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JANUARY 7, 2025 SPECIAL MEETING AGENDA 6:00 PM

VL.

CALL TO ORDER

OATH OF OFFICE FOR NEWLY ELECTED OFFICIALS

A.  Mayor
B. Councilors

ESTABLISH A QUORUM
ELECTION OF COUNCIL PRESIDENT

PRESENTATIONS

A. Redmond Destination Marketing Services Mid-Year Update - Watson

Creative

ADJOURN

Regular Council meetings are broadcast live on COTV11 — BendBroadband Channel 11 beginning at 6:00 p.m. on the 2" and 4t Tuesdays of each

month. Rebroadcasts are scheduled for the non-meeting Tuesdays at 6:00 p.m.

The City of Redmond encourages all citizens to participate in its programs and activities. This meeting location is accessible to people with disabilities.
Requests for accommodation may include sign language interpreter service, assistive listening devices, materials in an alternate format or any other
accommodation. If any accommodations are needed, please contact the ADA Coordinator at 541-504-3036 or access@redmondoregon.gov. Requests

should be made as soon as possible, but at least 3 business days prior to the scheduled meeting.

The City of Redmond does not discriminate on the basis of disability status in the admission or access to, or treatment, or employment in, its programs or

activities
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STAFF REPORT

DATE: January 7, 2025

TO: City Council

THROUGH: Keith Witcosky, City Manager

FROM: Heather Cassaro, Communications Director

SUBJECT: Redmond Destination Marketing Services Mid-Year Update - Watson Creative

Report in Brief:

The purpose of this item is to provide City Council with an update on Redmond’s destination marketing strategy and
creative efforts, led by contracting agency Watson Creative in partnership with the Tourism & Lodging Advisory
Committee.

Background:

This presentation will provide an overview of the comprehensive branding discovery phase, and highlight input collected
from interviews, workshops, surveys, peer brand comparisons, and competitor audits. All of which shaped the campaign
brand strategy and direction, including: a manifesto, messaging tone and voice, and foundational creative intent for future
Redmond tourism promotion.

In March, 2024 the City issued a Request for Proposals (RFP) for qualified tourism marketing and management teams
and/or professionals to facilitate the re-investment of TLT revenue into tourism promotion and tourism related facilities
(ORS 320.300 to 320.365). The RFP sought proposals that reflected a breadth of Destination Marketing services. The
selected contractor would be responsible for creating and placing tourism promotion content, developing Redmond as a
tourism destination, performing research, and following industry trends. These efforts seek to meet the needs of the local
lodging industry in enhancing Redmond’s tourism industry while maximizing TLT revenue for the City of Redmond.

After a thorough selection process, the Tourism and Lodging Advisory Committee unanimously recommended Watson
Creative. On June 11, 2024, the City Council awarded Watson with a contract of up to five-years (three-years with two
one-year options), in the annual amount beginning at $362,000. The annual sum of $362,000 will increase by 5% each
year to equal approximately $2,000,000 over the 5 years.

Discussion:

Since June 2024, Watson Creative has been focused on cultivating Redmond's current strengths in attracting visitors,
identifying what areas require improvement to enhance the visitor experience, and examining Redmond’s long-term
tourism objectives.

This process is designed to sharpen Redmond’s strategic focus and define a clear set of attributes that will enhance its
appeal and effectiveness as a tourist destination. Watson conducted stakeholder workshops; a comprehensive analysis of
the effectiveness of the Redmond brand (which included surveys, strategy and brand analysis, and a diagnostic of
marketing data); and secondary research reviewing tourism trends and market insights; web analytics; and social media
metrics. They also performed a digital audit of our tourism peers to gain insights on where they fit in the digital landscape.
This work helps to better understand how Redmond can set itself apart from our competitors and best set realistic goals
for our own digital strategy.

The team used information gathered through this work to develop the brand strategy and creative direction.
The work products include the creation of a manifesto, a guiding statement that explains who we are and drives
messaging to help audiences connect with the values we represent; a positioning statement to serve as a guidepost for

marketing efforts and the primary narratives that reflect the brand values; and brand narratives utilized to promote to
unique brand attributes to target audiences/personas.
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MANIFESTO:

Redmond wasn't built like other cities. It didn’t sprout from the mind of some wealthy developer with visions of a new
metropolis. It was land chosen for its proximity to water, and the hope of modernity by way of the railroad. Sage-
covered land settled by a pair of schoolteachers seeking a better life. And here a small but robust community was
forged from the grit, persistence and care of the farmers, ranchers, shopkeepers and craftspeople who came to call
Redmond home. A community that built the tracks, bridges and depots for the railroad connecting Central Oregon to
the rest of the country. A community that cleared land for the county fairgrounds, and the runways that would support
the war effort, before becoming the regional airport.

