ASHLAND CITY COUNCIL
STUDY SESSION MINUTES
Monday, March 4, 2024

Mayor Graham called the meeting to order at 5:30 p.m.
Mayor Graham, Councilor Hyatt, Bloom, Dahle, Kaplan, DuQuenne and Hansen were present.
1. Public Input - None

2. Travel Ashland Grant Report
Travel Ashland’s Sales & Marketing Director Katherine Cato provided an update about
ongoing work being done by Travel Ashland as well as data from the past two quarters.
Topics included:
¢ Highlights of the last quarter
e Projects and programs
e Ashland Mystery Festival
e Ashland Resident Sentiment Survey
o Project Goals
Sustainable Tourism
Do the benefits outweigh the costs of tourism?
Destination Lifecycle
Overall Impact on Quality of Life
What are the biggest costs of tourism?
o What are the biggest benefits of tourism?
e Program Analytics
o Media coverage
Website traffic
Social media
Paid media — online
YouTube
o Display advertising.
e Industry statistics
o Datafy dashboard
Mayor Graham asked Cato to define the term “DMO” that had appeared in the presentation.
Cato responded that “DMO” stands for “destination marketing/management organization,”
which is a term used to describe a group handling, monitoring, and promoting tourism within
a specific area. Graham asked about the purpose of the resident sentiment survey. Cato
commented that the survey was created to help better understand what steps the City can
take to create and maintain a sustainable tourism destination. She also noted that residents
of Ashland who were surveyed had an overall higher approval of tourism within the City than
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any of the other cities surveyed. Graham asked about the difference in audience regarding
YouTube coverage and if there was a distinct audience for the Oregon Shakespeare Festival.
Cato noted that they mostly fell under the “arts & culture” section, with them seeing more of a
presence in the spring and summer months as opposed to the fall and winter. Graham asked
about how to best spur smaller and more diverse events to help increase interest in people
visiting Ashland. She also asked about how best the City could schedule these events and
how to coordinate the smaller events alongside the much larger events. Cato suggested
combining different programs such as online resources, visitor guides and media coverage
to help promote the smaller events. Cotta added that the new City website will have a built-in
calendar that could be used to help promote community events as well as to guide people to
Travel Ashland’s website. Cato mentioned that Travel Ashland was also working on building
out their own webpage to better promote events and to help streamline the process of
creating new happenings in the City.

Hansen thanked Cato and her staff for their work on the Ashland Mystery Festival. He
suggested using the Ashland Mystery Festival as a “test case” for how best to organize and
promote future events. He asked what resources would be needed to increase the number of
special events happening in Ashland. Cato asked if responsibility for these events would fall
to Travel Ashland alone or to both the City and Travel Ashland. Hansen clarified that
responsibility would fall to both parties. Cato noted that the Ashland Mystery Festival was a
unique opportunity and noted that future events would require high level organization across
multiple groups. She suggested the City streamline the planning and permit process for
future events. Dahle asked what exactly the “high-level organization” mentioned by Cato
would look like. Cato responded that arrangements for organizing would likely fall to Travel
Ashland with assistance from the City. Cato noted that Travel Ashland itself did not make any
revenue from the Ashland Mystery Festival and hoped to have that changed for the next
major event.

Kaplan asked if Travel Ashland had factored in environmental factors in their forthcoming
plans and marketing. Cato noted that environmental factors had been discussed, with the
dam removal being seen as an active opportunity by Travel Ashland. The change in trails
caused by the removal of dead trees was also being discussed between Travel Ashland and
Ashland Fire Division Chief Chris Chambers. DuQuenne asked what Travel Ashland and the
Chamber of Commerce were doing to bring black and brown people as well as LGBTQ+
people into Ashland. Cato noted that the Ashland Mystery Festival already had a diverse
range of authors but was hoping to increase that diversity moving forward. She also noted
that there are current efforts to have Travel Ashland volunteers undergo DEI training and to
have BIPOC influencers visit the City to help promote tourism. DuQuenne praised Travel
Ashland for working with Rogue World Music. Dahle asked for one large takeaway Travel
Ashland had gathered from the survey and what was one area of work that Travel Ashland
foresaw from the survey. Cato felt that Ashland had a huge opportunity to grow into their
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flight market and to increase diversity in visitors while noting that the City needed to engage
and follow through with new visitors in order to ensure their return.

3. 2200 Ashland St. Discussion

Interim City Manager Sabrina Cotta provided a review of the topic. She noted that the 24/7
emergency shelter had been extended beyond its original January 10* 2024 end date until
March 315t 2024. Funding had been allocated by the State for the use by the City for getting
the building up to code and to fund operations for the 30 beds within. Cotta gave a history of
the City of Ashland'’s use of 2200 Ashland St. and the deficiencies of the building regarding fire
code, with the severe weather shelter not being affected by any potential work being done on
the 24/7 shelter. She explained the areas that need to be brought up to code and what
additions are needed including interior bathrooms, a sprinkler system, a wired strobe alarm
system, possible addition of doors for emergency egress & possible modification of windows
to allow for emergency exiting. She noted that the City had already put a lot of time and
resources into the shelter. Graham clarified to Council that no staff direction would be given
at this meeting; the focus is on answering questions that Council may have about the future
of the shelter.

Bloom asked for context as to why the issue was coming back in front of Council. Cotta
answered that more funds had been made available and they needed to discuss the
continued usage of the shelter by the community. She was looking to see if Council wanted to
accept these new funds and make the needed adjustments to the building to allow for its
continued use. Kaplan asked how quickly the City could get a certified number of beds from
an architect and when does the City need to respond to Access for continuum of care. Cotta
responded that the City would need to go through an RFP process to select an architect,
along with the identification of funds. She estimated it would take between six and twelve
weeks. Kaplan noted that the planned changes in procurement might help speed up the
process. He asked if there was a way to find an alternative, which Cotta stated would not be
possible. Cotta stated that the decision regarding Access and Continuum of Care funding
needed to happen at the March 5, 2024 council meeting.

DuQuenne asked if the City was to accept the funding, how would they go about finding a
new space and would the issues raised by the South Ashland Business Coalition be taken
care of in a timely fashion? Cotta noted that work was already being done on repairing the
fence, while the concerns over lighting were being tackled in collaboration with ODOT within
the near future, and that streets crew will need to continue to focus on South Ashland as a
whole. Graham asked if the new garbage cans being put downtown could be implemented in
the southside of town. Cotta responded that the new garbage cans would be for downtown
only due to cost. However, she would speak with Public Works, Parks & Recology to see if more
trash cans could be added to South Ashland.
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Dahle asked if the City will have fulfilled its obligations for the 24/7 shelter by the end date of
March 31, 2024. Cotta answered yes while also mentioning that Access was hoping that the
City would continue operations of the shelter afterwards because of the amount of time and
money put into the structure. She also stated that Access has been aware that the goal of the
funds was to support the severe weather shelter. The temperature thresholds in Ashland are
the lowest in the valley so many unhoused people go to the severe weather shelter. As long
as funding is available, the City would continue to operate the severe weather shelter. Dahle
asked what the contractually obligated term limit would be if the City agrees to more funding.
Cotta stated that although Access was planning on a ten-year time scale, it would ultimately
depend on how long the City would continue to receive funds for the shelter.

Hansen asked if the City did away with the 24/7 shelter after the March 31t deadline, could
they instead expand the severe weather shelter using the funds available. Cotta answered
that the City could indeed move in that direction. They may want to install more restrooms, a
kitchen and other needed facilities to the shelter. Hansen asked if the City decided to change
locations from the current shelter to a new space, return the funds and count the old shelter
as a write-off expense, would there be any potential issues. Cotta wasn’t sure but noted that
the City may not need to return the grant money because of the value of the building/land.

Graham brought up a previous conversation regarding the timeline and obligation for both
shelters. She noted that the original plan was for a ten-year usage of the severe weather
shelter. Cotta felt that the City was still on track for that usage, although the space did have
its limitations. Bloom noted that the severe weather shelter meets the requirements of the
grant, and that the City did not need to return any funding. He wanted Access to understand
that the City may not be able to continue with the current program and did not want to
withhold funds from other organizations. Cotta spoke about this being a regional issue and
the City should discuss the best use of the funds to get the best benefit for the community by
providing a variety of services. Bloom asked where the reporting and metrics were for the
shelter. Cotta responded that she would contact both OHRA and Access to acquire the
requested data. Kaplan spoke about preserving as many beds as possible within the shelter
for the community to use. He noted that the obstacles needed to make the building up to
code would take time. He also brought up a third possible option involving the City working
with Access to bring more shelter beds to Ashland and the Rogue Valley in general. Cotta
responded that the third option was focused more on the broader Rogue Valley, as many of
the people staying at the shelter were not necessarily from Ashland, but from the greater
area.

DuQuenne was hoping that the requested data from Access and OHRA would be used as part
of the forthcoming report on the shelter in April. She noted that there were block grants
available for mental health issues and addiction. She also noted that building accessible and
affordable housing would be an effective solution to the issue of homelessness. She asked if
the City was actively going after those types of block grants. Cotta responded that the City
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had just applied to a land bank for a location for more affordable housing and would need to
create incentives for the additional building of affordable housing units. DuQuenne noted
that land banking had been looked at for a while by the City and wanted to know what was
the current status of the application. Cotta said that the City had done land banking before
and had asked for federal funding. She also noted that land banking required significant
funds and would require cooperation with Jackson County for scatter-site housing.
DuQuenne suggested using land off of Clay St. that the City already owns to create additional
affordable housing.

Graham noted that homelessness is mostly an issue caused by the lack of affordable
housing. The partnership between the City and the State had been a way to provide a much
needed emergency shelter. She also noted that the only piece that was “locked in” was the
severe weather shelter, with the future of the 24/7 shelter still up for discussion. If the City said
yes to the State’s latest funding, they would potentially be cutting out the voices of the local
neighborhood around the shelter.

Cotta said that if the City committed to the funds, they could take time to determine the best
place to put the shelter beds. She recommended not committing to receiving the funds at
this time, as there were other agencies within the state who could immediately put them to
good use, adding that Council should follow the process of the Homeless Master Plan to
involve community voices. Dahle noted that the issue of homelessness and community does
not stop at the city limits. He asked what the timeline would be for getting the shelter up to
code and where would the folks currently staying at the 24/7 shelter go? Cotta responded
that some of the funding could be used to house occupants in hotel rooms while construction
occurs. She did not have a timeline given supply chain issues that have caused problems in
the past few years. She estimated it could be anywhere from six months to a year. The City
would also need to go through both an RFP process and a procurement process, adding that
the City did not want to build a shelter and then not have the funds to operate it.

Hyatt asked if this grant could cause unintentional encumbering of the general funds, stating
how the general fund had only recently been stabilized. Cotta said that there would be a
tradeoff, as a project manager would need to be identified and the City’s facility team would
be responsible for the building, which was not currently in the budget. The City would need to
change its budget or remove items like Pioneer Hall and the Community Center from their
capital investment plan.

PUBLIC COMMENTS

Heron Boyce[Ashland - Raised concerns that the City was not interested in continuing the
24/7 shelter. He noted that the actual number of beds had been decreased and the status of
the building was not adequate for people to be able to get sufficient rest. He felt that OHRA
was running the shelter like a business as opposed to a safe space. Felt that the City had no
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interest in the long-term sustainability of the unhoused in the area. Felt that the City was
placing the needs of tourism over the needs of the unhoused.

Deborah Neiswander/Ashland - Voiced concerns about the City feeling “disingenuous”
about accepting grants while spending upwards of $ 1.4 million on running the inclement
weather shelter. Wanted the City to consider using already available Pallet Houses as
opposed to spending money on the 24/7 shelter. Mentioned how people on the Night Lawn
have been forced to contact OHRA every day to stay on the waiting list for the 24/7 shelter.
Wanted the City and OHRA to honor their commitment to helping the unhoused.

Avram Sacks - Representing himself. Spoke about his recent experience working at the
shelter. The night of March 3, 2024, the shelter had all 28 of its beds used, meaning the
building was at capacity. Spoke about his experience at Bellview Grange impromptu shelter
in the winter of 2022. Felt that the 28-bed limit was not enough. Wanted the City to use the
building as an extreme weather shelter only. Suggested the building also be used for senior
services to reflect the demographics of the people using the shelter.

4. Adjournment of Study Session
The meeting was adjourned at 7:05 p.m.

City Recorder Alissa Kolodzinski

Attest:

Mayor Tonya Graham
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A word from the Chamber

The Ashland Chamber of Commerce is honored to present the City Grant report in collaboration
with Travel Ashland (Ashland Visitors and Convention Bureau) for the FY 2022-2023. The Ashland
Chamber has been producing a report annually, to the City on behalf of our destination tourism,
promotional efforts since the first grant was received in 1982.

