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Hello,

We are excited to supply the attached marketing plan for
attracting domestic and international visitors to our wonderful
state of Washington.

A great deal has been accomplished in just three short
months. Thanks to the foresight of the Washington State
Legislature and through close collaboration with statewide
marketing organizations, tourism experts, and researchers,
valuable insights have been uncovered to define a clear path
for success going forward.

Marketing Washington State's beautiful, unique assets is a
passion for all involved. The Department of Commerce has
provided direction in addressing the needs of rural and
underserved communities statewide. The Washington
Tourism Alliance aims to provide every corner of the state
with valuable resources to attract visitors. GreenRubino,
{formerly the state’s marketing agency, can continue its
passlon for marketing all that Washington State has to offer.

This marketing plan serves as a roadmap for helping grow
the tourism industry while igniting passion and pride in all
Washingtonians.

Like us, we know that you have a passion for promoting all
that Washington State has to offer. Collectively, we look
forward to making this vision a reality.

@ Department of Commerce ul:}@c.—

'f)_,gt,on_i(g

HORIGNG

GREEN RUBINO



Executive Summary

A plan for Washington State tourism marketing

Tourism is Washington's fourth largest industry. It provides more than
177,000 jobs, brings in mare than $21 billion to our economy annually, and
returns $2.50 to $20 in tax revenue for every $1 spent on tourism marketing.

Despite these economic benefits, since 2011 ing
Stale has not invested much to attract out-of-slate and
intemational tourists. In fact, we are the only stale without

" state-funded lourlsm markeling. This means that for
years, tourisis have been siphoned ofi by other states
that also offer many of Washington State's assets, such
as great natural beauty, unigue culturat opportunities,
and world-class food and wine. As we lose markel share,
the rural areas, which ofien lack markeling resources,
suffer the greatesl impact.

The challenge is clear: unless we invest more in
marketing our slate, we will continue la lose visitors and
1helr spending to other slates.

Therein lies the impetus of this marketing plan. A product
of feresight from the Washington State Legislalire, this

plan s the first step toward a long-term goal of sustained
tourism funding based on a two-to-one match of induslry

The Goals

The Washington Tourism Alliance (WTA), Washington
State D of C: (o] and
industry partners and stakeholders including the

i State Destination Marketing O
Association {WSDMO) guided this work. They outlined
the goals of thls marketing pfan as:

®  Attracting net new visilors from out of state and
intemationally

®  Attracting more visitors to locations beyond urban
galeways, particularly rural and tourism-dependent
reglons

*  Highlighting the natural wonders and outdoor
recreation oppartunities of the slate

. pporting toutt P industry partners
through education, training, and co-op opportunilies

®  Offering communications assistance for tourism areas
impacted by natural disaslers

to stale ibuti An org tourism
marketing program is the most direct and fastest
approach to see a relurn on investment in terms of visitor
spending, additional state and local taxes, and job
creation and recled pathways, espt ly in
rural areas.

This plan oullines the research-driven goals, objectives,
strategies, audiences, points of differentiation, channels,
tactics, and budget allocations thal will provide a
high-level roadmap for implementation when the
legislature approves funding and industry partners.
provide funds.

Research

Primary and secondary research conducted for this plan
includes: a statewide ethnographlc study, social llstening,
surveys and interviews with DMOs and industry
survey of out-of-state travelers, analysis of
state i and many
international tourism sludies,

Key lindings from the research include:

*  Top reasons lo visit include natural beauty, accessibility of
nature, and diversity of landscapes, followed by a vibrant
tood and beverage scene in every area of the slale

®  California ranks higher than Washington In terms of
mindshare (interest and intent to visit}

*  Awareness ol specific regions drastically falls beyond Metro

Sealtle

®  States furlher removed, such as Texas and Arizona, cannol

readily distinguish us from other Northwestern stales

* International lravelers are drawn by urban amenities, but

are also interested in national parks and ouldoor recreation.




Audiences

To ansure resources aren't stretched too thin and that
the highest-opporiunity visitors are targeted, we
recommend attracting visitors who are:

*  Ouldoor recrealion seekers

® Foodies and wine drinkers

®  Want an authentic NW experiance

®  Road-trippers

Strategic Differentiation Statement

As a result of the research, this plan recommends
basing future marketing activities on a strategic
differentialion statement {not atagline). The most
opportune position for the slate to own Is the
duality inherent in the Washinglon State
experience: we have adventures {nalural wonders,
outdoor recreation) and indulgences (wine, beer,
coffee, spirits). That led us 1o:

Adventures and induigences.
It alf comes naturally in
Washingion State.

Strategies and Tactics

The identified key strategles are based on data and
will help the state achieve stated goals:

1. Promote the state itself lhrough a slate-level
markeling campaign. Integral to this strategy is the
Incluslon of slatewide assets, Including rural and
lourism-dependenl areas, based on the duality of
adventures and indulgences.

2. Develop a pricritized set of marketing tools for
industry partnsrs, including marketing and media
cooperatives, training, research, events, and
deslinatlon development opporlunities.

3. Build an online resource for both the industry
partner program as well as an Inspiration and
planning tool for potential visilors.

4. Creale marketing programs designed for specific
countries lo attract International travelers and pull
them out of Ihe urban gateways to the rural and
tourism-dependent areas of the state,

5. Small-scal 1o help the
state's contractor work with rural destinations lo
idenlify assets, evaluate polential, and prioritize
profects.

Measurement

Success will be measured by visitor spending (in key
tourism sectors of lodging, dinlng, transportation, and
i domestic and ional visltor

" volume, increases In mindshare (interesi and inlent to vish),

additonal state and local lax revenues, state and local
lodging taxes, growth of employment/jobs, dallars
generated via co-op opportunities, and website and social
media analytics.

Budget

As there is currently no staie-suppx tourism ing eflort, we this plan be
implemenled over a five-year period. That will allow the state contraclor selected to execule the slate
tourism marketing plan fo first establish the foundation, then build upon it as resources and funding
becomes available.

*The recommended allocation of those funds is as follows:

Tactic First 12 months Years 2-6
Research 2% 2%
Events 3% 5%
Training 2% 4%
PR {earned medla) 12% 8%
Crealive, asset, content development 27% 10%
Pald advertising medla (print, digital, outdoor, etc})  28% 45%
Website {industry, consumer} 8% 2%
Partnerships/programming 1% 4%
Soclal medla 3% 2%
Travel trade 7% 1%
Adminlstration 7% %
Total 100% 100%
*Budget ions are. i on fingl legislative action and subject to change,
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Introduction

This report is the result of initial funding by the State of Washington, with the charter to
prepare a plan that the state's contractor could use as a blueprint for attracting new
visitors from outside the state, A three month effort, it included an extensive set of
research inputs, a substantial analysis process and the creation of marketing
recommendations to increase visitors and tourism revenue. Throughout the process,
we worked very closely with Washington Tourism Alliance (WTA) and the Department
of Commerce, and sought suggestions from the Washington State Destination
Marketing Organization (WSDMO). Collectively, we would like to thank the Washington

State Legislature for its foresight and funding.

*  Tourism is Washington’s fourth-largest industry.

* It brings in more than $21 billion to our economy
annually.

® It provides more lhan 177,000 jobs {in 2016).

*®  Each year, Ihe tourism induslry saves $650 In tax
dollars per househoald.

®  The tourism induslry wealhers economic recessions
better than most.

* Tourism is a diverse employer, providing jobs at
varying levels {entry, vocalional, career) and alsa
facilitales career -connected palhways, which Is
essential to our youth and future of our state,

*®  The ROl for local and state taxes ranges from $2.50
1o $20 per doltar spent on tourism marketing.(1)

®  Visitor spending per markeling dollar can be
anywhere from $48 to $305.(2)

Despite these slalistics, since 2011, Washinglon Stale
has not invested much in atiracling out-of-state and
intemational tourisls, though DMOs have done a great
job attracting in-slate visitation. We are currently the only
state wilhoutt a state-funded lourism office, and prior lo
2011, Washington Slate ranked only 48th in tourism
funding. This means that for years, tourisls have been
siphoned off by other states that also offer many of our
assels, like great nalurat beauty, unique cullural
opportunilies and world-class food-and wine. Oregon
spends $32 million a year on lourism marketing, with hail
the population as Washingtan, California spends $120
million. And even sparsely populated Montana outspends
us, with an annual tourism budget of $19 million,

(Ser appendix on page 52)
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The challenga is clear: unless we invest more In teling
people about our slate, we will continue 1o lose visitors
and their spending to other states. And as we lose
markel share, lhe rural areas which often lack marketing
resources suffer the greatet impact,

The many destination markeling organizations {DMOS)
and tourism-related assoclations in the state (hereafler
called “industry partners™) have been deoing a great job of
atiracling in-state tourisls; Seatfle and the Port of Seattle
also have well-developed intemational and nalional
marketing eflorts. But what's been missing is a statewide
effort that does what the individual industry partners
can't, for reasons of scale, resources or expertisa. These
actvilies Include national or out-of-stale advenlising, big
research projects, targeting the travel trade and
altracting people lo the rural areas outside of the Seatlle
and Spokane gateways.

Ultimately, we need to make sure that the great State of
Washington stays top of mind when our larget visitors
start to dream about their next vacation.

This plan is just a lirst step in a long path loward those
goals—both a funding journey and a marketing joumey.
Addilional sleps include, perhaps, branding the stale,
creating a marketing campaign, creating a more detailed
media and work plan, and building the funding platform
for the imptementation of this plan through industry
partner funds and state matching funds. But it provides a
roadmap that the stale's contraclor can use to make
decislons aboul funding, and once those decisions are
made, implemnent the right strategies and taclics to allain
our rightful place as the stale that has it all, and lhat tops
everyone's list of places lo visit. We believe those worthy
goals are worlh investing in.

The Goals

The Objectives

The Key
Performance
Indicators (KPls)

Our goals, the big-plcture we are trying to ish, have been
outlined by the State Tourism G il of
members of the WTA, state DMOs, the i State Dep: of G

the WSDMO and other Interested stakeholders. They are:

®  Atracting niet new visitors from out of state and internalionally

®  Attracting more visilors to locations beyond the urban galeways, particularly rural and
tourism-dependent regions

®  Highlighling the natural wonders and ouldoor recreation opporiunities of the stale

*  Supporting tourism-dependent industry partners

®  Offering communications assistance for tourism areas adversely impacted by natural
disaslers

The objectives, the measurable steps to achieve the goals, are:

* Togenerale an atiraclive program for Industry partners to parlicipate in (including
education and Iraining resources), meeting the dual goals of (1) marketing Ihe stale in an
efficient manner and (2) generaling a tourism funding pool through a slate 1:2 match of
indusiry partner dollars

*® To drive more people through the airport gateways who then go on to visil the rest of the
slate for outdoor recreation o food and beverage oppartunities

While specitic KPls, the specilic points of progress we measure to make sure the
jectives are achi will be il by the indivi lactics this plan
recommends, ideally the state's contractor would measure:

* Mindshare, a benchmark wherein our largel visilors lo tell us how much they know and
think about Washington State in comparison with our peer regions. Are we in their
conslderation set? )

®  Dollars generated via co-op opportunity participalion by Ihe region's industry partners

and Chambers of Commerce, the Port of Seallle and statewide associations such as the
ington State Wine C ion and the V i Hospitality i

®  \Visitorrelated spending
®  Domeslic and international visitor volume

*  Specific web mefrics for ExperienceWA.com {or whatever the new web property for stale
tourism will be called), click-through rales, ad impressions and media coverage

* State and local tax revenues
®  Stale and local lodging revenues

®  Growth of lourism-related jobs/employment



Research Highlights

As part of this plan, a wide set of research efforts were conducted and/or reviewed.
Many state DMOs and other tourist organizations shared their research. Publicly
available research from competitive states was also reviewed. In addition, the
2000-2016 Dean Runyan data, which provide much of the baseline information for
tourism behavior, were reviewed. Reports from Destination Analysts, Visit Seattle
and Brand USA were used 1o determine the international strategies.’

The primary ®  Astate-wide et ic study, where a traversed the state to
research find unique slorles, people and places to guide the personas and brand differentiation
conducted as eflorts. See the reportin Appendix A,

part of this plan ®  Asocial istening project that reviewed one year of international and US-based posts
included the about plans to travel to Washington State

following: ®  Surveys and interviews with 20 DMOs and 20 additional stakeholders ta idenlify

assels, goals, audiences and stralegles
®  Quanlitalive research conducled with 1,400 potential travelers irom target states

®  Ananalysis of marketing eflorts from peer states and provinces (California, Oregon,
Colorado, Montana, British Columbia and Arizona), resulling white-space maps'

*  Areview ol peer stales’ co-op markefing efforts and media spending
®  Araview of existing industry partners' research

® International research provided by Destinalion Analysts, Brand USA, and Visit Seattie

The findings from this research are i din the i of this plan,

‘The following two pages outline the highlights. 7

Washington State
Assets

Intérnational
Research Results

No swrprises here: Washinglon Slate is a land of beauty, with mountains, waler, islands,
beaches, desert and more. Our nalural beauty, the accessibility of nature and Ihe diversity of
landscapes lopped the list of reasons to visit, A corollary lo our nalural beauty is the amount
and types of outdoor recreation we offer, from skiing, hiking, boaling and fishing o kite surfing,
motocross, climbing and more. ing to the itative research, the islands,
peninsulas and coast are the key untapped areas that are most likely to draw in visitors,

Close on the heels of our natural beauly was our vibranl food and beverage scene, starling
with wine and lollowed closely by beer, spirits, food and coffee. It's a place whers we do hard
things well, and connoisseurs are starting to notice. And almost every area of the state
surveyed polnted to its specific food and alcohol assels.

We also have some unique opportunities nol found elsewhere. Besides all that Sealtle offers
{we can'tignore that Sealtie Is the main galeway lo the state, and thal many people start
there), we have the largest lerry fleet in the Uniled Slates, more Native American tribes than
practically anywhere and unique pockels of history and culture throughout the slate, Our
culture of entrepreneurialism, crealivity and innovation is also a draw, as evidenced by the
talent and iconic brands that call Washington home: Boeing and Microsaft, Jimi Hendrix and
Nirvana, the and the Gales F and Fred Hulch. This too
distinguishes us from competilive states.

One more assel Is our unaided In terms of mir 3 i State s second
only to California among peer states.

The overall lakeaway is variety: a state of many entertainments, acfivities, landscapes and
cullures.

Ovarall Insights from our social listening project include the following:

*  People coming from abroad are more drawn by urban amenilies, and often go to other
cities on the West Coast (Portland, Vancouver, Los Angeles).

®  Many are here on business and add leisure 1o their trip.

*  Besides Canada, other countries aren't Inlo ouldaor recreation as much, allhough
photography of scenery is high on their ists.

®  According lo social media listening, Australia is a good ldrget for encouraging travel to
‘Washington Slate.

Overall insights from our review of research done by Brand USA, the Port of Seattls and

Visit Seattle are as foltows:

*  Canada: Treal this like a drive market. Canadians are interested in events and road lrips
over a shorter period and on smaller budgets.

®  Australia: Australians are more likely to come to Seatile than visilors from Germany and
the UK. They also spend more and stay longer, spending several days in multiple cilies.

®  Germany: While Germans tend 1o take longer trips to Ihe Uniled Slates, they spend less
money than those from some of the other markets. Their inlerest in Seatle seems to be
the least among the prefarred markets, but their travel patterns suggest thal they would be
open la laking in diverse scenery/road trips to other parts of the state.




International
Research Results
cont.

Washington State
Tourism
Challenges

®  China: Those from Asian countries are more likely 1o use video content 1o inform their
decisions. Chinese visilors in pariicular seemn to be looking for recommendations and
input about destinations, lodging and allractions from trusted or perceived expert
opintons. Chinese response demonstrated a trave! pattern of jam-packing a shorl kip
with lots of experiences.

* Digilal research sourges—search, friends, online travel agents, online content and
travel i relalively across the board.
Traditional resources seem to vary by markel.

Not surprisingly, the biggest challenge lo attracting more tburism lo Washinglon State was the
histeric lack of investment In marketing by the state, an issue the WTA Is working lo rectify.
This was manifested in people oulside of cur state not being aware of opportunities beyond
the Puget Sound region. Stakehdders and likely travelers also identified our rainy climate and
1he time and expense to get here as dary The i survey sald that
and urban {traffic, crime, ‘were major barriers lo atracling

tourists.

