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without action is a daydream.
oﬁ'} vision is a nightmare.

ISM

e —Japanese proverb







What does a strategic plan include?

Clarlty Focus Actlon

Ny O TRy P

Vision Mission Values Reputation Position Imperatives Objectives Initiatives

~
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What makes a strategic plan successful?
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VISIT SLO CAL: STRATEGIC DIRECTION 2020

SAN LUIS OBISPO COUNTY
CALIFORNIA

Ecoraggio

A vibrant and . Inspire fravel and foster | Future Focused - Strategic In order to best support the tourism economy in San Luis Obispo County, Visit SLO CAL
prosperous San Luis | our unique experiences Delivering today with an eye on tomorrow  Connector provides:
Obispo County, to create life-long :

Collaboration ) . . o L . .
fueled by a ambassadors and bios inf g ) * Creative High-quality and high-impact marketing initiatives scaled to reach key regional, national
collaborative and economic growth for Our partnerships inform and support economic success « Inspirin and global targets

ishi ; ; ; Drive piring
flourishing tourism San Luis Obispo .
industry County We bring enthusiasm to our initiatives and a focus on results * Essential A long-term, collaborative, and holistic approach that enables success for each tourism

Initiatives
Opfimize our o Increased employee engagement and satisfaction scores Align our orgon}zchonol structure with our strategic plan
organizational - R o > Establish a continuous learning program for the Visit SLO CAL Team
. o Ratio of administrative cost to economic impact R
capacity > Evaluate and develop the tools, systems and technologies we need to succeed

Establish brand
clarity and increased
awareness through
unified efforts

Build and expand o Balanced inventory of partnerships > Align resources to manage partnerships
strategic o Inbound partnership opporfunities on ge p nip -
parterships o Earned Portnership Value (EPY) I> Work with our partners to identify and reduce duplication of efforts |
Advocate for the o Increased visitor volume > Develop long-term Tourism Infrastructure Master Plan
development of o Increased international visitor volume » Enable access to San Luis Obispo County via increased transportation options
critical tourism o Draft of Tourism Infrastructure Master Plan completed > Initiate feasibility plan for conference center
infrastructure o Increased total air service > Advocate and educate to support international tourism readiness
Year-over-year growth in total stakeholder participation at Visit SLO CAL events/meetings . . . . .
Demonstrate value 2 Increased Ztcke%older safisfaction scores P P / 9 > Develop an engaged and high-functioning tourism culture for San Luis Obispo County
to our stakeholders, o Year-over-year arowth in local media coverage > Create an impactful annual marketing plan and timeline
pariners and ] yeargr ) ge > Develop and execute a local communication strategy
o o Deliver on objectives as stated in annual markefing plan
communities ) - ) ) > Develop a plan for advocacy on behalf of stakeholders
o Community engagement with countywide tourism

Stewardship
We are mindful of our resources and the SLO CAL brand

o Bi-annual growth of awareness in targeted visitor categories
o Bi-annual growth of awareness in targeted markets
o Bi-annual growth of awareness in targeted segments

district and the County

Strategic research and sharing of vital tourism knowledge to all of its stakeholders,
partners and communities

> Establish a unifying and emotionally resonant San Luis Obispo County brand
> Produce and share data-driven strategic insights
> Inspire and activate fourism ambassadors

> Develop a system for annual partnership planning




UNINCORPORATED SLO COUNTY TBID C
OUR PLACE IN THE SALES FUNNEL — FUTURE STATE
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RCTP Overall Plan Summary TRAVEL . OREGON
CENTRAL EASTERN MT. HOOD OREGON PORTLAND SOUTHERN WILLAMETTE
OREGON OREGON &THE GORGE -OAST REGION OREGON VALLEY

e 4 = = = — M — —
$1,117,903 $599,000 $600,000 $2,229,600 $4,357,349 $888,091 $1,313,408
Budget by Region Budget by Tactic Category
M Destination Dev.
B Giobal Sales
M 1nd. & Visitor Services
$11,105,351 B Marketing
i] Staffing & Admin.
I other
Progress by Region | In Planning M In Progress B Complete
Cenal Orcgon [ D N I I .- a4 -
Eastern Oregon || [ D e T N T
VORESRRe L ER et C————— ([ | [ (| /(. /.(~(~+....¢«¢......_ > .| [ | ||
Oregon Coast | - N N [N S 0 A N O
Portland Region | ——  ( /( j( J (P rpipne 0| [
Southern Oregon [/ B | 10 [ ] {11 T T | [ | [ ] S| GRG0 1
Willamette Valley [ ) (0 S [ R0 | N [ v O O oo v
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Tactic Status by % of Budget
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SOUTHERN -
S OU T H E RN 0 RE G O N Destination Developraces Status of Tactics by Budget