The Ashland Chamber is the umbrella organization that administers the grant to manage and
promote destination tourism for Ashland. A dedicated staff and budget, Travel Ashland Director
and industry professionals who serve on the Travel Ashland Committee create, execute and
manage the programs, projects and events. The Chamber, in collaboration with Travel Ashland,
amplifies what the tourism program creates.

As the following report details, Travel Ashland expanded the implementation of their brand
platform effectively reaching new targeted persons in both drive and flight markets, coupled with
the interests and seasons that drove the campaign architecture. Within the reporting fiscal year,
new event was produced, the Ashland Mystery Fest that garnered nearly 1000 attendees in its first
year. Travel Ashland also incorporated data platforms to further inform our decisions and planning
concerning visitation and travel trends. Travel Ashland invested time and resources building assets
for promotions with imagery and film along with launching a new YouTube channel, creating
polygonal targeted audiences (PTA) campaigns and garnering strong engagement.

Please review the Executive Summary in the report for highlights of the scope of work
completed by Travel Ashland along with the detailed description of Travel Ashland’s work
throughout the report.

Alongside the effective destination management of Travel Ashland, we serve as the Economic
Development entity as well as a vibrant membership organization. Our strong partnerships include
our state and federal legislators and staff, private and non-profit key leaders, business owners
and the City which continues to grow as we collectively address issues and challenges.

Following the completion of the Economic Diversification strategy for Ashland in October of 2022,
the implementation of work done with each pillar identified has incorporated focus groups,
subject matter experts and actionable changes that are currently taking place and planned for
the year ahead. From downtown revitalization to expanding the talent pool and fostering business
growth, we are creating positive changes that are long-term solutions. Diversifying tourism, while
a consistent effort of Travel Ashland has expanded to include work with the city on creating fertile
ground and streamlining the process of having events in Ashland.

We support our businesses as well as our community seen through our programs including our
Emergency Preparedness work and partnerships.

With over five hundred members, representing thousands of employees, the Chamber promotes
the entire community. We believe by working collectively we are successful. It is with appreciation
that we present the enclosed report and stand ready to continue to be a partner in Ashland'’s
success.

_)J A #j,;%g / Sandra Slattery %\ Deena Branson
o * )4 Executive Director - — Chamber Board President
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Travel Ashland effectively
leverages grant dollars to
support a year-round
workforce, visitation and
quality of life. Tourism dollars
generated support essential
services for the City and our
economy.

e In the reporting fiscal year, Travel Ashland
expanded our brand platform implementation
through our targeted marketing strategy and
channels attracting new visitors year-round from
both flight and drive markets.

e We strengthened our industry partnerships with
regional and statewide partners; supported and
amplified Ashland events and created a new
event, Ashland Mystery Fest.

e We incorporated new data platforms to better
inform and forecast our decisions and planning.
We produced new assets in film and imagery and
further diversified our visitor base.

e Travel Ashland leverages lodging tax grant dollars
to promote our destination and diversify our visitor,
by providing the furthest, effective market
outreach and destination management that
businesses and partners depend upon.

e Forthe past 41 years, the City's investment has
enabled Travel Ashland to generate lodging tax
dollars with our industry partners and operators to
fuel Ashland’s economy.

e These dollars and the impact of visitation also
support our year-round workforce, enhance our
quality of life, fund essential services and sustain
amenities that residents value. It underscores why

Trdve| AShlq nd we live here.

Annual Report e Of the lodging tax generated: 70% goes to the
City's general fund; 30% are restricted tourism

FY 2022_ 2023 dollars that, by state law, must be reinvested back
into the tourism industry.
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Purpose

Travel Ashland’s job is ‘to manage and promote Ashland to visitors traveling from more than 50 miles to
Ashland and to visitors who stay overnight in Ashland. Promotion includes digital advertising, publicizing,
distribution of printed materials, marketing special events and festivals, conducting strategic planning, visitor
center management and research necessary to stimulate tourism development.” Excerpt from Agreement
for Services between City of Ashland and Ashland Chamber of Commerce 2022- 2023.

Mission

To deliver an unmatched travel experience that engages the visitor, encourages repeat visitation, converts
visitors into potential residents and services groups, tours and conferences. Attracting outdoor travelers,
culinary and wine enthusiasts and those with cultural interests, Travel Ashland researches, analyzes and

assesses the visitor and our assets to best promote, respond and pivot using the latest tools available through
times of crisis, opportunity, recovery and expansion.

About Travel Ashland

For forty-one years, the City of Ashland and the community have relied on Travel Ashland (Ashland’s official
Destination Marketing Organization) through an annual grant, to promote Ashland as a unique year-round,
travel destination.

Travel Ashland's work is done through leveraging dollars received through the grant and fostering strategic
partnerships with public and private sectors to promote and engage the tourism industry and visitors while
conducting effective research and analysis each season that focuses

on growing business in times of lower occupancy.

About this Report

With the passing of Ashland City Council Resolution 2021-03, Ashland Chamber and Travel Ashland are
required to submit an annual report regarding funds received during the prior fiscal year pursuant to ORS
320.300 through ORS 320.350.
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Executive Summary
Fiscal Year 2022-2023

The following grant report represents the Fiscal Year 2022-2023 (July 2022 - June 2023) and the
work completed in compliance with the grant guidelines and purpose stated in the contract for
services between the City of Ashland and Ashland Chamber/Travel Ashland (VCB).

Travel Ashland is nimble as it assesses and responds to each month and season in terms of
visitation and travel trends to make informed decisions going forward with promotions, campaigns
and projects. Now that we are past the pandemic, we saw significant strength in 2022 with
travelers emerging out of the pandemic. The outdoor industry was at an all time high in terms of
revenues along with the vacation rental market. 2023 saw some softness not only in Ashland but
around the country as domestic travel compressed with many Americans traveling abroad on
postponed trips from the pandemic. Watching these metrics and data points was key to not only
refer to year over year numbers but relating to pre-pandemic revenues for our businesses.

Travel Ashland's unique role as a destination organization is to inspire and attract visitors to
Ashland. We do this through our partnerships, our targeted marketing strategy and brand platform,
projects, promotions and programs.

In this report you will find a recap of the scope of work completed. Quarterly updates have been
presented to Ashland City Council, Mayor and Staff over the course of this fiscal year and are
referenced throughout. This proactive, frequent communication and transparency has enabled a
stronger alignment and understanding of the work of Travel Ashland.

Travel Ashland invested in new data platforms to inform our decisions and planning that include
Datafy which houses visitor geolocation, vehicular and consumer spending data. AirDNA provides
vacation rental data that can help balance out the conversation when looking at the entirety of
the lodging industry in Ashland knowing traveler trends are emerging the way in which people
travel and stay.

Asset development was a major investment and effort in creating film and imagery for each of the
brand personas, interests, seasons and utilizing them through our channels.

Travel Ashland’s analytics were strong and grew year over year in terms of our engagement
through our display advertising, search campaigns, our site traffic to www.travelashland.com
along with our social channels on FB & IG which saw a major increase in followers and reach.
Within the reporting fiscal year, Travel Ashland launched multiple polygonal targeted audience
campaigns, where we can track the visitors that were here during a certain time period and invite
them back through targeted marketing campaigns. Travel Ashland launched its YouTube channel
that houses the finished promotional videos and is garnering strong engagement as well. We
annually produce the Ashland Visitor Guide and the Living & Doing Business Guide informing
visitors and those looking to relocate.

Travel Ashland’s work with groups, tours and conferences has continued to return from hosting the
Oregon Restaurant and Lodging Association conference with Neuman Hotel Group to securing
future conference business such as the Oregon Mayor’s Association in summer of 2026 to the
Oregon River Systems conference. Travel Ashland hosts media and travel writers to garner the 3rd
party perspective with many scheduled for 2024.
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EXECUTIVE SUMMARY FY 2022-2023

Regional and statewide alignment is strong, and Travel Ashland remains a key player at the table
with partners such as Travel Oregon and Travel Southern Oregon, continuing to position Ashland
as a vital visitor destination.

Travel Ashland worked in fostering a more fertile ground and streamlining the event process to
build more year-round events. Those efforts should come to fruition in 2024. Travel Ashland
produced a new event, the Ashland Mystery Fest that welcomed nearly 1000 folks and is due to
grow exponentially in 2024.

We continue our mission to educate, promote, to assess, listen, support and move forward with the
goal of increasing visitation, towards a steadier visitor volume thus increasing revenues of the
Transient Occupancy Tax and Food & Beverage Tax and the tourism industry. This is a collective
effort through growing our valuable partnerships and diversifying our visitor. The overarching goal
is to deliver a unique travel experience that engages the visitor, encourages repeat visitation and
converts visitors into Ashland residents. This is done through servicing individuals, industry partners,
groups, tours and conference attendees. We accomplish this through our scope of work and
strategic initiatives.

Ashland Chamber and Travel Ashland (VCB) have a unique vantage point, serving as a sounding
board, fostering effective partnerships and innovative programs that position our organization. In
addition to the traditional responsibilities of a Chamber of Commerce and membership
organization, we enjoy the added responsibility of a Destination Marketing and Management
Organization and a key element of the City of Ashland Economic Development Strategy.

Travel Ashland (VCB) continues to serve as the gateway to Ashland, Southern Oregon, all of Oregon
and the Pacific Northwest with approximately 60% of visitors continuing to arrive to Oregon through
our corridor. We are open to the public year-round, free of charge, providing an authentic
message and superior travel experience. We submit this report for your review and thank you for
your continued partnership and investment.

Katharine Cato Sandra Slattery
Travel Ashland Director Executive Director
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Who is Travel Ashland and
what do they do?

Serving as a regionally and statewide recognized Destination organization, Travel Ashland's role is to
effectively use dollars, received through the grant that is funded by lodging tax revenue collections and to
foster strategic partnerships with public and private sectors to promote and engage the tourism industry
and visitors.

For forty-one years, the City of Ashland and the business community have relied on Travel Ashland (Ashland’s
official Destination Organization) through an annual grant, to promote Ashland as a unique year-round travel
destination, to visitors.

Travel Ashland promotes all of Ashland, its experiences, events and seasons to targeted personas, interests
and markets established in our brand platform. Engaging and educating new and existing visitors to visit
Ashland, to spend dollars in Ashland'’s lodging, retail, restaurants, wineries, outfitters and attractions is at the
heart of the work they do.

Travel Ashland attracts, promotes, services and supports groups, tours and conferences through
collaborative partnerships. They serve as a sounding board to the tourism industry, members and
businesses, providing support, guidance and facilitating opportunities to grow together depending upon the
issue, the partner or timing.

They work closely with our stakeholders to support their efforts in delivering an unmatched travel experience
that engages the visitor, encourages repeat visitation, converts visitors into potential residents and services
groups, tours and conferences.

Travel Ashland uses metrics such as the lodging tax revenue collections, food and beverage tax collections
along with new data platforms they have invested in including the STR lodging reporting, Datafy that tracks
on vehicular data, consumer spending data and geolocation data. They also have invested with AirDNA to
track vacation rental data and show trends over time.

Travel Ashland produces, manages and distributes the tools that visitors use to make their travel plans such
as Travel Ashland’s social media channels on Facebook and Instagram. They launched our YouTube channel
that has garnered strong engagement. Travel Ashland’s website, www.travelashland.com guides visitors
effectively within the site to serve them the most relevant information in the fewest clicks in mobile, tablet
and desktop versions.

Travel Ashland produces an annual Visitors Guide that showcases a calendar, maps, Itinerary ideas and
reasons to make Ashland their next travel destination. The digital version of the Guide can be downloaded for
free. The Ashland Map Guide provides wayfinding and access to Ashland’s recreation and outdoors
including Lithia Park, the Ashland Watershed, the City of Ashland and Parks. Free digital version available on
all sites and www.avenzamaps.com

Travel Ashland manages the visitor center and Plaza information kiosk serving tens of thousands of visitors
year-round with the help of nearly 50 volunteers. We operate the Travel Ashland Advisory Committee made
up of tourism industry representatives from lodging, restaurant, outdoor outfitters, wine industry, retail, theater
and attractions. This advisory committee assesses each season’s visitation and provides input to planning
campaigns and programs that Travel Ashland carries out.
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WHO IS TRAVEL ASHLAND WHAT WE DO

Travel Ashland produced a new event in October 2023, the Ashland Mystery Fest and are working closely
with the City to foster fertile ground and a streamlined process for events year-round in Ashland. They

produce major events including the Festival of Light Celebration, the Fourth of July and the Children’s
Halloween Celebration.