Some stakeholders fear that driving more tourists to our already heavily touristed areas will
cause them to be loved lo death. They cited the heed to drive peaple during less traveled
seasons and lo less traveled areas, and to target those who support sustalnable travel.

in Ihe quanlilative research, California beats oul Washington in terms of Intent to visit (out we
beat out the rest of the Weslern slates!). While nearby slates and pravinces are well aware of
aur assels and know whal makes Us different, slates further removed, such as Texas and
Arizona, cannot readily disti us from cther states. In addition, British
Columbia and Oregon have the highest intent 1o visit us, so they are our lowest-hanging fruit
when targeting prospects.

Audiences ,

Washington State Tourism Targets

Any marketing plan must outline its prioritized markets and audiences, to ensure that
resources aren't stretched too thin and that the highest-opportunity visitors are targeted.
To define these targets, we created seven data-driven personas and used these personas
to chart the travel planning process via custormer journey mapping. Many of our
recommendations are a result of these personas and how they make decisions about
where to visit.

Psychographics '

The tollowing four psychographic segments Informed our seven personas:

Foodles and wine enthusiasts

We offer food, drinks and spirits of great quality and
variely, and are becoming known internalionally for
our wines' quality.

Outdoor recreation seskers

This is a key tourism asset for many of our stale's
rural areas and economies, and drives visitors to
some of our lesser-visited regions.

Road-trippers
These are people who like to peregrinate and for whom
the journey is as imporlant as the destination.

Want an authentic NW expsrience
These people are familiar with the types of
experiences thal are found throughout the
Norihwest, and it's the type of experience
they're interested In.

Siates

We looked at historic feeder states to find the most like-minded people who are inlerested in our particular assets.
From our analysls, we selected the following slales as targets for inlerstate tourism: Arizona, Calitornia, Colorado,
Oregon, and Texas,

While in-state tourism is not a focus of this plan, ethnographic research indicated Ihat driving tourism to some parts of
the state will be easler to do by targeting Pugel Sound residents, rather than expecling pecple coming from further
away to explore lesser-known regions. We recommend encouraging Seattieites {particularly our large number of new
residents) to explore the furlher reaches of their state.



Counlries for international targeting

Based on our research, we identified the following countries to target:

The UK

This country has historically been a big source of
travelers to Washington, and the similarity of
climate and language makes visilors feel
welcomed. These are typically people interested in
Seattle, but who are willing 1o spend more time and
see'a wider portion of the state. This groupis
particularly interested in our indigenous cultures.

Australia

‘We picked lhis country as a targel because visilors
from there slay a long time, spend a lot of money
and are interested in ouldoor recreation,

Canada, particularly BG

According to our social listening, visitors fram BC
are parti ly i in outdoor ion and
our nalural beauty, and il's easy to get-here.

China

This country has the largest long-term upside, and
itincludes people who love to visit national parks. It _
requires specific infrastructure 1o service, For
example, people visiing from China like to have
Asian breakfast items and often need more
Iransiation suppaort.

German

This has been a historically strong-performing
country for our state, and it praduces people who
enjoy outdoor recreation.

Personas and
Journey Maps

The research led us to create data-driven personas. These are segments, distilled
down to a person {or couple, or family), who will:

« Be the type of people to go beyond Seattle to explore other parts of the state

¢ Bethe type of people who want what we have, that is, appreciate our unigue assets

s Have enough money 1o spend to drive economic activity

These personas are based on the research and are
psychographic-, behavior- and interest-related, nol
necessarily origin-related. Thal means that some
personas will be applicable to addilional countries o
slates.

“The personas are used to generate customer journsy
maps, which identify relevant opportunities, channels
and tactics for intersecling wilh the target.

Based on lhese personas, we generaled customer
journey maps to identify relevant opportunities and
natural points of intersection for each audience.
These maps inform the actual channels and laclics
that follow.
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Coming from BC, | thought we had the
carner on natural baauty, but Washington
offers inoredible lakes, rivers ang
mountains, and every region is full of
incredible diversity, And the adventures are
everywhere! In the two weeks | spentin the
state, { kite-surled in the Garge, rafted the
Wenatchag, hiked Hurrlcane Ridge and Mi.
Baker and tack a ferry to Stehekin.”

Haw she views lhe world

Amanda Is all about nature and adventure. She is
athlelic, heallhy and open to new experiences.

8he has a boyfriend, bul is also willing lo travel by
hersell, with her sister or wilh a girliriend. She likes
to take Jonger frips, without a firm itinerary, letting
serendipity guide her lo find new experlences.

She has college friends who have moved lo Seattie
1o work at Amazon and Microsolt. They, like her, are
outdoor i and spend Lheir

hiking and posting their adventures lo Instagram.
From her exposure lo their social media posts, she
has a picture in her mind of trails, mounlalns and
lakes she wants to experience herself, She expecls
lo spend her bme outside exploring the mountains
and rivers of Washington. She also wanls lo check
out the Seattle rastaurant and bar scene belore
driving home, She shops at REL drinks in
maderation and gets most of her meals from
grocery slores and small non-chain reslauranis,

Amanda

Qutdoor recreation,
nature-lovin’ road tripper

Ocupation Climblng instructor
Homelown Squamish, BC [could represent OR, CO markels)
Experience Have adventures thal give her bragging rghls

goal around beauty and adventure. See new
scenery, wilhout going too far from home,
Try new acliviligs, ot the beaten path.

Demographics Age 28, has a BA in poli-sci, unmarried

Haw she plans her vacations

While she’s not weallity, she loves to travel and is
aiways planning her next road trip, be il Glacier,
Banff or Washington State. She slays In
campgrounds or at friend's houses, uses Airbnbs
and couchsurf.com, and punciuates her lodgings
wilh an occasional splurge on a molel. She plans the
moatel nights as anchars for her ilinerary, leaving the
space between showers for exploralion. She uses.
Instagram to identify where she'd like to go and post
arecord of her advenlures. She has an extensive
network of climbing buddies, and asks her network
(via Facebook) for recommendalions of where to go
and what 1o see (and maybe get an offer for a place
1o stayl}. She follows several outdoor adventure
bloggers and would like to be one hersell.

Amanda's Cuslomer Journey

Vacation
ldea
Sparked

Start
Destination
Research

Identify
Trip
"Anchors”

Book
Anchors

Research
Side
Experiences

On the
Ground

Share
Experiences

Back Home

Sees [riends’ vacation photos on Facebook
Starts hearing vacalion pop up in canversations with friends and cliems

Favorite Inslagram outdeor enthusiast posts about an amazing advanture in the geolagged in WA

Starts actively pursuing travel adventure sites, bloggers and social groups: PNWonder.
Natgeo, Camperlite, outdoor bloggers and sociat meda influencers

Finds travet adveniue articies on Reddit and niche websiles

Strikes up a travel conversation with the sales stalf at REI

Searches oun the activilies/places she wants to go while on her Inp
Wants o try kite srfing

‘Wit couchsurf with friands several nights

- Wants to go white-water rafting while she's in the Gorge

‘Outdoorproject.com, eatercom

Books Airbnb In White Salmon

Couordinates and books kite-surfing lessons with a friend in Hood River and rafting on the
White Salmon

Toxts her friends with meat-up plans while she is in the area
Books holels close-In with Hotel Tonight

Searches for good resteurants and activilies, digging deeper on Yelp and Trip Advisor
Does a quick perusal of Ihe area visitor burealr’s website 1o get the lay of tha land
Talks to fiiends about good meet-up spots

Asks for recommendations on FB and Twitter

Enjoys time wilh Irlends, advenluring and eating
Stays at moted and Aironb real
Interacts with equipment rental company and statl

Slops in at visitor canter o picks up activity guide in brachure rack

Shares to her Snapchal group
Quick posts on Twitler and Facobook afong the way
Posts GoPro video on Vimeo, pictures and video on Instagram location tagged)

Emails pics to her dad

Talks with friends and clients about her Irip

Starts daydreaming about her next adventure



L Coritug off a greal expusience in Naps
Valley last fall, wa'te excited to explore
Washington's wine country—we've heard
it rivals anything we had in California,
and it has some great restaurants! it's
also nice to get away from the heat of a
Texas summer.”

How they view the wotld

Jorge and Celia are determined to enjoy their
freedom, now that they've sold their small
construction firm and the kids are oul of college.
They want 1o make the most of their healthy years in

i by Iraveling both i and
intemationaly. They have made it a parsonal
challenge to learn more about wine, and love to find
really great restauranis along the way. They are
comforiable renting a car and laking to the road,
staying in hotels or B&Bs. They love finding cule
small towns with artsy shopping opportunities, and
that not-well-known winery with surprisingly great
red blends. They are very outgoing, often making
new lriends when they lravel.

20

Jorge & Celia

Early-retirement foodies
and winies

Qcupation Relired business owners
Hometown Austin, TX {could represent Arizona market as well}
Experience Enjoy the good life, now that thelr kids are gone

goal and the business is sold

Dsmographics Hispanic, married, ages 61 and 65, mel in

college, lwo kids, ages 25 and 29

How they plan their vacations

Calia does most of the Irip planning, starting wilth
the destination. She starts with the region they
want to visit, and looks for deals on hotel rooms
and B&Bs. Once she’s got those dates, she starts
Googling, asking for recommendations on
Facebook, reading Sunset Magazine and looking
at destination web siles to research the area. Once
she plcks an area, her husband researches
wineries and restaurants In the region they plan to
explore. They like to stay In Marriott hotels, but will
book a Hyatt, Red Lion ar Hillon, something
tamitiar where they know they'l be comfortable
and perhaps use their loyally card, In smaller
towns without large hotels, they like to stay in
B&Bs. They use TripAdvisor to find places lo stay
and activiies, such as museumns like Maryhill; they
use Yelp to find good restaurants. While money is
not a big concern, they are excited aboul deals
and use AARP and AAA discounts when Lhey can.
Their plan is 1o fly into Sea-Tac, drive through
Woodinville, Yakima, and the Tri-Cilies and on to
Walia Walla, then through to Spokana in time to
calch their flight homel

Jorge & Celies Customer Joumey

Vacation
Idea
Sparked

Start
Destination
Research

Identify
Trip
“Anchors”

Book
Anchors

Research
Side .
Experiences

On the
Ground

Share
Experiences

Back Home

Having already been ta Galifornia wing couniry, they are cager 1o expand their horizons

See arlicles on WA wine in Wine Spectator magazine

Tatk 1o wine enthusiast friends al church who love WA wine and seid they were thinking of visiting WA wine
country lhemsetves

Research in AAA, AARP, Costco, Sunset, Wine Spectator. etc.

Talk la friends about Seallle and surrounding areas

Search out the activities/places to visit wilhin easy driving distance of the city
Needa car

Golf

B&Bs outside of the Gty

‘Search city sights like the Space Needte. Pika Place

Best wineries in Walla Walla and Woodimills

Check out WA iravel aggregators: Experiencewa.com

TripAdvisor

Book hatel / B&B on Hotels com, booking.com or hotel websites
Research when wineries are open ‘o he public. plan around that
Secure car via webstie. Use AARP / AAA discount

‘Soarches for good restaurants and activities, digging deeper on Yelp and Trip Advisor
Finds deals for atiractions via Alaska AirEnies, AAA, Gosico, Amex

Checks out Trip Advisor for day-rip ideas

Talks 10 wine friends 10 decide what wineries Ihey should visit

Enjoys sealood, but not likely to go toa far afield with their 1astes
Goas 1o wineries and 1asting rooms based on recommendations and ratings
Wikl use Waze or Google Maps fo navigate

Interacts wilh rental car company and hotel stafl

Extensive Facebook posls

Text pix 1o family

Trip Advisor reviews

Snapiish memory books and picture-heavy Christmas leter
Hring back gitis for friends

Ship wine home

Open a bottle of their Washington wine when it shows Up at their house. Reminisce about their
adventures and daydream aboud Ihe next Irip
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&£ ! love ta travel, particularly to smali

towns with lots of history and unique
culiures, where | can learn and try new
things. My daughter wanted to make
sure we hit up Forks, because she's a big
Twillght 1an, and she wanted a visitto a
water park. | had hiking, checking out
the Makah tribal canier, visiting all the
museums in Tacoma and hitting up the
hot springs in Sol Dtc on my must-do
list, We gotit all dons, and then somel"”

How he views the warld

Ian uses trave! to bolh salisly his inlelleciual curiosity
and provide him with fun lime with his daughter, who
he has custody of only during the summers. Heis
active, interested in history, art and music, and open
to new experiences. He tends lo avoid “chair
anylhing, preferring experiences thal are unique lo .
anarea. He reads a lot of non-fiction, and has
membarships at art museums. He loves finding
weird, out-lhe-norm experiences and sights, and
chronicles his finds on Facebaok. He is active
pdtitically in progressive causes, as well as aclive in
P! i ‘ganizations in Silicon
Valtey. He is always trying lo oplimize his lite and
satisfaction.

lan
The authenticity seeker

o i Solt
Hometown Mountain View, CA

Expeariance Find hidden gems and fun activities that
goal " stimulate his intellect

Demographics Divorced, MS degree, age 51,
16-year-old daughter

Haw he plans his vacations

He works long hours at His Job at Apple, so he
wants his vacalion time to be both relaxing and
stimutating. He is not interested in luxury, being
pampered, or over-lowisted areas. He also has lo
find activities ihat will interest both him and a
16-year-old, He Googles phrases like “off the
beaten palh™ and *local hidden gems” and uses
ipAdvisor, Facebaok and his
peer group for ideas. He's a planner, but also
builds in rest and refaxallon time between aclivities
such as hiking or biking. His daughter likes to do
acltive stufl, as well. He uses Airbnb and
HomeAway 10 find unigue places to stay. He loves
road trips because they give him time lo lalk to his
daughter In an unstruclured way, and he loves the
serendipity of finding new. interesling places along
the way. He eats at local, non-chain restaurants,
and often plans his lrips around themes, such as
walerfalls, weird tourist Iraps or hot springs.

lan's Customer Joumey

Vacation
Idea
Sparked

Start
Destination
Research

Identify
Trip
“Anchors”

Book
Anchors

Research
Side
Experiences

On the
Ground

Share
Experiences

Back Home
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Pians a ip with his daughler every year. Atways on the laokout for a cool place that will be interesting
(0 both of them )

Saw Anthony in episode ir i Talks ta daughter about places she would like 1o go.

Starts a Slack channe! at work lo get ldeas from co-workers

Slarts reading up on the Washington peninsula in Qutceor, TripAdvisor and Aeddit

Starts researching best times 1o visit the regian and the best way to gel around

Wanls to visit museums in Tacoma

Daugltter wants to visit Forks and the Hoh. He would like to leam more aboul tribal cullure in the:
area too

Gool day hike al Cape Alava

Want o slay in more ruslic accommedations on the Peninsula: fooking at cabins at SolDuc and a
room at ihe Lake Grescent Lodge

Calls museums for timas, purchases tickats to featured events
Secure rental car through company website

Book eabins and rooms Ihrough resorl and national park websites, VRBO

Digs into Weird Washinglon for Insplration
Chechs the REl co-0p journal for Olympic Nat'l Park
Daughter checks Forks page/Twlight fan pages

Asks or recommendations on FB and from his work group

‘Always an the lookout for hometown restaurants and aulhentic activities
Yurts, cabins and rustic resorts

Bike and canoe rentals at Lk, Crescent

Hits up RElin Silverdale on the way out '

Interacts with rental car company, national park and hotel stalt

Extensive Facebook & instagram poss

Texts ex-wife 1o check In and send pix

Makes sure to share his experiences with his co-workars and frienids. Already thinking of a theme trip
for next year
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Belfing is so crowded and smoggy, so
we're looking forward to visiting
Washington's national parks and taking
advantage of 2l the fresh air and big
scenery. My friends at Microsolt have
made many suggestions, and we will try
to do as many as possible in the short
time we have."

How 1hey view the world

Bin is a well-educated researcher who is on his first
trip to the US, visiting Microsoft headquarlers on
business. He’s using the opportunity to bring his
wife and son along, and adding some time Lo their
tiip to sightsee, both in Seatle and beyond. Binisa
phatographer and laves lo blag aboul their travels.
“They want lo see the best scenery Washinglon State
has to offer and visit the icoriic sites. Bin will use the
apportunily to post pholos and short blogs to his
Weibo accounl, letling friends back home vicariously
enjoy his trip. Their 10-year-old son is exciled about
seeing volcanoes and some wildlife on their trip, as.
well—maybe a bear or at least some elk.