Today, Redmond sits as a thriving city and authentic community at the heart of Central Oregon. Situated less than an
hour from every recreational opportunity the region has to offer, and boasting the most expansive vistas of any found
in the state, with stunning views of mountains, buttes, and geological wonders in every direction. We aren’t the biggest
city in Central Oregon. And that’s exactly the way we like it. All of the charm, beauty and outdoor recreation the region
has to offer, without the crowds and expense. A genuine, welcoming and engaged community. The modern
embodiment of the spirit of the region and the dream of its founders.

Redmond. Oregon’s Basecamp

POSITIONING STATEMENT:
We’re a small, modern city situated among the stunning vistas at the heart of everything Central Oregon has to offer. A
robust and welcoming community that authentically owns its rich history, dynamic terrain, and pioneering spirit

With the manifesto and positioning statement established, the team worked to incorporate those values into visual
components, while balancing the need for brand flexibility to appeal to a range of demographics. While many of the
creative elements can and will evolve over time, the initial concept is meant to compliment Redmond’s unique features
and stand out in the industry. These elements include color palette, use of photography, tagline, logo, typography, and
overall campaign concept.

Since September 2024, the Watson Creative team has worked through several creative concepts alongside the Tourism
and Lodging Advisory Committee. The committee is seeking Council's input on the creative process to date.

Next Steps: complete buildout of the website, develop platform specific marketing materials, official creative debut, launch
Spring 2025 campaign.

The branding and creative will be foundational for Redmond's tourism marketing efforts. The City of Redmond is the sole
owner of all intellectual property created.

Fiscal Impact:
Contract amount of $362,000 for Fiscal Year 2024/2025.

Alternative Courses of Action:
No action is being requested at this meeting.

Recommendation / Suggested Motion:
NA
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Strategy and Creative Process

For Redmond Tourism Campaign



Watsonis a
research-based
creative studio.

Our studio specializes in helping challenger brands achieve strategic growth. We provide

strategic planning, branding, creative and campaign stewardship to a diverse range of

industries, including cultural institutions, consumer brands and progressive nonprofits.

Strategy

Research & Position

Workshops
Qual/Quant Research
Market Analysis
Audience 360
Persona Development
Key Messaging
Positioning
Growth Roadmaps

Creative

Design & Identity

Branding & Naming
Graphic Design
UI/UX Design
Web Development
Copywriting
Photography*
Video*
Animation*

Activation

Growth & Campaigns

Go To Market Strategies
Campaign Development
Media Planning & Buying
Search Engine Marketing
Social Media Marketing
Marketing Automation
Search Optimization (SEQ)
Dashboards & Analysis

REDMOND


http://watsoncreative.com
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June 2024
Watson Creative began work with
the Redmond Tourism & Lodging
Advisory Committee

July & August 2024
Legacy Deep Dives
Redmond Visits
Key Stakeholders Workshop
Formal and Informal Interviews

September 2024
Presented our Strategy Pitchback
& First Look at Creative Intent



June 2024
Watson Creative began work with
the Redmond Tourism & Lodging
Advisory Committee

July & August 2024
Legacy Deep Dives
Redmond Visits
Key Stakeholders Workshop
Formal and Informal Interviews

September 2024
Presented our Strategy Pitchback
& First Look at Creative Intent

January 7, 2025
City of Redmond

Strategy Pitchback

Competitive Audits
Digital Baselines
Secondary Research
Personas, Voice & Tone
Brand Manifesto
Campaign Narrative Tiers
Messaging Architecture
Creative Intent

4 months of work, 215 Slides
And a lot of heart and soul.
Summarized in 15 minutes.



BRAND IDENTITY AND BRAND EQUITY

Branding is why. Marketing is how.

Branding is long-term. Marketing is short-term.
Branding vs. Marketing Branding is macro. Marketing is micro.

Branding defines trajectory. Marketing defines tactics.

Branding builds loyalty. Marketing generates response

Branding creates value. Marketing extracts value.

TSON CREATIVE 2024. ALL RIGHTS

SERVED. CONFIDENTIA
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The Discovery Work



DICHOTOMIES

More in our approach

More in our messaging

More of a than status quo

A slight shift toward more in our messaging

A slight move toward being more

A slight shift toward being more

Maintain a balanced focus on the &
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DICHOTOMIES

More in our positioning
Maintain a balance between &
Focus on a more message

Move toward being more

Shift toward being more

Err on the side of a more approach
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Introspection

Dichotomies

Archetypes

Workshops Summary

We, as a place, travel and tourism brand, are looking to embrace modern Americana and
distinguish ourselves as an active basecamp. A city that is easy to access and engage with. A
city that offers a diverse array of entertainment, recreation, and community activities.