Travel Ashland works collaboratively and supports many community events with partners such as
SOPride, Rogue World Music Festival, Oregon Chocolate Festival, Ashland Mountain Challenge, Mt. Ashland
events, Ashland Gallery Association, OSF, Britt and outdoor partners.

Travel Ashland Leadership

The Travel Ashland Advisory Committee is made up of members from different areas of the tourism
industry from lodging, restaurant, outdoors, culinary, wine industry, retail, theater, museum and
attractions. Under the advisory direction of the commmittee and Chair, Katharine Cato, Director,
executes the strategic direction, promotions, campaigns, project and programs with support from
Chamber staff. Pete Wallstrom, owner of Momentum River Expeditions began as Travel Ashland Chair
November 2021 and led through October 2023. Scott Malbaurn, Executive Director of the Schneider
Museum of Art is the current Chair.

Katharine Cato Scott Malbaurn Pete Wallstrom

Director Current Chair Past Chair
Travel Ashland Schneider Museum Momentum River
Expeditions
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These are the roots
of our tourism pillars
which the Ashland
brand grew from.

Travel Ashland
continues to expand
upon these targeting
new visitors in new
markets.

Evolving Cultural offerings

Ashland'’s cultural offerings span beyond performing arts to visual arts, music, heritage and so much more.
Pre-pandemic, a third of Ashland’s visitor base were Oregon Shakespeare Festival (OSF) playgoers. That is no
longer the case. Visitors are coming for many different reasons and doing a spectrum of activities while here.
OSF is one of those amenities alongside our culinary scene, wineries, trails and other cultural offerings.

For the past decade Travel Ashland has been diversifying our visitor base with new visitors for new reasons
such as the outdoors, trails, access to nature, culinary and wine scene, relaxation, art and music.

OSF remains a cornerstone of Ashland'’s cultural draw and Travel Ashland is enthused by OSF's 2024 season
that is returning to a fuller repertoire of plays thus drawing back OSF patrons who have come in the past
along with new visitors that can include OSF in their itineraries.

Embracing the change the Ashland visitor and industry became less reliant on OSF's playgoer when they
were closed during the pandemic. This was a significant acknowledgement to the strength of the other
reasons visitors come to Ashland.

Annual Report FY 2022-2023




EVOLVING CULTURAL OFFERINGS FY 2022-2023

There are many other cultural reasons visitors are drawn to Ashland. Through our Visitor
Research and Analysis Study, we found visitors are not just coming for one reason or
experience, but they are coming to experience a multitude of experiences and therefore
spend more time and engage with more of the amenities Ashland offers.

Performing arts beyond OSF OSF has been the platform for many other theaters to grow,
some of which attract both visitors and locals. The Oregon Cabaret, Rogue Theater
Company, Ashland New Plays Festival and neighboring Camelot Theatre offer shows
and are selling out in many cases.

Heritage There is a strong collaboration with the Arts Commission and regional partners
to grow Ashland’s heritage tourism that draws visitors. Beyond history, it is the story and
roots of how Ashland and our area evolved.

Music With our proximity between Portland and San Francisco, we have the ability to
attract more musicians and performances that create a visitor draw. 2023 saw major
strides in building back our music scene at Britt, Oregon Center for the Arts and the
Rogue Valley Symphony partnering with OSF to utilize their venue for a sold-out holiday
performance.

Visual Art Ashland artists, studios, markets and the creative community draw visitors
from all over the world to Ashland. Art Beyond is an example of collaboration with
natural spaces and art produced by the Schneider Museum of Art every other year.

Shopping Visitors are drawn to Ashland for an authentic, shopping experience, forming
relationships with independently owned shops and store owners who create retail
experiences for them that are memorable. Given the changing visitor demographics, we
have been and continue to assess how it is affecting retail trends in product demand
and spending.
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Ashland’s culinary scene draws visitors as its own reason to visit along with serving as the
backdrop to the many destination trips visitors plan to Ashland. Over 100 restaurants, our creative
chefs and proximity to locally grown and produced goods provide a year-round experience.
Coupled with the growth of our wine industry, tasting rooms and identity as the Rogue Valley AVA,
the number of culinary travelers, wine enthusiasts and agritourists have increased year over
year- being drawn to our emerging wine country, award-winning chefs, innovative restaurants,
breweries and food artisans coupled with the unique destination of Ashland.

Many culinary events drive visitation in the off-season and throughout the year. Regionally, with
the formation of Rogue Valley Vintners and Rogue Valley Wine Country identity, signifying
southern Oregon as a wine destination synonymous with a southern Oregon vacation, there is
growth in attracting more wine enthusiasts to our region of all ages. In 2022, Rogue Valley AVA
was hominated as one of the Top 5 Wine Regions in the World by Wine Enthusiast.

Another regional example is the Rogue Valley Food Trail, launched in 2020, a collaborative effort
with Travel Oregon, Travel Southern Oregon, Travel Ashland and local partners that showcases
itineraries highlighting agritourism — farms, food artisans and onsite experiences throughout the
Valley.

By hosting culinary travel writers and influencers, the Ashland culinary scene is being noticed
and written about through multiple media channels and gaining more followers on social media
channels.

Despite workforce challenges and rising costs, Ashland restaurants, artisans and wineries remain
strong, nimble and continue to provide the unmatched hospitality Ashland is known for. Through
our economic work, we are creating ways to foster workforce development. The more we
promote year-round visitation, the more supported a year-round workforce is employed.
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Ashland has always attracted outdoor travelers to experience its trails,
mountains, lakes and rivers. Given Ashland’s unique location at the
convergence of the Cascade and Siskiyou Mountain ranges and
proximity to the Pacific Crest Trail, Ashland is an ideal basecamp for
adventure. Travel Ashland’s brand promotes that and its accessibility
to the trails.

Continuing to foster the growth of the basecamp aspect is one of the identified key initiatives of
the Ashland Chamber’s Economic Diversification Study, Diversifying Tourism pillar, released in
October 2022.

With the backdrop of the Ashland Watershed, Mt. Ashland and accessibility to trails and regional
terrain, what sets Ashland apart from destinations such as Bend is that Ashland is a mountain
town with unmatched cultural and culinary amenities such as Rogue Valley Wine Country, over 100
restaurants and the arts. By attracting the responsible outdoor adventure traveler, we sustain
Ashland'’s quality of life and thus attract a future, active workforce.

The outdoors has been the leading reason new visitors are coming to Ashland. With the past
visitor economy comprising a third of the visitor base attending plays at OSF, their characteristics
were traditional, older, loyal and predictable with long-term booking windows.

Through the pandemic, the outdoor industry exploded and everyone was interested in getting
outdoors and recreating. The industry observed a major bubble from 2020 through early 2023 that
is starting to right size to pre-pandemic numbers. This includes sales within the outdoor industry,
visitation, trips and traffic. In 2022 we saw the sustained growth of the outdoor adventure coming
to Ashland. Handlebar, the new bike shop with a coffee bar in downtown Ashland is an example of
how visitor interests can drive business growth. It is exciting to have new energy in the downtown.

For over a decade, Travel Ashland has been enacting that outdoor message and invitation to
visitors to educate them on reasons to enjoy Ashland beyond the Oregon Shakespeare Festival
that we will continue to do. As a community and as businesses, we have an opportunity to
welcome, attract and build relationships with outdoor adventurer travelers who are coming to
Ashland.
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ASHLAND'’S OUTDOORS FY 2022-2023

Our outdoor partnerships and work to showcase
Ashland’s outdoors include:

e With partners like Mt. Ashland and the Ashland Forest Resiliency project along with
Rogue Valley Mountain Bike Association, Rogue River Siskiyou National Forest, BLM,
Ashland Devo and Ashland Woodland Trails Association, Ashland’s trails and assets
are maintained through effective stewardship practices and encouraging
responsible recreation. These assets and easy access enable Ashland to grow as an
unmatched outdoor destination for runners, hikers and riders.

e Currently we are exploring how best to disperse mountain bikers throughout our trail
system, looking at developing wayfinding and connectivity to town and businesses.

» Travel Ashland serves as the Lead Proponent, and drove the effort to get the official
designation for the Cascade Siskiyou Scenic Bikeway (CSSB), one of 14 Scenic
Bikeways in Oregon and was designated by the Oregon State Parks and Recreation
commission on June 25th, 2015. Of the thousands of proposed miles, the Scenic
Bikeway committee reviews, less than half is recommmended. The route begins at
Garfield Park on East Main, travels up the Green Springs Hwy 66, over Hyatt and
Howard Prairie and back down Dead Indian Memorial Road to Garfield Park, totaling
52 miles. The Scenic bikeway has seen an increase in ridership. When weather is
conducive, The Up and Down Bike Event each July commemorates the route
welcoming over 100 riders. Official signage has been installed along the route to
create awareness for riders.

e Ashland’s visitor is diversifying and there is new data on the outdoor traveler — the
mountain biker. Mountain biking is one of the fastest growing sports in the country
and is the current number one user of public lands in the country. The average
mountain biker spends $491 for a weekend visit to a destination. (source: IMBA)
Ashland is currently shuttling over 3,000 riders per year up into the Ashland
Watershed.

Annual Report FY 2022-2023




Travel Ashland and the Ashland
Chamber effectively communicate,
educate and inspire our industry and
visitors during periods of growth,
challenge and opportunity. Businesses,
owners and employees of Ashland
depend on us.

Travel Ashland and Ashland Chamber serve a role only we possess. This is a very
unique position in the community and business industry that allows us to create
such valuable partnerships, lean on those in times of crisis and serve as a sounding
board to a diversity of organizations, residents, visitors, members and private sector
businesses. From retailers to hotels, restaurants, outfitters, wineries, artisans,
galleries, theaters and our community, relies on us.
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Organizations and Alignment:
Travel Ashland’s partnerships are inherent to our success. We

o . TRAVEL
maximize and leverage exposure for Ashland as a major SOUTHERN
destination through strong cooperative efforts by sharing the OREGON
message of the brand with partners and stakeholders while
growing partnerships within the industry and fostering the Shawel
growth of industry relations locally, regionally and statewide. ~>ASHLAND

Industry Partners

Private sector partners include lodging, restaurants, wineries, attractions, retailers, outfitters,
members of Ashland Chamber and beyond

Oregon Tourism Commission dba. Travel Oregon (statewide tourism) Travel Oregon has
created a 10-year strategic plan and is building new grant opportunities across the state.

Ride Oregon — cycle tourism branch of Travel Oregon

RDMO’s (Regional Destination Marketing Organizations)
o Central Oregon Visitors Association
o Eastern Oregon Visitors Association
o Oregon Coast Visitors Association
o Travel Southern Oregon Past President and current Board Member: Katharine Cato, Travel
Ashland Director. Alignment with our regional partners is key to providing a positive and
consistent visitor experience and effective industry communication. Exposure from features
and opportunities to host travel writers come through this partnership channel.
ODA - Oregon Destination Association — Current President and Board Member, Katharine Cato
serves representing Southern Oregon in the statewide discussion on issues such as lodging
taxes, funding, visitation trends. This statewide DMO organization advocates, educates and
supports the tourism industry and its leaders.

ORLA- Oregon Restaurant & Lodging Association Workforce development issues continue to
be a central challenge for most industries, including tourism and hospitality. ORLA and Travel
Oregon are looking at what a partnership might be in tackling the workforce development
challenges and beyond with the goal of strengthening strategies to be supported and
implemented by DMOs at the community level.

Regional DMO’s (Destination Marketing Organizations):
o Travel Medford
o Discover Klamath
o Travel Grants Pass
o Experience Roseburg
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INDUSTRY PARTNERS FY 2022-2023

Travel Southern Oregon Coast
Visit Bend

Travel Salem

Travel Portland

O O O ©o

* Rogue Vadlley Vintners and Rogue Valley Wine Country — Current Board Member, Katharine
Cato. The Rogue Valley's organization that promotes wine in the Rogue Valley AVA and the
Applegate AVA.

* Oregon Film and Television Office and Film Southern Oregon

* OTIC- Oregon Tourism Information Council
e OTTA- Oregon Tour and Travel Alliance
* NTA- National Tour Association

¢ IFWTW- International Food & Wine Travel Writers

e BATW- Bay Area Travel Writer
* Oregon State Parks and Recreation Scenic Bikeway Committee

* Federal Agencies:
o The Nature Conservancy
o Bureau of Land Management
o United States Forest Service
o ODOT

e We value our Local Partners and work with them to support them, collaborate and expand
our success: Jackson County — bicycle and pedestrian, roads and parks divisions; Ashland
Parks and Recreation; Ashland Forest Resiliency Project (now AFAR); Rogue Valley Vintners;
Rogue Valley Symphony; Ashland Independent Film Festival; Stay Ashland; Ashland Gallery
Association; Britt Festival; Oregon Shakespeare Festival;, Southern Oregon University;
International Mountain Bike Association; Rogue Valley Mountain Bike Association; Siskiyou Velo
Club; Rogue Valley Growers and Crafters Market; Klamath Bird Observatory; Scienceworks
Hands On Museum and Mt. Ashland Ski Area among many others.

