knowledge will enable the tourism enterprises to develop those products that will give a greater
competitive edge, and to place them on the market using efficient methods of communication
and distribution.

Flexibility is also a very relevantdtor since it can assist the enterprise in adapting to the new
demand requirements. This factor is relevant in several areas: flexibility in the organization and

in the production and distribution of tourism products; flexibility in reservation, purchasahg
payment systems; and flexibility in ways in which the tourism product is consumed. New
technologies are fundamental in this respect and, in particular, in the expansion and development
of new systems of tourism information

Diagoral integration is the final basic element. Compared with vertical and horizontal
integration, which characterize the masandardized production paradigm, this is a process by
which the tourism enterprise can develop and compete not only in one abtivigyso within a
wider framework, seeking profitability on the basis of system economies, obtaining synergies
between different products and offering services well integrated in the value systems of
consumers

The New Tourist

The travelling consumer of today (let alone in the future) is very different from any other time in
history. The most successful businesses in the travel industry are those that respond to the
challenge through the use of technology, innovative marketing progbattsr training of staff

and by developing a closeness and understanding of its customers/guests. The differences in
travel patterns in ik next century will be more related to what consumers are seeking in a travel
experience than in how they travel.

Today's traveler, the welleeled or footloose bagdacker, is usually informed, educated, and

more often than not, fully aware of what he or she wants from their travels. For them the
optimization of time and money is the key and they prepare for theby researching their
destination through the Web and the experiences of friends and fellow travelers. Mass media has
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responded to this shift and further fuelled the search for experiences through the promotion of a
vast range of lifestyle/adventure grams which have evolved more recently into experiential
voyeuristic docudramas referred to as reality programs. Attention is being turned to exploring
new frontiers or daring to go where traditional thought did not allow. The new tourist is
experienced, wre flexible, independent, quality conscious and harder to please.

Travel is no longer a novelty to the new tourist. Studies support what industry executives have
been noticing for the last few years. People expect more out of their vadatiopsrienced

than they used to and they are more adventuredonrésm products and attractions will have to
cater to visitors who are more demanding and discriminating, as well as more active and more
purposeful in their choice of destination. There will be a shiémphasis from passive fun to
active learning, and the quality and genuineness of visitor experiences will be crucial to future
success in a competitive market.

An Acronym that is relevant to describe the 'new' tourist is REAL, which stands for:

Rewauding

Enriching
Adventuresome

L earning Experience

A key underpinning concept for REAL tourism is authenticity of experience, which is often
related to the environment and culture and seen to be unaffected by "mass" tourism.

The New Tourists prefer to lvegarded as travelers and not tourists. Some specific points which
need to be kept in mind while dealing with the New Tourist are:

e This type of traveler requires a completely different marketing approach. They
avoid conventional glossy marketing meclsam and prefer to use reliable
sources such agord of mouth referrals their own independent research and
trusted publications;

e They desireexperiencess opposed to products and services;

e They can be calledxperiential traveles, they extend across alje groups and
traditional market segments;

New Tourism for the New Tourist

To enable new tourism attractions to stand the test of time and satisfy the demanding
requirements of the evolvingewtourist, the following criteria should be applied to exigtand
proposed attractions:

e That the attraction offersdistinct, unique experiencthat cannot easily be
replicated by competitors;

e That the attaction is value added througkst practicanterpretation, which
preferably utilizes duman elemerdguchas interpretive guides, seasoned veterans
and/or local characters;

e That, where possible, tlexperience is externalizedthin thenatural/actual
setting rather than internalized within a false/reproduced setting;

e That the attraction offers axciting authentig interactiveandeducational
experienceg

e Thatcomfortshouldnot compromis¢he authenticity of the experience;

e That the attraction adheresdoologically sustainable development principles
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e That the attractiomavoidstheover reliance on technogical interpretive devices
that will become quickly outdated; and
e That the attraction offersahoicein the form of interpretation offered.

Responding to the shift in market dynamics towards a "New" style of tourist, a number of
initiatives need to btaken so as to fuel thgowth of experiential tourism.

The New Age of Tourism

Tourism is about cash. The benefit of tourism is to import more cash intortimaunity than
you export when locally earned money is spent outside the community (leakagejo3the
successful communities have a positive balarfceade.

