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Board 
of Directors

Patty Belmonte
Hands On Children’s Museum

Paula Bloemendaal
Olympia Hotel at Capitol Lake

Christina Daniels
Huber’s Gasthaus

Chuck Denney
Tumwater Parks Dept.

Amy Evans
Port of Olympia

Sue Falash 
Regional Athletic Complex 
(RAC)

Sans Gilmore
Sans M. Gilmore, PS, Inc.

Kelly Green
South Puget Sound 
Community College

Angela Jefferson
Tumwater City Council

Ed Kunkel
Lacey City Council

Aslan Meade
Thurston Economic 
Development Council

Jill Nelson
Nelson Ranch

Mike Reid
City of Olympia

Josh Stottlemyer
Stottle Winery

Shina Wysocki
Chelsea Farms Oyster Bar 2



Staff
Annette Pitts
Chief Executive Officer
annette@experienceolympia.com  
(360) 704-7544 ext. 2

Jeff Bowe
Vice President
Sales & Development
jeff@experienceolympia.com
(360) 704-7544 ext. 3

Kelly Campbell
Vice President
Finance & Administration
kelly@experienceolympia.com    
(360) 704-7544 ext. 6

Christina Costelo
Administrative Specialist
christina@experienceolympia.com
(360) 704-7544 ext. 7

Melissa Elkins
Director of Research
melissa@experienceolympia.com    
(360) 704-7544 ext. 5

Heidi Roth
Content & Brand Manager
heidi@experienceolympia.com  
(360) 704-7544 ext. 4
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Accountability 
We take responsibility for our words, actions, results, and 
everything in between.  

Collaboration
We do our best work when we recognize one another’s 
strengths—we listen, support, and adapt together. 

Respect
We value diverse perspectives and treat people with dignity 
and professionalism.  

Trust
The relationships we build are rooted in our ability to instill 
confidence that we are experts in our field, our actions are fair, 
and our behavior is responsible and reliable. 

Integrity
Our organization is transparent and firmly rooted in the 
highest ethical standards. 

Empathy 
We care about the well-being of others and show kindness 
and caring every day. 

OUr Mission 

OUr Vision 

We reveal the most iconic Thurston County 
experiences for the world to discover.

OUr Values 

To be known as a top travel destination 
in the Pacific Northwest.
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AnalysisSituation

In 2021, Experience Olympia & Beyond 
contracted with MMGY to conduct 
it’s industry-leading DestinationNext 
Assessment to inform and set the stage 
for a 3-year (2022-2024) strategic 
plan. The purpose was to provide  
an updated vision and mission, new 
strategic goals,  actionable initiatives, 
and new targets.

MMGY NextFactor engaged Experience 
Olympia & Beyond’s executive leaders, 
board members, local government 
leaders, key stakeholders, industry 
clients, and residents to ensure a broad 
range of input.

The strategic plan was produced by 
Deb Archer, Executive Consultant 
for MMGY NextFactor & Shirin Jafari,  
Destination Development Director, 
MMGY NextFactor. The output of the 
strategic plan then formed the basis 
for much of this year’s Business & 
Marketing Plan.

Background

Community Engagement
• 1-on-1 Interviews with stakeholders

Board & Management Sessions
• Multiple sessions with the  

Experience Olympia & Beyond 
executive team and board of 
directors

DestinationNEXT Assessment
• 136 Participants

Self-identified groups:
• 53.5% – Industry Partners
• 12.5% - Board of Directors
• 3.4% – Staff
• 16.6% – Government Leaders
• 11% – Community Leaders
• 3% – Customers

Planning Process

Objectives resulted from the strategic planning process and were 
categorized in four areas:
• Sales & Marketing
• Destination Management
• Sustainable Organization
• Community Alignment 

Initiatives developed to support the successful fulfillment of the plan’s 
strategic objectives form the basis of this plan.

