CITY OF BAINBRIDGE ISLAND
2015 LODGING/TOURISM FUND PROPOSAL
COVER SHEET
Project Name:  
_North Kitsap Tourism Consortium 2015 On-Line Marketing Program______

Name of Applicant Organization:   

____ North Kitsap Tourism Consortium ___________________________________________________

Applicant Organization IRS Chapter 501(c)(3) or 501(c)(6) status and Tax ID Number:  

______Under discussion______________________________________________________________________

Date of Incorporation as a Washington State Corporation and UBI Number:

__September 29, 2014  __________UBI # 603-439-763
Primary Contact:  ___Nancy Langwith__________________________________________________

Mailing Address:  __ PO Box 85
           Port Gamble, WA   98346_________________________________

Email(s):  ___Langwithn52@gmail.com___________________________________________ 

Day phone:  _______360-881-0624 	Cell phone:  _______954-560-3327 

Number of pages in proposal: __10__plus a letter of support___

Under the definition of “tourism promotion”, which of the following does your proposal include?  
Please mark all that apply and how much is requested in each category:
	√
	Funding Category
	Dollar Amount

	XX|_|
	Advertising, publicizing or otherwise distributing information for the purpose of attracting and welcoming tourists
	$ 2500

	|_|
	Developing strategies to expand tourism
	

	|_|
	Operating tourism promotion agencies
	

	|_|
	Marketing and operations of special festivals or events
	

	|_|
	Operation of a tourism-related facility*
	


*If the proposal requests funds for operation a tourism-related facility, please indicate the legal owner of that facility:  
__________________________________________________________________________________

1.  Describe the applicant organization’s mission, history and areas of expertise. 
North Kitsap is unique in its varied offerings and personality; we have a rich history with connections to Native American, Norwegian, and Japanese cultures. It’s also an expansive natural playground for hikers, bikers, paddlers, and boaters, as well as offering many wineries, breweries, and unique food experiences. The North Kitsap Tourism Consortium (NKTC) began as a grassroots, ad hoc volunteer group of individuals with a passion for the North Kitsap Peninsula, including Bainbridge Island, and a unified mission to increase tourism in the North Kitsap Peninsula region.  Our vision is to bring the world to the North Kitsap Peninsula to explore scenic, historic, waterfront villages connected by land and water trails to find adventure, culture and natural experiences.  Our mission is to increase awareness and visits by Regional, National, and International visitors to the North Kitsap Peninsula.  This increased awareness and number of people traveling to the Peninsula will contribute to increased tourism yield, greater dispersal of visitors and result in sustainable economic development.  We have 4 objectives:
	1.  Increase awareness, visitors and tourism receipts to the North Kitsap Peninsula through joint marketing while maintaining the identities of its partners.
	2.  Build sustainable, tourism-driven economic development on the North Kitsap Peninsula through cooperation and partnerships.
	3.  Develop NKTC as a stream-lined, action-oriented, project-based organization.
	4.  Advocate for tourism and tourism-driven economic development on the North Kitsap Peninsula with one voice.  

The North Kitsap Tourism Consortium has grown into a coalition of the Bainbridge Island Chamber of Commerce, the Greater Poulsbo Chamber of Commerce, the Greater Kingston Chamber of Commerce, Port Madison Enterprises/Suquamish Museum, Olympic Property Group/Port Gamble, and The Point Casino/Heronswood,.  The Coalition promotes tourism through joint-marketing and advocacy in North Kitsap County, including Bainbridge Island. 

We have recently submitted for and gained non-profit incorporation status within the State of Washington as the North Kitsap Tourism Consortium.  We have a newly formed Board of Directors and Officers representing the 6 communities in North Kitsap.  Our Marketing Committee is composed of marketing, communication, and PR professionals (see Chart 1 below) and we have contracted with a creative specialist as Marketing Director to create and implement our marketing plan based on the Brand Graphics Package created by Roger Brooks, an international expert in the field of destination development.  As our organization has grown in sophistication and professionalism, we are well equipped to complete this project and the Bainbridge Chamber of Commerce as an Officer and member of the Marketing Committee will assist us in linking with other Bainbridge Island tourism assets and assuring that Bainbridge is well represented. 