Jie & Bin
National park collectors

O Al

Hometown Beijing {could represent Korea or other long-haul

Asian “bleisure” raveler)

Experience
goal impressive national parks

Demographics Married, aged 41 qnd 43, one boy, age 10

How they plan lheir vacations

When Jie reallzed they could come along on Bin's
business trip to Redmond, she quickly Jumped on
vacation vioggers' websites to see where influencers.
recommended she visit, Besldes quick irips 1o the
Space Needle and Pike Place Market while Bin Is at
a conference at Microsoft, they wanl to get outin
nature. Leaming that the US has amazing national
parks, and knowing something about the Mt. SL.
Helens' eruptian, she wants 1o make sure they visit
both Mt. Rainier and Mt. St. Helens in the extra weelc
they have available, so she looks for guided bus
taurs. She also wants lo take a ferry somewhere, so
plans two days in the San Juan Islands as well. She
asks al Microsoft for i

of where tg go, where to stay and what to see.
While some telt her she Is packing Lhe lrip too tightly,
she is anxious to see as many beautiful places as
possible, as quickly as possible. She books her trip
via Expedia, finding a car, hotels on San Juan Island
and places to stay near the volcanoes. Her sonis
particularly interested In seeing whales on their trip
1o San Juan island, and she uses the deslination
marketing websile to book their whale-watching trip.

See great scenery, wide open spaces and

Jie & Bin's Customer Journey

Vacation
ldea
Sparked

Start
Destination
Research

Identify
Trip
“Anchors”

Baok
Anchors

Research
Side
Experiences

On the
Ground

Share
Experiences

Back Home
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Making a vacation out of a work Irip 1o Redmend

Start asking other Microsoft employees what the biest things are to do in the Seattie area
Watch Chinase Wravel shows and viogger content

Start checking out national parks clase o Sealtle

Look al gectaggad posts on Weibo

Jie and their son will axplora Seattle's greatest kid-friendly hits
Thay'l go to the mosl icoric places: Space Needle, Pike Place, the original Starbucks!

Wil 1ake a guided taur bus 10 see altractions further afield: Snoqualmie Falis, Mt. Rainier and Mi.
St. Helens

One luxe dinner for Bin & Jie

Secure hotel for extended stay via OTA
Book hotels in and bus tour 1a national parks
Boak a Seaplane and whale-walching tour fom Sealtle

Search for most phatogenic spots in the dity

Researche great rostaurants and popular chefs in the area. Bin makes reservation for a night out for
Jie & Bin via open table B

Research babysilting service for their night out

Canlis for Jie & Bin

Recommandations for photo-ops from hotel concierge
Shopping at the Bravern

Kayaking on Lake Uniont

Wnale walching

Bus tour 1o the volcanos and walerfalls

Post selfies all over Weibo
‘Share videos and WhalsApp with friends back home

Loaldng at calendar for future work visits
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€6 We're amazed at how big the US is, and
bow diverse, Califarnia was tun, but
we'ra really enjoying tha PRY, with He
natural beauty and friendly penple. We
droye up the coast of Oregon, into
Washington State, and found the two
coasts roally different. Bellingham and
the Skagt Valley were really pretty, as
well. And Seattle was everything we
hoped for, but frankly, we were excited
te get aut bl the traific ind the chy to
explore nature.

How they view the world

Travis and Nicole are exciled about their four-week
trip on the West Coast of the US. They have a lot of
vacation lime from Iheir jobs, and lhey wanl 1o
experience California, Oregon and Washington as a
local would, while also seeing the key attractions
along the way. They aren't fancy people and are
equally happy in a youth hoslel, Airbnb, or camping.
‘While they are covering a lol of miles on their trip,
they plan lo spend Ihree or four days in each
location, really getting to know thern. They're
particularly excited about Washinglon because
1hey've heard good buzz about Seattie and are
looking forward to crafl beers, ciders and legal
cannabis. They also want lo see rivers, mountains
and the beachl They like to spend time outside, and
explore the history and culture of a region. They like
music, hiking, biking and meeling new people.
They'd also like to take in an American soccer game.
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Travis & Nicole

See-and-do-it-allers, leisurely

Ocupation High school teacher, self-employed graphic designer

Hometown Outslde of Sydney, Australia {could represent
Gemmany market)

Experience Experience a ragion in a leisurely manner

goal

Demographlcs Manied, ages 34 and 36, met \hrough an online

daling service, no kids

How they plan their vacations

Members of lhe American Youth Hostel
Assaciation, Travis and Nicole start by mapping
oul hoslels they'd like to stay in, from SF through
Ashiand and Portland, and into Seattle. Nicole has
heard abouit Ihe yurts you can rent in state parks,
50 she books a couple of those on the coast of
Oregon and Washington from the slale parks
reservation systems. Once she has her anchor
nights in place, she asks family and friends who
have visiled before to give them ideas of things lo
see and places lo go. She Googles “things to do
on the Washington coast” and finds Long Beach,
which looks good for a couple of days at the
ocean. She's also discovered 1hal Olympia has a
great indie music scene, so she plans a nighl there
before three days in Seallle. then on o the Skagit
Valley, Bellingham, Mt. Baker and the North
Gascades. They end lheir lrip with some
“agritourism” on the easl side of lhe state, staying
onan apple fam near Yakima to round out the last
part of their trip.

Travis & Nicole's Customer Journcy

Vacation
Idea
Sparked

Start
Destination
Research

Identify
Trip
“Anchors”

Book
Anchors

Research
Side
Experiences

On the
Ground

Share
Experiences

Back Home

They've been talking aboul a West Coas! lour for years

They have been researching stops all along the coast via TripAdvisor and geolagged posts on
FBand iG

Thay lalked to friends who had been 1o WA before

Gettips from fellow lravelers on where to go in WA

Check out stale park sites and top-10 lists 1o see what kind of experiences are alang their
basic route

Travel up the coast from OR, slop al Long Beach

Camping and yuris in state parks, hoslels and motels in town

Drivo through North Cascades

Oxchard in Yakima

Stay in Long Beach booked via OTA
Book agrotour in Yakima via website
Book youth hostels in Seattla and Bham via AYHA

Reserve rental carin CA

Search for music events or scenes in Olympla

Pin beer tours or Ineresting microbreweriesimicrodistleries around Sealile and rorth fo Binam
Note highly rated pot shops in Seatile for consideration

Yelp for local neighbothood fare

- Look on Groupan for local deals

Check the Sounders schedule

Lots of driving with small-town pit stops
Stumble into greal music
Eal al ethnic and hole-in-the-wall restaurants

Enjoy the kilschiness of beach towns and amall town charm east of the mountains. Find 1he REAL
they were looking for

Blown away by the N. Cascados highway
Ceich & Sounders game.

Pos! on Facebook and Instagram
Snapchat wih friends
Short videos of their adventures and music posted on FBAG and Youlube

‘Travis niosts on his travel blog

Looking at calendar for future work visits.
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L6 Malangiiage barrier, waslter ike we're
used to, big clty fun and natural beauty —
what's fiot to like about Washington
State? We'll spand a few days seeing the
slghts of Sealtle, then rent a car and
head out ta see some of the heauty
we've heard so mnuch about.”

How they view lhe world

Trevor and Claude are g bi-racial gay couple that fike
he good life. Just a little too old for the bar scene,
they still like to drink, listen to live music and explore

cultures and history. They like good food, and while -

they are not weallhy, they are planning to splurge a
bit on their planned vacation to the Pacific
Northwest. Claude is a big fan of cos-play and
anime, so they are hitling up ComicCon. They like
cities and nature, and would tove a vacation that
includes both. Because they read a lot about gun
viotence in the US, and the fact thal they are a gay,
biracial couple, they plan to slick to the mare
progressive areas dunng lheir visit. Alittle cannabis
tourism also sounds like fun.
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Trevor & Claude
Urban-to-rural curators

Qcupation Bartender, data analyst

t i of Lendon
Experience Have fun, eat well, see a lot, be welcomed
goal and safe

Demographics Ages 29 and 34, met at a bar, no kids

How they plan their vacations

Trevor is the planner of the couple, and he's spent
some lime on gay travel sites to find welcoming
and progressive places to visil. They have a wide
set of friends who have traveled extensively, and
they get pointers from them. They know for sure
they want to visil all that Seattle offers, and then
branch oul, and have tentatively identified
Leavenworth (it's kitschyl) and Winthrop {cowboys!)
as additional places to visit.

He visits Travel Out Seatlle, asks Iriends on
Facebook and al parties about where to go, and
Googles best places lo eat in Seattle, They like lo
stay in modern hotels or resorts. They plan lo renl
acar and head on to the Methow Valley. Yelp,
TripAdvisor and gay-focused websiles help them
curale their rip. A horseback riding excursion and
a mountain bike rip down a mountain are two
activilies thal sound good.

Trevor & Claude's Gustomer Joumey

Vacation
Idea
Sparked

Start
Destination
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Trip
“Anchors”

Book
Anchors

Research
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Experiences

On the
Ground

-

Share
Experiences

Back Home

They want to get away and Trevor finds that the game he funded an Kickstarter is launching
at PAX Seattle '

Know about Sealtle. bul want Io see more. Alsa want 1o make sure the places they visi are
gay-friendly

Startlocking at FB, Finterest, gay travel sites and ifestyle magazines for tips in the stale

Also check foodie and wine sites/magazines for the best places to eal and drink in WA

PAX in the city
Nightlife in Capitol Hill

Fall colors in the tains and modem celins in L'

Book city apariment in advance via VABO
Book cabin In Leaverwaorth thiough VRBO

Make reservations for Mimosas Cabaret!

Secure rental car via OTA

Check out wine lasting in Leavenwaorlh as wefl as ouldoor activities
Look for nice restaurants in Seatlle and Leaverworth

Research attractions between Seattle and Leavenworth

Trevor geeks out at PAX while Claude goes shopping downtown
Nice meals out in the city wilh clubs afiar

Oragbrunch

Beautiful drive over Stevens Pass. Stop lo strelch at the Pass

Try some easy mountain bike irails around Leavenworth

Shara plx and video via Facebook and Instagram

Post 1o Reddit

Researching Iheir naxt anchor event for an exlended vacation
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Aaron’s Customer Jowrney

Aaron and his brother go on thelr annuat hunting irip to Colville

Vacation ®
Aaron Idea His daughters have a long weekend in Oclober, 5o Maggie, his wie, wants to pian & quick \rp
Sparked with them
The Out-of-State Qutdoorsman They decida to carpoo! north for a guys' weekend/girs’ wriokend
Start ® Aaron wil set up his hunting home biase in Colville. His wife wants some R&R as well as a day
Destination n Spokane
Research Aaron checks out WDFW for info about hunling in Colvifle National Forest. He chacks in with
buddies about ihe best spots in the area
£¢ As an ovtdaaorsman, living in Eastern Ocupation Small business owner, HVAC Maggie looks for activities in Spokane and around the area. She asks friends wha hove been
Oregon | enjoy heading up to ) there recently
Waskinglon, ( can fish on the Columbia Hometown Hermiston, OR
durlng tha day and visit warld-class i Cabin for the whole family + Phil [n Colvif
wineries fn tho evening. And IUs 50 easy Experience Explore new huniing and fishing grounds Identify ¢ o famiy + e
- goal Trip Hunling in the Colville National Forest
to get the licenses | need.” “Anchors”
Day trip to Spokane for shopping and lunch
Demographics Age 38, married wilh two kids Dincer oul with the famly
Favorite stops on tha drive up from Hermiston
How he views the world Haovs he plans hls vacations Book ° Baak cabin on Airbnb
Anchor: i
Aaron has lived in Easlern Oregon his whole life, he Living on the Oregon/Washington border, Aaron S Secure hunting licensas on WDFW.wa.gov
loves ils open spaces and distance from the grind of and his family often venture north for the summer Pedicures in upscale salonin Spokane
big cilies like Portiand, Sealtie and Boise. Some of lo new towns, lakes and rivers. Because Ihey have
his favarite memories from childhood are of hunting anetwork of ike-minded friends, they often ask
and fishing trips with his dad, and he likes to carry them for recommendations. For this coming year's Research ® Aaron heard obout a distilery in Golvite he would ike to ry while the girls are in Spokane
the tradition on with his wile and lwo daughters. trip, Aaron used the Washinglon Department of Side Maggie searches for sales and events downtown Spokane. She checks Yelp for a good post-padi
Every fall Aaron and his brother, Phil, hunt white- Fish and Wildlife (WDFW) website to find steelhead Experiences lunch restaurant
tailed deer. Every summer his wife and two fishing spots along the Columbia in the Richland
A " Goulees along the way
daughters head out lo one of the many lakes and area, less than an hour's drive away. He and his
rivers in Eastern Washington, Eastern Oregon and wile are excited to visit some of lhe wineries while Winerles in Tr Gilles
Western Idaho 10 spend a week fishing and playing. thay are there. His wife typically books the lodging: X .
Aaron is on Facebook bt leaves most of the Airbnb mostly these days. They have favorlle spols On the ® They take lime getting to Colillcthe frs! day
photo-taking and social media posling to his wife that they like to visit along lheir drive but use Ground They hit the grocery store when they get to town 1o stock Up on hunting snacks
and daughlgrs. who tag him. If he or his daughter Google M.aps to find new restaurants and Aaron and Phil are up in the hills early until dusk. They are looking for good hometown food and a
calch a particularly large bass he'll posl 1o Facebook shopping in real ime. Aaron typically plans the couple beers whan they get back to town
for bragging rights. He gets his fishing gear and hunting Irips wilh his brother. They go where the . N _ .
Maggie and the girls enjoy shy d hanging out in downtown Spokar
most of his clothing from Cabela's, he listens 1o the hunling is best, and thal changes somewhat from 590 9 oy shopping an Sing outin dow pokana
country music station and has the ESPN app on his year lo year, and again the WDFW website comes
phene. Most of his news comes Irom Facebook. in handy here when they visit Washington. They Share ® The girls are Snapchatting with their friends whike Maggie pasts to Facehook and texts pics to Aaron
often find themselves in Ferry County, using Experiences Aaron shres a couple shots to FB from the top of a beautiful idge and pis of Phif's buck
Colville as a home base. -
Maggie checks in al one of the wineries they visit on their way. Obligatory wine tasling pic included

Back Home [ ] They checked out a few lakes on the way lo Golville, Aaron is already planning a summer fishing trip



Key Differentiation Statement

The research clearly says that diversity is our key assel. But how do we ranslata thal Into
a “benefit of value” lor a visitor? Many people in our research idenlified the fact that you
can do 2 ol here {variety), and different kinds of things {urban, rural; adventure,

and outdoor ion), which led us to look al a strategic

differentiation slalement that would highlight the dualism inherent in the Washington

State

Ounr strategrc di liation message also targets the traveler versus

the tourist, It also atlempts lo soften one of our challenges—that we aren’l known for
relaxalion opportunilies.

The basic idea is that when you combine both aur natural beauty/outdoor recreation .
asset with our world-cl; asset, you get something

that is different than peer states, and that highlights that our target ravelers are interested

in meeting many of their interests in one trip. In addition, we want 1o highlight our

progressive nature to some extent.

Stratagic 1Y
Adventures and indulgences.
It all comes naturally in Washington State.

Mol & oy

This stralegic stalement is nol about having it all. We're nol all things to all people.
Washington has two sets of assets {natural ion and td-cl
food/wine/beer/coffee/spirits) thal, when paired together, no other state can offer—in
every region of lhe state. We can “feed” different parts of you. The part that wanls to
relax. The part that wants adventure. The part that wants more out of a irip than just a
vacatlon, in W State, lhose and It all come nalurally.

It is Important to note that this message is not a customer-facing message, lagline or
a campalgn—inslead, it is the key concept upon which to build marketing materials to
ensure ihat we distinguish ourselves from it ing efforts. In future
Washington Tourism efiorls, we recommend translaling this message info a creative
campaign, or conducting a full-blown branding initiative 1o further refine it,
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Strategies & Tactics

This is what all the research, personas, journey mapping and strategic differentiation
statement boil down to—the major strategies to achieve our goals.

Strategy 1 Quantitalive research revealed high awareness ol Metro Seattle (72%), but a significant drop in
awareness of the rest of Washington State therealter. We also heard of confusion between
Washington State and Washington DC hrough social listening platiorms. These data points, along
with being the only state without statewide fourism marketing, led us to the first strategy. The major
purpose of a siatewide marketing campaign s to lift every region (think “Virginia Is for Lovers" or
“That’s WY"). So our first strategy is to promote the state itself, perhaps highlighting the duality
and diversily of assels, through the use of engaging storyteling techniques. This campaign will be
used lo allract visitors from our target states of Oregon, California, Arizona, Colorado and Texas,
and would provide industry pariners with campaign assets they could leverage.

