






















































Organization

Mailing Address

Contact Name Phone

Email

Secondary Contact Phone

Email

Federal Tax ID IRS Class (exemption)

$

*Requests that do not meet this minimum requirements will not be considered

Total Tourism Request  ($5000 minimum*)

2021

Application for Tourism Grant

Grant Request



1)
Briefly describe the purpose and objectives of your organization and mission statement
(please limit to 200 words).



2) Briefly describe how the City grant would be used (please limit to 500 words).



3)

Start End

$

$

$

$

$

$

$

$

$

$

$

If your grant request is for date specific events, programs or activities, please complete the 
following table (use additional pages as necessary) :

Program/ Event Title
Anticipated Event 

Date(s) Funding
Request



4)

5)

I have reviewed the 2012 Economic Development, Cultural, Tourism, and Sustainability 
Grants policy and understand the requirements associated with receiving tourism funding. 
Please initial below that this statement is true.

Per the list of eligible Tourism activities listed in the 2012 Economic Development, 
Cultural, Tourism, and Sustainability Grants policy,  explain how your activities qualify. 
This policy is attached for your reference.  (please limit to 250 words)



6)

7)

If you do not receive the full amount of your request, describe how your organization 
would use a smaller amount of funds. Be specific. (please limit to 500 words).

Please explain how you will measure success or desired outcomes, based on Section III, 
Grant Reporting, of the 2012 Economic Development, Cultural, Tourism, and 
Sustainability Grants policy. This policy is attached for your reference. (please limit to 
500 words)



Name

Name

Name

Name

Name

Name

Name

Name

Name

Name

Name

Name

Name

Organization Board Member
(use additional sheets as necessary)



Youth 0 to 17 years %
Adult 18 to 39 years %
Adult 40 to 64 years %
Adult 65 and over %
Unknown %
Total %

Ashland %
Rogue Valley %
Other %
Total %

Ashland %
Rogue Valley %
Other (within 50 miles) %
Other (greater than 50 miles) %
Total %

%

Customer Demographic Profile*

II. Staff Residence (percentage)

III. Customer Residence (percentage)

For the Twelve Month Period of

Program/Event Name

Organization

IV. Of the customers identified above, what percentage do you estimate stayed 
overnight to attend your program, service, or event?

* if your organization tracks this data or other related data in other formats, please feel free to submit that format directly. This form is 
provided as a template and is not required to be completed in this format, but customer demographic information is an application 
submittal requirement

1. Customer Age (percentage)

The primary goal of the grant award process is to allocate funds to organizations that are 
providing economic, tourism, cultural and/or sustainability programs, services or events that 
reach a demographically diverse customer base, both locally and from outside our region. 
The following questions are intended to provide guidance for the possible types of customer 
demographics that would help the grant review/award subcommittee understand the 
customer types that your application would likely reach.



Program/Event Name

Project Period:

Source Funding title Amount
City of Ashland Grant Funds: $

Jackson County Funds/ Identify: $
State Funds/ Identify: $

Federal Funds/ Identify: $
Other funds/ Identify: $
Other funds/ Identify: $
Other funds/ Identify: $

$

Total Salaries: % of Time to Project/Event:
Salaries specific to 

Project/Event:

$ % $

Total Benefits: % of Time to Project/Event:
Benefits specific to 

Project/Event:

$ % $

$

$
$
$
$
$

$

Materials & Services
Total Project/Event-Specific Personal Services

TOTAL EXPENDITURES
Total Project/Event Specific Materials & Services

Grants Program Budget*

Please use this form to identify costs associated with the program, activity or event
that you are requesting funds for.                                                                                                                     

*This form is provided as a template to use. If your organization tracks grant related 
financials in a different reporting format, please submit in that format.

July 1, 2021 to June 30, 2022

Personal Services
EXPENDITURES

TOTAL REVENUE

REVENUE



Organization

Signature Page

Signature

Name (print)

Title

You, the grantee, understand that you must comply with all federal, state, and 
local requirements applicable for the activities funded by this grant. Award of a 
grant by the City does not waive the grantee's obligation to obtain, at grantee's 
sole expense, all applicable permits that may be required for grantees program 
or project.