We are looking to take a focused and disruptive approach. One that is slightly more aggressive
while carrying more emotional weight. One that tells an inclusive and whimsical story and
strikes a balance between individualism and community. \We are shifting our positioning toward
being more elite as we balance being niche and a leader in the market. We are making a more
longterm play with a simple, creative, yet safe message.

We primarily align with the Explorer archetype. We are focused on helping others experience a
more authentic and fulfilling life through discovering adventure and a taste of the unknown,
thereby escaping boredom. Secondarily, we align wit the Innocent archetype, with the goal of
creating a sense of safety and comfort, of seeking fulfillment in the here and now, and of doing
what is right. Both archetypes are driven by a desire to reclaim paradise.

© WATSON CREATIVE 2024. ALL RIGHTS RESERVED. CONFIDENTIAL



DISCUSSIONS

Kevney Dugan
Eric Sande

Rob Malone
Chuck Arnold
Jessica Klein
Dick Roberston
Susan Roberston
Angela Boothroyd
Scott Larson
BELCIER]
Geoff Roemelt

© WATSON CREATIVE 2024. ALL RIGHTS RESERVED. CONFIDENTIA



COMPETITOR LANDSCAPE
BRAND AUDITS
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THE LANDSCAPE
ANALYSIS

NOTES: Although strategies and approach to brand
and marketing differ slightly, the landscape, like so
many, is a sea of same.

Narratives are remarkably the same, telling the same
story across the board. There’s room for a standout,
room to tell a different story. The lack of focus on spirit
and soul is across the board.

Styles are again, very similar across the board.
Photography fits the “industry standard” look and feel,
with some standouts that really make efforts to
showcase real people in the photos.

Predictable stock photography is used by most,
conveying “fun” and “recreation” but without any real
purpose or emotion.

EMOTIONAL

NARRATIVE STRATEGY

DESIGN STRATEGY
ANGULAR

TVNOILVINHOANI

ORGANIC

BRANDMARK

COLOR STORY

D W REATIVE 2024. ALL RIGHTS RESERVED. CONFIDENTIA
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e Top Feeder Markets to Remond
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Redmond’s Verbal Direction



PERSONAS

Ready to Ready to connect Ready to unwind
explore and experience. and create memories. and take in.

Ready to Ready to blend
engage and enjoy. business and pleasure.



Voice and Tone

Daring

Bold. Adventurous. Optimistic.

Redmond is set in the heart of some
of the most thrilling and
awe-inspiring natural recreation
opportunities Oregon has to offer.
Opportunities not perhaps always for
the faint of heart, but which never fail
to reward those who answer the call
with an unforgettable adventure. We
therefore speak in @ way that honors
and reflects that sense of adventure
laying in wait.

Speaking in a daring way helps us
stand out in a crowded market and
compels potential visitors to take a
closer look.

Inviting
Warm. Pleasing. Inclusive.

Here in Redmond, we like to think
we have something for everyone,
ond we pride ourselves on taking
all comers. Regardless of who you
are, or what draws you to the
region, you'll be greeted with
warmth, generosity and
hospitality. It's in our nature. It's
who we are. And it's how we
express ourselves.

Speaking in an inviting manner is
how we gain the trust of potential
visitors and help them feel at
ease as they consider booking a
trip.

Authentic. Sincere. Unadorned.

Redmond is first and foremost a
community. One with deep roots,
genuine ties, and a common
concern for the wellbeing of one
another. This spirit runs through
not only what we do, but how we
do it. And therefore, not only what
we say, but how we say it.

Speaking in a grounded way is
how we assure visitors they can
find real substance here.
Substance worth connecting with
and revisiting.




MANIFESTO

Redmond wasn’t built like other cities. It didnt sprout
from the mind of some wealthy developer with visions
of 8 new metropolis. It was land chosen for its
proximity to water and the hope of modernity by way
of the railroad. Sage-covered land settled by a pair of
school teachers seeking a better life.

And here a small but robust community was forged
from the grit, persistence and care of the farmers,
ranchers, shopkeepers and craftspeople who came to
call Redmond home. A community that built the
tracks, bridges and depots for the railroad connecting
Central Oregon to the rest of the country. A
community that cleared land for the county
fairgrounds, and the runways that would support the
war effort before becoming the regional airport.