Strategy 2 One of the most identfied needs by DMO and stakeholder surveys was & toolkit of development
and marketing oppartunities to amplify individual marketing efiorts, in bght of the fact that
marketing capabilities vary across the state, from those areas with robust resources to the rural
and tourism-dependent areas with small budgels and resources, Therefore, we want fo offer
DMOs and other statewide tourism-relaled organizations opporlunilies 1o participate in endeavors
Ihat combine resources into something bigger that they couldn't afford 10 do on their own. So this

plan's sacond key strategy is the of a prioril set of ing tools for
Industry pariners, In the areas of madia, marketing, lraining, research, events and destination
The slate is ing creating a meck lo malch indusiry partner

investment 1:2, which offers the additional benefit of providing a funding source for the statewide -
tourism efiort. It's a win-win, with the state and the indusiry partners all benefiting.

Strategy 3 Afhird, relaled slrategy is to buitd an online resource, for both the Industry partner program and
patential visitors, to idenlify opportunities and dri tion. Our ilive audit highiigl the
gap in an anline resource from other states, and, through our persona and journey mapping, we
know that websiles and web tools are often used in decisk king phases. A
website would possibly replace he existing ExperienceWA.com website.

Strategy 4 International visitors stay longer, spend more and are inlerested in assets outside of Seattle
{national parks, lribal tourism, elc.). Bul, according to research, travel preferences vary greally
depending on origin. Therelore, the fourth strategy is to create marketing programs designed
tor specilic countries, in particular to the UK, Canada, China, Australia and Germany. We have
analyzed the opportunities from different countries, combined with what we have that will attract
1hose countries, and d ing specific igns. These ir 7
will leverage the good wark that has already been done by Seattie and the Port of Seattle.

Strategy & And lastly, because our research identified some gaps in lourism amenities and destination”
opporlunities, we, a strategy of I Il inati This stralegy
would help the sate's contractor identify and start ta fund specific projects, such as a large food
and beverage event, a historical (pre~European contact) marker program for tribal tourism, or
support for hotel/inn development in rural areas with few places to stay.
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Promote the stale itsell

Strategy 1 Tactics

Create a sy ntograiod campalgn allracting Mindshare
he ool st ravoler, This inchudes

caealin, corten, events, promtions
Purpose Pparkerships, and eamed modka.

To generate inlerest, preference and
ullimately visitalion to Washinglon.

Measured Outcomes

Traves related sponcing
Mindsharn

Towismjobs.

Viglor conter lratie.
Day-vsa Discover Passes

The state's contractor needs to drive awareness, interest and preference for Washington

State travel; that can't be done by individual DMOs or industry partners. To truly
compete against peer states spending more on attracting visitors, we need a
breakthrough campaign and effort that puts Washington State on the map. Specific
recommendations to promote Washington and get it included in prospective travelers’

consideration sets include the following:

Crealive

Creale a marketing campaign based on the stalegic
differentiation statement lhal promotes the entire
slate, like *Virginia Is for Lovers™ or *Pure Michigan.”
(deally, it would leverage our complexity, duality

and passions, and lhe fact that we have more

i and This g

campaign would be designed 1o be localized by
regions and 1o target specific personas.

Content

®  Break out the State Visitors® Guide into audience-
specific iineraries, and distribute them through
emall, downloadable formals and social media.

*  Generale conlent abou Indulgences and
adventures, such as from fly fishing fo wine 1asting.
Focus on video, infographic and pholographic
assets. Distribute through sponsored content on
siles such as TripAdvisar, outdoorproject.com,
etc., through industry partners, earned media
efforts and owned media.

® Creale a wob TV series, hosted by Rick Steves or
another celebrity, that is a video road show in
which every episode pairs an indulgence and an
adventure in some undiscovered area of
Washinglon Stale.

®  If the budgel allows, put Washinglon State travel
information Yiosks in visilors' cenlers across the
slate, including national parks, stale parks, elc.
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Events

Creale a world-class, statewide food/wine and
outdoor recreation festival. Think Miami's South
Beach Wine and Food Festival, or Aspen's Food and
Wine Classic, or Vermont's Cheesemalers Festival.
Pariner it with Sunse, Outdoor or Food Netwaork,
with Norlhwest celebrity chefs, and only-in-

i food experi spirits,
chocalate, wine, beer, foraged food, backpacking
foods, oysters, apples). Hold it outside of Seallle
(Bellingham? Tacoma? Spokane?). Include a keynote
by a celebrity chef. All industry partners would
provide food booths from their regions/sectors.
Include rock climbing opportunities, virtual-reality
2ip-lining or kile-boarding, and other outdoor
hands-on opportunilies.

Promotions & Partnerships
*  Develop cross-reglon itineraries and promations:

for example, see all the fanm league sports leams,

the ultimate Washington road trip; welrd
‘Washington: agrilourism elc.”

*  Partner with REl to include a “visit Washington”
section in their slores in target cities.

®  Send digital coupons that Include at leasl one
indulgence and one adventure to people
requesting the State Visilors' Guide.

Strategy 1 cont.

Earned Media

Eamed media is a lower-cost, high-impact

opportunity for Washington State's contractor to

pitch the “a state that feeds both your passlon for
and i We

recommend the following:

* Targeting travel, lifestyle, outdoor recreation and
tood/wine publications, with a particular focus on
Sunset, Food & Wine, Condé Nast Traveler and
Dwell, and lilestyle magazines in target states,
including San Francisco Magazine, Coast
Magazine, Texas Monthly, Denver Life, Phoenix
Magarine, Portland Monthly and BC Living

Identifying and largeling key ouldoor bloggers
and influencers, and Wravel adventure websiles

Pitching Chowhound, eater.com and other
food-based websites

®  Contril conlent to fect.com

®  Family lours where we can leverage the programs
the Industry partners currently have in place,

Social Media

Social media is another cost-effective way to get
the state's messages to targeted prospects, From
our Journey mapping efforls, the state contractor’s
efforts would best be facused as tollows:

*  Creating an Instagram carnpaign with two
side-by-side Images: one an indulgence and one
an also for
Facebiook. Show Ihe diverse assets throughout
1he state.

®  Posting beauty shots in Reddit's vearthporn
subreddit

*  Crealing a user-generated GoPro Vimeo channel
of Washinglon Slale adventures

®  Posling canvas ads in Facebook and Instagram

Paid Media

An actual media planning process, based onan
actual budget, will Identify the most efiective
media for the state conlractor's promotional
efforis. But some ideas that our customer journey

maps have identified include the following:

A spread event calendar in a magazine such as
Sunset of all of Ihe food/wine events in a year for
travel planning purposes, and a similar spread of
all outdoor recreation-retaled events. Leverage
both print and digital properties.

Waze ads thal identify interesling places to stop
along a route

Digital ads and sponsored content on TripAdvisor

A Google AdWords campaign (or several
personas. For example, when hunters and fishers
are searching for licenses, we can provide them
with an AdWords ad Ihat drops a cookie so we
can relargel Ihem wilh conlexiual ads. We can do
simllar campalgns wilh those looking for national
parks, wineries, recrealion outfitters, and more,
Relargeting ads to all those who request the
travel planner, crealing a lead-nurturing process
with follow-Up emails
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Strategy 2 Tactics

Cevefop a praiilized 3¢l of markefirg

Purpose

Create opperiunities for indusiry pariners
that will set them up for success and
generate matching funds for the slate.

Everis, Resaardh, Trskung, PR. Creative
. Assas \al Sirategy, Acvertisi
toels for indusliy parners pasete Dol Siaegy Adverisng.

. Measured Qutcomes
Match dollrs ganaraled ia €0-0p
oppertunifies

Rural lourism spencing

Toutum smploymont
Inghuslry pariner succoss

This strategy maps back to the objective of creating marketing opportunities for industry
partners large and small across the entire state, including rural and tourism-dependent
areas, allowing them access to programs that exceeds what they otherwise could achieve
on jheir own. In many cases, the funds industry partners contribute will be matched

(at a rate of two-to-one non-state/state), providing future funds for implementation,

Events

This Is an area where industry partners could
easlly band together to share booths, participate
in trade missions and partner with other

lons to create unique events. The three

spacilic events we recommend are the following:
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Creating an experiential Washington State Tourism
booth that i dulg and

such as chocolate tasling and bouldering.
Atiending state travel expos in larget states, DMAI
and other travel conventions. Participating in
cruising convenbions. Letting industry partners
participate in the booth wilh materials, staffing and
presenlations. Letting DMOs and associations
participate in the booth with matesials, staffing and
presentations, and perhaps parinering with
Washington's VR and AR communilies to create
augmented or virtual reality lours of the state,
specific reglons {such as Wine Country, volcanoes
or the Gorge) or unique atiractions. These
conventions may be largeted at individual
travelers, the travel trade or specific segments of
the travel world, such as cruisers, so he booth
must be designed 1o work for all audiences.

Creating the opportunily to atlend tourism/
trade-relaled sales missions to China, the UK,
Australia and Germany. As much as technology
has changed the way business is conducted,
many cullures still require thal face-to-lace

interaction that comes through business meetings.
Valuable partnerships can be slarted from these trade
missions. Tha audience for these missions is the travel
trade and influencers in the larget countries.

*  Creating a parinership with AARP and jointly
sponsoring a travel evenl with the organization in
target slates. Seniors have the time and money to
explore beyond lhe gateways, making this
parinership valuable to Washington State. The
audience for these events would be AARP members.

Research

Primary research is very expensive, and
syndicating a cuslom research project ar going
in on exIsting research can be a powarful way to
stretch industry pariner resources. Research
also is important In measuring the Irripact of
markeling efforts, and staying abreast of trends
and changes in traveler behaviors. To that end
we recommend two research programs, fundad
by the statewide Tourism Marketing Account as
outlined In SB 5251 (it adopted), as part of the
overall Indusiry partner strategy:

®  Allowing indusiry partners to purchase Dean
Runyan add’s and Longwood's syndicated ~
research al a discount. These are the leading
tourism studies and are the goid standard in terms
of measuring tourism spending and trends.

Strategy 2 cont.

®  Conducting an annual, onfine quanlitative
tourism benchmark and provide industry
partners with thé resulls. Allow them to add on
their awn questions for a fee. This syndication of
quanililative research both makes different
regions' efforts consistent and provides a way
for a smaller tourism organization to piggyback
on a larger study.

Reinventing the wheel dossn't help anyone. A

source of best in tourism
marketing can raise every industry partner to the
same high standard, and can provide smaller
tourist-related thosein
rural areas, with the same ablfiiies as those with
larger budgets. This Is particularly Important,
when 1rying to attract international visitors, who
may require additional infrastructure and
services. The specilic training and education
support services we recommsnd the state
contractor provide as part of the industry partner
suppont strategy Include the followlng:

®  Developing tralning kits for small businesses in
targeted marketing sectors, such as Marketing
101 for microbreweries, outdoor recreation
providers, elc. In addilion, we recommend
webinars on such topics as Search 101, email
marketing 101 and others.

®  Crealing a persona-marketing roadshow that the
slate’s contractor takes oul 1o reglonal industry
partners, addressing such toplcs as "What are
the six things you need to know 1o serve the
Chinese market?" or "Targeting the aging baby
boomer” or “Whal millenntals want from
adventure trave! experiences.” The slate’s

could also provid ing on

attracting the Chinese tourist, including
infrastruclure development support in the areas
of food, signage, translation, group itineraries
and more.

Crisis Plan for Natural Disasters
Naturat are i yeti
Their impact greatly atects tourism in the affected
areas [rom an environmental, financial,

and int. We
recommend an investment in a full erisis plan.
Below are the foundational elements—the
roadmap the contractor should follow when
developing the crisis plan. The crisis plan should
be a guide for communications during a disaster,
and the recovery phase that follows.

Ci plan for areas encing a disaster

Washington State is known for diverse and spectacutar
scenery that draws visitors from near and far. That natural
environment can obviously create some very real
ccommunications challenges when it comes to traveling to
and from a variety of destinations In all comers of the slate,
due to forest fires, floods, avalanches, closures at any one
of our mountain passes and the occasional volcanic
eruplion or earthquake.

As an example, people planning to visit Lake Chelan or
Leavenworlh may be concerned about reported torest fires
in Eastern Washinglon, not realizing it has litile or no impact
on the mountain passes or air quality of their destinalion.

The number one priority Is to transparently and proactively
communicate whal's happening In a particutar region of the
state and alert traveters to the actual risks at that time. Thal
can include real-time forecasts, smoke maps, flocd maps,
avalanche reports and air quality reports through social
media channels, media outreach, webslies and emails from
the destinations/hotels, so visilors don't unnecessarily
cancel or posipone trips.

Here s a high-level overview of recommended

activities to control the message, both during a

disaster and the recovery phase:

1. Social listening: Monitor social media channels to see what
locats, visilors and the media are saying aboul concerns
with traveling o any particular region.

2, Reactive jing: Correct any misi on and
proactively communicate what's going on.

3. Proactive messaging: Leverage owned social media
© channels, blogs and websites lo post accurate informalion
about what iravelers can expect.

4, Media outreach: Work with media outlels (broadcast, print,
online} across the state to share updaltes and lraveler alerls
so lravelers can make inlormed decisions.
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Strateqy 2 cont. Strategy 2 cont.

Adverllising Creative
While the state’s budget is relatively modest when
compared with peer states, we do recommend
some traditional and digital media spending to
provide alift to the state's awarensss and
praference amaong out-of-stale ravelers. Qur
recommendations for where to put that spend are .1 jing the slatewid I
as follows: identified earlier that industry partners can
leverage, use or extend, through the use of

Each destination should have a dedicated team lead that will gather the latest information, working with the proper
authorities and/or agencies. They should then work wilh their communications team to monilor and share information as
often as necessary. Lastly, they should monitor how any nalural event is impacting their bookings throughoul lhe region.

A creative campaign that sells Washington State has
1wo purposes: to help drive visitors and to provide
DMOs with creative assets they can leverage, use or

Ongoing recovary phase of disaster localize. We recommend the following:

©Once any concern has subsided, regardless of the scale, the messaging should not stop, Any social media channels,
onling sites or news outlels that reported on the siluation should be made aware of the curvent status. If possible, share a
link 1o a real-ime video stream of Ihe destination on as many web sites and social media channels as possible. That link

can be shared wilh any and all media contacts who've covered the region, locally and nalionally. Lastly, if there Is ongoing ®  Media bulyl-duwns on national advertising ) crealive assets such as a brand icon, a headiine,
cancern with visltors, a FAM with largeted short-lead journalists is a smart tactic as nothing beats a third-party lestimonial opporlunilies. Recommended are both printed pholos and videos
of current conditions. and digital ions such as Sunset M:

asit ines bolh d inits ®  Creating Washington State campaign-based swag

Digital Assets

A statewide digilal asset pool, including a digital
stralegy, will leverage everyone's efforts, The
assets that should be created Include videos {ofien
too pricey for Individual industry partners to
create), phatos (to provide high-quality, non-stock

A or other sharing p: lip for
discourted car renlals lo visil east of the Cascades.
As millennlals move beyond traditional car rentals lo
car sharing, we want ta be offering discounts to get
oul-of-slaters beyond Seatlle.

editorial. To reach a younger demographic, we
recommend publications such as Dwell magazine,
1argeling ilsWast Coast subscribers. And lo reach
outdoor enthusiasts In support of rural DMOs, we
recommend RE! Newsletter and Ouldoor
Magazine digital ads and advertorials,

tural beauty shot d an S h Engi *  Piich Sunset lo dedicate a 13lh issue enlirely to
:a ural beaul yls :: s) and an ‘ earch Engine Parlnerships wilh cruise Ines and cruise aggregator Washinglon State. Induslry partners can buy into
N strategy. we sfles, including river crulses. As part of our pre- and Ihat Issue with thelr own ads and articles.
the following: ;
posl-cruise persona, we need to make sure that we .

®  Anew parlnership with an airline, such as free
baggage for any mad i
product, such as cider, spirits, salmon, oyslers,
glass art, apples, etc. This supports agritourism
and travel beyond Seattle, and has an eared
media upside.

®  Flying- and train-bundled promotions for trips
across and down Washinglon. This would get
people to move beyond Seatlle lo where Amlrak.
goes, such as Leavenworlh, Vancouver, Olympia
and Belingham.
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are thinking creatively about how 1o gel in front of
cruisers white they ara planning their overall trip.
Parinerships wilh Washinglon State Wine and REl to

amplity our crealive campalgn through soclal media
ing both and

Partnerships with excursion compariies that
represent lhe ‘adventures’ in the state paired with an
indulgence on an itinerary: rock climbing followed by
locally grown frall mix and craft beer tasting.