And, that a grant will be conditioned on submission or other approvals to the 
City of a Certificate of General Liability Insurance Per City Contract, naming the 
City of Ashland, its officers and employees as additional insured.

And, that you the undersigned have legal authority to submit the above 
information on behalf of the organization named below.

By signing below you certify that:

Thank you for your time and efforts in preparing this information for 
consideration by the Grants Committee.
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2021 
Application for Tourism Grants 

 
 

 
 
 
 

presents 
 

 
 
 

 

 
 
 
  
  
 

A community building project that “Writes the World” by encouraging 
 reading, writing and collaborating. 

 
 

Organization 
Art Now 

Mailing Address 
 

Contact Name 
Cynthia Salbato 

Phone 
 

Email 
t  

Secondary Contact 
Jane Almquist 

Phone 
 

Email 
t  

    

Federal Tax ID  IRS Class (exemption) 
501c3 

Grant Request Total Tourism Request: $5,000.00 
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Briefly describe the purpose and objectives of your organization and mission 
statement (please limit to 200 words). 
 
ArtNow’s Secret Storyworld is a community-based storytelling game of art installations, 
events and DIY creativity kits that bring our best stories to life.  
 
WE BELIEVE that the stories we tell shape our lives. And that even more powerfully the 
stories we tell together as a community shape our world. The Secret Storyworld helps 
kids and families tell a better story to live a better life to create a better world.  
 
WE PROVIDE a yearlong story landscape of monthly art installations, storygames and 
events. These experiences give children and families the creative tools to explore their 
lives and their world and use their imagination – rather than willpower – to build 
empowered habits for creativity, mindfulness, problem solving, relationship building, 
health and more.  
 
2) Briefly describe how the City grant would be used (please limit to 500 words). 
 

We seek partial funding for The Secret Storyworld Map, a printed and digital guide 
that bridges the special places and landmarks of Ashland with the 12 imagined 
realms of our Secret Storyworld. This illustrated map created in collaboration with 
Ashland digital artist Xan Drake and programmer Matthew Beers PhD can be used as 
an analog printed map to send citizens and visitors out into our community to 
engage in games of personal and community discovery. It can also be used 
interactively on phones and tablets to lead storytellers on guided quests for greater 
health, wealth, creativity and community. 
 
THE MAP An artistic map of Ashland will be layered with the imagined 12 realms of 
the Storyworld, making it possible to bridge the fantastical world of the imagination 
with the world of everyday life.  
 

This Map leads to places, characters and monthly events. These events include: 
 

▪ July’s Superhero Bootcamp 
▪ August’s Campfire Forest Sleep under the Stars 
▪ September’s Mythic Muse Marketplace 
▪ October’s Monster Ball 

▪ November’s Treasure Bazaar 
▪ December’s Gnomecoming 
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▪ January’s Time Traveler’s NY Ball 
▪ February’s Lunar NY Power Pet Procession 

▪ March’s Wizard School 
▪ April’s Night at the Mystery Museum 
▪ May’s Fairy Tale Theater Premiere 
▪ June’s Fairy Godmother Traveling Tea Party 

 
THE STORIES The 12 Storyworld realms and their story writing games combine story 
genres and social skills: Children and families write the stories and then collaborate 
to bring them into the community. Currently a group of our Secret Book Club 
members ages 8-12 are designing and installing an illustrated mystery throughout 
downtown Ashland and Lithia Park with characters they created as part of our 
Mystery Mindfulness game.  

 
We currently provide custom story writing software, monthly journals and weekly 
virtual meetings that guide storytellers through these monthly games. The 
Storyworld Map will help us safely bridge the virtual Storyworld with our 
community. The map with its many filters provides a guide to the monthly, weekly 
and daily family-friendly games, crafts and activities.   This gameplay helps busy 
families find adventure, creating stronger, happier kids and more present and 
connected adults.  
 