Today, Redmond sits as a thriving city and authentic
community at the heart of Central Oregon. Situated
less than an hour from every recreational opportunity
the region has to offer, and boasting the most
expansive vistas of any found in the state, with
stunning views of mountains, buttes, and geological
wonders in every direction.

We aren’t the biggest city in Central Oregon. And that’s
exactly the way we like it. All of the charm, beauty and
outdoor recreation the region has to offer, without the
crowds and expense. A genuine, welcoming and
engaged community. The modern embodiment of the
spirit of the region and the dream of its founders.

Redmond. Oregon’s Basecamp




MESSAGING ARCHITECTURE

Oregon’s
TAGL'NE ....................................................................................................................................... . i
PbSITIONING We're a small, modern city situated among the stunning vistas at the heart of everything Central
"""""""""" Oregon has to offer. A robust and welcoming community that authentically owns its rich history,
STATEMENT dynamic terrain, and pioneering spirit.

NARRATIVETIERS - Center of the Center The Heart in Central Oregon
s

Bold. Warm. Authentic.

TONEOFVOICE --------------- Adventurous. Inviting Pleasing. Grounded Sincere.
: Optimistic. Inclusive. Unadorned.

Peace | Beauty | Rejuvenation

Serenity in the High Desert

Ready to Ready to Ready to
geacecasaasaaas explore and Communers connectand Relaxers uvnwind and
: experience. create memories. take in.

PERSONAS -

: Ready to Ready to
S Indulgers engage and Retreaters blend and business

enjoy. PAGeSY St 90




Messaging Matrix
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BUILDING CONTENT

NARRATIVE

PILLAR PERSONA CONTENT BUCKET

SUB-CATEGORY

CONTENT FORMAT

EDITORIAL CALENDAR



https://docs.google.com/spreadsheets/d/1VV{d9D-2YM31Hb3tfn2h4NuXnr_2VPEcdvils_MkosZc/edit?qid=1828228731#qid=1828228731
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Redmond’s Creative Direction



With that feedback, we’ve refined a brand direction for Redmond.



Color Palette
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Type System

Page 36 of 90



We wanted to create a mark that symbolizes
everything Redmond has to offer.

A mark that works as more than just a logo,
but as a graphic device that brings both depth
and flexibility to your brand.

A mark that serves as a beacon, highlighting
the best of Redmond, welcoming visitors to
experience all it has to offer.
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Now onto the rest of the brand...



Redmond Brand System
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Redmond Brand System
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Redmond Brand System
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Redmond Brand System
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Redmond Brand System
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Redmond Brand System
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Redmond Brand System
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Redmond Brand System
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Redmond Brand System
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Redmond Brand System
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Redmond Brand System
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Redmond Brand System
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Thank you for your time.
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44
Growth Map

It is a strategic tool designed to navigate a project’'s customer journey by identifying key channels and implementing
best practices to ensure cohesive and effective brand interactions.

We want you to use it as a guide to understand our advertising strategy and tactics necessary to achieve growth.
This growth map is specifically tailored to maximize the budget in preparation for the website launch:
e November - February: Focus on planning and creating top-of-the-funnel content to build awareness and

engage potential customers.
e  March-June: Launch Phase One targeted advertising to drive education and consideration towards

conversion.
e  August: Launch Phase Two multichannel targeted advertising, capitalizing on Phase One optimization.

However, it will take time to fully implement the plan.
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Redmond's primary goal is to

Achieving this involves building the right foundation
and utilizing effective tools to attract, nurture, and
convert site visitors into bookings.


http://watsoncreative.com

W Overview

Goals Channels KPls Stakeholders
. . . ATTRACT local businesses and
EDUCATE: Make potential Paid Advertising (Ads) Impressions citizens to participate in
travelers aware of Redmond, 8S?irr$1?zggiglr?(eSEO) R?&_’Ch promoting Redmond:
Educate capturing their interest and Public Relations (PR) Visits Host a Business Networking
. - Event.
inspiring engagement Referrals / Affiliate o et
Marketing / Influencers ommunity Fleetings.
Local Businesses.
.................................................................................. Personalized Outreach: Meet with
ENGAGE: . - busi t lain th
= Website Content. Listing Referrals b:zler}?;sc?g;i:boor:;z:'n ¢
Build relationships, foster trust, Marketing Automation. Visits Exclusive Offers: Providé
Engage and encourage conversion by Content Amplification: Time on page ) ives for b .
providing personalized, timely Email, Social Media. Signups incentives for businesses to
interactions across preferred Engagement part.|z:|pate: .
o —— Social Media Campaigns:
: Encourage businesses to share
................................................................. B.oék.ir;g.s'. S 000000 Redmond-related content.
. . . Joint Marketing Initiatives:
Booking referrals Customer Satisfaction )
Convert Build packages (CSAT)scores Collaborate on promotional

Promoters

CONVERT: Encourage travelers
to book their trip to Redmond,
converting interest into action.