Many of our personas use TripAdvisor to plan their
trips. We recommend nmning both ads and
sponsored content on this site. You can use its
reach and relevancy to add credibllity to your
landing page and content sltes. Their Premium
Destination Partnership lets you post mobile-
friendly video and olher conlent on its site.

for industry partners to give out al their boolhs.
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Purpose

Build a resaurce for Iravelers in the
consideration and planning phases, as
well as to industry partners 1o help them
attract visilors

Strategy 3 Tactics

Measured Outcomes

Build zn enlina resotrce Pesench, e
Cantenl. Design, Devesopment

When possave, alrbuted bk berween
wehsila ratic and v booking

To help support industry partners and travelers planning their trips, we
believe ExperienceWA.com needs an overhaul. Recommendations include

the following:
Industry webslte

#  Searchable co-op and other opportunities, by
category, cost, audience, season and region

*  Industry partners can find research, trends, share
successes, and see what olher states and regions
are doing

®  Educational resources, such as webinars, toolkils,
SEO sirategy recommendations, efc.

®  Search for and access assets, including

elemenls, logos, videos and more

®  Co-op suggestion box for ideas for the state's
cantraclor lo bulld in the future

®  Connect with other groups—create a sharing
platform where industry partners can solicit
feedback or leamings from other industry partners
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Tourist website

®  Emphasize mobile first, as many of our personas
use their smarlphone 1o do their research

*  Provide an easy way for visilors to research rural
areas, book travel and surface adventures and
Indulgences

®  Searchable maps for lrailheads, brewerles,
wineries, outdoor outfitters, spas, chocolale
factories and more. Have averlays by personas: let
people identify what type of traveler they are, and
then serve them up suggestions for activilies and
ilineraries

®  Research the leasibility of induding a booking
engine for hotels, tours, rental cars, etc.

®  Ferry and train schedules, with links to booking

®  Acollated online event calendar of all lhe races,
aclive sporling events, wine and beer events, food
events, elc., searchable by interest

*  Asearchable online hub of all outdoor recreational
activities and oppertunities in the slate. Perhaps
creale an inluitive trip planner that provides ideas
for a specific day/route 1o identify fun things io do
and see along the way

®  Afun web featwe lhal suggests Indulgences to go
with a selected adventure, and an adventure 1o go
with a selected indulgence

®  Acarousel of beauly shols, seasonal promotions,
partnerships and itineraries

®  Localization in German and Chinese

Create marleting pregrams designed

Strategy 4 Tactics

Measured Outcomes

Purpose

Efficiently attract international travelers and pull
them out of the urban gateways to the rural and
tourism-dependent areas of the state.

webssilas and parlnerships n largdt coutties:
Ghina, UK. Auslraia, Gommany, Ganada {BCL

Ovecoh vl ctatot spencing
sy pacier paricipalion i lematons)
markeling aflons

Wensita analyfics

sitor Cusds talfic

Diseower Passes.

There is no “international” market. There are markets from specific countries
and psychographics, but the state’s contractor needs to address target
geographies in their own ways, through specific messages, channels and
tactics. Additionally, they need to work closely with Visit Seattle and the Port
of Seattle, who both have representative firms in these countries. They
should bring tour operators and international media to the state to help “sell”

our destination to their clients.

Our target countries include China (which could also represent other long-haut Asian visitors), the UK,
Ganada (BG), Australia and Germany. Here are olr recommendations for targeting specific cauntries:

China

Chinese visilars make thelr declsions based on research with influencers, particularty those wha
create travel videos. Our efforts to attract people from this market will Include the Tollowing:

*  Earned media and digital display ads with vioggers
and Chinese travel shows

®  Support for industry partners regarding the
development of Chinese visitor infrastructure and
services (see strategy 2)

* in-fead video advertising on Weibo

® | avarage the good work lhe Port of Seatlle and
Visit Seallle are already daing. Support for induslry
partners to allend trade trips and trade shows
{see stralegy 2)

®  Parlnerships with large tech companies In Sealtle
{Amazon, Microsolt} to get the word out o their
visiling Chinese employees, and perhaps a
concierge service

®  Amap overlay of Chinese-friendly activities, food
and language translation (see strategy 3)

Partnership with the Washingion Stale Wine
Commisston to identify wineries most closely
Inked 1o the Chinese palate

Dela in-fiight content, either in their magazines
or in video content

Alocalized website in Chinese (see sirategy 3)
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Strategy 4 cont.

UK,

The British visitor is typically one that plans on
visiting Sealtle, in large part because of direct
flights into SeaTac Airport. Our efforts need to be in
moving them beyond the urban experience through
transportation opportunities. Our journey maps
also indicate that they can be reached through
social media sites. Specific recommendations ta
travelers from Lhls country include the following:

® Delta and Alaska in-flight content {see China)

®  Renlal car site digital banner advertising and
ReachNow partnership

®  Facebook, Instagram and TripAdvisor organic
and sponsored content

Australia & Germany

Travelers from these two countries are similar in
terms of their interests and how they travel. For
these we the i

®  Facebook, Instagram and TripAdvisor organic and
pald content

® ‘Earned medis focused on our state's
microdistilleries, microbreweries, and legal canabls

®  Renlal car site digilal banner advertising and
ReachNow partnership (see UK)

®  Alocalized website in German
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Canada (BC)

BC is more like a state lhan a country in terms of
marketing etiorts, so the activities that follow in
strategy 4 can be applled to this audience, Howaver,
there is one specific tactic/channel we suggest:

®  Digital outdoor boards along I-5 tha are targeled 1o
time-sensitive avents thal may be of interesl to
Canadians visiling during thelr holidays (Family Day,
thelr Thanksgiving, etc.). Use to encourage visilors
coming to shop to see more of the slate. These
digilal boards can also be used lo highlight our
creative ign with specific d-
indulgence pairs for the Canadian market.

Strategy 5 Tacties Measured Outcomes
amal- tdently and ptan krinlrasiucture Icsgased tracekrentec span g n ruta snd
Promote small ‘enhancemenls lo 1ibal tousism, loutism-tiepesden areas.
destinalicn develcpment locmng/accommadations in rurdl areas
. and agitourism. . Incsgased Iourism emgloymenl i sural and

Purpose

Develop rural and small-scale
destinalions so they can supporta
greater share of visitors.

Iougism. dependent arcas.
Lodging and sales tax raceipts

Inescasod mindshare and inten! toavel 1o
rural and towsism dopendon areas

This is an area that requires more
research, analysis and ideation.
However, in our marketing research
efforts, we identified four main needs
for the state in terms of actual
destination development:

Rural DMOs told us that many European tourists
would like to beller understand our region’s native
populations. The tribes also told us thal they would
like to drive more tourism Ihan just casino-based
visils, But finding appropriate ways to learn about
our nalive tribes has many challenges, While this
needs more development, one idea was a Colvile
tribes-based driving itlnerary complele with
pre-European-contact historical markers,

Many of the more rural regions, such as Wine
Counlry, identified a lack of holel rooms as a
delerrent lo atiracting visitors. Some kind of inn
construction bonds or linking of needs with
developers might be a solution.

Developing agritourism through maps, signage, a
section on the websile and fistings.

And laslty, lhe state’s conlractor could create a
statewide, high-profie event.

Some examples

Creale the first artificial-reality drone-racing event up the
Columbia River, or repurpose the track In Waitsburg.

Create a destination, ala Arizona and spring tralning, lo
atiracl people to see all our farm league teams, eg.,
itineraries, package deals or co-promolions (from the
Everett AquaSox to the Yakima Bears lo the Tri-City Dust
Devils).

Support lourism from west to east through something
like a geocaching event that requires lotiching each
corner of the state to win, or a Ragnar Relay-like race
that runs from Spokane to Sealtle, or an Amazing Race
spin-off event where participants go from adventure to
indulgence, such as calching a fish then cooking it with a
celebrity chel, or going skiing and'to the beach in one
day, ending with a massage.

The lirst step In deciding what and how to Invest In
these would be to convene a study group to
identify naeds, brainstorm opportunities and select
one to Implament.
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Recap

The Goals

Strategic
Differentiation
Statement
{not a tagling)
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Our goals, The big-picture achievements we are trying to accomplish, have been
outlined by The Washingten State Tourism Marketing Gommittee, composed of
members of the WTA, state DMOs, i State Dep: of Gt

WSDMO and other interested stakeholders. They are:

*  Attracting nel new visilors from out of state and internationally

®  Attracting more visitors lo focations beyond the wban gateways, particularly rural
and tourism-dependent regians

®  Highlight the nalural wonders and outdoor recreation opporiunities of the state

. Supﬁon \ourism-dependent Induslry partners through education, training and
co-op opportunities

®  Offer communications assistance for tourism areas impacled by natural disasters

Adventures and indulgences. .
It all comes naturally in Washington State.

Strategy 1 Tactics

reste a ully inograltod compaign atiacling
the ous-obslal Iraveke. This inchrtes
creathe, canlen, events, promations!
Purpose partnershis dnd eamed madia.

Ta generale interest, preference and

ultimalely visitation to Washinglon.

Promate the state ilsell

Measured Outcomes
Mndsrare

Travek relavga spending
Minasharg

Tourism jobs

Visitar canles Iratfc

Day.usa Discover Passes

Strategy 2 Tactles

Devalop a prioritized set marketing lools Fuutis, Rusaarch, Traning, PR, Creslivs
for industry partners Py Stoteoy ke
Purpose

Create opportunities for industry partners

that will set them up for success and

genarale mawhlng funds for the state.

Measured Qutcomes

Match deflors genoralod vin cp-on
rhunilios.

Pural tourism spenciog

Tourism employment
Indhusiry parer success

Measured Outcomes

Strategy 3 Taclics

Build an online resourca Flosaarch, User &
Contant, Design, Development

Purpose

Build a resource for travelers while in the
consideration and planning phases, as
well as to Induslry partners lo Help them

‘Whess posshia. alifiouiad ink botwoen
idisla Atk A aned beiking

altract visitors

Strategy 4 Tactics Measured Outcomes
Create marksting programs designed 2B and B2 taclks saltous horal v :

for spazt amm":nsum. amm? Ovorall traved-relatad spencing

Purpose

Efficiently attract international ravelers and pull
them out of the urban gateways lo the rural and
tourism-dependent areas of the stale.

Incusiy poriner paricipation i inlernational
maiteling efirls.

Website analytics
Vishar cenles afic
Discover Passos.

Strategy 5 Tactics

Measured Qutcomes

Promota small-scale

destination develcpmant lodging/accommodalions in rurl aras
ond ageitourism.

Purpose

Develop rural and small-scale

destinations so they can support a

greater share of visitars.

Incsnased tourism emplopment in rurat acd
lowism-depondent arcas

odging and soles 1ax rocais

Increased mindshare andintont o trael 1o
rural andl Kuessen-dependem aseas
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Measurement

Earlier, we specified KPIs for the tourism marketing progran:

Visitor-relaled spending

®  Domestic and inlernalional visitor volume

® State and local tax revenues

*®  Stale and local lodging revenues

®  Growth of tourism-relaled jobs/employment

® Dollars generaled via co-op opportunity participation by the region's industry
pariners and Chambers of Commerce, tha Port of Seatlle and statewide
such as the ington State Wine C ission and the
‘Washington Hospitality Association

® Mindshare, a benchmaric wherein our larget visitors to tell us how much they
know and think ahout Washington Stale in comparison with our peer regions.
Are we in Lheir conslderalion sel?

®  Media melrics, including click-through rales, engagemenl and media coverage

The first measurement of success is industry partners’
participation in the co-op and other opportunities made
available to them.

In addition, we recommend using Dean Runyan, state-generated revenue reporls,
mindshare and awareness primary research, social listening, Google Analytics and
DoubleClick to measure the success of this program.
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Budget

As there Is currenlly no state-supported tourism marketing efforl, we recommend this plan be
implemented over a five-year period. That will allow the state contractor selected to execule the state
tourism marketing plan to first establish the foundalion, then build upon il as resowces and funding

becomes available.

*The recommended allocation of those funds is as follows:

Tactic First 12 manths Years 2-5
Research 2% 2%
Events % 5%
Tralning 2% 4%
PR (earned medla) 12% 8%
Creatlve, asset, content development 27% 10%
Pald advertlsing medla {print, digltal, outdoor, etc) 28% 45%
Webslte (Industry, consumer) 8% 2%
Partnerships/programming 1% 4%
Soclal medla % 2%
Trave| trada 7% 1%
Administration 7% 7% \
Total 100% 100%

“Budget allocalions are cantingant on final legislative action and subject to chenge,
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Timeline

Strategy 1 18 Month 3 Year 5 Year
Promote the state itself Conceplual phase Heavy eamed and Conlinued earned and
Production pald media paid media
Content-development Event implementation Con;l;!:r (ormlrl\g a
Earned media plan Robust content plan creative campaign
implenentalion Continued event plan
Paid media plan and content plan
Heavy social media
Event planning
Amplifying industry
partner evenls
Strategy 2 18 Month 3 Year 5 Year
Develop a prioritized set Plan, conceive and Expand event Evolve event and tour
of marketing tools for produce event themes/ opportunitles opportunities
industry partners matertals Expand research Continue research
Implement access to. access access
existing research Develop and Evolve and add to
implement tull traini tralni based
Solict bairing/ impl nt {ull training alning program
N | program on need
continued education
prefarences Continue to find and Continue to find and
. negoliate i regotiate i
Develop !ull (.:IISS co-op opportunilies co-op opporlunities
communications plan
Refresh creative Update local
Leverage slalewide N
N assels campaigns based on
campaign on a local new Statewide
love! Amplify partoership
campalgn

48

Negotiate and
implement co-op
advertising
opporlunities

Conceivet and produce
creative assets to be
used by industry
partners

Identify and negotiate
partnership
opportunities

opportunities |

Continue lo amplify
partnerships

Strategy 3 18 Month 3 Year 5 Year
Build an onfine resource Research and i deitional Added website features
archllec(_ure _10r industry conlent Ongoing maintenance
and tourist sites Evolved experiences
u N v experie Updated concept
ser experience strategy Updales.wilh new based on new
Content development opportunities markeling campaign
Deslgn Updated 1A, UX,
Development design, development
Strategy 4 18 Month 3 Year 5 Year
Create marketing Identity and negotiate Implement With solid foundaion,
programs designed for corporate travel Infrastructure changes research additional
specific countries parmerships Websile losalization origins
Leverage Visit Seatlle’s Origin country— Continue to I_everage
and the Port of Sealtle's specilic plans partnerships
js;'::s“ps and Continue todentfy
Social medi Add/evolve marketing DTG opportunities
oclal media opportunities
campaigns
Identify and plan for
infrasiructure needs
Strategy 5 18 Month 3 Year 5 Year
Promote small-scale Research to idenlify Build a plan implement
destination development needs
Identity assels
Brainstorm opportunities
ag
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Stare Touriam Budgets Map/

Efinogiaphic arch Banor

Cuantitative Research Report

Glossary




Other State
Tourlsm Budgets

2016-17
State Tourism sam g e i 487M
Budgets el AN i 536M

K530
Texas S46M
Michigan 534M
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900,000 i distihote bitor e
g e

i s S0 DA, The b WisHingUi T Amanie -

Ted it

A Road Trip
Through
Undiscovered
Washington

12/17/2m7
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T iving and 'm golng to work,
Work, In this case, leven-day triy through Washi 'n i i the towns,
cltles and reglons that are oft ioked by tonrlsts and vishing Usling a hybrid of
ohservation, photugraphy and Suterviews, my goal 1s to create a portrait of these places, to bring Ihe to lile In

enotlonal and vivid ways for pecple that luve nat yet discovered theun,

Privitg toward Wasliington from Portland, I tempararily blireled by shrets of ratn. How ironle, 1 Hauk. T
looking for Widden gens, and 1t wonld seens the Northwest fog and rain Is doing 1ts best ta keep them hidden,

The searclbegins.

Undiscovered Washington

White Salmon

November 26, 2017 - WHITE SALMON, WA - Perched ona
" Sver b "

for parking.
view of Mt, Hood directly 1o the smuth, White Sabnon remilnds
i » e Tike bl

carved intothe mountainaide, The mein raad, Jewelt from U rain (apparently, according o lacals, it never rains

oy forthat k e ), wealk across

b i he h i " liowd
taurant, izzeria, Th it she pa

feun, Swimming i shop. h

lines ofthe crosswalks, There are nastaplights,

tarher gandchildeen. Like Jamic nd mast everyone in White:

Wiite {s mattos St Partland s, it she that this
i i s sticki )l ivi i some unexpe ays.
solpalli 1y empty i As we chat, pop in far na
a qulck search s uanexistent weter, L duck luto say hello, "It provided a secial e withonl any
rybody I it tiien” she tefls me. Lici i

sowe fond arboth,

Jatale tends bar here, Energetic and outgoing, she looks fike

she dnasw't live to conrdinat ealeudars and make plans to be
with fctenrl, W just liappens over lle course of any givers
ilay,

catalog. She maved to White Salomon six years aga from Hood

imites fyom world-class wincries, a Liue’s drive
from Portlaud, ard with the auldaars in its backyard, White

River,just acroas the Calumbi, Orignally from Portland, Salmonis a place you can be hiking inthe morning, wine
. I o : i
e Portlind. s the b v lfe. But
it il residents fear the is T
dmon, where it Is ellowzr, less crwded, ad N

sumincrand skiing in the winter.