Tourism is the purest form of economic development: people come, moer’y, then head home.
But let us acknowledge that big changes are taking place.

e The traveler demographic has changed

o The baby boom generation accounts for 80% of all travel spending
0 350,000 new 50 year oldsevery month
o This will continue for another seven years
o They control 70% of North Americads w
o0 Mindset: Individuality, emphasis on youth
0 They are spending at the topthe market. The top 15% of lodging in
terms of quality now commands 85% of the leisure market
o Trend: Downshifting and simplicityith itineraries and details readily

available online.

o Peak months for travel: April, May, September, October

o Boomers willinherit $10.4 trillion and are spending the moneyseoond
homes and travel

o Boomers mantralVe may be aging but we are NOT growing old!

e The internet has leveled the playing field
o The playing field has been leveled. Every activity in every community
cannow be found instantly on the internet. No one has a distiiva@ntage
over anyone else

e The airline industry ischanging
o Frequent bankruptcies
0 Mergers are taking place to reduce flights and options
o Charges for extra bags, meals, videos, overweighsi{@amd people)
o Flights are slower, prices higher (11 fare increases in 2008), cancellations and
delays at attime highs, commuter routes being cut
0 45% of Americans say they will not fly if prices continue to climb

Fuel prices are at historic highs
0 Fuelprices are expected tize
0 96% of domestic travel is now by private vehicle
0 The increased costs is causing travelers to now separss theifavorite
and familiar destinations

e People want experiences, not places to go
o Culinary tourism
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o Art: artisansm action, learning new hobbies, education
o Ethnic events
o Home & Garden: gardening is Americads
o Open air markets
0 Visitors want activities, not places to go. Location is now ALWAYS
second to the activity
o Visitors don dregionsecauntlegoratiasr e abou
o Sell the rapids, not the river

o Quit marketing cities, counties, places and promote the activities and then
the location for each.

e Convenience now rules the travel industry
o Brought on primarily by the internet, we are nowemple of convenience.
We want it right here, right now.
0 Make it easy to get information. Specifics, by the way.
o No more generic information.

e This new pot of st® has some additional seasoning

o Every year 1,500 communities are trying to diversify fronrtbere
industries as we lose our mining, manufacturing, transportation routes,
timber, fishing, agriculture.

0 There arestill ghost towns in the making

o Additionally, we are exposed to nearly 1,200 marketing messages a day.

0 The advent of too much marketirgnd too many communities all saying
the same things has lead to a situation where 97% of all community
oriented advertising is now ineffective. Why? Because we filter out
everything not specitally appealing to us.

o Competition has never been more fierce

o Communities have been forced to specialize, yet most are still stuck in the
mire of the fAgroup hugo mentality by ¢tr
an effort to get along.

e Thereds good news

In spite of all this uncertainty, people will still trdve

Travel is seen as a necessity, not just a luxury

We wi || always have the desire and need
Travel is NOT something people are willing to give up.

© O 0O

e However, tley are now asking new questions
o Is this something | can get or do closer to horfesd, why go there?
o Is it worth the added cost and hassle to get there?
o Do I have enough information to go on?
0 Is access convenient?

Network Tourism Initiative

The burism experience consists of a large number of factors, which have different levels of
importance dependant on the perspective of the visitor. For experiential travelers, the experience
may be strongly influenced by the experiences between attractions such as the expert
commentary provided by a trained guide or the friendliness of localg tie way.
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The aim of Networklourism is to package a diverse range of products and services throughout a
broad region to create a quality experience that capitalizes on a region's strengths and
comparative advantages. This principle recognizes thaotindination of discreet experiences

within the network creates a greater attraction than its individual components and serves to
increase economic benefits and market profile for the entire region. To satisfy the diverse
experiential requirements of theeéw" tourist, it is imperative that a strong referral system is
developed between attractions contained within the network. This therefore goes beyond current
promotional attempts by the tourism agencies to promote the entire network, and rests with the
individual attractions within the network themselves and the need to actively cross promote
between attractions.