DELIGHT: Empower travelers to
make the most of their Redmond
experience, fostering loyalty and
advocacy.

Streamlined Booking
Process

Compelling Offers
Social Proof

Redmond Guides
Local Business Support
Community Engagement

Personalized
Recommendations

Net Promoter Score
(NPS)
Customer Retention
rates
Review and Referral
rates

Testimonials
Subscribe Actions

materials and events.

Citizens:

Social Media Groups: Create
Facebook or Nextdoor forums for
citizens to share ideas.
Volunteer Opportunities:
Encourage citizens to participate
in events to guide development.
Ambassador Program: Appoint
citizen ambassadors to promote
Redmond.

Incentives: Offer rewards for
referrals, reviews, or social media
shares.

Airport: Ex='ore larger presence
at Airport
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"W Strategy Pillars

Phase One: Build the Fundamentals.

Goal: Establish a
strong foundation
by creating an
online presence to

attract and engage

travelers.

1.1. Launch a New
Website:

This will be the Hub for all
travel information,
featuring attraction
listings, lodging,
restaurants, local culture,
and clear calls to action.

1.2. Launch Social Media
Channels:

Start with Meta to enhance
visibility and engage with a
broader audience of
potential visitors.

1.3. Launch The Phase
One Advertising:

Drive traffic to the new
website and social
channels to begin telling
Redmond's story as the
basecamp of Central
Oregon.

1.4. Seed Influencers &
Affiliate Marketing:

Affiliate marketing is a
game-changer for
destinations. It bridges the gap
between your brand and a vast
network of high-performing
content creators and
influencers. A powerful
partnership amplifies your
reach, connecting you with
targeted audiences.

© WATSON CREATIVE 2024. ALL RIGHTS RESERVED. CONFIDENTIAL



"W Traveler Journey

SEM

SEO
Backlinks
PR

Email
Influencers

..................................... Research

Travel Plan Buy tickets

Buy Hotel

OO0H

In flight media
Airport media
Car Ads
Geotargeting

--------- Movement e Movement Consumption

Destination

Airport / Car Trip

Airport arrived

Experience:
Staff
Business
Owners
Community
Post- Engagement

Email marketing Post Visit Airport / Car

Review &
recommendation

Movement

OOH
Car Ads
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Phase One
Channel
Strategy

Where

Google Ads (SEM) and
Display
$25,000

SEO
$10,000

Social Media (Meta)
$15,000

Email Marketing
$10,000

Influencer and
Affiliate Marketing
$30,000

P.R.
$10,000

Why

High intent, reach and cost-effective for
conversions.

Long term growth
Where the discovery phase start

Leverage its reach, especially among
mobile users.

It provides a direct and personalized way to
engage with visitors who have shown
interest.

Influencers bring authenticity and

trust, inspiring their followers to engage
and explore destinations while amplifying
reach across diverse audiences.

PR complements marketing efforts,
generating earned media and fostering
community engagement.

Who

Seekers
Communers
Relaxers
Indulgers
Retreaters

What

Google Search Ads
Google Display Ads
Youtube Ads

Gmail

Backlinks to increase site authority and
visibility.

Monthly SEO content creation and
optimization.

Video Reels Ads
Static Images
Video Carousel ads

Exclusive travel offers
Event updates
Insider tips

Travel vlogs

Photo stories

Guided tours and reviews
Reels

Local Government Officials

Media Partners (journalists, Magazine, newspapers, etc.)