Crisis Communication:

Ashland Chamber and Travel Ashland have longstanding partnerships with legislators, representatives,
regional and statewide organizations that are key to be able to rely on when challenges and crisis are
present. From wildfires, poor air quality, the pandemic, and tragic issues that arise, we have a strong network
and communication plan to ensure we are informing the visitor of real time, transparent information so they
can make the best travel decisions.
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INDUSTRY PARTNERS FY 2022-2023

Regional and Statewide Tourism Programs

The Travel Ashland director, Katharine Cato serves on the Travel Southern Oregon Board of Directors and
is Past President. Travel Ashland has had a continued presence at the regional tourism table since its
inception.

After decades of deliberation Siskiyou Welcome Center opened for Labor Day Weekend 2019 with a
regional gala opening including partners from around the region with collaborative efforts from Travel
Oregon, Travel Southern Oregon and local DMO’s and attraction. It is open daily until 7pm

in the summer and 5pm in the winter. It is staffed by employees of Travel Southern Oregon and managed by
TSO under contract with Travel Oregon. The welcome center is located at the ODOT Siskiyou Safety Rest Area
along the northbound I-5 corridor, near milepost 12 south of Ashland. The welcome center serves as a respite
for travelers coming from the Siskiyou Summit, the highest pass on I-5 between Canada and Mexico.
Additionally, it provides an opportunity for visitors to learn about and be inspired by Oregon. The center is
staffed by experts offering concierge-style guest service.

Oregon State Welcome Centers Travel Oregon operates staffed welcome centers at key entry points
around the state. These welcome centers are an essential part of a visitor's experience and provide in-
person engagement with Travel Oregon'’s brand. They are able to offer this efficient and extensive program
thanks to critical partnerships with Oregon Parks and Recreation Department, ODOT, Oregon Travel
Experience, Seaside Visitors Bureau, Port of Portland, and the Port of Morrow.

OREGON GOVERNOR’S CONFERENCE ON TOURISM Each year Travel Oregon hosts the Oregon Governor's
Conference on Tourism in a different part of the state.

Oregon Destination Association serves as the statewide DMO/RDMO voice for tourism advocacy with the
legislature as well as fostering education and collaborative opportunities such as the annual ODA
conference, quarterly ODA member webinars to focus on the latest needs such as governance, advocacy
blueprints and working to ensure our regional partners are best supported and informed during the
legislative session.

For more information on Regional programs visit:
www.southernoregon.org/industry

For more information on Statewide programs visit:
www.industry.traveloregon.com and https://oregondestinationassociation.com/

Annual Report FY 2022-2023



http://www.southernoregon.org/industry
http://www.industry.traveloregon.com/

Travel Ashland’s Visitor Research and
Analysis study followed by the Ashland
Chamber’s Economic Diversification
Study informed and established a solid
foundation for a new Ashland brand
and building future resiliency for
Ashland’'s economy and tourism base.

Since the inception of Travel Ashland, our programs and promotions have been
based on quality research. Given the anecdotal changes we were observing in pre-
pandemic years then exacerbated by the pandemic, OSF’s closure and increased
poor air quality due to wildfires since 2017, Travel Ashland embarked on the Visitor
Research and Analysis Study outlined below.
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VISITOR STUDY FY 2022-2023

Travel Ashland has been diversifying the type of visitors Ashland welcomes for decades including the
younger, outdoor and culinary traveler. Balancing this with the historical, cultural traveler, and working to
maintain the steady visitor volume throughout the year, Travel Ashland embarked on the visitor study to
explore new trends, competitive markets, and the highest potential visitor personas to target in future
marketing.

Visitor Study Background:

Upon receiving funding in July of 2020 earmarked for research, Travel Ashland embarked on the project
with the chosen firm through an RFP process, Destination Analysts (currently known as Future Partners)
and launched the study in November 2020. created a Request for Proposal to conduct a Visitor Research
and Analysis Study.

The Visitor Study’s scope of work included researching the Ashland leisure visitor — the previous and
current visitor, the first-time visitor, as well as future and potential visitors. Based on the current and
common observations, we wanted to explore the changes in loyalty, demo and psychographics, their
spending trends and length of stay. The study also analyzed personas including families, wine travelers,
culinary, outdoor adventurers, arts and culture as well as young travelers. We explored new seasonality
trends and potential that is driving travel consideration to Ashland. As well as competitive markets such as
Bend, Lake Tahoe and Healdsburg and evaluated new market potential. The scope of work included
recommendations on how to best leverage our assets. Deliverables included an in-depth analysis and
assessment of the above that would then drive our informed marketing decisions, strategic direction and
ultimately a new brand for Ashland.

The study included three surveys, the first being a quantitative survey of Leisure Travelers in Key Markets
(1500 results from LA, San Francisco, Seattle, Sacramento/Redding and within the state of Oregon) from
those respondents.

The second survey consisted of qualitative In-depth Interviews of individuals who were vetted through our
research firm that showed strong interest to travel, were a diverse group and had a high potential to
Ashland. Ten, 45-minute interviews were conducted which provided key insights into unfiltered feedback
and perceptions of Ashland.

The third survey was of Owned partner databases that included over 5700 responses who had visited
Ashland within the past 3 years and were engaged with one of our key partners such as Mt. Ashland,
Neuman Hotel Group, Weisinger Family Winery, OSF and Momentum River Expeditions. The balance of these
3 surveys provided us a well-round analysis. The findings from this study will then serve as the foundation for
the new brand and guide the updated marketing strategy.

The deeper level of research revealed key findings that validated our observations of the largest shift in
Ashland’s visitor base trending younger and here to do a multitude of activities including wine tasting,
outdoor adventuring and shopping. The study found we have a clear opportunity to educate new and
potential travelers, expand upon drive markets, push into new flight markets and increase steady visitor
volume year-round. It found Ashland'’s strengths to be a walkable, small, friendly, welcoming town with
scenic beauty with well established wellness protocols in place that was and still is important to those
respondents of the survey.
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VISITOR STUDY FY 2022-2023

The focus of this study was on the visitor and will influence the larger research project the Ashland
Chamber and Travel Ashland are concurrently doing. These findings have been embedded in the
overarching Economic Development analysis we kicked off in November of 2021 that will analyze all
sectors including the evolving regional visitor industries that are responding to these changes.

View the Executive Summary of

the Visitor Research and Analysis
here.

.
N
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The legacy of tourism'’s
iImpact and resilience

Travel Ashland, since its inception forty one years ago, has collected industry
knowledge through research and depending upon the need, plans accordingly, in
collaboration with our business partners, the most effective marketing promotions
to meet the demands we hear. This strengthens and validates our direction as well
as expands our market reach.

It is important to note in these rapidly changing times we have particular strength that we are nimble and
flexible to react to market changes and constantly adapting our marketing efforts to reflect those trends.
Travel Ashland annually analyzes the Food and Beverage tax collections and the Transient Occupancy Tax
collections. We chart the data and look for strengths and weaknesses in seasonal fluctuations. This tells us
when we need to promote and target areas that need focus.

Tourism remains a key driver to Ashland’s economy. Ashland continues to be ahead of
the recovery curve compared to other destinations coming out of the pandemic
following along the continued growth of tourism overall. Source: City of Ashland

Food and Beverage Revenue Collected

Transient Lodging Tax Revenue

$1,250,000 1,000,000.00

$ 1,000,000 800000.00
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204 2018 2018 2020 2022

@ July-Sept @ oct-Dec @ Jon-Mar @ Apri-June
@ July-sept @ Oct-Dec @ Jan-Mar @ April-June

To view Industry statistics from this reporting
fiscal year, see Travel Ashland’s quarterly
reports here.
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VISITORS FY 2022-2023

Tourism is Oregon, according to Travel Oregon’s 2022 Economic Impact Report there is
$13.9 billion in total spending that directly generates more than 117,360 jobs. Tourism
generates $643 million in state and local tax revenues. In Southern Oregon there are
over 12,000 tourism related jobs.

(Source: www.southernoregon.org/industry and www.industry.traveloregon.com)

In Ashland, over 2500 jobs are fueled by the visitor spanning Arts, Entertainment,
Recreation, Lodging and Restaurants. Employment, quality of life and the success of
Ashland’s economy is directly dependent upon tourism.

This can be shown not only from historical data with growth in the lodging and food & beverage tax
revenues year over yedr but also through the growth of the number of tourism related business and jobs.
Tourism has contributed to the increase of jobs, payroll and wages and returned as we continue to emerge
from the pandemic. Retail expansion and growth of local businesses along with the revitalization of the
Historic Railroad district catering not only to a local but visitor clientele is fueled by a strong visitor base.

We have seen service jobs returning and stabilizing though there are still challenges with the “back of the
house” or staffing kitchens in restaurants and a need to focus on workforce development in all areas to
ensure we have a steady employment pool. Ashland is trending with national challenges that are being felt
in other destinations as well.

The hospitality industry provides full time and part time jobs for people, including students who can hold
part time jobs enabling them to afford and obtain higher education.

Below is the Fiscal Year 2022-2023 Executive Summmary Report of
Visitation using Datafy, our contracted research visitor platform.

Global Filters In-State  Out-of-State  Distance: 50 mi- 2,782 mi  Clusters: All Included
POIs: All Included

Travel Ashland - City Grant Report FY

22 '23 Dashboard Filters Main Dates: 7/1/22 - 6/30/23  Compare Dates: 7/1/21 - 6/30/22

Spend Locations: All Included

-

Overview:7/1/22 - 6/30/23
Total Trips Visitor Days

O.
@ 3,424,475 Trips a 6,863,744 Days @ 2 Days ™ 1,913,487 Visitors

Average Length of Stay Unique Visitors

™ 81%vs. 7/1/21 -6/30/22 M11%vs. 7/1/21 -6/30/22 Vv -0 Days vs. 7/1/21 - 6/30/22 T &71 % vs. 7/1/21 -6/30(22
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DATAFY EXECUTIVE SUMMARY FY 2022-2023

Global Filters In-State  Out-of-State  Distance: 50 mi- 2782 mi  Clusters: All Included
POIs: All Included

Travel Ashland - City Grant Report FY

22-23 Dashboard Filters Main Dates: 7/1/22 -6/30/23  Compare Dates: 7/1/21 - 6/30/22

Spend Locations: All Included

Monthly Volume by Visitor Days ~ All  Main Dates vs Compare Dates Visitor Days by
— Length of Stay
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2018 @2019 @2020 @2021 @ 2022 @ 2023 2024

@ 1Day 48.3% @ 2Dpays 9.28%
@® 3Days 6.21% ® 4Days 723 %
5Days 121 % ® 6+Days 16.9%

545.6K  462.8K 594.3K  T4B.9K  9035K 769.2K  627.7K
5344K  5875K  673.4K  B827.8K  1.0M 828.3K 671K

520.5K 408.7K 607.6K 770.6K 9344K  851.5K  704.5K

6758K 5729K 5364K 7259K 930.8K 7033K  5446K
4685K 532K  648.8K 9363K 9921K  B96IK

4872K  504.5K  554.2K 8985K  6078K

Top Spending to Location

Change in Share of Change in Share of

Share of Spend
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6/30/2022 6/30/2022

Share of Spend
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7/1/2022 - 6/30/2023 P Al

Portland- OR 4+ 13% Eureka + 0.34%
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Los Angeles 145 % Phoenix -Prescott X + 0.28%
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Medford-Klamath Falls 0.236% SantaBarbra-SanMar-SanLu — 0.06%

Chico-Redding - 0.2% Honolulu + 0.03%

A

J
i © Datafy - All Rights Reserved BATA F LY
Spending data represents a statistical model and sample size of devices. Spending data reflects 34% of LS, credit and debit card transactions, '
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DATAFY EXECUTIVE SUMMARY

Travel Ashland - City Grant Report FY

22-3

FY 2022-2023

Global Filters In-State Out-of-State  Distance:50 mi- 2,782 mi  Clusters: All Incluced
POIs: All Included

Dashboard Filters Main Dates:7/1/22 - 6/30/23  Compare Dates: 7/1/21 - 6/30/22
Spend Locations: All Included

Top Markets

Share of Trips
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Top Clusters
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DATAFY EXECUTIVE SUMMARY

Travel Ashland - City Grant Report FY

22-23

Global Filters In-State  Out-of-State

POIs: All Included

Dashboard Filters Main Dates: 7/1/22 - 6/30/23

Spend Locations: All Included

Distance: 50 mi - 2,782 mi

FY 2022-2023

Clusters: All Included

Compare Dates: 7/1/21 - 6/30/22

Top Demographics for 7/1/2022 - 6/30/2023

Age

45-64: 32.9%
25-44: 28.5%

65+: 25.2 %!
16-24: 123 %M

Income

$0-550K: 341 %
S100K-5150K: 18.8%

$75K-599K: 176 x\-
§50K-$75K: 17.3 x\

$150K+: 123 %

Top Demographics for 7/1/2021 - 6/30/2022

Age

45-64: 351 %
25-44: 28.3%

Income

$0-550K: 316 %
$100K-5150K: 22.9%

Household

1=2: 48.4%

3-5:42%

0%l

Household

1=2: 47.2 %

Education Level

High School: 58.2%
Bachelors: 37.2 %

Graduate: k.s%'

Education Level

High School: 551 %

Bachelors: 39.4 %

Ethnicity

White: 80.6%
Hispanic: 121 %
Asian: &.7%
Black: 29"
Other: 0.6%

Ethnicity

White: 1.1 %

Hispanic: 10.9%

Asian: 5.7%
Black: 1.8%/

$150K+:19% 3-5:42.8%
$75K -$99K: 18.7 %\

$50K-$75K: 7.8 % o105l Graduate: 5.5%ff Other: 0.6%

65+ 24.5%
16-24: 121 %M
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Glossary

Census Demographics - Calculated using the Home Zip Code of the Unique Device, and then matching the zip code to the corresponding data from the US Census
and American Community Survey (ACS).