‘She says that, ke herself, most of the yeople that re Lere

activities. That i confirmed by Joudy and Jason, whoare up

A this bidden gem

comlngto nearlry Ringen, locals wony il
will rot stay hidden for loug.

ing,

s poll oul of townt 1 4pat two women and a child das
W, fothir "is

prefer to stop for food on their way liome it White Salmon

Sunday 4 Ight we'
Galaxy (her dragon name) tells me. A jewelry arlist, she's
lived here for five years, She and Fiana (anather dragan

55



56

Undiscovered Washington

White Salmon

They feelthat by lving here they share something rare,
something secret.

wray,” i
smille T nod, the the three of 1hem give me s big frlendly
dragon yomy, und 'm back on the road.

o

Undiscovered Washington

Klickitat

November 27,2017 ~ KUCKITAT, WA —~ Tt is 220AM aud

bver. As he expounds on e relative
i i ed In his last
turkey hunt, e sliows me around the cabiins and an outdoor
0 here cl )

y .
ofthe Kiickiral
ecti

aeraday on the siver,

Jnthe summer ' fishing for Stecthead.In the G Chinook
end oo, Winker s reserved forspecial Funt, ke biacktat
p ing i 0

over e countey to have Tracy take them on hunting and
Sshingerips. He tells me how, upon their arrival be likes ta
s vineyard & .

rovgh
il e

hiding the Cohamba River,

Tim talking with Lori Zoller, ane hallof Zoller Adverture
Tishing. .

rght”she says.

Then, perhaps senslng it of apprehension in my voice and
‘possibly wantng to reassure mi, she adds, “Let me know when
you are onthe way and il send Tracy to keep a lookout
foryou”

the car and atart heading east. The cknuds, rab, and
fome. hut asT

‘anks of the river. He tells me how gratifylng it 1s when they
ins, L riverln

him..

b carved out e tells me that people will see things on his excursians that
i L As the cy wil ks about what lie
miles goby, the landscape starts s change. T doe ds s, e
becomes golden grass. Wetair starts 10 ry. Clouds yield to ud, respeciful husiartic, bit ing 1t
the i e abwi h nd | Ffind )i
: s
“Fm rich becanse I'in happy,” Tracy says. “Th

A8 1 tum off Highway 14 and star Uraveling up the Klickitet, T
T ie

couneet with others thiough my expestise, and to share wlat
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Undiscovered Washington

Trout Lake Valley

Novemter 26, 7017 - TROUT LAKE VALLEY, WA -t want Lo
5o

people that i bike

peopletobe

Lapaleri ites, and Tnuut i are

y
it White Salmon's backyard. | only liave two more honirs of
dalight et 101 decide to head up lighveay 141 toward M.
Adams ta sec Rarhara Hansen, wlho rus Meadmarack Alfca
Farm.

Barbiarais i and he and he

ot ocking fo b dto. once you .
there are fex Idges o sheltcr awe fes sestamants for foed.
“The solihude and peace fuliiess make you feel loser 1o

‘yourself. This is n vacation spal for peopte who are
selforvliant. Yo have talring semeself,” she telks me as the

tuushand started Mendovwrock 11 years ago. Around .95
Touriats visit her farm each year, so1 figure she hus a preity

theydoir.
At she shuws nic her aljucas, she tells me about her growing
i he. her g

At Mt. Adams in the di
one day, Thal dream staged with her throughout adolescence
‘and into adulthood, wntil one day, in the summer of her 50t
year, she found herself standingt on the top of MY, Adanis with
the world spread out helom.

~Up there you can breathe in the wilverse,” she tells me.

ofthe seasoms, Particularly the beauty of the fall, whenthe air
s o h

af trilliant yellow, orange, and ved, The fll she says, s the
time when “you've werked all year, enjoyed the swmmer, and
i i quiel, It -

10s thia desire for salitude and peacefulncss, along with e

Hhal she noti Linthe
- o v

ndips

‘modem wing added, Visitars are ofien surprised at the
breadth of work on display. Heee they cau see works From
Auguste Rodin, Eurnpean and American paintings, a wide
variety of Native American art and ariificls, Orthenlox ivous,
‘euldoor sculptures from Nortlwest Artists, and imore.

e1hat Ui

The execulive dircclor, Colleen Schafroth, el

who are st
IS s Kliely they come to Maryhil s art woviees and

appreciation for art.

Maayhil's keation in sucha beantifl f nnespected, spo
makes i udgue ece i) combings the listter part of
i part o unily,”

Goldesnlale, fust north of Maryhil Jisa
o L feels lke it s 3t 2 crossrnads. The major employer,

covered Washington

Goldendale

i
M Rirst pass, Goldendal
docsnt i bt I remi that
M
abundance of petential.
They met in Chi t raduat

Itls that potential that drew Justinand Jocelyn Leigh evr: 15 school. When ey finished, They wanted lomove to

h il lace I i s in Vancouver.
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Undiscovered Washington

Goldendale

test IPA, fustin tells e that he and

affordable and people were down-ta-carth. It needed tobe
thi hes of Portland,

make 2 resl difference in the connmsicy,

withthe

y

i . Troy Carpevier. Troy

from Philadelphin ive years ago and soan afier became the
‘Houne tothe largest

learm abaut, and

pleture from 2 prelistoric time.”

It didn'ctake 1

firit time e seL foot in Goldendale, "1 didn't know this reglon.

y
1at, the

Chatting with Tray, as he opens the dome and prepases the
telescope, it is obviaus that he is u gited teacher, His employ
i v

home andtastart Dwinell Country Ales, whicl fus ndonbiedly make Lis presentations 1o geonps i the leaming
italizati I Iy -do. Goldendale.
shart time the horizon,
d oo The i i Thead hack tomy
Aithinl, e Redl Horste, anad then gota bed.
Turaak, ower ofa
wesident, The Red i i o like residing

whojumsps inko our conversation. Together they tell me

.4 work of art. An old Victorian (armsbouse built in 1850 and

;
scasons, bt st the crossronds of Yakima and Colunibia
wine country. They tell me hove Main Street i sipe for

revltltzation, They explsin how area farmers are starting to

nely Yoy avner i
and state recard of historical places. Every painting on the
statue onthe shelf, rug onthe floor, and piece of

tue is periectly curatedand placed by John Lo create an

e, and portnering wit o

tterly Twanl to sty in every
roon and explore every corner of this urique hause, L soan

g - y

stlle for

onthe s bed,

echioedina conversation earl
Courtricy. the direclar of markeling at Marylill Witiery, whin

be s
gateway to Ihe Colnmbia River Gorges

Undiscovered Washington

Goldendale

rduer, P
phured i

spends mosh of
ious ok

He talks about how the scents of ragweed, woodsmoke, dried
i ind him of

days spent on his grandfather’s fam as a child. The memory
s comforting relazing, and profound.

He goes on, “Hlere you can see the contours of the carth, Tn
Seattle, the alr smellslke diesel. The air here sinefls like afe,

Youu can soiell the planct.”

Before | leave Gokdendale, ] stop at a lfe-size replica of
St ica veas ded

in 1918 to commemorale the service of Jocal sokliers wlio
died during WWI, Ac1walk araund the momiment, | nm

e ol v adows, and Cohmibi
River beluw. The landscape that is revealed, aud the veay Unat T

pe
standing and what the structure alkows me tosee, The
stinctire brings an erder to the besuty of his cea,as ifthe
wasiness is 100 ttuchlotake in all at ance. As | think about
Vhi, and the Yask 24 hours e spent n Goldendale, my mind
drifts back 1oy arzival, and the notio of lidden gemns.

Hvwonder il peshapa Maround us,all
the time, iCthis s tr d
them s to be urfous, to let g0 of expectatians, to be willing 1o

Took at things differeutly,
<hange our perspective.
P
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Undiscovered Washington

Spokane

Noverker 30,2017 — SPOKANE, WA

Hmlstle, and i Heisat

Riverfrant Park ona foollidge suspended aver the Spoksne

Rendall Yards,a mew develapmen miixing retail, restanrants,

River that The cluin
veaterfall below fills my ears with it roar, The momentim
and velocity of this constant flow of wateris palpable. The
river povwers this city, figuratively and lierally,

P
Trail. You can see it in the crowds of people that come cut for
s Wednesday night Tarmers Markel, Yons can see i hnthe

ownin Seattle ar Porttand. You cansee itin the arts
collective, Termain. Vi curs see it in the uew concert vemies

ical acts.

This idea of s renaissane is ecliocd by loval Heatber

Ch i v hone,
tell i [
withont i, 1t is beautiful, and Iis constamt lovw feels like it

i  day after day, iders
of life, nn i it i at.aud
exclling.

Kind of like Spokane’s current remaissance, ) find nyself
thinkis

Christy says that Spaleane, with i

Simclck, Seatlle Y apo. I’
lifierenit than it as in the 90" saya Meathor. “Spokanc has
apened tsell 1o art, music, and food, It has made a luge
cultural beap.”

~Spakame makes heing outside casy,” says Heat her. She's
ight, 1 ‘Manito Park, oue of
Spokane’s many public parks I's the middle of winler and
mest of the flora and fatmia are dormant, veveali
ofthe pork, which, on this moring. witl a
he grass, are beatifulin their avs right.

I Sookane. nats i i g
Locals have ahways known this. What has clianged i that they
are starting to e proud of what Spokane ks, and whal it is
hecoming.

Adam Hegsled, chel/mwnter of the Wandering Table, ells 10e
about the genesis of his restaurant. It started with an.

infarmal chef summit, s animwal get-together where a handfial
ofclifa l e region coamvene over fod and deinks to discuss

reative ideas.

Undiscovered Washington

Adam tells me that wehen the toplc buened 1o what i means to

y :
talent and creativity, thi frct somehaw made theo less than.
As i it

ity i

‘and raised in their backyard, they shauldv't apologiae for
being fr

. Thut's when they decided 1o start bnikling u regional
ity around their food, and Adam decided to open his
restanrant.

lask. isit 1ph
days might kake away from the trip. He says Hat ey wonld

e ty
cultural experiences the ety offers are cqual o thase b larger
cities, Int are piore arrestible aud affordable, Add to that the
£act vt spectacular outdoor advenlures are within 4 30-
mbmate drive, and youve got the best of oth workds.
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Undiscovered Washington

needtoworrya
fishing lincs. there's room,” he says,

And Indeed, today there is nothing bl room. Huming and
fishing seasonis over, 11 1s cloudy, cold. and gray, Everyone
. Take Johnat e h

bt noww

December 1, 7017 — COLVILLE, WA — Waiting out in {ronl
ofClark’s All port and observing several men walk ol

canrying newly purchased rifles was strange, Ifa It
intimidating, ora city dweller ke me. That's why i
reassuring o hear)ohn Smith tel me that 1fCo)

the stde of the raad in the rain to help you fixa flat.

John bas gractously offered 1o be my tour guide today,
‘Articulate, sof-spokers and kind,John b th former Colille
d ot

¢ Maverick's, he tells me &
Tu: el in Towes weith Crbsille whe

movedhere In 198910

igh
openepace, the hills, Ikes, trals, and sir to be “reviviig and
rejuvenating " e tells me how he could park s truck vn

it i "

saysit's a place where the prople arc very friendly sud
helgfil. They live a deep counection 1o the surrouwnfing
Landscape and eutdonss.

A small town is like an extended family,” John says. There's
areal familia) connection Letween peaple here.”

He says that

come tabike, beat, hike, hund, and fish. They fall

the beauty s aclitude. The hivg Uhat mokes Calille Afier ataur of take Roosevelt and Vasgen Lumber, one of the
e, e tell e, s the space. Even in the height of towen’s three thriving industries, be draps me off  Beruy's
¥ Lake Colville Ian. A confortable and modest place to stay for
rend hage. housebosts hat resembe floating motels, it never i i
fech cromded, Yo can boat on Lake Reosevell all day aad thraugh, Benny's s Tobby tatis 3 mowient to utdoor

never

ndiscovered Washington

Colville

sportsmen. Every walts adomed with prized trophics from
past buting and fising adventures,

‘m Intrigrued, This does ot look like a place you

il Tom
Welnter, his wife Rnkym, and bartender/distiller Tana
Iverson. Tom shows me his Jundmade stilland, as we chiat
over samples of single mak vodka and Apple 153, he offers to
take ni intothe mountalns and lakes on his ATV. We conld
‘huntand fish, be says.

‘When 1 tell him that I'm leaving early the next momning, he
it dis nd Lam i

Tobe able to experience this place 15 1t Is meant tobe

experienced.
hotel, i i
1bead ta dinner st the Pour House, where 1will have au Uhe day; “If you cowe bere ance, you veill come back ™
opportunity tosce that famllal connection John mertloned,
d i April o 2017 the Pour- Iy-friendly pub ik i righ
o huli " »
Linse. The entire lamily is
, M

Uhey are part of the family, Julie, busy making food, yalling
it i s nevertheles

i i olville. 1t 15 a pl.
where a “handshake otll means something.” she says. “Peagle
are happy here. You can lake a decp breath and feel ke you
are onvacation allthe time.”

? 73,2 wooden door on
Street catches my eye. The sign sbove advertlses craft
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Undiscovered Washington
Republic

sldes of the paliticatand cullural spectrum, but atways came
together us a commuuity tosuppart eaclioller.

Emily Burt, who ows Requblic Brewing, 1els me how

connected this place is tathe ouldaors. Her favorite time of

yearls Gall, when the tamaracs turi yellow il the s shises
ust right, "1 !

Jam.” she sa53.

Ceystal Strong. cwner of Freckles' Gourmict BBQ, ells me that
Hie process of gelting here, the long Lut scerie drive o
Higlway 20, part of the appeal. I this harried day and age,
she laves haw time is different out here, how it siows down.
Shecallsit Ferry Comnty e,

As Iwander, i docsut ake Tong to charmed by this old
ining b L "

more than 100 years old, ine Clark Averue, Republic s the
renl deal, Wn fake tonvist faeades, o chain stares, 1t fecks like T
have steppedlack intione, like 1am 3 loue travelerin some

ing into an: tier

drive to K Dianiond ¥ Raucli shicad of rue. Altert fnlsh my
beer at Regublic Brewing, | decide tocallita aight and head
ot of tow

December 2, 2017 — REPUBLIC, WA - laving successfully
crassed Sherman’s Pass on Highvuay 20, 1 stop at Sparky's

Incals bere i Repulilic.

Jitn Mitger, the c1 of Commerce presi Al
from Portland in 2004 afler he becate skck of the crowds ant
the o e i

the forest:

the mountabns, and the lakes that surround Republic. It is
isokaled, but lias  good mis of resources,” he says.

Living is pure here, “We have alr you can't see, water you
ean't baste,” he says. Rathy McKay, the awner of K Diamond X, spots me. as T walk
I, Vo must be Adam. Welcomie” She theutells me to “(abe
‘any rooen | want up there,” and pointa toa staircase made onl
it logs

KDlamond K sits an 1,600 acres of
ranchlond, The lodge, made aut of logs peeked by hand,
i 2

fireplac

i s, Knthy | it hushand and
son When you are there, you are trented ke family. Visitors

ranching. and auything else that might be going ott,

‘When | arrive 1 find it diflcnlt to1¢l) who works there and
i wt 1 scon reallze i

wot. mutually exclusive, Kathy Jiands e some Christruas

decorations and asks me to belp decorate  table for & party K

Xatherine Mead is the Direclor of Slonescae herpretive Diamord K is hosting later this evening. Refore long, the
Cettter and Eocene Fossil Sil the i iruer i e ramps
independent spirit ofthis town, Her eyes tearupas she tells Uke Saloon, Ihe snaw contimies Lo fall. Exhausled, [ ot in foy
‘me how Reublic is made up of people who are from opposite the night

Undiscovered Washington

Republic

i i i lives IniL. For thase
ntn st e, I for the cwrivus. The
dent. The hard-working, The aull

‘gravy, Kathy outtit
i e

Asdwatch Kathy and vanch hand Megan Milan Witeract seith

the animals with such patience, care, kindness, and Jove, T am
h i sned with

morning.