. Gilobal Sales
) In Planning In Progress Complete
OREGON Regional Plan 2017-19 . ss09 B W sy e s
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Mountain of the Rogue Moantain Bike Trail System /' Compler  $15000

Online and ln-Peeson Tourism Guest Services @ InPropus  $10000

Oregon Discovery Trails--Applegate Trail Route V/ Compicte  $5000

Outdoor Industry in Region @ loPoges  $1000
v

Outdoor Recreation Trail Development Suppoet
RARE for Klamath Basin Rural Tourism Studio

Complete  $18000
InPlassing  $12,000

—m—m———
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——
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= E
RARE for Umpqua Rural Tourism Studio e V Compice  $12000
Regions Waytining Sgnage = V Comiee s2000
Rural Tourism Studio - Upper Rogue Area or Applegate Valley | ] ) InPlamiag  $10000
Rural Tourism Studio - Warner LakevHan Mountain, Lake Coanty = @ inPoges  S1000
Active America China Summit il A lnPaming  $6000
BrandUSA Microsite | Eo— @ inProges  $1000
PW ) (i | @ loPogess  S1300
linerary Development - USA and international — —— @ s S0
Oregon Road Rally | A InPamag  $19.500
Tourism Economics International Regional Research _ @ lnProgrs  $S000
Travel Trade FAM and Press Trips T @ nPoges  $3550
Vancouver Outdoor Advesture and Travel Show | 8 @ inPopos  $5000
Western Canada Road Show B = @ inPoges  S3X0
Industry & Visitor Service Training Oppoctunities: Travel Oregoe Grants f———————————— A loPasmsg  S3A00
Oregon Welkome Center Brochure Progrum e ——— V Complec 3430
2018 TSO Campaign | —— W/ Compice 335000
2019 TSO Spring/Summer Campaign | s | A InPamisg  $5000
Greative and Brand Develogenent ——— V Comple 515500
In-House RDMO Photo Project _———————— @ inPopes  SBO0
Infuencer Markeing e —— V Compe  stomn
Media Familisrization Tours _ @ nrope sioun
New Travel Socthen Oregon Website ———— V' Compie s
Public Relatioas and Coatent Development for Travel Oregon and Visitor Guide Story Creation i «/ Complete  $20000
Society of American Travel Writers (SATW) FAM [} W/ Complewe  $6000
Spring 2017 & 2018 Campaign Co-0p 1 @ inPogos  $1000
Spring 2018 & 2019 Campaign Co-op i — A InPamisg  $10000
TORP Prognm  ————" | @ nras s
SO Social Media Campaigas — @ inbopes 16w
Your Story Everywbere-Eshanced | — @ InProges  $5000
Other Planned Budget 3 @ Popen  $39560
Stafling  Coeplee 247031
2017 2018 2019
Produced by: Drifiline Consulting Date Status and Budget
Jregional-cooperative-marketing-plan/regional-cooperative-tourism-program/ @ @
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What supports regional collaboration?

1. Independent DMOs with a common
operating philosophy

2. Geographic structure
Homogeneity of target market

4. Common but complementary
products

5. Good personal relationships and
constant communication

6. Fair share of benefits and
responsibilities

o
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What do DMOs hope to gain through collaboration?

“Collaborative marketing
efforts in a destination
generate specific

outcomes for tourism > strategic multiplier
organizations involved, _ _ o
and the results can be > innovation multiplier
reflected in three major -
areas: (1) strategy > network multiplier

realization, (2)
organization learning,
and (3) social capital
building.”

—Youcheng Wang and Zheng Xiang
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Questions?

Thank you

coraggiogroup.com

Instagram: @coraggioconsulting C
Twitter: @coraggiogroup

LinkedIn: coraggio-group coraggiogroup