Cluster - A grouping of POIs based on venue type, visit purpose, etc.

Home Zip Code - The inferred home zip code of observed devices. This is determined by a history of observations and patterns of behavior. Our database includes
home zip codes for more than 200 million devices. Home Zip Codes are updated monthly based on the historical pattern of behavior, and our process is capable
of determining when someone moves to a new zip code.

Household Level Demographics - Calculated based on a positive match between a device and a household with a demographic profile. For example, if a college
student lives at home with a parent and visits an attraction, then the household profile would report the income, education levels, and age brackets of everyone
in the household, including the parent. These are aggregated, weighted, and averaged across all the household members and all of the POIs visited and dates
observed within the selected filters. Most of the values reported are at the household level, with a few exceptions that are device-level.

Point of Interest (POI) - A physical boundary drawn on a map and utilized to capture mobile device activity within the boundary.

Repeat vs One Time Visitors - A calculation of repeat Visitors based on observations of Unique Devices and Trips taken within the selected time frame. Once a
Unigue Device is observed a second time at any of the selected POIs across the date range in the filters, then that device is “flagged” as a repeat visitor. This
analysis is dynamic and can span multiple years. For example, if a Visitor visits in March 2020, they would contribute to the yellow line in the chart if the date
range covers March 2020. If that Visitor returns and visits again in September of 2021 and the date range in the filters spans March 2020 through September 2021,
then that Visitor shifts from a one-time visitor, to a repeat visitor for all of the observations. Therefore, now this Visitor would contribute to the purple line in both
March and September and any subsequent visits.

Trips - The number of distinct trips to a destination by a Visitor or POI. Utilizes a combination of observation patterns, distance traveled, etc. For example, if a
Visitor visits on Thursday through Sunday, that would be considered one single trip. If the visitor returns later that month, it would be counted as a second trip.
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AIRDNA REPORT FY 2022-2023

Below is vacation rental Demand data showing trends since 2019.
We can see continued strength and recovery through 2023.
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Travel Ashland’'s Past Research Findings

e There has been an inherent value for visitors in Ashland’s downtown. This past research also
concluded that the inherent value of the downtown was closely tied to the Oregon Shakespeare
Festival. With the recent and variance in closures, we have seen growth in properties outside of the
downtown. Visitors value the downtown lodging and proximity to our amenities. This underscores the
importance of the commitment and investment to keep our downtown'’s physical structure and
ambiance vibrant, well maintained and welcoming. Over the past two decades, we have conducted
extensive research to better understand the strengths and weaknesses of the geographic layout of
our accommodations through BR&E (Business Retention and Expansion) surveys, ongoing visitor
profile and lodging analysis studies that were conducted by Rebecca Reid, Independent Research
consultant.

e January — March has consistently had the greatest opportunity to grow with the lowest occupancy.
While we prioritize this quarter with targeted campaigns and promotions, we are very nimble to adjust
as we have seen much needed promotion throughout the year, not just in the off season. Given Travel
Ashland’s brand, each year we explore how we can grow occupancy and attract visitors with Mt.
Ashland’s 60th anniversary season offerings, events in February such as wine releases and in 2024
Shakespeare in Love at OSF by the Rogue Valley Symphony.

e Spring and Summer travel can vary and are seeing market shifts. Through our past research, results
show variance in occupancy based on how each year unfolds whether summer travel is affected by
wildfires, poor air quality, intentional avoidance of the busy season and now COVID. With the current
shift towards a new, first-time visitor, we are researching emerging trends taking into account new
demographics, spending and travel preferences.

e In December of 2022, we initiated a survey to restaurants and lodging to help garner up to date key
data on occupancy and spending trends and fluctuation.

e Over the past decade, we have seen increasing trends such as the last-minute traveler, with a shorter
decision- making window that affects how we market to them, offering incentives to choose Ashland.
Last minute decisions are often made using online tools hence why we must constantly be in front of
the visitor, digitally, directly and in print.

e Wildfires and poor air quality have affected travel. We saw this even more so with the devastating
Almeda and Obenchain fires affecting perception of visiting Ashland. Travelers want transparency,
timely and accurate information when planning their trips. 2019 Travel Southern Oregon’s Wildfire and
Visitor Perception Study. As a follow up to the summer smoke filled days of 2018, Travel Southern
Oregon, along with regional partners such as SORCE, Travel Ashland and the Coraggio Group
embarked on a survey for visitors to see the impact of the wildfire smoke on their travel plans,
behavior and outlook. Travel Southern Oregon’s Wildfire & Visitor Perception Study was released in
April 2019. The visitor study, which began back in October of 2018, presents tourism partners with
valuable data from recent summer visitors about the way wildfire smoke has impacted the visitor
perception of Southern Oregon as a travel destination. The findings were heartening with 85% of
respondents planning to visit Southern Oregon in the future. The results showed that there is visitor
interest in shoulder seasons, the ways smoke impacts vacation plans and much more. There was also
a major difference in the type of visitor comparing Klamath Basin and Crater Lake to the Rogue Valley
and Ashland visitor. View full report here:
https://drive.google.com/file/d/IFaRVC80CNe9trWiq_AfEHOJGgMymenUR/view.
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The Ashland
brand continues
to invite visitors
to ‘Live your
daydreams’

Substantiated by the 2021 Visitor Study
findings, the brand includes targeting
lifestyle personas, interests by season with
a verbal and visual identity that is
approachable and appealing.

The Ashland brand story

As Travel Ashland was nearing the completion of the Visitor Study, knowing this would be the
foundation for our rebranding, through a thorough RFP process, we chose Intently Collaborative
out of Bend. The choice was based on building a new strategic brand platform using the recent
Visitor Study, an effective measurement system with metrics, key performance indicators, as well
as, fostering a valuable partnership that provided complimentary skills to our team. Their
innovative strategic approach combined with their creative ability and experienced guidance for
implementation is what we enjoy most. The goal is to ensure a voice and overall image of
Ashland that reflects all that Ashland has to offer and resonates with each persona.

Ashland’s new visitor brand platform was a project that included four phases. The discovery
phase was an in-depth information gathering process. In addition to intake from the Travel
Ashland team, time was spent reviewing the in-depth visitor study, existing website and social
media analytics, conducting 18 Stakeholder interviews with members of the tourism business
community, Ashland Parks and Recreation and volunteer organizations and detailed brand &
competitive audits.
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ASHLAND BRAND STORY FY 2022-2023

Stakeholder interviews conducted during Discovery Phase of Rebranding
Project are below. Intently Collaborative also interviewed each member of
the Travel Ashland Advisory Committee:

Don Anway & Karolina Lavagnino - Neuman Hotel Group Management

Bob Hackett — Travel Southern Oregon Executive Director and former OSF
Marketing Director

David Schmitz — OSF Executive Director

Michael Black and Mike Gardiner — Ashland Parks and Recreation Director and
Commission Chair

Dionne Irvine - Irvine & Roberts Vineyards Owner

Pam Hammond - Paddington Family of Stores co-owner

Lisa Beam — Skout, Pie & Vine, Burrito and Falafel Republic

Bob Horton — Ashland Chamber Volunteer

Dana Preston and Dana Welsh - Ashland Chamber Staff

Scott Malbaurn — Schneider Museum of Art Executive Director

Bryant Helgeland — Ashland Mountain Provisions

Casey Botts and Martin Stadtmueller — Rogue Valley Mountain Bike Association

Torsten Heycke — Ashland Woodland Trails Association

To explore our Brand Platform
and Architecture click here.
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Asset Development - Video and Imagery

Our role as a Destination Organization, a Chamber of Commerce as well as an Economic Development
entity is to showcase Ashland and the experiences and serve as a resource to visitors, residents and industry
partners. From media inquiries to collaborative projects where Ashland is featured, we provide imagery,
footage and assets that exemplify Ashland, today. Our assets then are published through our brand,
campaigns, promotions, digital channels, publications, materials and social channels.

Asset creation is an ongoing process and effort that requires time, direction and investment of dollars to
execute the projects professionally.. During the Fiscal year 2022-2023, we contracted with NW Collective out
of Bend, Oregon to create film shoots that garnered deliverables including :5, :15, :30 and :60 second finished
videos that now live on our YouTube Channel along with images of each shoot and raw footage. Each shoot
showcased a different persona, interest and season.

Fall 2022 - a couple enjoying downtown, culinary, wine at
Irvine & Roberts, walk through, Lithia Park, fall colors, dinner
at Brickroom.

Winter 22/23 - 3 friends riding on Mt. Ashland, enjoying
Caldera Brewery and Spa day at Blue Giraffe

Spring 2023 - girlfriends get away with morning coffee, hike
on Bandersnatch, shopping at Websters and dinner at La
Briccola

Summer 2023 - family fun, mountain biking on White Rabbit,
lunch at Skout and showing connectivity with bikes into
town, Splash pad water fun at Garfield Park, shopping and
ice cream at Zoey's

Mystery Fest 2023 - interview with Ellie Alexander and b-roll
during the event showcasing the event attendees, panels,
pop ups, author engagement and mysterious fun around
town

Holiday 2023 - family during the holidays, shopping at
Crown Jewel, ice skating in Lithia Park, hot cocoa at Mix,
enjoying the lights in downtown and dinner fireside at Skout.

Prior to this current initiative, we have continually built out a
library of assets from “moments of Ashland to showing
diversity among our visitors and so people can see
themselves here in an authentic way. We partner with many
organizations and businesses to share our assets and
provide these as a resource.
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Implementing
the Ashland

brand

With the launch of the new brand in December 2022, www.travelashland.com was refreshed,
social channels were updated to reflect the new brand and there was a regional industry
splash of mediq, digital and radio messaging initiated.

Since the brand launch, we have been executing an effective marketing strategy that has
garnered strong engagement shown in the following program analytics. Analytics include
paid media with search, Google ads, display ads, social channels, www.travelashland.com
and campaigns.

Implementing the brand includes targeting each defined persona of the brand, with each
season and each interest group based on their values, demographics, goals and marketing
opportunities. It reaches both flight and drive markets with respective strategies based on
their mode of travel and trip planning methods.

Each month, paid digital media is deployed with optimization of paid digital display, social
and search campaigns. Media channels are continually adjusted to optimize performance.
Media channels include a robust programmatic display of targeted digital ads, Google
Search engine optimization, Google ads and targeted campaigns per season to best express
the brand including a social media editorial calendar that mirrors these campaigns, the new
annual visitor guide and www.travelashland.com along with PR and media efforts, review of
key performance indicators (KPI's), objectives and metrics along with the continued creation
of ad sets for each persona and interest group.
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Program

Analytics

Display Marketing
Campaign architecture

Each campaign is focused on one or more of our audience personas. Display campaigns were run across
three networks with different audience targeting options.