1 pass through Republ not

wanling 10 leave. I ¢ the appeal, and T want miore. Republic
s mek for everyone, thonigh I o crave the comfont ofthe
Tamillar, s not for you, 1you need tobe enlertained, it not
for you. Republic 1s for thase who expect notliug other than
1o ujey the journcy. Forthose thak can fnd peace
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Undiscovered Washington

Lynden

December 6, 017 - LYNDEN, WASHINGTON - As | drive
Vs Iy

35-roam hote] with huge windows overlooking Front Street,
i brick, e .

nt Street, [

p] i 4
his tov lacated just five mbnutes south of the Canadian
‘order, Lyndew itself is surrouided by miles of fertile
Farmland, Raspberey, bluebe

Territells me that regardless of the reason people come here.
‘mout fall lu love with Lyuden. [lat fann] Hs

bicyclists. It

dominate the Jands 1o the west, lie the

Restaurants, coffee she "

walers of Puget Sowral. To the east, the North Cascades. Both
are within 50 miles.

a roller rink ave.afl within walking distance.

1 decile 1o enperience this o myself, and head o on oot 10
Fron Eventually  make my
Art Cenler. Housed in 2 1920's era building that was ovice

el

According lo Terri Treat,
Lynden Inn,thi
house of tynden Transport is also a key part of the reginn's
iltlor dollar agribusiness. As such, the town sees alot of

I

velatives in Belllngham, or
et relaxi “This iswhy.

y couples louking for

oy nd

s the commnity and besoud,
artonthe
find i i Yiks
Lynden i izatic h h
ats v i dicector of
et r plays inth it

She docsn hesitate; T briugs Joy. aud wh

12,000, i lilic it Sovas v

Undiscovered Washington

Bellingham

December 6, 2017 ~ BELLINGHAM, By the bockstores, theaters, and th
i is The sum, a1 ith
it
th rk
. .
bits of duylight.
1 1y way 1o Fairhaven Hi: !

restaurants, and shops. | checkintothe Faitlsve,
‘headuptomy room, and eatch a ghimpse of the sun
dissppearing over the bay.

Over Malbe d rlsottaat
EAT, Annelte Bagley, director of marketing for Bellingham,
tells me whiat she loves about e city, wliat makes it wnique.
She says its proximily to both the waters of Puget Sound and
Mount i perfect place for peop)
love the catdoors. The ammal Ski 16 Sea relay race, which

o ;

ki ing, and kayaking s a perfect

Slue xplaos Mt i medition o beivg an midonr meers,
Bellingham is also home ko Western Washinglon iversity.
She tells methat the Infhuence the University hus on
ingham s siga s
f talemed, i d: i
i chich nyakes Bellingh

smat. The fact that Western is home to high-level faculty and
amsast, curious students means that, as a enniiasnity,
" - i "
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idiscovercd Washington

Bellimghan

The next morning, st suneise, | head ant to South Bay Trail,
1ic Into the Puget Sound, the d

1 shink abont horw runch Seattle has changed over the past
P , and how tht chas ice.1
think abaut the abvions siallailies betweensthe Twa cities
Py L Bellighans i folowirng i ool

h . - il f
enaugh aveay hat i bs s ows e sarld."
s

December 7, 2017 - ANACOKTES, WASHIINGTON -“We are

in her office. Jooking 4 kru
acnufercice able,

yo

She tellsme that Anscortes andthe peaple thal live here bave
. - ;

s,
built i
Iders. Tods
whale-wralcing charters, awd shipbaulding keep the
i i The tazes from whale
tchi i
y i A breeze
i fonad people,

“salt.

¢ breath, it i ife,” Mayor Gere tefls me.

She tells me how the people here are creative, engaged,
frieadly. “They weap their arms around this community,” she
dfe

b i bookst
allwithin walking distance, She implores me 10750 out and
discover my city," ars |

ndiscovered Washington

Anacortes

i L 'y
st pst af his jobis. He tells me that there are anly n
one's i "

Blrths, deaths i chatic
i ild for

P
people.

A1 conllmse 1o explore Anacortes, | discaver that Pelican Ray

Seattle. discover that browsing the aisles at Marine Supply

Ag od, Adve He i Fducover
tells me thit the calmm conditions, scemic backdrop, and that, with 1s welcoming spirit, rustic stmospleere, and great
diversity of wholes imakes Avarortes e of the best places to Ject s L
gowhale walching. As he sh i in my neig b . leave.1
highespeed C P hetells e o a5 arything

that the ability to go fast is impartant because il mens more

T've eatenin Seattle. | discovee teat sunscts look

ksl
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Undiscovered Washington

Angcorles

differerd at e tp of Cap Sarte Park, when you're. perched
300 feet sbove the water and have a 360-degree view,

whal wight be
ay toth
< i 1
swoukdbe any réason to stay. Tnow know different.
po

Undiscovered Washington

San Juan Tsland

December 7, 2017 - SAN JUAN ISLAND, WA —The ferry r

from Anacortes to San Juan Island ls transforming. You lisve
i L Therei o,

Iand, When you taste them, they evoke a sense of place. “Tt

Yous urrive have i Ips

slawly, methodiaally. y ¥ her e rig -

toenter iatand life. it obvi abifity to perfectly [
essence ina bultle s only passible because of her deey

The first people 1 meet onthe land are Erinand Pete. connzction ta this place.

the lskand. Eri up d Pete’s dad was a fisher
In 2008, whil in Belli t

this island, When an apportuuity 1o open a business here
sruse, they did not hesitate to come back. They tell me that
living here is filled with beauty, peace, and calm, “There is

P

again,” Pete tells me,

Tmeet Bruce Conway, a bock designer who has lived on the
iskard for over 30 years. Drawn lo the natural beauty of the
island and the {ndependence of tsland life, he seers to the

the rest of America. He el .
baland does rot feel ke st of the Uned States, The
they

rely on cach ather, He explalns that the island s an
enlightencd place because it combines a politicalty
progressive satvre with an abundae of nature, “I’s almest
Tike Alliens was_a great connnunity,” he says.

Kari Kaski Ly a disiller at San Jnan Distillexy and Westeott Ray
6 y
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Undiscovercd Washington

After vaking up i Reche Harbor, | head back tn Fridny
Harbor. ¥m waiting Ln bine t get on Hhe ferry that will ke me
i ing. a1

San Juan Island

Harboe for the first lime. She says she knew right away, “This
s, this s home,” she said. She could fecl the magic of s
place stie her soul.

s we make our way Fothe ferry, 1 ¢l her abaut wy
experience “on stand” and she encastrages me to come back
0 the surmer, losce it ata different time of year.

“Now you've gok a Iriend on San Juan Islared” she says.

Magical. Enlightenied, Stunning. Enmpuring. Athes, Avak
Eceryone | et spoke afthis place in dhese. swerping,
oy alter e

island,it's hard to argue, And on my Jast night, standing

sunset, with a vast meadow spread before me and the Haro
trai bl i " il and

he sinikes. | smile back

ing just p

Tal i

being campletely surrounded by bemty are twa very

I becomes a part ol you, and you become a part of . That's

years
Califormia, She traveled around the United States looking fora
place to call home and vividly recall arviving at Friday

WASHINGTON STATE TOURISM
QUANTITATIVE RESEARCH
danuary 18, 2016
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OBJECTIVES
Suppert Washinglon Deparimant of Cemmerca Toutism's ability la increase tourism to rural areas and tourism-dependent
areas, and in adventure and buldaor recreation.

Specific objectivas include:

e

Visliots who ere ‘gobng focward, (g and Interest fevels of baniers and alher ondt melivatlons foc
Inlermated in vistng measuing “mindshare” reglons throughout the competiive travel visking on
of Washington) stale aptlans they may!

42007 Az

L e e T

METHODOLOGY

WARGIN OF ERRGH

A15minute onine survey was. We spoke 10 1,404 respondents.. We have a margin of ettor of
felded e - 6 Gfferent 226

statesiprovinces.
weee welghted by
gendar, agn and markel.

Plasse nals, margi of 8ror croases when ihe base sire detaasss

T

76

WHO WE SPOKE TO

To quaiity for tha study, had to meel th
Resldes In Al genders
Adizana, Sritish Columbla, Colifomia, reprosent o mix of males and females
Caorada, Texas or Oregan

g Primary of shared

§& "}  docislon makers
¥ tar planning and booklng Lrsved

Past or potantial visltor

etayod avemight in WAin the P2 joor, {1813

or Intecesizd n loking an avernighl brp 1o
Westom USA/Canada in the H2 years

g, 1621+ years old
IEB 10+ i Canada and 21+ InUSA

Frousitecn § Dot

" TRAVEL
GENDER AGE COMPOSITION
182 W
2504 YRERRRE 25
540 UM 2
451 HERER 2%
5575 JAHEIN 25 it
Tiavel alone
HH TRAVEL
COMPOSITION INCOME SPEND
g by ™
2% 22%
’ 5% sik<szc SRR %
l ' ""‘ sau<s3k T 1%
o - s3K<SiK T a%
& .99 ,\“r ,‘,\‘}‘ ;:5*
With cliddron ; & s § 5%
5
). 2  yea gt p
L rol with
ES. Whech of Ihe lollgming bey] emproacts your household? Tolok =+ 1.404n J E7. Vol erchatng.
Bame who profes ok o sy = 13450 & 2847 Wheringexs Fewson, AY SR oz rasd st CSAE,

Takes ovemight lelsure trips
‘s least anice every 210 3 years.

77
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 KEY INSIGHTS

N

N G

As part of the analysis, Washinglon States’ sirengths aind waaknesses were visually mappad wih
-an aclion grid. To interpret the grid, please use the following:

INSIGHT

PRIMARY WEAKNESSES PRIMARY STRENETHS Begaidiess of stals viprovings, Ataydability, (e

and. beauliful geographic featores, a relaxing
Atmosphare and ew-plgtas to discover dis the mast
important taclors thatfravelers leald for Whsh dhoosinga
‘dustination fur an bermight persenaliia.

rioikius to address 45 ey metta) o v they are mpadsnt o
bul Washinglon Slale perfanns vehars and Washinglan $tdle perforai
weaker afs faemm, wiell on fhear

SECONBARY WRAKNESHES

Ui i 45 ol b i il
«gto BRIy R en Bl

DECISION CRITERIA -~ THE TIERS

Fur the naxi few slides, we have uead the following liers to rnk the imponanca of various allibules Iravelers consider when clicosing a
dastinalion in Ihe Wesltim US or Westem Carsda for an overmight persons! tip.

#EY ORIVERS: SEEBNDARY LESKIMPONTANT

i it L A ol e
ST LR A, B ot e
Wt ar

FAATETANCE I TO LOW (K

ey Varaen, A% Rl Fceraad Ppiniey £ onin il
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42007 Apuhgpon Feorton, A8 S

Shido 1063

DE ON CRITE

Shewing top 2box % 1 7 Veery brpotast % 6

COST OF
ENTRY

Is effordable 10 Iravel lo

Has unigue and beauliful geographic features

Offers a vesy relaxing almosphere

KEY
DRIVERS

Has new places 1o discovar that |
have never been befora

is apiace that has done s best 10 |RpYTUMREH RS 50,
praseive lis natural stale R b

I5 known for food and restaurants

E
H
z
]
Q
0
[

Ottars cultural activities

o, .
Pcuse use & ceao where 2 s nct it ll bnpeant 60 7 I very irpoilik Told = 1,904
2087 i Tosein, R fn

g iy § Lnentar
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SECONDARY

Shde 2013

DECISION CRITERIA

Showingtop 2 bov % B 7 —Veryimportanl &6

Hes great public parks and gerdens
Has a variely of events to choose from
s farmily-fricnoly

Has greal ouldoor acllvities

Has a rich history and heritage:

15 a direct flight from sy home

Anin

SECONDARY

Teed

T
PETEFEE:

nen, 22 81k R, Py & Lnbticl

Stda 3073

DECISION CRITERIA

Showingtop Zbox % W 7—Very knpostant %6

Offers beach aclivilies

LESS IMPORTANT

Is a ramartic gataway for couples

Is wilhin driving distance from my home

Has a large selection of stores, malls
and districts o shop et

Haa excellant wineries and/af brawaries

Has a viorant nightlight

81




Sz 2003

WASHINGTON'S PERFORMANCE

£ Showing lop 2 Eox % ¥ 7— Strongly agrea Importanca
£ »o .. 3
INSIGHY : Has a variety of events o choose from 6%
: : 4y Offers cutural aciivities JEFTEE %
Waghindton Slate's Key slidhaths lle 0y its bolque and !
beautitil geographic featares; and the fact thal tt s : Offers a very relaxing atmosphere BEEDY 67%
targaly vndiscoverad. Thiess two attibutes ara-highly o .
important to potential tavelers antt eriemy ot a Mgk Is knawn for foad and restaurants §EFEY .- 49%
Tevelior WA
; Has a large seleciion of stores, malls and distiicts to shop at e %
Has a rich histary and heriogn {SEESHE 5%
) would recommend it lo my fiendsffamily as a great destination DGRk NA
™ e
V2 sy oo and 13 svregy pes. ot = 14D
a7 e & Ko iy & e
Side 13 Skde 3of 3
WASHINGTON'S PERFORMANCE WASHINGTON'S PERFORMANCE
Shawing top 2box % 1 7— Sircnnly agres Importanee . Showing top Zbox % W 7 Suongly agree 12 6 Importance
Has unigue and beauliful geographic festures ‘6% 53% I affordatie to ravel to S8 6% ™
Has new places to discaver that | have never baen before 54% - s wilhin driving distance from my home PEERRE 5 45% %
o w0 Washinglon Stale {5 an up-and-coming e
Has great outdoor activities Sioag M1 5% elowoyhracation fosmaton NA
'
Has great public parks and gardens 54% 4% Has a vibanl nightife 2%
Is a place Ihal has done his best to presetve lis natural stale 54% 52% Is a romantic getaway for cauples JEEE 7 35% 4%
Is & direct fight from my home  JERETGHGE - 54% . 1% Has excellent wineries andior breweries/distilleries T am i %
15 tamily-friendly FEESEEE" 53% 45% 05

a [o— - hewe
'l shomagly S0y 233 7 s sionghy e Tieal = 1404, ‘vongdy danzen ana Tt srovgdy sxree. Total = 144
< 3 2T i Tt 8RR s, Pty & Kb

A vinron Bt o, 58 8.0

82 a3



“Washington is one of those states where you can traved to
different parts of it and it all changes. If you want the scean
yoilre one howr away, Ior if you want fo go Yo the] desert you're
[este at] the desert. It's just a beautiful state.”

“The dj ity of its Jand: pe {g.y. b i hig cities along
with fots of i ot b ty ang a5). I've heard
that the food is good, and the state is great for exploration.”

“f¢ has beautiful parks like Bt St Helens National Park, It is
within an easy driving distance from my iwome in Oregon. It has
Seattle, one of my favorite cities to visit with its shops,
restaurants, musewns and Pike Street Market”

S2037 Arsheagicn v a8 opria Feandd B

BEST THINGS ABOUT WASHINGTON (UNAIDED)

Shrwing menlions 5% or ligher

Beauliful scanery eamms 25%
Nature, trees, green parks mpwm 16%
#ood, diaung, pubs e 10%
Seallle {areat cly, culture, scenls place) s 10%
Activitiosvariety of things ta do and explora i 0%
Easy accessiclose g8 9%
Peopleftiendly people @ 6%
Beaches, consline @ 6%
Shopping, malls W 6%
Qutdoor activilies B 6%
Weather @ 5%
Mountains (general) M 5%
Cultureddiverss culture ¥ 5%
Donl know 388 1%

1% Tt = 10000

SanT

84

BEST THINGS ABOUT WASHINGTON {UNAIDED) BY MARKETS

Showing meniions 6% or higher based on talal
‘Ordler iz shirwn based on rarking smong lotal.