Table 1. NKTC Marketing Team
[image: ]

2. If appropriate, please identify the project partner(s) and briefly describe the involvement of each.
The North Kitsap Tourism Consortium partners are the Bainbridge Island Chamber of Commerce, the Greater Poulsbo Chamber of Commerce, the Greater Kingston Chamber of Commerce, Port Madison Enterprises/Suquamish Museum, Olympic Property Group/Port Gamble, and The Point Casino/Heronswood,.  Each community is represented on the 2014-2015 Board of Directors as follows in Table 2.  Any awarded funds would be managed by the decision of the Board of Directors and the Treasurer.

Table 2.  Officers and Board of Directors
[image: ]

      3.  This is our first submission for Lodging Tax Funding.
      4. This is our first submission for Lodging Tax Funding.

Project Information

1.  Describe the proposed project.

Through our Strategic Planning effort, we identified several issues including a lack of awareness of the multitude and diversity of cultural and natural experiences offered by the North Kitsap Peninsula, lack of integration of effort by the communities and venues on North Kitsap Peninsula, and the lack of information about how to experience the North Kitsap Peninsula.  We also recognized the tremendous opportunity in pooling our energy and funds to unify the marketing effort to increase awareness and visits to the North Kitsap Peninsula and to facilitate that visit by organizing the North Kitsap experience. 

In order to unify the marketing effort, we have developed a brand for the North Kitsap Peninsula, “Washington’s Sanctuary Shore” and a website on which we can focus the visitors and connect them with the many venues and communities that we have to offer.  This is particularly important and timely as we have significant new venues such as the Bainbridge Museum of Art, the Suquamish Museum and Heronswood and the master plans of Port Madison Enterprises and Port Gamble to guide future development.  We have chosen to brand the North Kitsap Peninsula because we believe that there is more brand strength and more to offer by incorporating the entire North Kitsap experience as opposed to any single venue. Every year another 2000 communities pursue tourism as a primary strategy and of the 425 counties in the Western US, 409 promote outdoor recreation as the primary draw. We must continue to narrow our focus and identify what is unique about North Kitsap to continue to differentiate ourselves through our brand.  People are exposed to 5,000 marketing messages per day.  According to Roger Brooks, an internationally know expert in destination development, billions of dollars are spent marketing communities annually and 97% of those messages are ineffective.  We are endeavoring to better focus our brand and create marketing messages that evoke the emotion, sights, sounds, smells, and feelings of experiencing North Kitsap while preserving the brand of each community. 

In 2013, we funded a one-day seminar to work with Roger Brooks to accomplish these objectives.  The seminar educated the attendees (including representation from Bainbridge Island) about the concept and importance of branding.  In addition, we worked on identifying our uniqueness and out target market.  Mr. Brooks toured North Kitsap, including Bainbridge Island, and provided each community with feedback.  At the end of the session, NKTC decided to embark on the Brook’s roadmap to make the North Kitsap Peninsula a destination.  We raised funds and engaged Roger Brooks to create a Brand Graphic Package featuring “Washington’s Sanctuary Shore” in 2014.  In addition to the graphics package, Mr. Brooks met with members of each community, including approximately 20 people from Bainbridge Island, to discuss how the community might fit under the Sanctuary Brand.  He also presented the Brand Graphics Package to NKTC and invited guests, including representatives from Bainbridge Island government, business and Chamber of Commerce.  We are now implementing the “Washington’s Sanctuary Shore” brand.

Project Objective 1:  Increase awareness of the North Kitsap Peninsula, including Bainbridge Island, as a destination and identify and employ methodologies to increase the number of visitors and duration of stays.
We have created a website because research shows that the Internet is the number one source of travel planning and purchasing and continues to grow. Currently, 90% of the US population has immediate access to the Internet and 94% of that group use the Internet to determine their travel plans. Therefore the website must be engaging enough to close the sale.  The website, Washington’s Sanctuary Shore, captures the imagination of the reader in bringing to life the North Kitsap experience through a series of diverse, yet engaging Sanctuaries.  Through “Pick Your Passion”, inviting Sanctuaries and engaging Itineraries, we can target specific populations with like interests.  The website is also scalable to smart phones and tablets promoting use of the website after arrival in North Kitsap.