Targeted Display Network
e Ads are targeted based on geography, interest, demographics and keywords.
e Ads can run across 100’s of websites and run one both desktop and mobile devices

Google Display Network
e Ads are targeted based on audience groups associated with the Google network, geography and
keywords. Geo and keyword targeting is inline with the Google Search campaigns
e Ads run across the Google display network on participating websites and apps and can run on desktop
and mobile devices

PTA (Polygonal Targeted Audience)
e Ads are targeted to people who have been in a certain location during a certain window of time. This is

our most targeted audience and is utilized for very specific campaigns

Targeted 4,430,346 6,870 0.15%

DiSp'Oy Impressions Clicks CTR
Analytics
1,236X How much more likely someone will
Digital Life visit your site if they see an ad
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DIGITAL DISPLAY PERFORMANCE FY 2022-2023

Top Geographies
Region Impressions Clicks/CTR

San Francisco, CA
Seattle, WA 268,629

Los Angeles, CA 282,367
Portland, OR
Phoenix, AZ
Eugene, OR 108,164
Sacramento, CA
Denver, CO 93,978
San Jose, CA

88,870

San Diego, CA 73,967
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DIGITAL DISPLAY PERFORMANCE FY 2022-2023

Over the course of the year 28 ad sets ran.
Examples of a few as well as placement samples

<>~ ASHLAND

OREGO

Your line to

adventure &= e, \an W ‘ River time
' . B is the best

class Rogue S T, AR time to
River catch A 4 dream

Plan trip

=] Signin

m @ Oaily Fantasy

NOTHING'S MORESATISFYMG THAN WINNING. /B0a® soote wsmaer—
WEL, ALMOST NOTHING. Bt MAYREYOU STNERD NI

Fantasy Basketball 2023

Welcome to Yahoo Sports Fantasy Basketball! )
Better feature ch. Better play, It's no wonder why more fans chaose Yahoo Sports Fantasy Basketball. New to fantasy? _.:-:our """”;_l:ﬂ

Meed a Refres! n Ashland

Join an Instant Draft!

The fastest way to star playing Fantasy Basketballl ©nce this league fills up. the dralt begins!

vs and Strategy for
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DIGITAL DISPLAY PERFORMANCE FY 2022-2023

Over the course of the year 28 ad sets ran.
Examples of a few as well as placement samples

&) exquisite and bask in
L wines . the scenery

Oregon §
Wine Month’'s &

A new way to earn more CIT Bank

on your savings.

5.05% APY* D
DI

Rog ue Valley J - ©On balances of $5,000 or more ses sie tor detais FDIC
Wine |
Drink it all in

Messaging app Telegram
restricts access to some
Hamas-run channels

How Country Garden became the new face of China's spiraling
property crisis

Market Movers +
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PROGRAM ANALYTICS FY 2022-2023

PTA Campaign Analytics

In Winter of 2022-2023 PTA was used to target those that had visited Ashland during the previous
spring and summer and invite them to experience Ashland in the Winter. The campaign ran from
December 2022-February 2023. The audience was reached through display ads across a range of

website and through Facebook.

4,430,346 2,875 0.45%

Total Impressions Clicks CTR

PTA
Analytics

509,462 736 0.14%
Display Impressions Clicks CTR

123,219 2,139 1.74%

Social Impressions Clicks CTR

a relaxing
spa experlence

Winter in ALK " -‘
Ashland &85 | & {
- .._“‘-\\1_.'_‘. . "‘I'. IJI“:’ it lnHoteln-'i\ErnUP ‘ »

top-rated
west coast dining

ASHLAND

your winter &
daydreams £2
in Ashland

Plan trlp

Annual Report FY 2022-2023 37



PROGRAM ANALYTICS

Paid Search Analytics
Campaign architecture

The search campaign is run through the Google Ads Platform on Travel Ashland's Owned Google Ads
Account.

The campaign itself is targeted to the geographies part of the overall marketing strategy. The campaign is
broken down into 7 ad groups. Each ad group is targeted based on interest unless otherwise noted. Each ad
group has unique keywords centered around these interests. The ad groups are made up of between 1-4
ads which consist of headlines and descriptions that include the keywords within that ad group. Each ad
links to a unique location based on the ad content. The campaign is optimized for performance each
month.

Impressions were up 49% YOY and Clicks were up 10.21%

Paid Search Examples

® Branded @® Family Fun

Start Your Journey | Visit Ashland Oregon | Ashland for kids | Family Hiking Trips |
Wine, Culinary, and Culture Request Your Visitor Guide
www.travelashland.com www.travelashland.com

Ashland provides a year-round destination for Something for everyone in the family. Outdoor
travelers to pursue their passions. View sample adventure for all abilities. Make family memories with
Itineraries and request your free Visitor's Guide an Ashland Vacation. Request your Visitor Guide
today! today.

What To Do What To Do

Explore Ashland Explore Ashland
Dining & Tours Dining & Tours

Family ltineraries Family ltineraries

Ad Impressions Clicks + CTR « Ad Impressions Clicks « CTR «

@ Enabled 74,534 7,824 10.50% @ Enabled 38,387 3,371 8.78%

Annual Report FY 2022-2023




PAID SEARCH FY 2022-2023

Pqid seq rCh ® Wine and Culinary
Examples
Dining & Tours Fa:il': :;:: :'I.:::::
Ad Impressions CTR~
@ Enabled 32,092 4.95%
302,085 20,451 6.77% 5.14%
Impressions Clicks CTR Conversion Rate
Ad Grou Impressions Clicks CTR conv
P P Rate

N T I I
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PAID SEARCH FY 2022-2023

Top 10 Locations by Click

City Impressions Clicks CTR Conversions Conv Rate
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IR I I )
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PAID SEARCH FY 2022-2023

Top 10 Keyword by Click

Search . Impr. Impr.
keyword Impr. . | Clicks CIR (Abs. Top) % (Top) %

Ashland Oregon | 29,580 m 10.15% 34.91% 91.68%
Things to do in 8,859 23.74% 27.06% 86.89%
Ashland oregon
Things to do in 5188 22.51% 26.31% 77.51%
Ashland

POC'_';'rCO?I:reSt 37,405 2.59% 38.24% 95.83%
- m e i o

oregon n 7.25% 16.53% 96.24%
vacation spots

ashiand mm s72% |  37.64% 67.34%
Travel Ashland mm 17.14% 52.71% 81.66%

el e i 1,370 33.87% 31.46% 94.08%
Ashland oregon
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PROGRAM ANALYTICS

YouTube Advertising Analytics
Campaign Architecture

During this fiscal reporting period Travel Ashland Videos were run as preroll, targeting interest, keywords,
demographics and geography.

During this time the 60 second Fall and Winter videos were run.

Fall Video 9,363 6,845 60.62%
Anqutics Impressions Views Completion Rate
Winter Video 6,487 4,138 49.56%
AhCIlYtiCS Impressions Views Completion Rate

Traffic by Device

82.89% 9.56% 5.09% 2.4%
Connected TV Mobile Tablet Desktop

During the 2022-2023 Fiscal Year videos were completed for each
season in 60sec, 30sec and 15sec lengths so they could be used
across different media and different placements. A 5th set was
created that covers all seasons. These videos were then used to
build out the Travel Ashland YouTube Channel. Videos now run
Travel Ashland through the Google ads account as part of the paid media
YouTube strategy. They will also be embedded in the website this year.
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Digital

Channels

Social Media

Travel Ashland'’s social channels on Facebook and Instagram function as tools within our targeted
marketing strategy to engage visitors and educate them on Ashland experiences, events and itineraries.
Reaching new audiences, this is yet another pipeline we effectively engage those who are interested in
traveling to Ashland or champions of those who have been here. We contract with a social media
consultant who executes the social media plan and editorial calendar established by staff and mirrors our
campaigns and promotions. Traffic has continued to increase to our site as you can see below.

Social Media Strategy

Travel Ashland has a three pronged approach to Social Media this year:

1. Boosted page promotions to gain more followers of the Facebook page so when
organic posts are made it increases the likelihood more people are reached

2. Organic posts and post shares of businesses in organizations in town. The organic posts
cover everything from events, change in seasons or other special announcements

3. Paid advertising through boosted posts & paid ads for specific campaigns. We use the
paid ads and boosted posts sparingly as to get the most ideal benefit without affecting
the algorithm in a negative way for organic posts

Paid Ad 62,692 205,612
Combined Paid Combined Paid
Impressions Reach

Results
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SOCIAL MEDIA FY 2022-2023

: : ECE o “'ASHLAND
Festival of Light  SCESESEENEEES
30th Anniversary [F Z?«@@t@a[ S
@3 30t L@
Anniversary

137,417 Impressions
39,449 Reach

2,232 Link Clicks i Sjg% C_;gk_@_gl%

&
&3
&

NOVEMBER - JANUARY

Travel Ashland Oregon

. yred
No One Knows |
Mo one knows Ashland like locals. Our Tagline

AShand Like Our “Live Your Daydreams” paired with pride in our

local area was the inspiration for  ...See more
Locals

9,974 Impressions
3,351 Reach
7,417 Thruplays

Annual Report FY 2022-2023 44



SOCIAL MEDIA FY 2022-2023

General Organic Social Analytics

New

Facebook Followers HEEE Likes/Followers

Prior FY
2021-2022

Current FY 2022-2023

New

Instagram Follower .
stagra OUOELS Likes/Followers

Prior FY
2021-2022

Current FY 2022-2023

Boost post

Organic Post

shland's new Japanese Garden at Lithia Park. Join ...

21,771 Reach

867 Engagements R e

* 867 reactions . 154 comments » 99 shares

154 Comments
99 Shares
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2 IKSHLAND

Travel Ashiand

VISITOR GUIDE

Website

Trail Conditions Current temp

GOOD 35°F

Destination organization’s websites play a key role for visitors when researching and planning travel. An
informed website serves as an effective tool in decision-making by providing accurate and current content
and compelling messaging. As found in our recent Visitor study, visitors rely on a destination to provide
accessible information, travel resources and trip inspiration. Hence the value of investing and continually
optimizing our site with new information and fresh photography.

Launched in 2020 as a stand-alone visitor site, separate from Ashland Chamber’s site that features local,
community and member related content, www.travelashland.com served as a relevant tool for visitors
during the early stage of the pandemic when everyone was online and the world was dormant dreaming of
travel. Upon the launch of the new brand, in December of 202], the site was refreshed with the new brand
colors, logo and look and feel.

www.travelashland.com has seen significant growth in traffic, engagement and navigation since the
brand launch in 2022 driving visitors to the site with targeted campaigns.

Website Strategy

As traffic has increased considerably, session duration and pages per session has decreased slightly YOY.
This is due to more intentional direction where organic and paid campaigns link and more event items listed
all of which lessen the need for potential visitors to hunt around for what they are looking for, leading to
improved ease of use.

Visitors to the site have decreased in age slightly with the largest group of users in the 25-44 age group. The
maijority of traffic is being driven by paid search (24.9% of traffic) which helps visitors find what they are
looking for based on keyword targeting and display ads (24.4% of traffic) which builds Ashlands brand
awareness among potential visitors. These two sources are closely followed by Organic Search which
accounts for 23.4% of traffic which speaks to the improved SEO profile of the Travel Ashland Website, making
it easy to discover in organic search results. The website strategy continues to develop and evolve with
additions this new fiscal year including a plug-in for events, making community events easier to share and
supply detail on and a new industry page where there will be a quarterly update shared.
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WEBSITE FY 2022-2023

Website traffic

Session Pages Per
Duration session

Pageviews Users Sessions

Prior FY2021-
2022
Current FY
2022-2023 129,975 70,280 80,293

Top 5 Pages

Top Traffic Sources

Home Page
3,095 (17.77% of traffic)

W google / ¢cpe

M intentlydone / Display

B google / organic
(direct) / (none)

W dmg / display
ashlandchamber.com /
m.facebook.com / refe
hing / organic
ashland.or.us / referral
intentlydone / DISPLAY
Other

Ashland-4-Kids
8,064 (6.20% of traffic)

events-annual-calendar
5,743 (4.42% of traffic)

eat 5,507 (4.24%)

play 5,262 (4.05%)
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WEBSITE FY 2022-2023

Website Geography

City Users Sessions Page Session Avg. Session Duration

I
e [ [ [ e [ e
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WEBSITE FY 2022-2023

Website Demographics

Food & Dining/Cooking Enthusiasts/30 Minute Chefs

Affinity
Categories

Media & Entertainment/Movie Lovers
Shoppers/Value Shoppers

Travel/Travel Buffs

Banking & Finance/Avid Investors

Media & Entertainment/Book Lovers
News & Politics/Avid News Readers
Lifestyles & Hobbies/Outdoor Enthusiasts
Sports & Fitness/Health & Fitness Buffs

Lifestyles & Hobbies/Green Living Enthusiasts

Travel/Hotels & Accommodations

In-Market
Segment

Home & Garden/Home Decor
Apparel & Accessories/Women's Apparel

Real Estate/Residential Properties/Residential Properties
(For Sale)

Gifts & Occasions/Holiday Items & Decorations

Travel/Trips by Destination/Trips to North America/Trips
to the US

Real Estate/Residential Properties/Residential Properties
(For Sale)/Houses (For Sale)/Preowned Houses (For
Sale)

Gifts & Occasions/Gift Baskets

Apparel & Accessories
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Diversifying
tourism

Since the completion of the

Economic Diversification Study
in October 2022, we have been
implementing the strategy
through focus groups, including
subject matter experts, our
partners and stakeholders.