®Oregon WAriush Coluriya  $Csloriy WArizona #Colorado % Texss

A Indicates signifcait
¥ difersnces ameng markels

Tod = 140,

SEdo ol 2

B2 bard, a3 tr 04,
vEies = 200250

Kasoran Sergactans § gt

BEST THINGS ABOUT WAS GTON (UNAIDED) BY MARKETS

‘Showing menilons 6% or higher based on lotal.
‘Order is shown based on rarkdng among totsl

#Oregon WBiibsh Columbia ¥Caliomla SAdzona #Colovado  #Texas

ELggans
0 B e 1 e
3
@‘“-‘Fm 5
i
v,o@“ <

& Ingicates signdicant
¥ dilarences ameng markets
Torsd = 1404

Stde 2012

22
“aing = 2082530

517 Rgrvapon Toimions A S92 Reseremd g
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ATTITUDINAL STATEMENTS

shownglop2hax % B 7—Very kmporlent % 6

Skdedorz

1love new experlences and trylng new activiies

1 want 1o be survouned by nalure as much ss possivle TEERRIARIE sa%

1 love 10 iinmerse mysslf in the
local culiure when | travel

Ilove doing autdoor activilies when ! travel

I travel to eal and drink, F'm a foodie,

1 consider myself an advaniure seker when Iraveling

e
SgreeTorad 2 34040

Si0ri wbspan Sogtls Ferannd Fuopving & Crakip il

ATTITUDINAL STATEMENTS

Showing top 2box % Ml 7—Veryimponaat $ 6

just want to rela. JESEREZ

Waen tm Iraveling, | want the comforts of home [N

lave to shop when | vavel [EERL:

1love to be pampered whtsn | travel

My life i 5o busy that when | travel

11lke geting oul of town, but not loo far FER

Hlove tavafing in lacye graups, ke omanized tours 58 17%

& i
agren. Toedl = |40k
13092

86

T iowrgdy

Side20f2

T i sooply

CAEy
Bo%

INSIGHT

Key weakihesses however, liein perdephons of
affardnbillty and that s notyst seento alfer & relaxing
atmosphiere; Thase two athibuites are very imponan!
bl patorm:-lower for WA Sigte. :

PRINARY WEAKNESSES | B sioridicto PRUGARY STRENGTHS
o
*
Offers a very relaving
almosphara
w
o
F
*
=
8
o e .
=
- +
% *
SEGONIARY WEAKHESSES SECONDARY STRENGTHS
PERFORMANCE
0 . - ar o

yead,
agre Totoi= 14040,

he
0 7 & erongly
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IMPORTANGE AND PERFORMANCE

Importanta Partormance
hovingtop 2box % W £ e W7 aly ag

w
@
5
=g
a
Has new placas to discover hat
1have never been before
B [
it - ’rn 7 a swonety
Agpea Toml= 14D S Aeghon P 8 S et

IMPORTANCE AND PERFORMANCE BY MARKETS

Shawing lop 2 bos %

& Ind:nat

dicates lower
mang matkets (ot significant)

7 1 oy

0 23 Rl A

a2

“The big cities ave very condensed, heavy traffic”

“Suyunuper expensive in the big cities {aka Seatti

dater me from

H ing a lanyg I ins

hotels would be 5o expensive”

i), That would
since frod and

3 don't know of auything § want ta sae lu Washingtow”

“The only thing | can think of about Washingten that I'm not
parviicularty fond of is the amount of rain, 1 bear it rains all the

tume in Seattie”

21T Wi Shgion Torws

WORST T GS ABOUT WASHINGTON (UNAIDED)

‘Showsing smantions $% o ligher

Rainy, wet 44808 16%
Teaflic WKE 42%
Wealher BOM 11%
Costiavpansive 38 8%
. Cold W 5%
Locatin/distanca (rom home M 5%
Donit know . RSN 27%

Forad 21404,

ooy Tsyians A5 Pt Faoneed Rager
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WORST THINGS ABOUT WASHINGTON (UN. ED)

‘Shawing mentians $% or highr bassd on \osal.
Ouder ks shown brased on rahling amany tolel.

y £

mOregon PBrifish Columbla 8 Calfomia  &Adzona #Coloredn  #Tavas

#

e ERE

WS 1o

BaNE

D
e
"

A Indicates significart
¥ difiencas nmong markets
M FS—— Tk 1o

Valos - 2002520
8017 g imirom 24 K

arantd Py R G

.
: VISITATION INTEREST
N A
o o» 3 k Showtng 1op 2box % B 7 Very Interestoed [ Awareness
AW . ; ;
Melro Sestile  RIRNEELANANY - 2%
INSIGHT e
T The Volcanoes  SERRCFSTARING 45%
Drive vistors oatside of Saaitls far more affordatie-and ; . “The lstands 6%
7 ralaxing experiences, spacfically 1o the Volcamoes, ¢ Paninailas and Coast 7%
Istands and Peninstlas & Coast.
§ % : 5 The Gorge 39%
: They are keyuntopped areas dua to high intérast but North Cascades 3%
! low awaraness from Visitors, Wine Counlry 8%
: Northeast TR 1% 37%
Norih Centre! 7 38% 17%
Southeast Y% 1%
parkerds - 715y

Vapesennd telor tafay? Tutsk=1 efon,

20



Stda 1 of3

VISITATION INTEREST BY MARKETS ' PERFORMANCE

Towl £ Dregon - Belish o Calitednia T Adrola - Golonadg “Is somewhere | would recommend “1s a destination § am curtous to
: ColUmnlg - : ta my friendsifamlly a= a great know more about®
- destinatlon™

Metro Sealtle HEKRGSENMNGNN 10%

\ The Volcanoes  S3RIRREHER 35%

Peninsulas and Coast SIS 20% Feninsulas and Coast SSHTRYER 32%
The lslands  RIESKIIR 27% Metro Sealtla  FHRRENG 27%

The Gorge MR 24% X Wina Counlry EESEEN 24%

Tha Volcanoes  SERNKERERY 38%
The Islands  SENENNINE 36%

Wine Counury FRRER 19% The Gerge  SEERRIR 23%
Norlh Cascades  EHER 14% North Cascades SN 10%
Norih Central B8R 13% Nodheas! S89 14%
Northeast BB 11% North Cenieal BHE 13%
Seutheast I 6% Southeast B8 11%
& Inoicale sigricart None of the sbove ¥ 9% None of the shove ¥ 7%
¥ Siflerercas smong markesa .
85 1 vary ct. a 02 for Tl = 1404n.

pryitiin i 5or7=piga,
22017 Aok I 23 St Pecanad P

gt Tivaron, R YN Fbans ol Py & onbinaid

Stde 2013

FAMILIARITY PERFORMANCE

Shewingtap Zbcx % I Very famiiar ¥ Somwhal fandiar

“Has unique and beautiful “Is a great place to explore the

neographic features™ outdoorsmatura™

The Volcances SFERIANGRERN 51%
Paninsulas and Canat  RMRERHRNIER 46%

Metro Seatte KL
North Cascades SPEGHE 7

Tha Gorge

The Volcanoes FERISRESRRSIRANE 55
Paninsulas and Coas! EERISSRNG 43%

The Islands  SRBMSNNRES 42% i The Istands as%
Noith Central po i B
The Gorge  SRRERRREY 33% The Gome MESHESTER 34%
The Volcanoes North Gaseades SR 24% North Cascades IWUWMSN 25%
Peninsulas and Coast Melro Seallle SR 21% Wene Counbyy 1NN 15%
Vaine Cooniry Wire Country SRR 15% Northeast BE 14%
H H Northeast 1 North Central MUl 14%
i Thelslands  BE5EY H lortheast B4 13% al
- : North Ceniral #58§ 12% Metro Seatlc BBEE 14%
Northeast Scutheast #E 9% Southeast & 8%
Southeast KER¥:: None of the above # 5% None of the above & 5%
6. i [riRe—————— e o Tunt=10in.

BT A e, 8 gen st Peeielany S Eardentit
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PERFORMANCE

“Seems like a popular place to

travel to” (relatively hassle-free)”

Metm Seatlle BENIGHENEBINR 6%
The Volcanoss SRS 33%
The lslands  SHAEEINE 28%

Peninsulas and Goast  SREEIRE 267%

Wina Country S 24%
The Gorgs  XNEGRN 23%

Nonth Cascades 38 13%
Narth Central B8 12%

Metro Seaile SEERSHIHSISIBING
The Gorge  HERRINE 27%
North Cascades My 217%
The Volcanoes SkeME 20%
Peninsulas and Coast RSEES 18%

ing Caintry SRS 16%
Northeast VBB 15%

The Islands BE% 12%

“Is easy for me to get to

Shda 30t 3

*0Offers unlque food and beverage
experentes®

53%  Malro Sealin ISEUSRASRBIBNNR 54%
Wine Country BESHISEGN 31%
Peninsulas and Coasl S888E 16°

The Islands  $8 14%
W
Norheast ¥ 16%
North Cascades M 10%
Norih Central B 9%

The Garge

‘Narlh Gentral BHE 11%
Southsast Bl 9%
None of the above Wil 16%

Northeast ¥ 12%
Sautheast % 7%
None of the above # 4%

The Volcanoes
S
Nona of e above 8 3%

a. Tett= 14b4n.
VISITATION INTEREST
Showing top 2 tax % M8 7—Very interested Awareness
Melro Seallle  IREIRERERR) - 2%
The Volcanves  SESEVONRER: 45%
e The Islands  FEEEEES 26%
st ot Peninsulas and Goast* SMRREMNE 5% ca% 37%
The Gorge  JERSAIE - s4% 9%
Norlh Cascades JRERTER -~ 7 50% 3%
Wine Country SRR, |

T 4m% 28%

Northeast S0 1% 37%
Norlh Central BERE 11 38% 17%
Souiheast FEE . 31% e
o 7 1y oy
e, hoaed

Ieropcd
tpuiorma budore ooy Tolal = ©.40un.
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Ay

4 A

INSIGHT

After addressing the costof ety and key drivers;
conslder leveraging food and.dlning a5 they arg
finpoHant o travedars and Washington performs well on

the,

We’ve sesn how Inpotast (Mess aré IR dlrant trends in
the past few years. They are becoming an expectation:

PRIMARY GEARRESSES 1 oddle PRIARY STRENOTHS
* Has uftgue and
Offars a very refaxing * boduthe
stmospher Has new places o geoariohic
dcover thot | have featu]
nover bean before
w
o
E % |sﬂp|ace|'{llhudm=mhnsl
= }a known for food |  Offers culturat Yo preservais natural stale
o nd reataurante 1 actidies Has great pubks
© 3 ke ond
% % - gardens .
- L d
@ »
. BECONDARY WEAKNESHES BHCONDARY STRENGTHS
PERFORMANCE
8. Howirpar - Tiiel o

Foial = 1404/ BL hated o 10d,
H <

A Pyits Resanrd
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ATTITUDINAL STATEMENTS

Showing 1op 2 hav % [ 7—Very lmputant 8 €

ave new experioricas ahd rying new acllvivas

Iwantto I;e surrounded by nalure as much as possible £ 3
1 Westarn tISA Bt Canada, Callferniy Js
Washingten's stroligest eonpethtor giver High ast

and futiife vislation. &

1fove to immerss mysalf In the
local cullure when | fravel

1 love doing euildonr aclivities when | iravel

) vravel lo eet and drink. I'm a foodie.

} consider mysell an adventure sesker whien traveling

EN. n " T ia sooraly
syee Tod = 1,424n
EEr—
PRIMARY WEAKMNESSES . PRIFAARY STRERGTME
FUTURE VISITATION
G ¢4yt - e oo Showing tap 2box % M 7— Very intereated 5-’5
Reripfans by bt (reind . * . Caliiornla HNMMRNIN 51% Callfamla
i 33% Oregon
W Cregon ) British Columbia
) Nevada SIS 31% H Washingion
z 15 1 place thol has done #s best " H
- # 1o preserve s Raturat stato British Columbla  SMYNIK 27% Nevada
[ Ot Arizona MR 22% cotorad
Hoasgeatpobbe
2 Mas a rich Listory and P, s i N Colorado SR 20% erado
= hettaga | o0 3 medem Alorta 88 13% Arlzona
= oo o varety oy to 2 arectigin Naw Moxico S 12% Albaria
prants 3 frommyhome
oo bom | Uish #M 10% Montana
* | » Ismhmiy i Idaho 8 9% New Mexico
oty Wyoming ¥8 % Wish
SECORDARY WEAKKESSES SECONDARY STRENGTHS Monlana BE 7%
' i ° Wyoming
None of the above B¢ 6%
PERFORMANCE one wie tdalio
o Pisratain 55
pritphas iy i1 A 1B h

Toisi< 14BN 61
e

antes i vl

g astieL A€ EN
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ND DESTINATIONS BY MARKETS (UNAIDED

Showing Ieel inzmviars 5% or highes

When Ihinking of destinalions in Uie Western US and Westem Csnada, Califoria floals to the top.

36%

25% 25% 25%
EARE = = o =
OB o oem e

e e «® @ e @
W = Wt ee® e
e
o
— o S
T e e S e Pt o st

Shawing 1op § destinations basat on tosal

Mantinns 7 ingtan (nes) #Ncvada fnet) % Blllsh Columbla {nety
*®
&
8
£ 2
£ o ® 3
- 3 #
H F g B
= N o 8z ] o
5 £ 3 N N,
I : 5 l - ’ E l
o at
‘ B ' ] |
P o8 57
w [T “
. Tt 4400

£ 2087 Rasiggon Tavimn

98

TOP-OF-MIND DESTINATIONS (UN. ED}

Shaving meniioes 5% orbigher 8 Fustmenim % Diher mmfons.

High menlions of California is driven by deslinalions such as Los Angeles, San Francisoo and San Diego.

16% 15% 3%

o o S ?‘\0\99“ s c;‘ﬂ"q e

Tol = 2408,

P

B wahiegion T

R Shsmomt Semarutice § Sk

" Washingoh's towas! hanging it are travelers from :

QOragorn, Britlsh Columbia and Califoria 45 4:n-2 say
Hhedare interested {n Visting WATR fhe text 24 months |
: foran ovemnight iip: P
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Glossary

Consideration Set

The subset of brands that a consumer
considers as they move toward maldng a
purchase decision. For example, if a person is
thinking of raveling to the United Stales,
Washington and California would likely be in
thelr consideration sel, and New York and New
Jersey would nol.

Content

A piece of informalion thal exists to be seen,
engaged with and shared. Content can lake lhe
farm of a blog post, pholo, video, social media
post or podcast lo name just a few.

Customer Journey Map

The steps a consumer {usually defined as a
persona) lakes along their path to a purchase
decision. Journey maps also defing a
consumer's behavior afler lhe purchase has
been made.

Earned Media

The publicity an organization garners withoul the
use of pald advertising. PR practices speclalize
in gelling organizations this kind of altention.

Media Impression

The measure of one consumer seeing an
adverlisernenl or a plece of eamed media in any
format. The consumer doesn’t have lo lake an
action to be counted as an impression.

Channel

In this ptan, a channel ar marketing channel is
definad as any form of media the adverliser
could use lo expose a consumer 1o advertising
content. A few of channels are: intemel banner,
social media, television, prini, radio and blogs.

Owned Channel

Any channel that could be used for adverbising
thal the organizalion has direct conltrol over. A
blog, social media page or brand website are
all examples of owned channals.

Mindshare

The degree to which a brand comes to mind in
a pariicular product or service category relative
to ils competitors. For example, Ford, Chevy,
Honda and Toyola dominate the American
mindshare In the aulomotive Industry.

Persona

The fictionalized personification of a sel of
psychographic and demographic
charagteristics. Personas make abstract
cansumer data concrets, helping marketers
imagine and internalize an organization's ideal
cuslomer. Typically an organization will have
several personas. A persona will usually have
an associlated customer journey map, as they
do here.

Psychographics

The slidy of how consumers think, their
atlitudes, desires and other psychological
characlerislics, These data usually are the
output of research and are organized into
‘Consumer personas.

SEM
Search engine marketing. The praclice of

» promoting websiles primarify through paid

advertising or keyword buys on search englnes
like Google or Bing.

SEO

Search engne optimizalion. The practice of
oplimizing an organization’s web presence to
be belter seen, understood and promoted on
search engines like Google or Bing. This
praclice does not invoive paying the search

engine for the better resulis.
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Social Listening

Using Al-enabled software to see, monitor
and make sense of trends across social
media platforms.

Strategic Differentiation Statement

An internal-facing statement to guide a
company in developing marketing materials. To
be effective, the statement must distinguish the
organization from itscompetition while
addressing a consumer concern or interest.

Tagline
A pithy statement or slogan that communicates

a brand’s essence to its consumers. “I'm lovin’
it” is Mc Donald's tagline.

Theme Line

The unifying idea behind a marketing
campaign. This is adapted from the strategic
differentiation statement. The difference
between the theme line and the strategic
differentiation statement is that the theme line
may last only for.the duration of a marketing
campaign whereas the strategic differentiation
statement should last for many years.

Traditional Media

The media channels that have existed for
generations, like print, radio and television.

White-Space Map

This tool is used to visualize the range of
messaging and brand associations that are
currently in the market. It reveals branding and
messaging opportunities in the market.
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