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CITY OF BAINBRIDGE ISLAND
REQUEST FOR PROPOSALS – Revised Final 2/2/2015
 2015 Lodging Tax / tourism Fund (Civic Improvement Fund)
City of Bainbridge Island
2015 lodging/tourism fund PROPOSAL
Cover Sheet
Project Name:  
BAINBRIDGE ISLAND DOWNTOWN ASS0CIATION MULTI-MEDIA DESTINATION MARKETING CAMPAIGN
Name of Applicant Organization:  BAINBRIDGE ISLAND DOWNTOWN ASS0CIATION (BIDA)
Applicant Organization IRS Chapter 501(c) (3) or 501(c) (6) status and Tax ID Number:  
BIDA is a 501 c3 Tax ID# 91-1390519
Date of Incorporation as a Washington State Corporation and UBI Number:
1998   UBI # 601 389 111

Primary Contact:   Jerri Lane, BIDA Executive Director
Mailing Address:   120 Madrone Lane N., Suite 203 Bainbridge Island, WA 98110
Email(s): jerri@bainbridgedowntown.org    
Day phone: #206-842-2982
Cell phone:  #206-331-1984
Number of pages in proposal: 9 plus 13 attachments as requested
Under the definition of “tourism promotion”, which of the following does your proposal include?  In accordance with the LTAC Committee finds, please find our revised proposal:
Please mark all that apply and how much is requested in each category:
	√
	Funding Category
	Dollar Amount

	X
	Advertising, publicizing or otherwise distributing information for the purpose of attracting and welcoming tourists
	$22,016.00

	X
	Developing strategies to expand tourism
	$ 7,000.00

	X
	Marketing and Operations of special festivals or events
	0

	
	Total
	$29,016.00


Lodging/tourism fund Application
NArrative guide
Applicant Information
1. Describe the applicant organization’s mission, history and areas of expertise.
The mission of the Bainbridge Island Downtown Association (hereinafter referred to as BIDA) is to build and sustain community through a vibrant downtown. By partnering with the City and engaging with our local community to promote the downtown Winslow neighborhood and business district, BIDA promotes downtown as the heart of our island and a unique place to live, work, visit, shop and play. We also recognize that the economic viability of the entire island is important for downtown’s continued success and propose implementing a strategy that will assure growth for ALL economic hubs on the island.
Since 1998 BIDA has been recognized as one of only 13 Washington Main Street Programs accredited by the National Trust for Historic Preservation and the Washington State Department of Community, Trade and Economic Development, and Department of Archaeology.
BIDA works throughout the year to create and support a downtown that offers visitors unique experiences including:

· A clean, attractive downtown district that maintains a small town feel and encourages a wide variety of locally owned and operated commercial retail operations. 

· A year-round calendar of high-quality promotions and events that encourage local and out of town visitor traffic. A partial list of events include July 3 Street Dance; Monthly Art Walk; Quarterly Girls Night Out; Trick or Treat Downtown and a full complement of holiday special events.
· A popular pedestrian-friendly tourist destination with a diverse range of businesses, restaurants, museums, attractions, events and recreational opportunities that serve as a strong source of tourism dollars. In 2014, BIRide was introduced, giving visitors even more opportunities to experience the entire island’s unique offerings.
BIDA has a rich history of providing services and activities essential to successfully attracting and engaging local, regional, and national tourism. For more than a decade, BIDA has worked closely with the Seattle Hotel Concierge Associations, Visit Seattle, Cruise ships, and Kitsap Peninsula Visitors and Convention Bureau to communicate current information on the variety of new and existing retail businesses, restaurants, waterfront recreational activities, festivals, and events that make Bainbridge Island a popular visitor destination.
Thanks to BIDA’s focused destination marketing efforts, Bainbridge Island and our historic downtown are now being regarded as a not-to-miss destination, well worth including on itineraries by meeting planners, travel agents, and travelers as they plan for their Seattle vacation.  A brief list of ongoing efforts includes the following:
2015 Walkabout Guide – The annual Walkabout Guide is distributed by Certified Folder Display to more than 270 Seattle / Eastside locations including major hotels, conference facilities, visitor information locations and tourism specialists throughout the Puget Sound. We provide high-visibility marketing throughout the Seattle and Puget Sound maritime region with distribution on the Washington State Ferries’ Seattle-Bainbridge Island route, the Coleman Terminal/Pier 52, the Seattle Cruise Terminal/ Pier 66/91, and the Olympic and Kitsap Peninsula.
 