Each realm and game correspond to special places and landmarks in Ashland. The 
tallest building i.e., Ashland Springs Hotel is the location for our Time Travel Goal 
Setting Game. Oregon Shakespeare Festival is the location of our Fairy Tale Theater 
Happiness Game. Ashland YMCA is the locale of our Superhero Fitness Game. 
Embedded in our daily lives, these games guide us to fully engage and interact as 
our best selves in our community. 

 
THE UNDERLYING EXPERIMENT: A new more positive imagined reality anchored in 
our community. We humans have the special ability to unite millions of strangers 
around common myths: ideas like nationality, human rights, gods, laws, capitalism, 
etc. These ideas exist in our imaginations, yet they bind us together and motivate us 
to cooperate on complex tasks. These small games use story to unite our 
community to make positive change. 
 
The Secret Storyworld Map helps us demonstrate that storytelling game play can 
change lives for the better and make Ashland Oregon’s storytelling capital. 
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3) If your grant request is for date specific events, programs or activities, please 

complete the following table  

 
July, we activate our super fitness powers at the Superhero 
Bootcamp storygame with the Ashland Y as our story landscape. 
Social skill: Fitness 

June 30 July 29 

August, we fill our bucket with outdoor adventure in the 
Campfire Forest with Ashland Parks as our story landscape. 
Social skill: Rest and Recreation 

July 31 August 29 

September, we take to the Seas of Creativity with TreeHouse 
Books to bring children's creative projects and businesses to the 
Marketplace in our Mythic Muse Marketplace storygame. Social 
skill: Project management and DIY 
 

August 31 September 29 

In October we work with the Ashland Schools Foundation to 
tame our Monsters (Fear, Angry, Shame, Jealous and 
Procrastination) and get them to the Monster Ball. Social skill: 
Problem solving 

 

September 
30 

October 29 

November, we team with the Ashland Food Coop to express 
gratitude and giving with our financial literacy Treasure Bazaar 
storygame. Social skill: Gratitude 

October 31 November 29 

In December, Gnomes find their way to Ashland homes and 
businesses to make Ashland the happiest Gnome for the 
Holidays. Social skill: Community Service 

November 30 December 29 

January, we time travel into the past and the future to welcome 
2022 in the Time Travel Hotel Storygame. Ashland Springs Hotel 
is our story landscape. Social skill: Goal setting 

December 31 January 29 

February is a month of loving kindness actions in our downtown 
Power Pet Care of Creatures storygame. Social skill: Kindness 
 

January 31 February 29 

In March we go to Wizard School at Treehouse Books to activate 
our powers of reading, writing and creating. Social skill: 
Inspirational practices 

February 29 March 29 

April, we solve a mystery in the Mystery Museum at Science 
Works. Social skill: Mindfulness and Critical thinking 

March 31 April 29 

In May we learn the Happily Ever After Actions at the Fairy Tale 
Theater at OSF. Social skill: Positive Psychology 
 

April 30 May 29 

June, we cultivate love and friendship at the Fairy Godmothers 
Traveling Tea party with Ashland Parks as our story landscape.  
Social skill: Interpersonal skills 

May 30 June 29 
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Explain how your activities support Tourism. (238 of 250 words) 
 

The Secret Storyworld Map guides Ashland citizens and visitors on safe expeditions 
throughout our town's landmarks and businesses. This iteration of our community project 
builds on our earlier success of designing downtown events that weave Ashland businesses 
together along a common storyline such as Wizard School, Pirate Treasure Hunts, Fairy Tea 
Parties, Monster Balls.  

 

This Map helps us complete the transformation of our in-person events reimagined to 
accommodate social distancing.  The Storyworld Map will help us engage our community 
in rich community events and interactivity.  Our programs serve thousands of Rogue Valley 
residents and visitors annually and provide collaborative support to our fellow Ashland 
businesses and service providers. We gauge our success by the exponential growth of our 
annual events and that TreeHouse Books is a return destination for Ashland visitors. 