Cultural Ambassadors (artists, performers, historians)

Travel Industry Partners (agencies, tour operators, transportation
providers, Airlines)
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"W Traveler Media Flow

Traveler- - >

Affiliate

Marketing Influencers

Paid
Social

Google
Ads

Database

Redmond
Website

Engagement
Strategies

PIXEL (&

Remarketing (1-3K visitors)
GOOGLE GDN

v
Re-engage with site
visitors with
retargeting campaigns
for those who have yet
to convert or take
action.
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Paid Media

Budget
Allocation Digital Campaign Forecast CPC 80%
Average Website Visits Real Website Forecast
Google Search $15,000 $1.92 7,813 6,250 750,000

Google Display (Video

$10,000 $0.44 19,944
and Performance Max)
15,955 S10 1,000,000
Facebook $15,000 $0.42 10,000 8,000 $12 1,250,000
Total 40,000 37,757 30,205 3,000,000
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Paid Media
Flow
(4 months)

MARCH 40%

Budget Website
Allocation Visits
40% Forecast

Channel

Google Search $6,000 2,500

Google Display (Video

and Performance Max) 54,000 6,382
Facebook $6,000 3,200
Total $16,000 12,082
Total Budget $40,000
Total Visits 30,205

APRIL

Budget

Allocation 30%

$4,500

$3,000

$4,500

$12,000

CPV: $1.32

30%

Website
Visits
Forecast

1,875

4,787

2,400

9,062

MAY

Budget
Allocation
20%

$3,000

$2,000

$3,000

$8,000

20% JUNE 10%

Website Budget | Website
Visits Allocation| Visits
Forecast 10% Forecast

1,250 $1,500 625

1,000
3,191 3 1,596

1,600 $1,500 800

6,041 $4,000 3,021
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social media packages y Q
Q Al [ Images [ News [ Videos i More Settings  Tools
About 319,000,000 results (0.30 seconds) Paid Search Results

Social Media Package Services | Our Experts Will Do The Job

www.fiverr.com/ v

Don't Just Dream, Do. Freelance Services For The Lean Entrepreneur. 24H Delivery. Millions of

Gigs®. Professional sellers. Money-Back Guarantee. +100,000 Sellers. Unbeatable value.

Services: Content Marketing, Website Building, Writing & Translation, Video Editing, Branding.
Organic Search Results

Social Media Packages for Small Business - Reliablesoft.net
https://www.reliablesoft.net » social-media-packages v

Social Media Packages Pricing. ONCE OFF. $299. SMM Starters Package. Everything you
need to get started with Social Media Marketing. STARTING AT. $249/mo. SMM Professional
Package. STARTING AT. $499/mo. SMM Plus Package.

A Guide to Social Media Management Pricing and Packages ...
https://streambankmedia.com > guide-social-medi t-pricing-p:

Aug 9, 2018 - When searching for an agency to manage your company’s social media, you will
soon find that the options are practically limitless. ... What is a fair price for social media
management? We've done the heavy lifting for you by exploring available social media
marketing packages and ..

SEO takes between three and six months to start showing
results.

The Value of SEO and a Content Strategy:

36 80k $2.39 4k

Targeted = Monthly - Average = SEO could
Keywords Searches CPC drive 5% - 10%

Relying only on paid ads would cost $9K

per month, highlighting SEO as a $91{
cost-effective strategy for driving

valuable organic traffic.
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® Redmond ® Bend Oregon ® Portland

: s : o 55 +
City in Oregon City in Oregon US state City in Oregon
United States ¥ 2004 - present ¥ Travel ~ Web Search ¥
Interest over time @ & O

1 \/\A/\./\J\M/\/\,/\J/\M/\/\N\\f\/\w\/
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Redmond

Interest by subregion Subregion ¥ = 4 <O Related queries Rising v v, <>
& 9 &
1 flights from redmond Breakout %
2 flights to redmond oregon Breakout §

3 flights from redmond oregon Breakout %
4 redmond to bend Breakout %
5 redmond inn Breakout §
Showing 1-5 of 21 queries >
Bend
Interest by subregion @ Subregion ¥ = 3 < < Related queries @ Rising ~ J, O <
1 things to do in bend Breakout }
2 things to do in bend oregon Breakout %
- 3 bend oregon flights Breakout §
4 flights to bend oregon Breakout §
5 bend craigslist Breakout §
Showing 1-5 of 25 queries 3
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Affiliate and
Influencers

Affiliate Marketing convert
at a 46% higher rate

If your non-affiliate Then your affiliate
visitors convert at visitors convert at

2.92 %
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Affiliate Marketing
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"W Strategy Pillars Phase 2

Phase Two: Growth

Goal: Continue to
Engage and maintain
interest among potential
visitors through
expanded advertising,
additional content and
communication.

Multi-Channel Approach:

Expand on phase one with
additional advertising budget
and channels as:

Tiktok
Reddit
Youtube (Vlog)
Reddit

Content Marketing:

Growth the content calendar
across both organic and paid
channels. This includes the
website, owned social
media, and all paid
advertising channels.

Optimization:
Continuous learning and

reporting will refine the best
use of advertising dollars.

