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EDC VISITORS AUTHORITY
COUNCIL

Mission Statement:
The Visitors Authority Cougcil will build the El Dorado County tourism

Dorado County as a year-round travei destis
interests and needs of current and potential
businesses, Agri-tourism, history, recreation, cf
agencies and local governments in order to W

Mission and Vision Statement: These things I consider great statements for
filling out that section in the RFP but what does that really mean to you and your
constituents. This last part of the vision statement I think really gives you an
insight to what you can count on. We take into consideration of visitors, tourism
related businesses and organizations, local governments (those that sign the check)
.....and here is the important part to you constituents....in order to work in
harmony with the environment and the values of the community.
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The El Dorado County Visitors Authority Council is comprised of representatives of every one of
these groups and organizations. We take the job of county wide promotion very seriously.

Who Are We?

El Dorado County Visitor’s Authority.. Coungil is comprised of volunteers representing
several tourism related organizations thmughM[Dorado County and leverages those
funds through partnerships, collaborations and in kind donations.

Member Represent:

= Bed and Breakfast * El Dorado Art5

» EL Dorado Wine Associatlon

*Restaurants

« El Dorado Hills Chamber/
CA Welcome Center

*
L ] C
« Eldorado Natl Fores
© Placerville Downtown A
» Christmas Tree Growers * Historical Museums & S|
« EDC Farm Tralls = Apple Hill Growers Associ
» Retall * Rafting
Fair Play Winery Assn. * South Lake Tahoe
« Fair Play Marketing Grp. ¢ The Divide Chamber
» SS/CP Chamber ¢ Lodging
+CEDAPP * EDC Chamber
¢ EDC Economic Development
:Z[;EI l;al:;grounds * Gold Discovery Park Assoc.




Slide 4

This presentation is not so much about who we are (most of you know that already) but more

~ WhatDo We Do

Every month this group m%ets to discuss on going cooperative
programs, cross promotion opportunities & challenges, events, and

pubiic relations opportunities-an

» Bed and Breakfast Inns of ED

= EL Dorado Wine Association

» Restaurants

» El Dorado Hills Chamber/
CA Welcome Center

* Christmas Tree Growers

« EDC Farm Trails

¢ Retall

« Fair Play Winery Assn.

» Fair Play Marketingg Grp.

* SS/CP Chamber

* CEDAPP

» EDC Fairgrounds

« Gold Bug

strategles.

d

Coloma/Lotus Chamt
Eldorado Nati Forest
Placerviile Downtown AS|
Historicai Museums & Sit
Apple Hill Growers Assoclatig
Rafting

South Lake Tahoe
The Divide Chamber
Lodging

EDC Chamber

EDC Economic Development
Gold Discovery Park Assoc.

about what we do, how we do it, how we measure effectiveness.
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Create a multi-layered, market-focused, market-drive
program tourism promotional plan that leverages coun
promotional funds through partnerships and collaboratiq
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How are we reaching our objectives

Expand Strategic Partners and\Ra
Optimizing the Internet
Community Involvement and Suppg:
Research/Measurement
Branding/Differentiation/Communication
Targeting New and Repeat Visitors Segments

Sustainable Tourism Practices
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Program Activities
& Evaluation
Print Advertising

Measure reader service leads, email
requests, phone calls, website user
sessions and online orders of the
El Dorado Visitors Guide.

Conduct an advertising conversion
study to determine if ads 4
encouraged target to actually book
atrip to El Dorado County.

Determine travel spending generated
by actual visitors to gauge ROL

Print media campaigns are determined
by the quantity of leads generated,
zip codes of origination,
publication used and areas of
interest of the reader.

Reader Service Leads are collected from the cards you see in many magazines such as Sunset
and Via that allow you to fill out the form to request more information about a particular
advertiser.

An advertising conversion study is done by either surveying those that request information.
Incentives are offered to readers to encourage them to complete the survey.
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Program Activities
& Evaluation g

Create a CTR for email broadcasts
to the media by dividing cost of
monthly media emails by the
number of CTRs generated &
create a Cost Per User Session by
dividing the cost of monthly
maintenance on the media center
pages by the number of user
sessions.

Clipping service will calculate the
coverage generated by VA public
relations efforts .

Google Reports are used as well.

Public Relations basically refers to non paid editorial and media attention. Google Alerts me
anytime someone as written about any particular subject that I request. For instance, I have
identified El Dorado County, Fair Play, Coloma, Marshall Gold Discovery Park and El Dorado
Wine Country. I get at least 5 — 10 google reports a day, this includes blogs and ink as well.
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Program Activities . .

= —t :m-:_::,:::;_‘
& Evaluation E=t e o
Promotions
Create CTRg by dividing the
cost of promotional

newsletter by the number of |
click throughs generated.