 

Visitors will enter our bookstore and take a printed map or use their phone to follow the 
map to Wizard School, Superhero Bootcamp, Mystery Museum, Fairytale Theater, all 
located in and around Ashland landmarks like Lithia Park, OSF, Science Works, Ashland 
Springs Hotel, SOU and more.  

 

Our Storyworld casts every citizen and visitor in the role of hero. They are welcomed and 
given fun tasks to complete and clues to solve to find their way through town. They 
become a superhero, an aspiring wizard student, a secret agent on a quest. They will meet 
with allies and helpers along their path, all coded into our interactive map.  
 

If you do not receive the full amount of your request, how will your organization use a smaller 
amount of funds. Be specific. (146 of 500 words).   
 

Our board and partners, specifically Matthew Beers, volunteer much of our time and 
talents to this project. Limited funding will not halt our project or progress, just slow it. 
Each year The Secret Storyworld grows more robust and encompasses more and more 
groups and individuals. We will continue along our path with a modified plan, employing 
fewer professionals and collaborating with fewer businesses. Which only means it will take 
us a little longer to achieve our ultimate outcomes.  

 

The Secret Storyworld Map will be simplified and move through production at a slower 
pace, likely completed in time for December’s Gnome for the Holiday rather than July’s 
Superhero Bootcamp. In addition, we will commit to a few cornerstone events at this time. 

 

What this grant brings to our project is validation from our city government, which eases 
the path to greater participation from our businesses and citizens. 
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Organization Board Member Information Reporting Sheet 
(use additional sheets as necessary) 

Name Cynthia Salbato Phone  

Address  

Occupation   Title President  

Term of office 
From: 2020 To: 2022 

Name Laura Knapp Phone  

Address   

Occupation  Title Treasurer  

Term of office 
From: 2020 To: 2022 

Name Jane Almquist Phone  

Address  

Occupation  Title Secretary  

Term of office 
From:2020 To: 2022 

Name Suzanne Mathis McQueen Phone  

Address  

Occupation  Title Director 

Term of office 
From: 2016 To:  

Name Christina Begley Phone    

Address  

Occupation  Title Director 

Term of office 
From: 2021 To:  
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  Customer Demographic Profile*   
 

 

 

Organization Art Now  

Program/Event Name The Secret Storyworld 

For the Twelve Month Period of July 2021-June 2022 

 

1. Customer Age (percentage) 

Youth 0 to 17 years 40% 
 

Adult 18 to 39 years 30% 
 

Adult 40 to 64 years 20% 
 

Adult 65 and over  5% 
 

Unknown 5% 
 

Total  100 % 
 

 

II. Staff Residence (percentage) 

Ashland 100% 
 

Rogue Valley 0% 
 

Other 0 % 
 

Total  100% 
 

 

III. Customer Residence (percentage) 

Ashland 50% 
 

Rogue Valley 25% 
 

Other (within 50 miles) 15% 
 

Other (greater than 50 miles) 10% 
 

Total 100 % 
 

 

IV. Of the customers identified above, what percentage do you estimate stayed 

overnight to attend your program, service, or event?  5 % 
 

note: This 5% is tiny but it is still a very big deal for us. We now have customers who 
come at special times and visit our store and participate in our events over consecutive 
days. It tends to correlate with birthdays and special occasions, but it is happening more 
and more frequently. We aspire to build on our success. 
 
 

The primary goal of the grant award process is to allocate funds to organizations that are 

providing economic, tourism, cultural and/or sustainability programs, services or events that 

reach a demographically diverse customer base, both locally and from outside our region. 

The following questions are intended to provide guidance for the possible types of customer 

demographics that would help the grant review/award subcommittee understand the 

customer types that your application would likely reach. 



   

 

 

Please use this form to identify costs associated with the program, activity or 

event that you are requesting funds for. 