Travel Ashland'’s role has been to continually diversify tourism. Following the completion of the
Economic Diversification Study with EcoNorthwest, the Ashland Chamber and Travel Ashland
created focus groups aligning with the identified pillars of work in the diversification study.

One of the pillars, Diversifying Tourism, includes promoting Ashland as a Base Camp for
recreation, broadening culinary experiences, extending the event calendar year-round and
expanding our visitor types. The work that has transpired includes working with the City staff
to foster a more fertile ground for holding events in Ashland and streamlining the applications
process to be more transparent, timely, realistic and achievable. Through many
conversations, we anticipate the city offering an offset the costs of traffic control and safety
to ensure those needs are met for each event but not an obstacle to holding them in Ashland.

Promoting Ashland as a basecamp, we worked with the media industry and writers to create
content and push out on channels showing how Ashland is the hub of the wheel as the
destination and jumping off point for exploring the region including a feature in Southern
Oregon magazine Winter 2024 issue written by K.M. Collins.

With tourism being a key economic driver in Ashland, diversifying tourism has been Travel
Ashland’s work over the past decade and is an ongoing initiative that was called out by
EcoNorthwest as a viable pathway to pursue given the recent changes from our evolving
visitor base, less OSF playgoers, more first-time visitors, more culinary travelers, less loyalty
and more visitors coming for many new reasons from new markets. Diversifying tourism
beyond OSF and working to diversify Ashland’s economy beyond tourism.
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DIVERSIFYING TOURISM FY 2022-2023

Background on Economic Diversification Grant and Implementation plan: In 2021, a grant from
SOREDI (Southern Oregon Regional Economic Development) was awarded to the Ashland
Chamber of Commerce for the development of an Economic Diversification Strategy. This
was the most extensive research of the Ashland economy conducted in many decades. The
goal of the study was to evaluate the current state of the economy in order to develop
economic development strategies with actionable steps to diversify our local economy.

The project was completed in October of 2022 by EcoNorthwest and
Ashland Chamber teams with hundreds of businesses who took the
time to participate in the survey, an interview or focus group.

The result of the study identified four key pillars to focus on as we diversify and strengthen our
economy and multiple key partners that will be counted on to be part of the process.

View the Economic Diversification
Strategy Summary here.
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https://travelashland.com/wp-content/uploads/2023/02/Ashland-Ec-Div-Strategy_Exec-Summary.pdf

Media Coverage and Hosting Writers

Travel Ashland welcomes and hosts influencers, travel writers and tourism industry partners that provide
coverage for Ashland from a third-party perspective that engages their readership and diverse audiences.
This requires partnership collaboration and staff time that includes building itineraries, customizing
experiences and showcasing Ashland based on their story focus. It also includes hosting them while they are
here, guiding them through their itinerary and spending time with them to share the in-depth knowledge
only our staff has. In addition, this initiative encompasses developing content including images and stories
to build upon brand and differentiate Ashland as a unique destination.

Industry relationships: Travel Ashland and Ashland Chamber have had valuable partnerships with
organizations such as Society of American Travel Writers (SATW) and the International Food and Wine Travel
Writer Associations (IFWTWA) for over three decades. These partnerships have resulted in hosting notable
writers, both returning and new that reach a highly desired audience.

Travel Ashland active media partners include Rogue Valley Vintners, Neuman Hotel Group, Travel Southern
Oregon and Travel Oregon, all of whom rely on Travel Ashland to best support each media trip, recommend
the Ashland component of a trip or host an aspect of their visit. These media trips result in blogs, articles,
features and stories that reach a dedicated audience. Examples of features garnered by collectively hosting
writers we welcomed as part of a collaborative effort can be found here or by visiting
www.travelashland.com/enews]/.

Preview: Travel Ashland has been expanding the interests of influencers we work with and hosted a
mountain biker travel writer publishing a travel feature on www.bikemag.com coming February 2024 along
with hosting a family adventure influencer, Merrills on the Move who will visit in February 2024 showcasing the
winter snowplay and family fun, while traveling on a road trip from Idaho with Ashland as their destination.

« Great coverage for Ashland and the region with many travel writers planning their trips for
2023. Travel Ashland participates by collaborating, hosting, planning and coordinating
with partners such as Neurman Hotel Group, Travel Southern Oregon, Rogue Valley Vintners
and Travel Oregon.
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EARNED MEDIA FY 2022-2023

« Coverage for Ashland and the region continues to be strong with many travel writers touring our
region. Travel Ashland participates by collaborating, hosting, planning and coordinating with partners
such as Neuman Hotel Group, Travel Southern Oregon, Rogue Valley Vintners and Travel Oregon.

Ashland was recognized in 4 of the
USA Today Top 10
Readers Choice Awards 2023

Top #6 Best
Top #7 Best Small Town Food
Top #7 B

family will |
Wine Destination

1 3million

« Coverage for Ashland and the region is strong with many travel writers touring our region.

« Travel Ashland participates by collaborating, hosting, planning and coordinating with partners such as
Neuman Hotel Group, Travel Southern Oregon, Rogue Valley Vintners and Travel Oregon.
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for Tea Time Magazme
visiting Chozu, Lo
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winter adv
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Groups, Tours and Conferences

Conferences began returning post pandemic and regained significant strength in 2023 with future bookings
into 2024 looking robust for groups and conferences. Travel Ashland took a proactive role in encouraging
locals and businesses to invite organizations they were a part of to hold their conference in Ashland. Travel
Ashland was part of garnering multiple conferences including the Oregon Mayor's Conference in Summer of
2026 as well as hosting the Oregon Restaurant and Lodging Association Conference in Fall of 2023.

The nature of tours has changed however we are starting to welcome back inbound FAM trips from
international markets such as the Netherlands and Germany. Working regionally with Travel Southern Oregon,
we anticipate this will help drive more inbound traffic in the coming years.

We work closely with our partners frequently to stay abreast of the booking trends. We believe group travel
will continue to return as Ashland is a viable group travel destination though it will look different in terms
of their length of stay, when they visit and what they do when they are here. Below is a summary of Travel
Ashland'’s role within the group, tour and conference industry.

Travel Ashland plays a key role in developing and sustaining group business to Ashland
through outreach, collaborative planning with partners such as Oregon Shakespeare
Festival and Neuman Hotel Group, promotional efforts and fulfiliment with groups, tours
and conferences. Ashland serves as an ideal destination for groups and conferences of all
sizes from thousands to small seminars because of its amenities and proximity to major
markets.

Through Travel Ashland’s strong partnership with Travel Oregon and Travel Southern Oregon,
Ashland welcomes many types of tours and tour operators expanding their Oregon product
and itineraries with its location on Interstate 5 coupled with its unmatched visitor amenities.
Post- pandemic we have not seen tours returning, this is being felt throughout the country.
There is an effort to reframe tour development, recruitment and itineraries to cater to smaller
more curated tours.

Travel Ashland is engaged in the process of bidding with groups and conference planners,
writing letters of support, consulting and actively recruiting as well as welcoming and
servicing groups, tours and conferences. Ashland annually welcomes different sizes and
types of groups such as associations, school, youth groups and travel industry
representatives. Many religious groups, alumni and medical associations annually convene in
Ashland. We field inquiries of groups and tours that seek planning advice, logistical
recommendations such as transportation, accommodations, dining options, itinerary building
and venues. Travel Ashland and group partners promote staying longer, returning and inviting
significant others and family.
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Publications

Our publications showcase Ashland’s experiences to visitors in our Visitor Guide, to those considering to
relocate their life or business in the Living & Doing Business Guide and to those who want to explore the
trails in our Ashland Map Guide. It requires staff time to write, design, build, produce and distribute these
quality publications.

Partners depend upon these publications to attract potential employees, customers and businesses such
as our medical community, realtors, our tourism industry and outdoor travelers. They are tools to invite and
inspire visitors and those looking to explore or relocate here.

While our publications are all available digitally, with strong download analytics, the Ashland visitor
demographic, spanning generations, continues to demand and expect printed material in the tangible form
to hold and be inspired by. The printed piece is something that cannot necessarily be replaced by a
webpage.

There was an increased demand for all our Guides that we continue to see. Visitors continue to request our
visitor guide and map guide as a useful tool for wayfinding and destination information.

Ashland Visitor Guide

"The most requested publication in
Certified Folder Display’s Southern
Oregon circuit”

-Matt Preston, Certified Folder Display

The annual Visitor Guide that publishes each
Spring is our primary response piece to all visitor
inquiries. Visitor related businesses use the Guide
to inform and educate their clients and customers.

It is an effective tool for marketing tourism with a
distribution of 40,000 that is designed by staff in
conjunction with Intently Collaborative. It is mailed
as a response piece to all online and phone
inquiries and provided to all walk-in inquiries. It is
annually distributed at Portland International
Airport, all Oregon State Welcome Centers and
Chambers/Visitor Bureaus and trade shows. It is
distributed to all groups visiting Ashland, within all

travel writer welcome bags, recreation event Explore the

goodie bags, all lodging properties, restaurants, - .

members and advertisers in addition to realtors. Visitor Guide
here.
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PUBLICATIONS FY 2022-2023

Showcasing the seasons, annual events, food, lodging, shopping, fine arts, museums, maps,
entertainment and outdoor recreation that Ashland offers, it is a complete picture of what the
Ashland experience is. Tools include maps, itineraries and travel information, The PDF version can
be downloaded online from www.travelashland.com. In addition to robust staff distribution
throughout Ashland and the Rogue Valley, Travel Ashland contracts with Certified Folder Display
to reach over 250 locations spanning from Roseburg to Crater Lake Welcome Center, Medford
International Airport, Klamath and Josephine counties.
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Living & Doing Business Guide

The Living & Doing Business Guide was completely rebranded and redone in 2023 with all
updated data, statistics, and a fresh look at how we tell the story of Ashland. It continues to
serve as the primary economic development marketing piece for Ashland that the City of
Ashland and regional partners rely on.

The purpose of this annual publication is to provide accurate and substantive information on the
Ashland community to help guide decisions for local business development and relocation for
prospective businesses and residents. Significant work is done by staff to showcase the depth of
our community including quality of life, community values, visitor amenities, demographic and
economic data all done in an engaging graphic format. Many visitors use this publication to
consider converting to residents of Ashland. Ashland’s amenities are highlighted along with the
strength of Ashland'’s ever-growing tourism industry.

It is used in recruitment and distributed at Asante Ashland Community Hospital, Providence
Medford Medical Center (Medford and Portland), Asante, Southern Oregon University and the City
of Ashland along with medical offices, lodging properties, members and advertisers.

Living and
Doing Business
Guide here.

24 Ashland

Living & Doing
Business Guide
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PUBLICATIONS FY 2022-2023

Ashland Map Guide

Demand has increased for the Ashland Map guide , both digitally
and printed, with Ashland welcoming more outdoor adventurers
interested in hiking, biking and exploring Ashland. The Ashland
Map Guide is a trusted tool to provide accurate information on
trails in and around Ashland.

The Ashland Chamber & Travel Ashland partnered with AFR
(Ashland Forest Resiliency) to create this collaborative,
educational, free Map Guide to foster stewardship and create
awareness for the history of fire, our source for drinking water and
the balance of recreational uses in the Ashland Watershed. We
contracted with Lea Richards, GIS analyst for City of Ashland to
build the maps. Editorial, image collection, layout and graphic
design was done by Katharine Cato and Dana Welsh, in-house at travelashland.com
the Chamber & Travel Ashland.

25,000 copies were printed and distributed from 2014 - 2016. In 2018, we produced 50,000 to meet
the growing demand. The 5th edition, published in July of 2019 included updated Watershed, City
Street and Lithia Park maps. In 2019, Travel Ashland partnered with Rogue-River Siskiyou National
Forest Service to enable the Ashland Watershed map to be geo-referenced, digitized and avail-
able on www.avenzamaps.com so when a user is out on the trail, they can see their location. In
2021, 50,000 more copies were produced to meet increased demand with updated maps. Other
maps included in past editions have included the Cascade Siskiyou Scenic Bikeway, Crater Lake
National Park, Table Rocks Hiking Trails and the Mountain Lakes. The map is distributed and used
by real estate offices, public schools, outdoor stores, groups, tours, retailers, public libraries, RE|,
the Rogue Valley International Airport, hotels, outfitters, retailers, SOU, Medford Visitor Center,
cycling shops and more. It can also be found at the kiosk in the Mt. Ashland parking lot in the
summer.