Virtual exposure for the Walkabout Guide is provided via the digital displays on the Washington State Ferries (WSF) Bainbridge Island – Seattle route. With over 6 million foot-passengers riding the BI route annually – the guide is the most frequently used guide for walk-on visitors to Bainbridge Island. With production costs at over $15,000 BIDA will request LTAC funds to pay for the distribution contract with Certified Folder to ensure continued delivery throughout the Puget Sound region. We will produce 100,000 copies in 2015. The Downtown Association’s Walkabout Guide continues to be Bainbridge Island’s most widely used visitor collateral.   
Regional Publications & Print Advertising – Leveraging a 2014 $24,735 Lodging Tax Award intended for destination marketing, BIDA provided an additional $14,000+ for print and electronic advertising. Using the Tourism Alliance-inspired copy “35 minutes by ferry, miles from ordinary” tag line, ads have appeared throughout 2014 in SUNSET Magazine, NW Travel, SEATTLE Magazine, Coastal Living, Seattle Metropolitan, Portland Monthly, OUT City, and 350,000 copies of The Official Seattle Visitors Guide, International Travel Planners Guide, and The Oregonian Newspaper.

DMO Partnerships – Destination Marketing Organizations (DMO’s) like Visit Seattle, Kitsap VCB, and the two Seattle Hotel Concierge associations play a key role in developing and maintaining a presence for our community. By continuing to partner with Visit Seattle and participating in the annual Seattle Hotel Concierge Association Trade Show, we expose key influencers and decision makers to the rich resources on Bainbridge Island and secure their recommendations. We estimate 15% of visitor traffic results from Seattle Concierge referrals.
The Rest – Tourism has unquestionable economic value to our region. In 2013, King County welcomed over 18.6 million overnight visitors who spent nearly $6 Billion with hotels, restaurants, retailers, attractions and services in the region (Visit Seattle 2014 Annual Report.) Bainbridge Island is listed as one of nine ‘don’t miss’ experiences by Visit Seattle. Visitors are a proven economic stimulus and BIDA has a solid track record of delivering exponential value for the investment. Increased tourism leads to increased employment, which leads to increased spending, thereby creating the virtuous cycle for our local economy.
2. Project partners and brief description of the involvement of each.
Since Bainbridge Island does not have a Visitors Bureau, it is important to note that the goal of the following partnerships with the Bainbridge Island Chamber of Commerce and the Bainbridge Island Lodging Association is to fill that gap by positioning these three entities as the ‘communications hub’ that promote ALL Island events, restaurants, attractions, merchants and festivals. 
Our proposals each cover one segment of Destination Marketing. BIDA is proposing a comprehensive multi-media destination marketing campaign; Bainbridge Island Chamber of Commerce provides Visitor Services, is developing a Microsite targeting visitors and is partnering with Regatta Travel Solutions to create an island-wide booking engine; and Bainbridge Island Lodging Association will focus on an optimized web campaign maximizing the exposure of their web and mobile platforms to attract guests for their members. BILA will also include links to BBCI’s Microsite and booking engine, and will curate a dynamic blog about events on Bainbridge Island. Each organization will submit their own individual 2015 LTAC Application and the intention is that the three groups will work together to promote tourism WITHOUT overlapping – while supporting and promoting all tourism related activities on the island. 
3. BIDA Lodging Tax (Civic Improvement) Funded within the last five years (2009-2015)
	2015
	Destination Marketing Campaign
	Requested:$ 60,016
	Funded:$29,016