 

Program/Event Name Art Now The Secret Storyworld 

Project Period: July 1, 2021 to June 30, 2022 

 

REVENUE 
Source Funding title Amount 

City of Ashland Grant Funds:  $5,000.00 

Jackson County Funds/ Identify:  $ 

State Funds/ Identify:  $ 

Federal Funds/ Identify:  $ 

Other funds/ Identify: Event Production  $2,000.00 

Other funds/ Identify: Weekly classes $2,500.00 

Other funds/ Identify: DIY storyGame Kits at Treehouse $1,200.00 

TOTAL REVENUE $ 10,700.00 

 

 

EXPENDITURES  
Personal Services 

Total Salaries: % of Time to Project/Event: 
Salaries specific to 

Project/Event: 

$ 0.00 
% $ 0.00 

Total Benefits: % of Time to Project/Event: 
Benefits specific to 

Project/Event: 

$0 % $ 0.00 

Total Project/Event-Specific Personal Services $ 0.00 

Materials & Services 

Map Design and Production $ 3,500.00 

Software Interface $ 1,200.00 

Event Production $ 2,400.00 

 $ 

Total Project/Event Specific Materials & Services $ 7,100.00 

TOTAL EXPENDITURES $ 7,100.00 
 
 

 

Grants Program Budget* 



   

 

Please explain how you will measure success or desired outcomes. (248 of 250 

words) 
 

 

PERFORMANCE MEASURES 

Engagement with families and visitors is at the core of our storygames activities and 
events. The Secret Storyworld Map moves our events and game play out into the 
open spaces of our town, allowing families and visitors to safely engage with our 
community. In our quest to create and sustain innovative safe tourism related 
events, we will measure our success in the following ways: 
 
We will track Secret Storyworld Map distribution. Currently, our first iteration of an 
Ashland map-- the Map to Gnome and its corresponding treasure hunts-- is 
requested on an almost daily basis from visitors and citizens alike. 

Business and school evaluation forms will be distributed to participating partners, 
which will then be distilled into ongoing reports. These reports will track statistical 
summary of: 

Online activity, specifically who is playing our games, the views of our videos 
stimulated by QR codes, stories and games generated. 

Recap of each storygame events, including attendance and testimonials.  

In 2020 we successfully pivoted from in person events and activities to social 
distancing activities and QR codes for our annual events including Wizards, Mythic 
Muse Pirate and Monster Ball while retaining our partnerships with most 
participating businesses (we experienced a slight dip: 16-18 businesses participated 
in our 2020 events, down from 2019’s 18-22 businesses.)  

Our mobile Storyworld Map will allow us to collaborate better with more businesses 
and landmarks throughout all of Ashland. The interactive Map can be an important 
organizing hub for both community engagement and business collaboration. 
 
 



   

 

Signature Page  

Thank you for your time and efforts in preparing this 
information for consideration by the Grants Committee. 

By signing below, you certify that:  

You, the grantee, understand that you must comply with all federal, state, 
and local requirements applicable for the activities funded by this grant. 
Award of a grant by the City does not waive the grantee's obligation to 
obtain, at grantee’s sole expense, all applicable permits that may be 
required for grantees program or project.  

And, that a grant will be conditioned on submission or other approvals to 
the City of a Certificate of General Liability Insurance Per City Contract, 
naming the City of Ashland, its officers and employees as additional 
insured.  

And, that you the undersigned have legal authority to submit the 
above information on behalf of the organization named below.  

Signature Cynthia Salbato 

Name (print): Cynthia Salbato    Date: 4/28/2021 

Title: President 

Organization: Art Now 



   

 

 
 



Klamath Bird Observatory

Debra Agnew

John Alexander

501(c)(3)



MISSION STATEMENT: The Klamath Bird Observatory advances bird and habitat conservation
through science, education, and partnerships.

Klamath Bird Observatory is an Ashland-based scientific non-profit organization that achieves bird
conservation in the Pacific Northwest and throughout the Western Hemisphere. We developed our
award-winning conservation model in the beautiful and wildlife-rich Klamath-Siskiyou Bioregion of
southern Oregon and northern California. We now apply this model more broadly to care for our
shared birds throughout their international migratory ranges. Emphasizing high-caliber science and
the role of birds as indicators of the health of the land, we specialize in cost-effective bird monitoring
and research projects that improve natural resource management.