Create a CP] by dividing the
cost for developing the
website promotion by the
number of generated sign ups
on the designated
promotional page.

Our special events page and the online newsletter was just created this year. It is a great example
of a new way of expanding our partnerships that benefits everyone and provides us with means

of measurement.
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& Evaluation

Trade and Travel
shows

Create a Cost Per Visitor T T Riliga
Contactby dividivgcostof  -4¢ o WEST SUMMIT Sungey Oy

each show by the amount of 7~

visitor contact data collected. Mﬂm
Create a Cost Per Visitor

Information by dividing the

cost of the show by amount of

distributed visitor information. Bay Al'ea T"8Ve1
Show

Our trade and travel shows are measured by using a sweepstakes with our partners. For instance
when we went to the LA travel and Adventure Show we gather roughly 700 contacts. We then
add those to our database. We can then start a relationship with those people. Some request
specific information about the wine country, history, camping etc.
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Program Activities
& Evaluation

Online Marketin
Efforts

for email newsletters by dividing
the cost of sending the monthly
newsletter by the number of CTRs
generated.

Cost Per Opep Rate for all opened

newsletters.

Website & Business Model
Measurement— Create a Cost Per

User Session by dividing cost of
hly website mai by

the number of user sessions.
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Program Activities
& Evaluation

Online
Develop an online give away trip to El
Dorado County for those visitors who
participatein an internet survey
designed to gather emails and to track
advertising and brand building efforts.

User reports from both Webtrends and
Google Analytics

= b s S TS

ow ve, Retwoiny N

Website statistics incorporated include i
ber of unique visits, duration and
last visit, days of the week and peak
times of the day, how long spent on
each page, key search phrases, country
of origin, cluster report for load
balanced servers ratio and much more.

This page is online measurement as well, simply because we can analyze it so many different
ways to find out about our visitors.
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Program Activities
& Evaluation

Strategic Partners

Measure the value of each strategic
partnership and associated programs by
the number of links to the VA website
and distribution of visitor information.

i ‘ﬁ"‘ —: B —

We are still in the process of putting more measurements in place. The El Dorado County site is
consistently are highest referring site. These are all examples of how we measure that.
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Program Activities
& Evaluation

Sustainable
Tourism

Measure effectiveness of
sustainable tourism efforts by
reviewing the impact on identified
resources and identifying areas of
improvement

Geo tourism efforts

Marshall Gold
Discovery Park

As you know we have worked with the South Shore Chamber on the Geo Tourism efforts. Ieven
took it a step further and wrote some editorial for Sierra Heritage Magazine about El Dorado
County Geo Tourism. So that is part of our sustainable tourism efforts.

But sustainable tourism means taking those efforts a step further and putting those efforts into
$$. Here’s the how we put numbers to our efforts. Group tours, public relations, introducing
EDC Products at events. With Marshall Gold Discovery Park the trickle down effect is
especially prevalent.
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Program Activities
& Evaluation

Distribution

Track the number of
Visitor Guides and
partuers’ collateral
distributed and the source
of distributi

o e bt Gy s s e 8
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Our distribution program is what I consider one the most valuable marketing tools for our
partners. We distribute collateral material south down Highway 49 to Yosemite area in Mariposa
County. North we distribute to Placer, Nevada County, west to Reno Carson City, North shore,
west shore and south shore. West we distribute to San Francisco. We distribute our visitors
guide, and the collateral of our partner organizations. Our new guide comes out in a couple of
weeks so we are hitting real estate offices throughout El Dorado County so they can use them for
relocation packets. We average 8,000 to 10,000 guides a month. Collectively we average 12,000
to 14,000 pieces of partner collateral a month.
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Program Activities CONDTTS & CoRREREAD
: e
& Evaluation —
THE BASETOWY BARNOSICA CHANPRISIP
JUNE 7. 2010
. AI30PM ~ 8:00P8
Special Events Ar R couTYARD s ST
AANITOWY NARSLALLE, HURC.
CMILL & CORSEREAD, 50 RUST SAR
Createa Cost Per Visitor Contact by | 5400005ATWS SRIRSTED
dividing the cost of each event by the mﬂ_
amount of visitor contact data collected. .nn"m"_m.m e
LRI
Obtain travel spending generated by the
cvent from area lodging properties, ﬁ
restaurants and retml locatlons -

| Calam :
| u toy
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Sonoma County Tourism Bureau....................»

Placer County Visitors Bureau..................

Lake Tahoe Visitors Authority..................

*Above Data taken from 2008 form 990 total revenue

El Dorado County Visitors Authority Council.........$190,440,
*County Promotional Contract 07-08 fiscal budget
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The VA will continue to refine and develop a
comprehensive report\oflall marketing efforts
in order to provide a review 0

Authority Website and links to lodging
properties and attractions.

A written ROI analysis will be provided at the
completion of the year.

Thank you