	2014
	 Destination Marketing Campaign
	Requested: $30,355
	Funded:$24,735

	2013
	Destination Marketing Campaign
	Requested: $31,043
	Funded $  8,400

	2012
	Bainbridge Island Wine Festival
	Requested: $23,000
	Funded:$13,000

	2011
	Downtown Walkabout Guide
	Requested: $12,000
	Funded:$10,000

	2010
	Concierge Tour/Blooming Baskets
	Requested: $ 9,250
	Funded:$  6,860

	2009
	Concierge Tour/Blooming Baskets
	Requested:$ 9,375
	Funded:$  9,375


4. Incomplete projects:  None
Project Information
1. Project Description
1/A. Realizing that  Bainbridge Island does not have a Visitor’s Bureau, and that the parameters of the Downtown area has few overnight accommodations, BIDA proposes to implement a strategic plan designed to attract overnight visitors, realizing that downtown restaurants, attractions, shopping, events and festivals will benefit from increased overnight tourism. 
BIDA’s proposal is structured to deliver an invitation to visit all parts of our beautiful island with a strong emphasis on developing overnight tourism during the off peak season. Our proposal includes strategic and limited print advertising on the front inside cover of Visit Seattle’s Official Visitor’s Guide with a special focus on our rich offerings of adventure, food, wine, arts, culture and tours. Exhibiting at Taste Washington will enhance our credibility as a culinary destination. Producing a new annual culinary event highlighting our local vintners, farms and chefs will further drive traffic to Bainbridge Island. Enhancing BIDA’s website and linking it to the Chamber’s visitor’s Microsite and booking engine powered by Regatta Travel Solutions will enable guests to easily book rooms on the Island. BIDA’s proposal also includes a partnership with Avius Insight, which offers an Ipad based kiosk guest survey solution, with unlimited reporting capabilities. This proven solution, which is used by the San Diego Zoo and many destinations, will replace the laborious task of collating and analyzing handwritten surveys. Understanding our customer’s feedback is the key to improving the guest experience. 
1/B Print Advertising: Print advertising will be limited to the inside cover of Visit Seattle’s Official Visitors Guide, published twice yearly with a distribution of 175,000 per issue. The Official Visitors Guide is Visit Seattle’s primary fulfillment collateral and it is important for Bainbridge Island to have a consistent and prominent presence in this publication. For more information see http://visitseattle.org/Home.aspx.  2@$9008 = $18,016.
Exhibit at Taste Washington: For the first time, BIDA will coordinate a coalition of local restaurants, winemakers, distillers, farms and brewers to exhibit at Taste Washington. The nation’s largest single region food and wine event will be held at CenturyLink Field Event Center on March 29 and 29, 2015. We have reserved three high visibility 8x10 booths and the event will introduce Bainbridge Island’s breadth of culinary expertise to over 5,500 local, regional and national attendees. For more information see http://tastewashington.org/.   $3,000.
Booking Engine: We will partner with the Chamber in implementing a booking engine powered by Regatta Travel Solutions. Regatta offers a low cost (10%) commissionable booking engine specifically designed for Destination Marketing Organizations. From previous experience at Visit Seattle, Regatta Travel Solutions enable guests to enjoy ‘one stop shopping’ and will work with hotels, small vacation rentals, packages, restaurants and attractions in booking business. Their 10% commission structure is a refreshing option for hotels and vacation rentals. Expedia commissions can range from 18% - 30%, with the highest commissions imposed on the smaller, lower producing properties. For $1,000, Regatta’s team will install the booking engine, and will onboard hotels and businesses. Regatta delivers a solid win/win/win for the destination, the guest, the destination and the hotel/lodging establishments. For more information, see http://www.regattatravelsolutions.com/.  $500.
Visitor Feedback: We will partner with Avius America to implement/install an Ipad based kiosk guest survey solution featuring real time data and a full complement of web-based reporting tools. With solid feedback, we can improve the guest experience and maximize return visits. The pilot kiosk will be located at the Visitor’s Center. For more information, see http://www.aviusinsight.com/about-us.  $3,500 (Year one kiosk, Ipad, training, on boarding and installation = $3,500; Year 2 = $624 Software only)
Walkabout Guide:  We will revise, produce and distribute 100,000 copies of the Walkabout Guide.  Distribution: $4,000.
2. Narrative statement addressing selection criteria. Describe outcomes anticipated from each criterion as well as the overall project.


2/A. Expected Impact on increased tourism in 2015. YTD we have seen an increase of 13% in the number of visitors/tourists according to the Chamber’s count. Their survey indicates visitors come from all 50 states, all Provinces of Canada and over 40 countries. Visit Seattle has indicated a 2.9% upswing in overnight visitors and projects a 5% increase for 2015 in hotel room bookings. In addition, their Convention Center booking pace is at 111% of targeted goal. Seattle’s plans for an additional 2,000 hotel rooms combined with the proposed Convention Center expansion will support solid yearly overnight stay growth on Bainbridge Island.