Also, recognizing that conservation occurs across many fronts, we nurture a conservation ethic in
our local, regional, and international communities through our outreach and educational programs.
Our education programs have a demonstrated track record of attracting out-of-town tourists to travel
to Ashland in pursuit of bird watching and other outdoor recreational hobbies.



This year, KBO’s Community Education program goals emphasize adapting the program in
response to the changing needs of our communities. We anticipate that Covid-19 guidelines and
best practices for social activities will evolve over the course of this funding cycle. We are
equipped to offer both virtual and in-person activities that are designed to draw tourists to Ashland,
or to stimulate interest in visiting Ashland and staying overnight at a time when it is safest to do so.

Last year, we used City of Ashland funds to develop new strategies for engaging people in our
Community Education program who live more than 50 miles away from Ashland. For the 2021-22
funding cycle, we plan to continue and ramp-up these efforts by continuing to design virtual
presentations that feature Ashland birds, bird watching destinations, and local businesses to
stimulate interest in visiting Ashland and staying overnight. We have been strategically marketing
our virtual presentations to a wider geography through social media and online platforms and
intend to extend our marketing efforts by establishing collaborations with communities throughout
Oregon, Washington, California, Canada and Mexico that will share our virtual and in-person
event announcements through their communication channels.

A few examples of our Community Education events include tabling First Friday events at art
galleries, where visitors can “ask a scientist” and learn about bird science and conservation from
experts in a relaxed and inspirational atmosphere; Talk & Walks that focus on urban birding, and
both local “resident” and migratory birds; and relaxed Pub Talks presented in partnership with
Ashland businesses and organizations. In addition, we intend to hold our Wings and Wine gala in
2021 and 2022, or will plan smaller, upscale events as an alternative. Events where the public can
interact with our scientists are highly popular and are most likely to occur between October and
April.

KBO has produced a series of handouts that are of interest to tourists. These brief and informative
guides and tip sheets cover a variety of bird and habitat conservation issues. This funding cycle
we plan to re-print these handouts, and create new materials that list Ashland hotels, restaurants,
and other attractions where visitors can readily observe birds. We plan to distribute these
materials through the Ashland Chamber of Commerce, local Audubon chapters, and other venues
where tourists might seek information about where to go and what to do in Ashland.

Ashland tourists and residents will also be invited to contribute to KBO science through our
Community Science opportunities. We are designing safe, fun, friendly, interactive, and novel
opportunities for Ashland's progressive tourist base and the local community to contribute to the
body of knowledge that informs more sustainable decision making. We will now do this through a
mix of virtual platforms and place-based projects, such as backyard bird count events, and more
traditional collaborative field-based studies that follow social-distancing and face-covering
protocols. These community-driven investigations engage the public with the natural world and
help to connect all of us with each other and our birds.





DLA

We plan to use funds from the City of Ashland to support our continued and adaptive
development of a low-impact, revenue-generating, and educationally enriching tourist sector --
Conservation Birding. City of Ashland Grant funds directly support our efforts as the primary
organization in Ashland to grow this unique tourist sector. Conservation Birding targets visitors
who are interested in bird watching and will travel to our ecologically unique area to enjoy the
beauty and diversity of our bird life. Birdwatchers spend $36 billion annually in pursuit of their
hobby. In doing so, they enrich the economies of the bird-friendly places they visit. As
households and communities recover from the impacts of COVID-19, and our state moves
through re-opening phases, even more birdwatchers will travel here in pursuit of their hobby.

In 2019, our Community Education events resulted in more than 30 overnight stays representing
>$5,000 in revenues. Several local businesses and artists participated in our events, earning >
$5,000. Our Talks and Walks events attracted 106 participants, including 6 households who
traveled from out of town to participate. 147 participants attended our Wings and Wine Gala,
including 24 out of town participants. We estimate that our 2019 programs resulted in more than
30 overnight stays and more than $5,000 in revenues for our community. In 2020-21, through
collaborative marketing, digital outreach, and frequent virtual Community Education events, we
will engage a geographically larger audience of birders and focus on increasing these historical
trends.