Interpretive Highways

Travel is seen to be a part of a network of experiences as opposed to the mere mechanism for
going from point A to B. Iterpretive highways have been a successful device to link a number

of disparate experiences to provide a more comprehensive visitor experience. Whilst principally

a tool for satisfying the travel desires of sgliided travelers, a framework should be deped

that has also serves to assist experiential requirements of commercial guided tour operators. This
is primarily attributed to improved interpretation offered along the travel path to break the
monotony of long haul travel between attractions.

Interpretive Centers

The purpose of the center is to educate the general public and children in particular on the
importance of a particular tourist site, historical monuments, natural resources, wetland
ecosystems etc. These centers can contain permaneatawithg exhibit galleries, meeting

space, a classroom and teaching laboratory, an auditorium, and a gift shop, along with offices
and other support facilities. Indoor exhibits on natural history and other objects of tourist interest
can be complemented bggular showings of multi image presentations.

A new tourism is emerging, sustainable, environmentally and socially responsible, and
characterized by flexibility and choice. A new type of tourist is driving it: more educated,
experienced, independengrservatiorminded, respectful of cultures, and insistent on value for
money.

This new consumer (tourist) thereby has exercised pressure upon the tourism industry and
tourism enterprises to develop new products, services and experiences. Informatiologgals
opening up an astonishing array of travel and vacation options for this new tourist. To remain
competitive, tourism destinations and industry players alike must adapt. For many, the challenge
is to "reinvent” tourism. Market intelligence, innowat, and closeness to customers have

become the new imperatives.

Emergence of Recreational and Educational Travel

Whether called nature tourism or etmwrism, recreational and educational travel based on

natural attractions is a promising means of adwansocial, economic, and environmental

objectives. It offers regions new opportunities for sreallerprise investment and employment

and increases the aread6s stake i n-togismoa ecti ng
positive economic and emenmental tool requires policies that foster responsible nature tourism
development, broatlased and active local participation in its benefits, and conservation of a
regionds' bi*logical heritage.

“ABenefits of Ecot o ubhtp/ewwuntaniedpath.ddm/Ecatongscth/bePeits. hirptrieved
August 29, 2007
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Ecotourism Now the Worl ddés Largest I ndustry
As the new milennium unfolds, we are becoming increasingly aware of the finite,

interconnected and precious nature of our planet home. Likewise, tourism is becoming an
increasingly popular expression of this awareness. With advances in transportation and
informationtechnology, ever more remote areas of the earth are coming within reach of the
traveler. In facttourism is now the world's largest industry, wigcotourism the fastest

growing segmerit

Most tourism in natural areas today is not-emarism. Ecetouriam can be distinguished from
nature tourism by its emphasis on conservation, education, traveler responsibility and active
community participation. Specifically, e¢ourism possesses the following characteristics:

Conscientious, lowmpact visitor behawar

Sensitivity towards, and appreciation of, local cultures and biodiversity
Support for local conservation efforts

Sustainable benefits to local communities

Local participation in decisiemaking

Educational components for both the traveler and loma@munities

Significant Aspects of Ecgourism?*

Conservation and Preservation of Natural Resources

Takes place on many different levels. It can be in the form of private reserves, native tree
reforestation, or supporting an established reserve areaudlthpristine protected areas are
extremely attractive for tourists to visit, it is important to know that the purpose of a protected
area is to maintain habitat for flora and fauna, allowing species to exist and thrive without human
interference. Whenevaeisiting a protected area, your visit should be made with minimal impact.

Low Impact and Green Efforts

Have to do with how a hotel or agency manages its own impact and waste. Ecological
management practices include recycling, water and energy congseneatblogical waste

systems (such as composting, and gray water systems), and allowing the guest to decide whether
to change linens or towels. These simple efforts make a huge difference in thertorigipact

of tourism. In nature there is no waste,mgtl@ng is recycled and used over and over again on

the planet. Tourist facilities should have the same "No Waste" practice.

Sustainability

Means that many of the products consumed at a facility are locally produced. Good examples of
sustainability areanstruction using local materials and methods, organic gardens for onsite food
production and using renewable energy resources. Ultimately sustainability means a lifestyle that
is in balance, and can easily be maintained in the future. This is espeunjadtant when

visiting ecologically sensitive areas.