© WATSON CREATIVE 2024. ALL RIGHTS RESERVED. CONFIDENTIAL



v

Occupancy
Alignment
Month Goal KPIs
Phase One ATTRACT AND LEARN: Use the initial Reach
March - May 2025 budget for a focused approach and I(;?plr(e33|ons
lessons learned / optimization for the Vils(i:tss
August advertising launch.
PHASE TWO PRODUCTION: Produce
June- July 2025 Prepare for August
J Y additional assets for the August advertising P J
launch.
Phase Two CONVERT: Focus on driving donations with Reach
August - June 2026 compelling calls to action and urgency, Impressions
particularly after the elections, to capitalize S!'?ks
isits

on higher engagement levels.

Conversions

2024 Czimpayh Straiegy
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Where

Why

Who

What

Phase TWO Goggle Display . High intent, reach and cost-effective for ° Google Sgarch Ads
Digital programmatic conversions . Google Display Ads
Channel (video) ’ . Youtube Ads
° Backlinks to increase site authority and
SEO Long term growth visibility
Where the discovery phase start ° Monthly SEO content creation and
o Seekers optimization
Geofencing e Communers
Remarketing e Relaxers
Polygon targeting Social Media (Meta, : ! . e Indulgers e VideoReels Ads
Contextual Targeting Tiktok, Reddit, Leverage its reach, especially among mobile e Retreaters . Static Images
Interest Targeting Pinterest) users. . Video Carousel ads
. Exclusive travel offers
Email Marketing It provides a direct and personalized way to ) Event updates
engage with visitors who have shown interest. ) Insider tips
Influencers bring authenticity and ° Travel viogs
Influencer and trust, inspiring their followers to engage and ° Photo stories
Affiliate Marketing explore destinations while amplifying reach ) Guided tours and reviews
across diverse audiences. ° Reels

Month-to-month digital and social media campaign
To ensure transparency, measure success, and

PR A . ; management, with regular performance metrics
provide insights for continual improvement. L .
and optimization reporting.
Outdoor Ability to offer Bend travelers a better option. * (Outdoor digital advertising for geofencing and

remarketing.
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A dedicated travel site allows you to craft the
message and experience tailored for your
audience (Travelers). Unlike a general tourism
website, where information is spread across
different sections, a tourism-focused website
can dive deep into attractions, local culture,
and benefits, offering visitors a streamlined
path to explore.

Better Visibility: Optimized for search
engines, it increases traffic and conversions
by making it easy for travelers to discover
Redmond.

Showcase Local Brand: Use videos and
stories to highlight Redmond’s unique values
and appeal to visitors.

Simplified CTAs: Easy-to-navigate buttons
quide travelers quickly to book experiences
or connect with local guides. Watson

Redmond

Targeted Data: Gather insights from site Deslgnandiberelopithelninisite

Connect and Tag website for

visitors and run retargeting campaigns to
convert interest into bookings.

measurement.

Buy the domain
Gather content for pages

Approved

Page 84 of 90



P 1.2 Social Media

Opening social media channels is essential for Redmond .
Tourism to reduce reliance on paid advertising and foster

sustainable engagement. Social media platforms provide

organic reach, allowing the tourism department to

connect with a wider audience without incurring costs

for every impression.

Proposal: Meta, Reddit, and TikTok.

° Content Type Flexibility: Meta, Reddit, and
TikTok allow for diverse content formats, such
as photos, stories, galleries, and engaging
videos. This can give potential visitors a better
understanding of Redmond's attractions,
culture, and experiences.

Tailored Engagement: Each platform has
unique engagement tools. For example, Tik
Tok short, creative videos can showcase
local attractions in a fun way, while Reddit
allows for direct interaction with community
members interested in travel. Meta offers
targeted ads and community features that
can engage potential visitors.

Reach a Different Audience: Each social
media platform caters to slightly different
demographics and user behaviors. TikTok is
particularly popular among younger
audiences, while Meta has a broad user base
that spans various age groups. Reddit
attracts users looking for in-depth

discussions and recommendations, making Watson

Redmond

it a great platform for sharing travel tips and

experiences Design Visual

Connect and Tag website

with each platform pixels.

Set Platforms
Get to know the platform
Post
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'_V13SEO

By optimizing the website and its content
to align with Google’s search algorithms,
Redmond can achieve higher rankings for
relevant keywords, which is crucial for
attracting travelers.

This approach should also include
creating content for each stage of the
travel journey:

ity

Top of the Funnel: At this stage, create
educational content to raise awareness, such
as blog posts on the benefits of visiting
Redmond, quides on local attractions, or tips
for first-time visitors.