2/B. Expected impact on or increase in overnight stays on the Island. BIDA’s multi-pronged proposal is designed to reach out to a wide audience and will provide new opportunities for partnerships and increased overnight stays.
· Valid customer feedback through Avius America will enable island leadership to refine our offerings and assure repeat visits. 
· A convenient, low cost Booking Engine through Regatta Travel Solutions on the Chamber’s website will convert guest inquiries to solid bookings. Innovative new 
· Coordinating a strong representation of Bainbridge Island food, wine, brewers, farms and distillers to exhibit at Taste Washington will add credibility and entice visitors to experience our culinary offerings. 
· Strategic advertising placement on the front inside cover of Visit Seattle’s Official Visitors Guide will enhance Bainbridge Island as a ‘must experience’ visit.

2/C. Projected economic impact on Bainbridge Island businesses According to Visit Seattle, over $6 Billion was spent in King County by over 18.6 million overnight visitors in 2013. 8% were international visitors, who stay longer and spend more than other travel segments. The National Travel & Tourism office of the US Department of Commerce reports that 2013 was a $1.5 trillion industry, employing over 8 million people. In addition, the Convention Center’s booking pace is at 111% of target for 2015, with over 275,000 group rooms on the books. Based on the statistics listed above, it is reasonable to expect an increase of 11 – 14%in visitors/overnight stays in 2015, which would correlate with a commensurate increase in economic impact to island businesses.


2/D. The project’s potential to draw visitors to the island and increase overnight stays during the off-season. BIDA’s entire destination marketing strategy is based on driving demand to off peak periods. The community enjoys very high occupancies and revenues during peak months and our intention is to assure that LTAC funds are deployed against developing solid demand during lower demand off peak months. 


2/E. The applicant’s demonstrated history of organizational and project success. BIDA has successfully represented the downtown merchants since 1998 and the designation as an accredited Historic Main Street is one to be nurtured. It is also important to provide innovative, new opportunities for island-wide economic growth, which will in turn build solid economic gains downtown. BIDA fully intends to continue producing successful programs like the July 3 Street Dance; monthly Art Walk; Girls Night Out; Trick or Treat Downtown; a full complement of exciting holiday events, and the Walkabout Guide. Our goal is to continue old traditions while moving forward with new ideas and fresh opportunities to enable our community to remain competitive.

2/F. Describe any partnerships with other organizations in the proposed project, including efforts to minimize duplication of services and encourage cooperative marketing. Since Bainbridge Island does not have a Visitor’s Bureau, it is important to note that the goal of the following partnerships with the Bainbridge Island Chamber of Commerce and the Bainbridge Island Lodging Association is to fill that gap by positioning these three entities as the ‘communications hub’ that promote ALL Island events, restaurants, attractions, merchants and festivals. 
Our proposals each cover one segment of Destination Marketing. 
· BIDA is proposing a comprehensive multi-media destination marketing campaign; 
· Bainbridge Island Chamber of Commerce provides Visitor Services, is developing a Microsite targeting visitors and is partnering with Regatta Travel Solutions to create an island-wide booking engine
· Bainbridge Island Lodging Association will focus on an optimized web campaign maximizing the exposure of their web and mobile platforms to attract overnight guests for their members. BILA will also include links to the Chamber’s Microsite and booking engine, and will curate an effective blog about events on Bainbridge Island. Each organization will submit their own individual 2015 LTAC Application and the intention is that the three groups work together to promote tourism WITHOUT overlapping – while supporting and promoting all tourism related activities on the island. 
2/G. Describe to what degree the project goals are measurable. 
Increased hotel occupancies can be measured by a year over year comparison of RevPar and lodging tax collections. 
Increase in business success can be measured by year over year sales tax collections and employment statistics.
 Visitor satisfaction can be measured by direct feedback from Avius America’s Ipad based customer survey system. Although the pilot survey system will be located at the Visitor’s Center, the program could easily be duplicated on other parts of the island.
2/H Describe the degree to which the project will leverage award funds with additional matching funds or donated in-kind goods or services. Volunteer hours, staff project management, sponsorships and in-kind donations form the framework of BIDA’s programs. We track volunteer hours and in the course of a year, can document over 3,500+ volunteer hours. When calculated at $9.32 per hour, the leveraged amount totals $32,620. In-kind or steeply discounted goods and services account for an additional $15,000 each year. Project Management for the above listed programs will total more than 500+ staff hours @ 21 per hour for a total of $10,500. In kind, project management and volunteer hours total $58,120. BIDA relies heavily on sponsorships from companies like Virginia Mason, Harrison Medical Center, Columbia Bank, John L. Scott, and Puget Sound Energy (to name a few) to produce the annual event schedule.
Project Timeline
1. Provide a project timeline that identifies major milestones. 