[image: Macintosh HD:Users:nancylangwith:Desktop:Screen Shot 2014-09-21 at 6.19.30 AM.png]

Bainbridge Lodging Tax support will fund Bainbridge entries on the website and on-going updating and maintenance through 2015 in the following categories:
1. Home screen “What’s your Sanctuary?” representation of Bainbridge Island (above)
2. Bainbridge Island Community Page with reference to BainbridgeIsland.com
3. Bainbridge Island “Pick Your Passion” entries – Cultural, Culinary, Adventure, etc.
4. Bainbridge Island “Trip Ideas” and Itineraries through North Kitsap , including Bainbridge Island – day trips and multi-night trips
5. Bainbridge Island “See and Do” entries – the “Must See and Do”
6. Bainbridge Island “Places to Stay” entries – home bases for touring North Kitsap
7. Bainbridge Island “Where to Dine” entries – the “Best of the Best”
8. Bainbridge Island “Festival Events” entries – the “Not to Be Missed”
9. Bainbridge Island “Featured Videos”

We will be measuring and analyzing website traffic through Google Analytics and other digital tools.  In addition and in conjunction with the Bainbridge Chamber of Commerce, we will be researching metrics to determine its effectiveness in increasing tourist visits and overnight stays on Bainbridge Island.

Project Objective 2:  Drive people to the website.
Our marketing will be targeted rather than aiming at everyone and hoping to get someone.  Facebook, You Tube and a monthly Newsletter will help us identify information about our visitors, understand their needs and target them as visitors and repeat customers.
1.  Our Facebook Page is up and running and we will continue to develop it as a platform for interacting with our visitors and potential visitors.
2.  We are creating our own You Tube channel and will have videos on the website, our Facebook page and Blog.  YouTube is now rivaling Google as the number 1 search engine. YouTube processes 4 billion searches a month, according to Comscore. In addition, 
· Online video reaches 85% of the US Internet population. It is the most consumed content format online.
· The number of videos watched online has increased by 800% in the last 6 years
· YouTube has 153 million unique viewers, that’s almost 100 million more than Facebook.
· YouTube own 48% of the share of content (video views), The second platform is AOL with only 2%.
“Video content should be a pillar of your digital marketing strategy because it is only second to face-to-face interaction as a tool to humanize your brand. When people are searching YouTube, they are actively trying to learn more about products and services. It is extremely easy to share YouTube videos via social networks, or embed on websites or blogs.”  Alexander Gould agould@advocatedigital.com

Bainbridge Lodging Tax support will fund the creation of two videos specific to Bainbridge Island focusing on subjects to be determined by the Marketing Director and the Bainbridge Island representative to NKTC.  The videos will be featured on the website, social media, newsletter and the blog.  We will also make the videos on our You Tube channel available to the Bainbridge Island Chamber of Commerce, the Bainbridge Island Downtown Association and other tourism related groups for use in promoting Bainbridge Island.  We will be tracking metrics through digital analytics.

2.  An experience-rich, engaging monthly email newsletter will allow a one to one interaction with potential visitors and entice past visitors to come again.  The newsletter will also direct visitors to the website to close the sale.  Our newsletter will reach a broader audience than just those currently interested in Bainbridge by combining contact information from different communities and venues across North Kitsap.  The newsletter will also help us target specific “passions”, “sanctuaries” and desired experiences.  Bainbridge Island Lodging Tax support will help fund the creation and distribution of the newsletter in 2015.  We will be tracking the increase in contacts, open rate and clicks to website.

2.  Provide a brief narrative statement to address each of the selection criteria
A. Expected impact in increased tourism in 2015.                                             
Per Roger Brooks, visitors require 4 hours of activities for every hour of travel time.  Therefore, if there are only enough activities to fill one day, visitors will only travel for 2 hours.  This is often the case with the small towns on North Kitsap.  By marketing “Sanctuaries” and “Pick Your Passion”, we can target specific markets and have more to offer.  If we have more to offer by marketing the entire North Kitsap Peninsula, visitors will see more value in making the trip and will travel from farther away.  Not only will visitors coming primarily to visit Bainbridge, experience the rest of the Peninsula, but also visitors coming primarily to visit Poulsbo, Port Gamble, etc will experience Bainbridge Island.  Bainbridge Island hotels can now become a base for visitors experiencing not only the many assets of Bainbridge, but also for those visiting the entire Peninsula. 
Roger Brooks also estimates that targeted itineraries will also increase visitors by 2-3 times.  Itineraries focusing on areas of interest including wineries, breweries, food lovers, quilters, outdoor activities, cultural activities, girl’s week-end, boutique shopping and many others are under construction and will route visitors across the North Kitsap.  Because they are specific, markets can be targeted making the marketing effort more effective and measurable.
Since we are just launching our website and associated activities, we will be collecting information on our audience to learn more about them to better target them and measure our impact.  We will work with the Chamber to understand their demographic data and deliver appropriate message and measure the response.