Community Involvement

Community involvements one of the most important parts of @carism. Is tourism helping
the area? Is the establishment sensitive to its effect on the community? Tourisro rioessasit
the local population and culture. Ideally, the establishments should be locally owned. The

% The Black Sheep Inn, promotional Web sittp://www.blacksheepinn.com/EcoDefinition.htretrieved August
29, 200
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community should benefit from the natural and cultural resources that they are willing to
conserve and share with visitors/tourists. fmarism can be tool for alleviating poverty.

Environmental Education and Interpretation

Means that as a guest you leave anfacdity having learned something about the environment,
the culture, or even new ways of recycling. It is important that the spread of atifmnns clear
and relevant. Also look for educational programs that help the community to preserve their
environment and culture and further their own education.

Eco-tourism Targets Upscale Market Opportunities

Tourism can be segmented into differengms and products and then further differentiated to

appeal to specific market niches. While we do not want to in any way discourage the family on

an annual or week end vacation trip from visiting the region, there are opportunities to appeal to
amoreupcal e clientele. -Hestedsoewierhtaoi $pes dlkeime

By organizing opportunities that appeal to this demographic for engaging with the area

environment, art and other aspects of a high quality experience, additional revenue can be

attracted to the region. This is a demographic that has money to spend and is happy to spend it,
when they are properly stimulated and rewarde

Key to the experience is the offering of an experience thaeexspg es a fivi si t or and
relationship. This approach implies a more intimate contact and exchange. It also presents a more
inviting experience. These visitors expect to find an appropriate balance between a private
experience and a sense of being pertpoared for during their visit.

Of critical importance is the ability to offer a seamless experience that reinforces the theme of
ecotourism from the moment the visitor arrives to the moment of departure. Here are a few
ideas for fdparedfcagi ngo this expe

e Guided tour packages:
o Fall color photography shoots up the rivers and along theayg.
o Diving experiences in the reefs.
o0 Whalewatching
0 Pick-up and return to the Cape Blanco Airport by area lodging
establishments.
Tours with high focus on edu@anal components of the ecology and
history of the region.
Bird watching
Plants of the region
River and ocean shore trips
Working port tours
Local history
ACatch and releasedo fishing
Crabbing
Lodgi ng, preferably in sma¢dkiasgesd,vsount
larger facilities
¢ Dining (even on the trail) featuring local organic foods
e Entertainment such as book readings and reviews with area nature authors or
Aqual i tyo time wi)th artists in their studi
e Training and supervised kayaking and cangein

O O0OO0OO0OO0OO0Oo o

Revised:May 14, 2009 CURRY COUNTY MARKETING STRATEGIC PLAN Page49



Critical to providing the quality eetourism experience is the level of hospitality, the natural and
the mammade components of the environment. It is through the crafting of a balance between
these factors that one builds the perception of valus.i$lespecially critical to developing
branding for the area such that these experiences command a great price.

Products

Manufacturing Along the Oregon Coa$t

The Oregon Coast is known more for its rugged beauty and vacation opipestthan its
manufaturingd and for good reason. The coast has proportionally less manufacturing
employment than the state and very few large manufacturers. There were 255 coastal
manufacturing firms in 2007. Combined, their annual average employment was 6,743. This was
lessthan 12 percent of the annual average prigatdor payroll employment along the coast;

about 14 percent of the state's privegetor employment was in manufacturing in 2007. Data for
Clatsop, Coos, Curry, Lincoln and Tillamook counties were summegbtesent the coast for

this analysis.

Few Large Manufacturers

The coast also has few large manufactdrgust 15 firms had an average of 99 or more

employees in 2007 and only one had more than 500. This group of large manufacturers is limited
to just fourindustries: food manufacturing, wood product manufacturing, paper manufacturing,
and fabricated metal product manufacturing.

The six large food manufacturers employed 1,240 people in 2007. The six large wood product
manufacturers employed 1,097. The revimay three large firms manufactured paper or metal
products and employed 1,490 in 2007.

Manufacturing Employment in Decline

Manufacturing employment generally has been declining on the coast. Since 2000 it has dropped
5.2 percent (372 jobs) for all fiveoastal counties and 9 percent for the four counties excluding
Tillamook County. Manufacturing employment in Tillamook County increased by nearly 13
percent (154 jobs) over the seven years.