Strategic Objectives
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Strategic Objectives

Key performance indicators (KPIs) will be tracked and presented via our monthly Score Card to the 
Experience Olympia & Beyond Board of Directors, the Thurston County Tourism Promotion Area (TPA) Board of Directors, 
and to our community partners who’ve opted into our monthly email newsletter subscription service.  Monthly KPI’s reflect 
performance as tracked and measured by the following industry-approved sources in accordance with our Destinations 
International DMAP accreditation:
• AirDNA
• Arrivalist
• Business Manager Insights for Facebook and Instagram
• Google Analytics
• Smith Tourism Research (STR)

& metricsGoals
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* % change not truly comparable due to vendor tracking 
methodology change.



budget

2022 Expenses

2022 total budget

2022 income

Strategic Targets
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2022 total budget

& marketingsales
Driving economic growth by empowering an evidence-based approach to 
marketing. Growing brand awareness, enhancing destination image and 

influencing travel to Thurston County.

* % change not truly comparable due to vendor tracking methodology 
change.

Strategic Targets
• Increase overnight stays 5% in 2022
• Achieve 2019 hotel occupancy (68.2%) in 2022
• Grow shoulder season occupancy by 2% over 2021
• Grow media audience 25% over 2021
• Increase website visits by 25% over 2021
• Increase email opt-in subscribers by 25% over 2021
• Increase meeting room nights by 10% over 2021
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Strategic Initiatives
Identify ways to extend overnight stays

Staff Lead 

Jeff

Start 

June

Clarify target markets and expand  
geographic reach Melissa June

Identify new niche markets for leisure 
and groups Heidi June

Improve ways for event spectators to 
explore the area Jeff June

Continue focus on data analytics Melissa March

Regrow group business during and 
after the pandemic Jeff March



Leading with Leisure TravelTrends
Coming out of a second year of pandemic living and all the changes that came along with it, travelers are beyond excited to 
travel again. Pent up demand and a sense of  “getting out while the gettin’s good” is pushing leisure travelers to make plans 
with a sense of urgency. Surging fuel prices resulting from the Russian invasion of the Ukraine is also pushing travelers to rush 
booking air travel in advance of likely increased fuel prices. 

Target Audiences

& marketingsales continued

With so many new variables 
impacting today’s tourism 
industry, employing the latest 
innovations in travel research to 
help inform marketing decision-
making has become a top priority. 
Visitation trends are  being 
shored up with both traveler and 
stakeholder sentiment to ensure 
that whenever and wherever 
possible, initiatives are directly 
linked to quantifiable data. 
Personas have been identified and 
will become the lenses through 
which we filter information to 
motivate travel to Thurston 
County through our various 
channels.

Tools & Information Sources
• DNext Assessment (gathered 

visitor sentiment)
• Online Survey (gathered visitor 

sentiment)
• Destination Analysts Traveler 

Sentiment Reports (reports 
monthly macro traveler 
sentiment)

• Arrivalist (tracks and measures 
visitation volumes to and within 
Thurston County from 20+ miles 
outside the county geofence)

• AirDNA (reports on future short 
term rental bookings )

• STR (reports on past hotel/motel 
bookings)

Personas
• Active families
• Art & Music lovers
• Foodies
• Free Spirits
• High Rollers
• History Buffs
• LGBTQ+
• Libationists
• Outdoor enthusiasts
• Party Animals
• Road trippers
• Reunion travelers (looking to see 

family & friends)
• Shopaholics

 Demand
• Reunion travel: seeing friends & family
• Getaways close to home
• Road tripping with the family- “edu-cations”
• Romantic getaways
• Dipping the toes back into international travel
• Demand for experiences that deliver a sense of 

freedom without compromising a sense of safety 
and well-being

• After two years of exploring rural, wide open 
spaces, cities are looking pretty attractive to 
travelers

• Wellness and transformational experiences

Supply
• Compliance steps to ensure public health & safety
• Automation: keyless check-ins and outs, digital 

communications, robotic room deliveries
• Emphasis on services for remote working and 

education: high-tech business services, ergonomic 
amenities and high-speed internet access

• Rental vehicles in short supply due to continued 
supply chain breakdowns

9



Leading with Leisure Travel

& marketingsales continued

Top Arrival Markets

10
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Advertising
Objective
• Increase brand visibility and 

destination awareness through 
paid advertising in key markets.