B. Expected impact on or increase in overnight stays on the island. 
Overnight visitors spend 4x as much as day visitors and are therefore a target worth pursuing. Per the discussion above, having more activities not only increases the distance that people are willing travel, but also increases overnight stays.  Itineraries extending beyond a day will also target specific markets and increase overnight stays.  And again as above, Bainbridge Island hotels can now become a base for visitors experiencing not only the many assets of Bainbridge, but also for those visiting the entire Peninsula. 

Since we are just launching our website and associated activities, we will be collecting information on our audience to learn more about them to better target them and measure our impact.  We will work with the Chamber to understand their demographic data and deliver appropriate message and measure the response.

C. Projected economic impact on Bainbridge Island businesses, facilities, events. Washington’s Sanctuary Shore website and associated activities focus on the Anchor Tenants in each community, including restaurants, entertainment and retail.  Although visitors come for the primary activity or anchor tenant, 60% of their spending will be on activities other than the primary reason that they came per Roger Brooks.  Therefore, all businesses will benefit from the marketing of the Best of the Best.  

D. The project’s potential to draw visitors…during the off-season
Again, by offering more activities in the off-season and creating off-season     itineraries, we can target markets and more effectively market the region leading to increased overnight stays in the off-season.

E. The applicants’ demonstrated history of organizational and project success.
Beginning as a grassroots, ad hoc volunteer group of individuals with a passion for the North Kitsap Peninsula, including Bainbridge Island, and a unified mission to increase tourism in the North Kitsap Peninsula region, the North Kitsap Tourism Consortium has strengthened, grown and forged an effective coalition of the Bainbridge Island Chamber of Commerce, the Greater Poulsbo Chamber of Commerce, the Greater Kingston Chamber of Commerce, Port Madison Enterprises/Suquamish Museum, Olympic Property Group/Port Gamble, and The Point Casino/Heronswood.  We recognized the need to market the region as a whole in order to increase over-night stays and raised funding to contract with a premier destination developer to assist us in creating a unique umbrella brand for the region while maintaining the individual brand of each community.  In order to formalize our organization and plan for the future, we have recently submitted for and gained non-profit incorporation status within the State of Washington.  We have a newly formed Board of Directors and Officers representing the 6 communities in North Kitsap and a strong Marketing Committee of Marketing, Communication, and Public Relations specialists.  We are confident in our ability to implement the “Washington Sanctuary Shore” brand promise. 

F. Describe any partnerships 
The very nature of our project and organization is partnership and collaboration as previously discussed.  We also recognize the need to operate effectively and streamline online content management.  Our website will focus on anchor tenants and events and will link to community websites for detail, therefore reducing redundancy. We also look forward to developing additional partnerships on Bainbridge Island.

G. Describe the degree to which the project goals are measurable
As previously discussed, we will be measuring the effectiveness of the online activities as follows:
Website – Google Analytics and other detailed digital tools
Newsletter – increase in contacts, open rate, clicks to website
Videos – Detailed digital analytics
Increased visitors and duration of stay – research possible metrics and methodology

H. Describe the degree to which the project will leverage award funds 
Funds awarded by Bainbridge Island will be highly leveraged by contributions from each community.  Based on a $23,844 budget of which $14,528 is already committed, Bainbridge funds would be leveraged by more than a factor of 4.  In addition, the human resource contribution from the Bainbridge Chamber of Commerce would be leveraged by a factor of 14 if each individual on the Board and Marketing Committee contributes equally.