Manufacturing Percent of Total Private

Payroll Sector Payroll Change
County Firms Employment Employment Since 200(
Clatsop 5¢ 2,04¢ 14.1% -1.7%
Coos 84 1,62¢ 9.5% -9.4%
Tillamook 28 1,38: 20.0% 12.5%
Lincoln 61 1,05t 7.3% -11.7%
Curry 23 63(C 11.1% -6.9%
Coast 25¢ 6,741 11.5% -5.2%

Figure 37 -- Manufacturing has Declined on the Oregon Coast2007 Employment)

Curry Product Promotion
Promaotion for Curry County products generally is not conducted in a-gvagpfashion.
Typically, producers of products do their own promotions, for example:

PAManufacturing oMBrikA Kneder@regan babor avkatdnformation System,
http://www.qualityinfo.org/olmisj/ArticleReader?itemid=000061 Eeptember 9, 2008
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Tis Tasty

Freeman Marine
ONC Electronics
Wild River Wool

Chambers of commerce do pr ovi devhese ydusanoften ces d
track down productBut youreally have to seek out the desired product. There appears to be an
oppotunity heretocreate@ fimade i n Cur r g ca@paigmragditiongorttemot i on
use of websites and traditional media, appearances at trade shows might be considered.

Services

Chambers of commerce do pr ovi tt® Buayouirsalyhave ces d
to seek out the desired services. There appears to be an opportunity here to created, a

promotional campaign to tout the many services that are available in the county. Here we can use
websites and traditional media.
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Figure 38-- Concentration in Professional Services Relative to the U.S.

Livability

The Human Amenitie€006Y° indicator reflects the desirability to live in a county based on
recreational opportunities, healthcare access, and technologicahtiveness. Theotivation

for this indicator is that people are more willing to locate to places with a pleasing environment.
High levels of Human Amenities are correlated with population increases and income growth in
most counties. The indicatorlimsed on a scale of 0 to 100, and gives equal weight to Healthcare
professionals as a percentage of labor force, Patents per capita, Distance to a national park,
Restaurants per capita, and the USDA Natural Amenity Index.

Curry County |Oregon Average |U.S. Average
40 32 29

Figure 39 -- Human Amenities Indicators

% |bid, Rural Studies Program, Oregon State University
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Figure 40-- Percent of Registered Voters Who Patrticipated in Biennial General Elections

There is active partirocesspsati on in Curryds el ec
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Figure 41 -- Percent of Seniors Living Outside of Nursing Facilities

The vast majority of seniors in Curry County live outside of a nursing facility.

The Move to aNew Promotional Paradigm

Website§’

The Internet hasansformed the weknown marketing communication model from eioe

many to oneon-one or from broadcasting to narrowcasting. The traditional print, radio and
television, follow the passive ofte-many communication model. This way a company reaches
manycurrent and potential customers through repeated broadcasts of the same message.

Thistraditionalapproach has three problems:

1. Generic message to every consumer,
2. Wasted exposures to uninterested audiences,
3. Competing and conflicting messages being seobhsumers.

AComparing the Effectiveness of the We®GrescuBRamariat h Tr adi
University of Craiova, The Faculty of Economy and Business Administration Craiova, RoRianiasheorghe,
The Faculty of Economy and Business Administration Craiova, RoniNania, Roxandniversity of CraiovaTlhe
Faculty of Economy and Business Administration Craiova, Romania
http://steconomice.uoradea.ro/anale/volume/200&tahagemeninarketing/214.pdf
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The Internet gives the abilitp address each consunp&rsonally. Each time a user visits a web
site its server has a record of the user's electronic address. This information will help, to send a
personalizednessage to a smaller targeti®mmce or an individual consumer.

Though malil, telephone and personal selling have been in existence for many years, the internet
however offers higtspeed information transmission and retrieval at a low cost. The
addressability of the web provides thmligy to customize and tailor the product and/or the
marketing effort to one consumer at a time.

The internet makes it possible to squeezemme n e ma r k e-known fpudr Bs intoeohel
elemend the relationship. It represents the ultimate expressidarget marketing. Well
designed web sites, emails and n@rsups, can be as effective as personal selling. Internet
marketers can do the job of a salesce with more flexibility, better memory and at a fraction of
the cost.