· November 1, 2014: Commit to inside front page Visit Seattle OVG Winter/Spring and Summer/Fall 2015

· January 2, 2015: Begin work on 2015 Walkabout Guide
· January 2, 2015: RFP awarded for BIDA Website Rebuild

· February 20, 2015: Award contract to Avius America for Ipad based Customer Feedback Survey system

· February 20, 2015: Award contract to Regatta Travel Solutions to provide island-wide booking engine.

· March 1, 2015: Begin ‘team approach’ to Social Media using newly created, WordPress based website

· March 28/29, 2015: Bainbridge Island Exhibit at Taste Washington
2. Include a detailed budget for the proposed project itemizing expenses and income.  Include the amount requested from the Lodging Tax Fund and identify other sources of funding anticipated or obtained, including matching funds, as well as any in-kind contributions necessary to complete the project. 

	Advertising, Publicizing or distributing information for purpose of attracting and welcoming tourists
	
	Developing Strategies to expand tourism
	
	Marketing and operations of special festivals or events
	
	Total

	Official Visitors Guide 2@$9008
	$18,016
	Exhibit Taste Washington
	$3,000
	
	
	

	Walkabout Guide Distribution
	$  4,000
	Booking Engine
	$   500
	
	
	

	
	
	Visitor Feedback
	$3,500
	
	
	

	Total
	$22,016
	
	$9,000
	
	
	$29,016.


3. Describe program scalability and how the budget will be adjusted and/or achieved should the full amount of the LTAC funding request not be awarded. 
In order of priority:
The program could be scaled by deleting the partnerships with Beeline Tours; Geocaching; and Social Media program management. This would save $8,000. These programs would not be possible if scaled. 
The Intentional Table Culinary Experience on Bainbridge Island will cost conservatively $50,000 to market and produce. We believe the $20,000 funding request should remain intact as it will support an annual, growing event that will appeal to local, regional, national and international audiences and will definitely provide off peak overnight stays. The Chamber has requested $5,000 in marketing funds for the event. If the Committee finds it necessary to scale it back, we will have to dig deeply to find replacement dollars with other partners and sponsors.  
Taste Washington:  ($3,000) we have asked only for booth fees and we will rely on partners to defray additional exhibition costs. 
Regatta Travel Solutions booking engine ($500) and Avius America’s visitor feedback ($3500) budgets are fixed and the programs would have to be deleted should they not be fully funded. 
Walkabout Guide: BIDA lost $2,950 producing the Walkabout Guide in 2014, and the distribution costs are an additional $5,000. Without drastically cutting quality or quantity, it will become impossible for BIDA to continue producing the Guide as advertising revenue has been maxed out.

4. Provide copies of both your organization’s 2014 income/expense summary and 2015 budget. Attached
5. Provide a forecast of 2014 revenue and expenses as of October 1, 2014. Attached
6. Provide an estimate of 2015 revenue and expenses.  Attached
Supporting Documents
7. Letters of Partnership – Include letters from any partnering organizations committing to joint sponsorship of the application and specifying their intended activities.  
Please see attached Letters of Support from the following destination marketing partners:
· Visit Seattle
· The Eagle Harbor Inn
· Bainbridge Island Chamber of Commerce
· Bainbridge Island Lodging Association
Additional Attachments:
· BIDA 2014 Income/expense summary

· BIDA 2015 Budget (Draft – not yet approved)
· BIDA 2014 forecast of revenue and expenses as of October 1, 2014.
· BIDA estimate of 2015 revenue and expenses.
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