If we receive less than the full amount of our request, as in past years, we will be limited in
our ability to implement new innovations, such as post-event economic analyses,
expanded marketing, and staff time dedicated to our Community Education events.
However, as in past years, because of our scaled approach to planning, we will be able to
continue a successful Community Education program in a scaled-back fashion, with fewer
events for tourists and residents.

Klamath Bird Observatory has an excellent track record for finances and expenditures, as
indicated by the results of our previous A-133 audits, in which no findings were reported. As in
past years, we will comply with the evaluation and reporting requirements. As we adapt our
marketing strategy for and the presentation of our Community Education program, we will
adapt our approach to measuring our success. When virtual events are held, we will record
event participant home cities and their distances from Ashland, whether participants have
visited Ashland in the past or plan to visit in the future, and whether our events influence
participants to buy from or make donations to Ashland businesses or organizations. We will
measure success of virtual events by the number of participants living 50 miles or more outside
of Ashland who plan to visit in the future, and by the amount of revenue or donations our virtual
events generate for Ashland businesses and organizations. When traditional in-person events
are held, we will record event participant home cities and their distances from Ashland, their
lodging choices (e.g., hotel, motel, bed & breakfast), number of nights lodging, and other
aspects of attendee spending in Ashland. We will measure success of in-person events by the
number of participants who traveled 50 miles or more to visit Ashland, and the amount of
tourism dollars they are estimated to have spent in Ashland. In addition to our excellence in
financial monitoring, our ability to measure outcomes is evident through the reports submitted
for past City of Ashland Economic Development, Cultural, and Tourism and Sustainability
Grants that we received.



Shannon Rio

Larry Leichliter

Lisa Michelbrink

Bari Frimkess

Cydne Jensen

Amanda Alford

Dick Ashford

Jeffrey Lalande

Jacob McNab (non-voting)



Klamath Bird Observatory

Community Education

01/2020 - 01/2021

100

100

75

25

100

60

25

10

5

100

15



Community Education

ECTS grant 30,000

Klamath Bird Observatory In-kind 10,000

Sponsorships 5000

Kinsman Foundation grant 5000

50,000

180,000 20 36,000

977048,850 20
45,770

Advertising, printing, postage, merchandise, permits, and misc. expenses 4230

4230

50,000



Debra Agnew

Science Communication Specialist

Klamath Bird Observatory
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	1: 
	0: If we do not receive the entire amount of our grant request, we will reduce the number of Social Media posts on Instagram and Facebook to the minimum required to maintain a presence.  We will also be forced to cut back or eliminate the 'boosted' paid posts on Facebook.  

In addition, the future goal we set several years ago to start a quarterly email marketing campaign with our 5,000 plus email contacts, will not be possible without the full grant amount requested. 

A reduced grant amount will NOT impact the Events Calendar that we offer and support for free to the community at large on www.stayashland.com or the time and efforts of the ABBN members to promote Ashland to our guests with their inn's social media efforts.  The website will continue to be updated by a member innkeeper.
	1: 
This is a two-fold measurement: 

1. Members will be asked to report their occupancy, guest source: return or new, and, if new, what was their referral source, on a monthly basis.

2. We will utilize monthly analytic reports from social media and our website to track the effectiveness of all aspects of the Stay Ashland promotional campaigns.  Using monthly reports allows our member liaison to coordinate with our professional hire to make timely campaign adjustments and decisions. 


	1: 
The Stay Ashland grant components focus on potential visitors in specific geographic areas, targeting those who live outside a 50 mile radius from Ashland. This will lead to an increase in the number of tourists visiting from outside of the area. The goal will  be to target and increase year-round visitor numbers. We want to move away from the term 'off-season' and emphasize 'all seasons'.