Another element of theet that makes it different from traditional communication media is its
ability to interact.The internet enables feedback. Dialog forms an important element of
relationship marketing, and is a vital factor in building customer loyalty. Customers are
empoweed to communicate with companies, research information and conduct transactions at
the press of a few buttons. Companies too can easily contact customers to clarify their needs or
inform them of new products.

Unlike in the conventional communication chafs like newspapers or television, the customer

is in greater control of choosing and processing information about the firm. The internet makes
the exchange of information between consumers as well as between companies possible.
Information exchanges beté®n companies will provide competitive intelligence and will
enhance alliances and-operation. Information exchanges between the consumers establish
virtual communities. Such virtual communities will have significant implications for market
segmentationgustomer service and understanding consumer behavior.

The web offers mor#exibility than the conventional mass media. A website is like an electronic
brochure where visitors can read information on products or services. A webpage is more
flexible thana physical advertisement or catalogue. It can be updated with fresh and current
information gathered through feedback from consumers. A virtual catalogue can be kept in sync
with the requirements of the consumers and inform them about new products archanges.

As an industry heavily reliant on brochures the web's flexibility and immediacy in information
transmission is invaluable. The preparation and distribution of holiday brochures is a costly and
lengthy process during which the demand conditaords competition situation could change
greatly. In print media, any price and availability changes can only be notified through
supplementary brochures. With the web this can be done instantly at little cost. A webpage can
be linked to inventory data to @l the availability of any holiday tours. A website can be

indexed in many ways and be equipped with search facilities to locate items quickly.

The internet has an edge over any other media in its abilgrtoanently expose informatioo

a global audince. The net vastly improves the information availability and user interaction. An
effective web site keeps a company in business 24 hours a day, 365 days a year in a global
market place. Anybody in any part of the world can access its marketing infanraany time
they desire. This ability will greatly reduce place and time utility woes. Accessibility is vital in
international trade where business spans across different time zones.
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The web makes it possible for companies to improve the serviceyathil levels of customer
interaction i.e. presale, during and post sale. The web provides four tangible improvements in
customer service.

e A wider choice for the consumers: A website can display an array of products and
services

¢ Quick processing of payents: Automatic processing of cybeash or credit card
charges.

e Faster delivery: Especially for products like online software and music
distribution

¢ Making available a wealth of information that can be quickly and easily accessed.

In tourism the welbased distribution systems can help satisfy the consumer needs of easy access
to a wide choice of information and hassle free reservations. Increasingly tourist satisfaction
depends on the timely availability of accurate and relevant information. Improvessdoc

information on all aspects of tourist activities has made it possible for marketers to offer
personalized services at the same prices as standard packages.

There are mainly five areas where costs can be minimized on the internet

1. Automation of theeservation processing and the payment system cuts down sales
costs.
2. Implementing a mendriven webbased travel reservation system as opposed to a
command driven system where a sales clerk has to remember commands and
airport codes.
3. Implementing directihks between the producer and the consumer, saving on
huge distribution costs.
4. Saving on promotional costs due to the net
through electronic communication.
5. Reduced rental costs on office and sales space, and on ddatii@soverheads.

Setting up a promotional web site without booking facilities, costs relatively less. An averagely
skilled person with the use of a proper software package, such as Microsoft FeordRduyild
a basic company wslte in days.

Howevera more comprehensive and powerful vagtie offering in depth information such as

virtual multimedia brochure including cataloguing products offerings and reservation and
transaction facilities, will cost more and take longer to devé&gpnthough such aite will cost

more to build, the cost is considerably less than tens of millions of dollars spent by airlines, tour
operators and hotel chains on TV and magazine ads. By providing information on a website,
customers feel empowered to find answers to thqiriries themselves, cutting costs on

telephone charges on tdiee numbers.

Analysts have identified the Internet as the cause of a revolution in the services sector. Its
potential allows service firms to enlarge their market worldwide, providing fimth an
unprecedented ability to communicate directly and effectively with potential customers. This is
due to, among other things, the eadtectiveness of the Internet and the convenience for
customers. Increasing digitalization will make it prognesy easier to alter particular aspects of
a service and quickly observe how customers respond.
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In the tourism sector, the internet has become an important source of information to consumers
who are more and more demanding, and who become each dayamdi&riized with this
emerging world of information.

