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Who
we 
are
We work to serve the Grants Pass and Josephine 
County visitor industry by inspiring and driving 
visitation.

• Economic Development Agency
• Stabilize the visitor industry
• Manage visitor expectations
• Protect local livability
• Develop the destination & visitor 

experiences



Who
we 
are
Vision

A year-round, robust, tour industry that is balanced with 
local livability needs to keep the friendly small-town 
values and sustain unique experiences within Josephine 
County.

Mission
Establish trust in the community by promoting our 
unique tourism assets while enhancing local livability.

Values
Community
Commitment
Energy
Transparency
Inclusion



Board of directors
• Jill Thom e y– He llgate  Excursions
• Ta m a ra  Bushne ll– CHI Hosp ita lity Group
• Ma nd i De lva g lio– GPSD #  7 (Te ache r/ Form e r Tourism  

Dire ctor)
• Doug  Bra d le y– Ke nsing ton Inve stm e nt 
• Jos ie  Molloy– Grants  Pass  & Jose phine  Cham be r of 

Com m e rce
• Ashle y Cre ws– We e ke nd  Be e r Com pany
• Brit tn i Doyle – Mam a Be e s Flowe r Farm
• Gina  Bia nco– Rogue  Valle y Vintne rs
• Kory Ma hr– Orange  Torpe do Trips
• Syd ne y Mitche ll– Shoe fly Downtown
• Hyla Lip son– Grants  Pass  Arts
• Lind se y Jone s– Illinois Valle y Com m . De ve lopm e nt
• Va le rie  Love la ce , City Council Lia ison

Em p ty Se a ts
• County Com m issione r Lia ison
• Financia l Institution Re pre se nta tive



How we Compare

Budget People Power # Hotel Rooms Tax Rate

Visit Grants Pass $824K 2- FTE
2- Agency of Record
1- Contractor
1- AmeriCorps Placement

1,160 (County) 12% City Tax

Travel Medford $1.56M 7- FTE
2- PTE
1- Agency of Record
1- Contractor

2,892 11% City Tax

Travel Ashland $456K 1- FTE (shared addt’l with Chamber)
1- Contractor
1- Agency of Record

1,550 10% City Tax



FY22-23
Re vie w



Occupancy

Data provide d in partne rship with Trave l Southe rn Ore gon from Smith Trave l Re se arch

Occupancy by Quarter

Q1 JoCo
+ / -

Q2 JoCo
+ / -

Josephine Jul –Sept Oct - Dec

2019 74.8% 60.9%

2020 76.23 71.7%

2021 79.7% 68.1%

2022 74.9% 54.1%

Jackson
2019 74.8% = 60.9% =

2020 68.8% 9.7% 69.5% 3.1%

2021 81.1% -1.8% 68.7% -.9%

2022 77.6% -3.6% 58.4% -7.8%

Occupancy by Quarter

Q1 JoCo
+ / -

Q2 JoCo
+ / -

Douglas Jul –Sept Oct - Dec

2019 72.4% 3.2% 51.9% 14.7%

2020 68.9% 9.6% 59.5% 17.0%

2021 79.3% .5% 59.7% 12.3%

2022 75.5% -.8% 51.7% 4.4%

Klamath
2019 79.4% -6.14% 52.2% 14.3%

2020 65.5% 14.1% 50.2% 29.9%

2021 75.6% 5.1% 60.7% 10.9%

2022 75.2% -.4% 53.8% .5%

Reporting through Q2 FY 22-23



Avg. Daily Rate

Data provide d in partne rship with Trave l Southe rn Ore gon from Smith Trave l Re se arch.

ADR by Quarter

Q1 JoCo
+ / -

Q2 JoCo
+ / -

Josephine Jul –Sept Oct - Dec

2019 $100 $79

2020 $91 $82

2021 $124 $96

2022 $118 $92

Jackson
2019 $163 -63% $90 -13%

2020 $92 -1% $90 -9.7%

2021 $133 -7.2% $108 -12.5%

2022 $132 -11.8% $104 -13%

ADR by Quarter

Q1 JoCo
+ / -

Q2 JoCo
+ / -

Douglas Jul –Sept Oct - Dec

2019 $111 -11% $89 -12%

2020 $102 -12% $88 -7.3%

2021 $144 -$16.1 $109 -13.5%

2022 $152 -28.8% $117 -27%

Klamath
2019 $109 -9% $90 -13%

2020 $98 -7.9% $82 =

2021 $125 -.8% $101 -5.2%

2022 $134 -13.5% $101 -$9.7

Reporting through Q2 FY 22-23



Marketing

Off- Season Campaign Focus
• Running Oct – April
• Digital ad placements
• Search engine optimization
• Social media advertising
• Print advertisements
• Medford Airport 
• Call to Action: Book Now



Marketing SAMPLES



Marketing

Medford Airport: Lighted ad at the 
baggage carousel at the Medford 
Airport. 



Public relations

Destination Awareness
• Quarterly Media Outreach
• Invites for Familiarization trips
• Collect pitchable Stories for Travel 

Southeron Oregon and Travel Oregon



Social Media

Facebook
• Fans grew 79.2%
• Published 420 posts
• Engagement: +157%

Instagram
• Followers grew 22.2%
• Published 650 posts
• Engagement: +70%

Com pare s : Aug 21- June  22 to  July 22- April 23



Social Media
(Paid)

Be nchm arks : CTR: 0 .9 0 % /  CP C: $0 .6 3
CTR and CPC are well outperforming the Travel & Hos pitality performance benchmarks  from Words tream.
Reporting through Q2 FY 22-23

Marketing Campaign:
• Impressions: 2,239,973
• Clicks:  29,072
• CTR: 1.30%
• CPC: $0.61

First Friday Stroll:
• Impressions:  42,282
• Clicks:  1,130
• CTR:  2.29%
• CPC:  $0.25

https://www.wordstream.com/blog/ws/2017/02/28/facebook-advertising-benchmarks


New Website

https://markuphero.com/share/6Oz5EKfl3R1koNr68bz8


Website traffic

Top Markets:
• Seattle
• Grants Pass
• Portland
• Los Angeles
• Las Vegas

Conversions:
• Up 62.9% from paid search
• Lodging: 431
• Dining: 304

Reporting through Q2 FY 22-23
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Major Accomplishments

• Hired second staff member
• Secured technical assistance grant for $50k 

for Mainstreet work
• Shareable photo/video libraries
• AmeriCorp Placement for destination 

enhancement
• Travel Oregon collaboration for Dollar 

Mountain and Wild Rivers Connectors
• Destination Downtown



LOOKING 
AHEAD



Marketing

Focus on building Visit Grants Pass and 
destination recognition. This will include:

• Increased public relations work for more story 
pitching and media interactions

• Sponsored content that highlights the year-round 
experience

• Targeted advertising with constant monitoring of 
campaign metrics.



Strategic Partnerships

Relationship building and collaboration and further the 
work of Visit Grants Pass. Oregon’s tour and travel 
industry is a collaborative network, and this takes 
association memberships to participate. Many of these 
organizations also provide conferences for continuing 
education and advocacy.



Global Sales

Building brand recognition for the international buying 
market. Participation in this programming is in 
partnership with Travel Southern Oregon and Travel 
Oregon. 

• Attend Go West Summit

• Hosting international travel trade representatives on 
familiarization trips. 

• Provide education to local partners on how to get 
their lodging, guided services, or bookable 
experiences in the international buying chain.



Que st ions?
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