We anticipate all of these actions will increase hotel/motel occupancy and local restaurant and retail business sales to move off the traditional OSF seasonal visitor of the past. Thriving businesses will be able to incrementally add tourism, hotel, restaurant, and retail jobs to handle increased visitors to the city.  By generating increased and/or longer stays, the City of Ashland's TOT and meals tax will see an increase as well.

	0: 10,000

	1: 
The grant will be used for drawing visitors from 50 miles or more to Ashland through Social Media (Instagram [IG] and Facebook [FB]) outreach started several years ago and expanded with professional assistance in September 2020.  Member inns contribute time and financially to these efforts. The requested funding is critical to continue to partner with marketing professionals with the expertise and time necessary to fully realize our goal: heads in beds and to generate TOT for the City of Ashland.

1.  Social Media goals:  Make all components (IG and FB) work together; to promote and generate interest plus excitement is our immediate and long-term goal for visitors to discover the many facets of Ashland.  Our ‘click throughs’ are higher than average.  As has been shown in 2020, we need to show there are many reasons beyond theater to visit and stay in Ashland.

2. Stay Ashland website: continue to populate and promote our “no membership required” on-line Events Calendar and market content of interest for tourism: Travel Southern Oregon (TSO), Rogue Valley Wine Country plus expand the reach of smaller local cultural events. This service is user friendly. Examples are local theaters' performances, weekly and monthly events, such as Farmer's Markets and Art Walks, as well as festivals, book readings, restaurant's live bands, shop's craft class, winery concerts, lectures, nature hikes, birding events, art museum tours, etc. ABBN members reach out to business owners and community organizations to encourage them to use this feature. TSO has plans to direct visitors to StayAshland.com to use our BookDirect for lodging availability.

Stay Ashland components:
Visitors love to shop at the locally owned galleries and stores, enjoy farm-to-table restaurants, because they value the experience of the unique and small businesses in Ashland. The Social Media content drives visitors directly to various Ashland-based websites that feature area attractions and businesses. In the course of a year, we regularly reach demographically targeted tourists with a combination of organic and paid content. Stay Ashland's Facebook page has over 6,800 followers. A strong Instagram presence was added September 2020, with 708 followers generated.  Both have consistent and active interaction to posts among our followers. Long time favorites, new and re-imagined businesses are featured monthly in our posts. The website is updated regularly.

Future goal:
More than 5,000 people to date have opted in to receive informative marketing e-newsletters via our website; this has not been financially feasible to date.  We look forward to the time when we can market the community of Ashland, and our member inns, via a newsletter. An email marketing campaign, with a well-qualified address list, is the single most effective means to maintain customer relationships, keep potential visitors thinking about Ashland, and to promote all the Ashland tourist-based businesses and attractions. With a list such as this, marketing offers and informational emails target specific travelers who are more likely to convert to visitors.  This future goal would be directed to residents outside of the 50-mile radius as per the grant requirement.

	1: 
Ashland’s Bed and Breakfast Network (ABBN) is a Destination Marketing Organization with the primary objective of marketing all things Ashland to entice tourists to visit, stay longer, and experience Ashland in all seasons, for all reasons. Year round our members actively promote the festivals, events, businesses, and attractions in Ashland and the surrounding area, to thousands of visitors from throughout the US and the world.  There is no membership requirement for participating in our expanding Social Media campaigns. ABBN is comprised of 10 member Inns, offering a total of 69 lodging units generating TOT for the City of Ashland, with a maximum daily occupancy of approximately 200 visitors per night. We are a tourist-oriented network in which ABBN members take part in our marketing, operations, or community outreach programs.  Our past and future marketing, plus our expanding Social Media community  concentration, aims to continue to meet or exceed the efforts of Travel Ashland limited to Chamber members. only.  One member sits on the Travel Ashland committee.  Members give back to the community, supporting local cultural and non-profit organizations by volunteering and donating rooms to fundraising events, festivals, organizations (Ashland Independent Film Festival, Klamath Bird Observatory, Britt Festivals, etc.).
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