The Map Guide can be found on www.travelashland.com as a downloadable PDF,
www.avenzamaps.com or in print at the Chamber/Travel Ashland office.

Preview Spring 2024: Travel Ashland is working with Lea Richards, GIS Manager to create a
smaller map zooming in on the top of Lithia Park to Four Corners to showcase the intricate trail
system with new updates with trails that have been recently built since this printing. This is still a
valid educational and wayfinding tool distributed by partners.

View the Ashland
Map Guide here.
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Travel Ashland Events

Ashland Mystery Fest

The first Ashland Mystery Fest took place October 20th - 22nd, 2023 and welcomed
nearly 1000 cozy mystery readers and authors.

Founded with Ellie Alexander who sold over half a million
copies of her books with her Bakeshop Series set in Ashland, OCTOBER 20-22

the Ashland Chamber and Travel Ashland produced this new
event that drew people from as far as the UK and from
around the country. The new brand for the event was

created by Travel Ashland and Intently Collaborative along
with a new website, built by Project A along with assets.

The cozy mystery sub-genre is very popular and has a
strong demographic that matches that of Ashland’s visitor
base and one we want to continue to grow as they skew
younger and female. The weekend consisted of 10 authors
including Ellie offering author panels, pop ups to meet the
authors, book signings and fun workshops. We see great
potential to grow this event expanding to include youth
authors, SOU and the school district as it is based in literacy.
Plans for 2024 include inviting 15 - 20 authors including the
original ones that will help facilitate parts of the weekend
along with launching the save the date in March. We have
more time to get more businesses involved and look forward
to continuing to grow this weekend that puts Ashland on the
“map” for yet another reason.

%™ scan the QR code or go to Ashlandmysteryfest.com

Festival Event

Save the date

October 2023

Angela

@ [hen
Sanders W

10.20 - 10.22
:LU.E‘( he

Ashland, OR

Details Below

Swipe >
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EVENTS FY 2022-2023

31st annual Festival of Light
annual holiday season event to attract visitors

¢ Creating Magic for Ashland during the holidays:
The Festival of Light parade welcomed over 10,000
people on a beautiful crisp, clear night the day
after Thanksgiving. The parade was full of light,
entries with kids and community members
including Mt. Ashland celebrated their 60th
season this winter. The parade processed to the
Grand lllumination and caroling. This event
positively infused dollars into our economy over
the Thanksgiving weekend.

e The Chamber and Travel Ashland brought back
caroling on the weekends that was enjoyed by
many visitors and businesses in the downtown. In
addition to coordinating all the installation of the
lights and decorations throughout Ashland, the
Chamber and Travel Ashland have a robust
media campaign that reaches visitors in drive
markets as well as the Chamber’s messaging to
locals and regional visitors.

e Over 500 kids enjoyed visits with Santa through a
collaborative project sponsored by Evergreen
Federal and in partnership with Lithia Loft.

¢ The last half of December proved to be strong
both in occupancy for hotels and revenue for
retail while restaurants saw strength in
comparison to past years.
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EVENTS FY 2022-2023

The legacy of Travel Ashland’s Ashland Culinary Festival
Celebrating Southern Oregon’s food, drink, talent and creativity

Travel Ashland, with the Ashland Chamber, promote Ashland as a year- round paradise with an award-
winning culinary scene, rich culture and epic outdoors. As part of that, the Ashland Culinary Festival ran from
2007 through 2019. It began as a way to showcase the bounty of Southern Oregon during the fall, to increase
visitation after OSF closes, inviting culinary locals and visitors to taste, enjoy and learn about all things
culinary.

e The Ashland Culinary Festival put Ashland on the map in the culinary and beverage world being home
to 4 Iron Chef Oregon Winners. In 2020 due to the pandemic, we were unable to continue the event. In
2022 due to staffing as well as evolving trends, Travel Ashland and Chamber staff made a final
decision to convert the dollars spent on this event into year- round culinary promotion that could
reach a bigger audience throughout the year.

* Evolving culinary event trends: We listened and heard quite clearly that collectively consumers, chefs
and the industry were more interested in smaller, curated events where they could learn and taste as
opposed to attending a show. The concept of hands-on workshops, online cooking classes, and the
sharing of recipes and best practices is more attractive. During the 13 years of the Ashland Culinary
Festival, consumers very much enjoyed the structure of the event and different facets. Looking forward, it
made the most sense to shift event dollars towards our new brand and an increased effort in promoting
Ashland’s wine and culinary offerings that we already invest a significant effort into.

* Given the challenges that the pandemic imposed upon restaurants, it was also clear that trying to
produce an event amidst closures, staffing issues and varying business was not favored. Instead, Travel
Ashland and the Chamber’s role is and always has been to best support our businesses in the best light.
Vendor hesitation also played a part in having to make the hard decision to forego the event.

e Over the 13 years, it grew to a four-day, destination festival. The Top Chef Dinner honored the legacy of
talented chefs that have won the Top Chef competition, where 12 chefs competed each year for Top chef
honor. Four of these top chefs have gone on to take the Iron Chef Oregon title at the Bite of Oregon'’s Iron
Chef Competition in Portland. This elevates Ashland not only state-wide but nationally in terms of what
types of Chefs we produce here and underscores Ashland as a culinary destination where the NY Times
reports on us.

¢ Update 2023: We brought back a new version of the Junior Chef Competition in November. Eight chefs
from Ashland High School and North Medford High School competed. We welcomed back some of our
past top chefs, Franco Console, David Georgeson and Skye Elder to mentor these chefs as they
competed. Judges included restaurant owners, Drew Gibbs and Eli Katkin alongside Educational
coordinator, Mahlea Ramsey. Sysco sponsored the produce and ingredients and we are grateful to
Ashland Food Co-op for the venue space. We look forward to growing this small yet important industry
event next year as it is true workforce development. There were 2 job offers made during the event and
positive industry exposure and mentorship that transpired.
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Administration and Operations

Staff

Travel Ashland staff is composed of a professional Director with shared costs of a project coordinator, event
coordinator, volunteer coordinator and contracted staff including Intently Collaborative team, Dena DeRose
and Sam Berliner and Maple Leaf Marketing, Katie Guest who handles Travel Ashland's social channels.

The staff executes the brand marketing messages, and working closely with the Travel Ashland Committee
develops all promotions, outreach, travel industry tours and creates and markets events. The staff responds
to all local, visitor and relocation needs daily by phone, website, and in office when possible. In addition to
serving as Ashland’s welcome center, we operate the Plaza Information booth (May — October). Our office
hours are Monday through Friday 9am — 5pm.

The staff, in the past, has trained and overseen over 100 volunteers that help operate the Plaza Information
Booth serving over 15,000 visitors annually and the front desk at the office. Currently we have over 50
volunteers that serve both the office and Plaza Info booth. Volunteers are a key part of all the events we
manage with assistance in planning, preparation, set up, execution and cleanup of events. They answer
questions, support the staff's work, provide wayfinding and information for visitors, residents, businesses and
those considering relocation. We have immense gratitude for these volunteers (primarily Ashland residents)
who generously give their time, expertise and love of Ashland showing deep community pride.

In-House Printing

Besides our large printing runs of publications, Travel Ashland prints smaller jobs in-house which saves time,
money and maintains an authentic brand. Producing these materials, in addition to the graphic design and
coordination, is a significant part of promoting tourism that takes staff time. For every event and promotion
Travel Ashland produces, there is a repertoire of digital and printed materials that there is a continued
demand for.

This includes brochures, signage, monthly calendars, advertising, rack cards, enter to win entries and
correspondence to name a few. In conserving energy wherever possible, we use digital communication,
processing of requests and fulfillment of these printed materials to communicate the message and engage
participation. We are mindful of costs and outsource to local printers when necessary for these needs.

Postage

Postage is a necessary cost to meet the demand of lead generation and visitor requests. Postage enables
our office to respond to all inquiries received from emails, walk- ins, phone calls and referrals. We maintain a
high level of customer service by corresponding via first- class mail to each inquiry, mailing them brochures
specific to the visitor's needs. The personal touch of a hand addressed envelope and timely receipt of
information introduces a potential visitor or future resident to Ashland and engages them. This includes
solicitation and outreach to meeting planners, tour operators, travel writers and bulk distribution to other
visitor centers across the west. Digital versions of our guides have offset postage costs in recent years.
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Fiscal year end 2023 budget

Ashland Chamber of Commerce

Revenue and Expenses - Combined Activities

For the Yr ending June 2023

Revenue
VCB tourism grant
Membership Dues
Advertising Revenue
Sponsorships
Other Income
Use of Contributed facilities
Other grants

Total Revenue

Expenses

Tourism Research
Website/social media
Marketing/advertising/reg events
Conferences/workshops
Photofile/Graphics

Travel writer/hospitality
Dues/Insurance

Printing

Annual Dinner

Payroll costs/taxes/benefits
Accounting

Equip, Rent, Purch, Storage
Postage

Office Supplies

Office Maintenance
Telephone

Use of Contributed Facilities
Other expenses/fees/taxes
Economic Development
Total Expenses

Net Surplus (Deficit)

CITY GRANT
Visitor & Convention Bureau CHAMBER COMBINED TOTAL
Budget Actual Budget Actual Budget Actual
5446,338 5446,338 S 445,338 S 445,338
$95,000 590,876 95,000 90,876
172,000 132,106 172,000 132,106
120,000 119,970 120,000 119,970
28,000 39,165 28,000 21,925
30,000 30,000 30,000 30,000
30,000 25,000 12,300 25,000 42,300
$446,338 $476,338 470,000 424 417 916,338 883,515
10,000 13,932 10,000 13,932
5,000 10,720 4,500 1,856 9,500 12,576
100,000 128,452 39,000 21,484 139,000 149,936
12,000 10,570 12,000 10,570
18,000 29,419 18,000 29,419
12,000 10,116 1,000 241 13,000 10,357
8,838 8,113 7,000 6,881 15,838 14,994
38,000 23,080 31,000 22,637 69,000 45,717
14,000 12,241 4,000 12,241
220,000 220,000 260,000 227,242 480,000 447,242
8,000 7,950 18,000 20,553 26,000 28,503
8,000 8,111 7,500 13,043 15,500 21,154
5,000 (3,179) 1,000 232 6,000 (2,947)
4,500 5,308 2,500 6,664 7,000 11,972
4,000 8,705 2,500 8,395 6,500 17,100
5,000 4,786 4,500 4,785 9,500 9,571
30,000 30,000 30,000 30,000
23,500 14,553 23,000 14,553
12,000 14,522 12,000 14,522
446,338 475,513 470,000 415,899 905,838 891,412
- 825 - 8,518 9,343

Annual Report FY 2022-2023




Current
Travel
Ashland
(vCB)

Advisory
Committee
Members

Current
Ashland
Chamber
Board of
Directors
2023-2024

ADMINISTRATION AND OPERATIONS

Don Anway
Graham Sheldon
Julie Gurwell
Pete Wallstrom
Javier Dubon
Katharine Cato
Anne Robison
Scott Malbaurn
Sabrina Cotta
Gina Bianco
Ana Buyers
Andrew Gast

Gina DuQuenne

Gary Blake
Deena Branson
Greg White
Jordan Pease
Julie Gurwell
Eric Hansen
Sue Walsh

Eric Weisinger
Don Anway

Marsha Billeci

Catherine Greenspan

Chris Spirko
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FY 2022-2023

Neuman Hotel Group, Oregon Tourism Commission
Stay Ashland/ Ashland Creek Inn

Hearsay Restaurant, Lounge & Garden

Momentum River Expeditions (Past Chair 2022-2023)
Oregon Shakespeare Festival

Director/ Chamber Marketing

The Crown Jewel/Board Liaison

Schneider Museum of Art (Current Chair 2023 -)
Interim City Manager

Rogue Valley Vintners/Rogue Valley Wine Country
Rogue World Music

Mt. Ashland Ski Area

Ashland City Council Liaison

Recology Ashland (Past President)
Branson’s Chocolates (President)
Reinholdt & O'Harra

Rogue Valley Metaphysical Library
Hearsay Restaurant, Lounge and Garden
True South Solar

Southern Oregon University

The Crown Jewel

Weisinger Family Winery

Neuman Hotel Group

Evergreen Federal Bank

New York Life Insurance

Sharffen Berger Chocolate
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