Middle of the Funnel: Focus on content that
nurtures potential visitors who are
considering a trip, like detailed itineraries,
visitor testimonials, or articles on the best
times to explore Redmond’s attractions.

Bottom of the Funnel: Target those ready to
book by optimizing pages with
accommodation options, comprehensive
FAQs on planning a visit, and CTAs
encouraging travelers to finalize their plans.
Ensure easy navigation and make the booking
or planning process simple and accessible.

Watson Redmond
Keyword Research Choose keywords
Search Console Set Up Help Developing Content

Website SEO Optimization
Create 2 content per funnel
stage

Create 1content per persona

Content Optimization
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"W Paid & Organic

develop a campaign that ensures your
message is consistent across all platforms,
providing travelers with a seamless
experience. Balancing organic content and
paid ads boosts visibility and helps build a
strong tourism brand over time. While ads
offer quick exposure, organic growth builds
trust and reduces long-term ad spending.

Broader Reach: Organic content attracts
active travelers, while paid ads target
specific audiences more precisely, reaching
both active and potential visitors.

Cost-Effectiveness: Organic traffic is free
and sustainable, while paid ads provide quick
visibility, especially for peak travel seasons.

Credibility & Engagement: Organic content,
like traveler testimonials, builds trust, while
paid ads extend reach to the right audience. Watson

Redmond

Design and Produce the

Targeting: Organic search captures those e —
actively researching Redmond, while paid campaign.

ads target people who may not have initially SUDCETRENTE
considered visiting.

Approved

Organic Posting
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"W Paid Search,

Display

Google is a powerful platform due to its extensive reach, advanced targeting capabilities, and
comprehensive suite of tools that cater to every stage of the traveler journey.

Display Ads: Create visually appealing display ads Search Ads:Run targeted search ads focusing on
to reach a wider audience, highlighting the benefits high-intent keywords like "Redmond travel,"

of visiting Redmond, such as unique attractions and "weekend getaway," and "outdoor adventures" to
immersive local experiences. attract individuals actively seeking travel

opportunities. This strategy ensures visibility
during crucial moments in travelers' planning.

Google search ads google x 8
Al images Videos News Shopping Web Maps i More
Library | Signin  Login = Account | Tutorial  Examples = Keyword
Sponsored

A 2dsgooglecom
&% httpsi/jads.google.com
Google Ads

Mas resultados con Google Ads — Oferta especial: $1.000 de crédito publicitario al comenzar

con Google Ads y gastar $1.000. Encuenta la audiencia adecuada para u negoc con Watson Redmond

anuncios en Google. Registrate hoy.

Sponsored

o Semrush Set Platform Approve budget
hitps:/Awww.semrush.com £

Dynamic Search Ads: What They Are & How to Use Them Create Assets Approve content

Friendly interface, live data, millions of keywords to track. Get started! 800,000,000+ domains. Run Ads

s"°"':A": i Optimize

@ Meicnime

https://www.mailchimp.com Website Tagging
A Beginner's Guide to Google AdWords | Mailchimp

Drive Targeted Traffic To Your Website With Mailchimp's Guide To Google Adwords.
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Meta, Reddit, and TikTok are powerful platforms for promoting tourism in Redmond due to
their extensive user bases and advanced targeting options.

Meta offers multiple ad formats (video, image,
carousel)and campaign objectives
(awareness, consideration, conversion),
allowing Redmond Tourism to reach a broad
and diverse audience with flexible
strategies—from showcasing local attractions
to driving bookings. Additionally, an organic
presence on Meta fosters community
engagement and trust, making it a
cost-effective long-term strategy.

Reddit allows for targeted engagement in
travel and local community subreddits,
making it ideal for reaching potential visitors
who seek in-depth information and
community-driven recommendations.

TikTok provides opportunities to capture
attention through creative, short-form videos,
perfect for showcasing Redmond’s unique
attractions and creating a viral reach among
travelers looking for inspiration.

Watson

Redmond

Set Platform
Create Assets
Run Ads
Optimize

Website Tagging

Approve budget

Approve content
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"W Automation
Automated Candidate

As Redmond Tourism begins its journey in
engaging potential visitors, implementing
automation can save time and maximize
efficiency from the start. Automating
communication allows the team to focus on
high-value tasks while still keeping visitors
informed and engaged..

Automated Email Campaigns: Start with
personalized emails to provide timely updates
about upcoming events, seasonal attractions,
and travel tips. This approach will enhance
visitor engagement and build anticipation for

future experiences. Watson Redmond
Propose platform and Approved and help combine
implement effort implementation.
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