Supporting Documentation
1. Provide a project timeline that identifies major milestones.
	Task
	Target Date

	Complete BI Website Entries
	February 2015

	Update BI Website Entries
	March and then Monthly through 2015

	Continue Social Media Campaign
	Daily Jan – Dec 2015

	Create and Distribute Newsletter
	Monthly Jan - Dec 2015

	Produce Video
	August 2015



         2 and 6.  Include a detailed budget for the proposed project itemizing expenses and Income.  Provide an estimate of 2015 revenue and expenses.
NKTC 2015 Budget
	Item
	Unit Cost
	Total Cost

	On-line Content Management Services (OCMS)
	$1087/mo
	$13,044

	Graphic design, copy, photos, eg Itineraries Barnet
	$3000
	$  3000

	SUBTOTAL
	$4087
	$16044

	Insurance
	$1800 (annual)
	$  1800

	Videos - Communities
	$1000 x 4 Communities
(Kingston, PGST, BI, PME)
	$  4000

	Videos – Sanctuaries
	$1000 x 3 Sanctuaries
	$  3000

	TOTAL
	
	$22844



NKTC 2015 Contribution by Entity
	Entity
	Unit Cost
	Total Target
	Confirmed

	BI LTAC
	$1500 OCMS*
	
	

	
	$1000 Video
	
	

	
	$ 0  Insurance
	$2500
	

	County LTAC
	$2700 OCMS* Kingston
	
	

	
	$ 1000 Kingston Video
	
	

	
	$ 3000 Sanctuary Videos
	$6700  
	

	Kingston
	$  500  Insurance
	$ 500
	$ 500

	OPG
	$2700 OCMS*
	
	

	
	$ 300  Insurance
	$3000
	$3000

	PGST
	$2700 OCMS*
	
	

	
	$ 300  Insurance
	
	

	
	$1000 Video*
	$4000
	$4000

	PME
	$2700 OCMS*
	
	

	
	$ 300  Insurance
	
	

	
	$1000 Video
	$4000
	$4000

	Poulsbo
	$2700 OCMS*
	
	

	
	$ 300  Insurance
	$3000
	

	SUBTOTAL
	
	$23700
	$11500

	Cash on Hand
	
	$3028
	$  3028

	TOTAL
	
	$26,728
	$14528



3. [bookmark: _GoBack] Scalability.  If we do not receive full funding of our requests, we would reduce the number of videos from 2 to 1 and then reduce On-line Content Management Fees.  

4, and 5.  Provide a forecast of 2014 revenue and expenses as of September 1, 2014.

NKTC 2014 Budget
	Item
	Unit Cost
	Total Cost
	Cost to Date

	State Incorporation Fee
	$1000 (one time)
	$  1000
	

	Insurance
	$ 1800 (annual) 1Q
	$    450
	

	OCMS*
	$1087/mo x 6 
	$  6522
	$3261

	Videos - Communities
	$1000 x 0 Communities 
	$  0
	

	Videos – Sanctuaries
	$1000 x 0 Sanctuaries
	$  0
	

	Videos - Examples
	$0 x 2
	$  0
	

	Brand Graphics Package
	$14000
	$14000
	$14000

	URLs Renewal (5 yrs)
	$2506.34
	$2506.34
	$2506.34

	Website Hosting
	$ 725
	$ 725
	$ 725

	Total Expenses
	
	$25,203.34
	$20492.34



NKTC 2014 Contributions
	Entity
	Contribution
	Contribution to Date

	Port Madison Enterprises
	$5000
	$5000

	Olympic Property Group
	$5231.34
	$5231.34

	Suquamish Museum
	$1000
	$1000

	The Point Casino
	$1000
	$1000

	Kingston Stakeholders
	$ 500
	$ 500

	Kingston Events Committee
	$ 500
	$ 500

	Bainbridge Chamber of Commerce
	$500
	$500

	Kitsap County
	$1000
	$1000

	Port Madison Enterprises
Tribal Tourism Promotion Fund
	$7500
	$7500

	Port Gamble S’Klallam Tribe App X Grant
	$1500
	$1500

	SUBTOTAL
	$23,731.34
	$23,731.34

	Cash on Hand
	$  4500
	$  4500

	TOTAL
	$28231.34
	$28231.34




*OCMS – On-line Content Management Services 
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WASHINGTON'S SANCTUARY SHORE

Just a half-hour ferry ride from Seattle or Edmonds, the should be on your list
of “must visit” destinations. It is commonly referred to as the “Crown Jewel of the Pacific Northwest.”
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