With the relatively widespread adoption of the Internet, tourism businesses of all sizes might
expand and acquire new customers and create more sophisticated products to reach new
customer segments. Tiasts have become more independent and sophisticated in using a range
of tools to arrange their travel. The key to the tourist's decision is the existence of relevant
information. With the Internet such information might be available and more accessible.

Web 2.0:

Web 2.0 use is growing at an exponential ratéeb 2.0 refers to a perceived second generation

of web development and design, that facilitates communication, secure information sharing,
interoperability, and collaboration on the World Wide Wikeb 2.0 concepts have led to the
development and evolution of wddased communities, hosted services, and applications; such as
sociatnetworking sites, videsharing sites, wikis, blogs, afillksonomies™

Some examples are Facebook, MySpace, Ning, Flickr, myriad blogs, Twitter and so on.
Why participate in these approaches to online communications?

e Connect with friends and family
e Share pictures, links, status
o Photos
o Videos
o Newsstories and blogs
o Status
0 Online discussiongriral marketing)
o Flair, gifts, etc.
o0 Mix personal content with marketing or other content
o Follow users to gather followers
Join groups and fan clubs
175 million members worldwide
% million join daily
Users ontrol privacy
Over 30age groupfastest growing usefalso the target market for upscale
experience seekers)

The following diagram pictorially shows how we moved from a linear approach of the 20
century to the networked world of the*Xdentury.

8 Web 2.0 http://en.wikipedia.org/wiki/Web_2.0
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Figure 42 -- The New Model of Influencé®

In the New Model of Influence we see a new set of rules of communication, some of which may
be a bit unsettling to those rooted in the old approaches:

e You arend6t in control

e Empower employes, rely on customers

e Enable the conversatiols t 6s goi ng on, with or without

e Spinis dead, long live transparericgyou canét fake it so be who
pleased

e Crowdsourcingwill beat outsourcing every time

e There is no market for youmessage

e You become what you measure

¢ She/he with the most data wifdatabase marketing, web analytics, relationship
marketing)

e Social media must be a core competency for all employees

e There is no Aaudience. 0There are multiple

o List every sakeholder

Where do they go for information?

What 6s i mportant to them?

What is the benefit of having a good relationship with that stakeholder group?
Understand your role in getting the audience to do what youitvanto

© O 0O

Use of metrics
Successful prontmnal campaigns measure their performance with a comprehensive set of
metrics as their guide.

What do you need to measure? Here are a few thoughts:

e OQOutputs?
o Did you get the coverage you wanted?
o Did you produce the promised materials on time and ondi@dg

2 AiNo More Excuses: How to SetUp aMeasaeent Pr o g r a mpresentatian t@The Qregon, Tkavel &
Tourism Conference, Salem, Oregon, , Katie Delahaye Paine, @@ kdpaine.comApril, 2009
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e Outtakes?
o Did your target audience see the messages?
o Did they believe the messages?
e Outcomes?
o Did audience behavior change?
o Did the right people show up?
o Did your relationship change?
o Did sales increase?

Promotional Activityincludes such work agérature distributed, visitors serviced at
informationcenters, sales calls made and publicity releases issued. As more promotional
activity is produced anthrgeted appropriately, there should be corresponding increases,
over time in marketing productiw.

Marketing productivitys the most important output. These business measurements include
business booked and resulting room night revenue, hotel reservations made and resulting
economidampacts, as well as other important indicators of the organizaiic s uccessf
selling efforts orbehalf of thecounty. I n al l cases, after the =
productivity can andghould be forecast and stated as goals to be delivered.

The most importanbverall productivity measurements for the CCPA slibhbeé:

e New leisure visitors generatediia advertising impressions and the internet
throughinquiry conversion studies, and resulting economic impact

e CCPA member support, including dues, alternative funding from business
partners anddditional nordues re&enue provided for expanded marketing
initiatives.

e Positive media publicity impressions produceaf credible travel stories
to influencetravel decisions and resulting $ value in comparable advertising
space costdVith implementation of an expanded maikgteffort, we
would also incorporate:

0 The number of meetings bookeésulting room nights and
economic impact

o New tour operator sales leads generated and attendant dollar
value
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Other performance measures include:

e Media Publicity
o Publicity generated inirculation
Value in $ cost of ad lineage r