Strategy
• Drive overnight stays in Thurston 

County by placing paid messages 
and imagery in front of potential 
travelers in highest value 
markets, reaching them through 
multiple phases of their decision-
making process: social, search, 
digital display, retargeting, print, 
in-banner video, email.

Key Tactics
• Leverage partnerships: State 

of Washington Tourism, 
Visit Seattle, Port of Seattle, 
Destinations International.

• Leverage buying power and 
expertise of professional media 
planner/buyer to get the “most 
bang for our buck” both in paid 
and earned media.

Public Relations

& marketingsales continued

Objective
• Due to the personal nature 

of travel, word of mouth and 
trusted endorsements are 
key factors whenplanning 
future travel. Successful 
public relations strategies 
generate positive earned media 
placements. Positive word of 
mouth is equally important 
when it comes to local 
stakeholders and residents.

Strategy
• Drive overnight stays in 

Thurston County by generating 
“buzz” and positive word of 
mouth. We will accomplish this 
by revealing the most iconic 
experiences our destination 
has to offer through trusted, 
high-impact sources.

• Develop programs and 
products that speak to local 
public relations needs.

Key Tactics
• Leverage partnerships: State 

of Washington Tourism, 
Visit Seattle, Port of Seattle, 
Destinations International.

• Leverage buying power and 
expertise of professional public 
relations agency who will pitch 
Thurston County to trusted 
major media outlets that reach 
key, high-value travel markets. 
They  coordinate high-profile 
social media influencer visits 
in addition to press trips and 
familiarization (FAM) tours.

• Create shared image and video 
clip gallery to make available to 
local Chambers of Commerce, 
municipalities, the EDC and 
ODA.
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Promotions
Objective
• Increase brand awareness 

while creating interest and 
excitement about Thurston 
County as a must-visit Pacific 
Northwest destination.

• Motivate engagement with 
our destination. 

Strategy
• Create promotions linked to 

growing participation in key 
projects such as the Tread 
App and/or growing social 
media audiences.

• Generate excitement and 
personal connection through 
the use of video story-telling.

Key Tactics
• Create a gift card Treasure 

Hunt for IG followers and FB 
fans linked to the Tread App 
rollout.

• Create a Fall Photo Contest 
on IG to grow audience size 
and promote shoulder season 
visitation.

• Create videos about Olympia, 
neighboring communities, 
the Thurston Bountiful Byway, 
Biking Beyond, and “Brew 
Culture”.

Product Development

& marketingsales continued

Objective
• Package amenities, facilities, 

products and services to 
deliver quality experiences 
for visitors. By connecting 
complementary experiences 
in a simple, engaging 
package, the Experience 
Olympia & Beyond will be 
better equipped to market 
Thurston County.

Strategy
• Utilize data at every turn 

and ensure that products 
are developed that speak to 
what resonates with visitors.

Key Tactics
• Lean into existing products 

such as the Thurston 
Bountiful Byway and take 
“the next step” to ensure 
the product is being utilized 
to its fullest potential.

• Complete a Corridor 
Management Plan in 2022 to 
set the stage for applying for 
State Byway designation by 
2024.

• Utilize Arrivalist data to 
understand visitor behavior.
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Visitor Guide
Strategy
• Increase length of stay by 

providing engaging, diverse 
and relevant content that spans 
the entirety of the county while 
also catering to the interests of 
key marketing personas.

Key Tactics
• Take the project back in-

house. This project has been 
outsourced for the past several 
years. By bringing the product 
internally, staff will work with 
local talent to ensure effective 
communications throughout 
the process, and a final 
product that better fulfills our 
objectives.

• Audit distribution to assess 
need for supplemental out-of-
area distribution.

Community Co-Brands
Objective
• Motivate prospective travelers 

and guests in the area to 
explore Thurston County in its 
entirety.

• Speak to the needs and wants 
expressed by community 
stakeholders that felt their 
communities could use 
additional exposure.

Strategy
• Create brands that align 

with the Experience Olympia 
& Beyond brand while also 
providing each Thurston 
County community an image of 
their own to utilize in marketing 
to travelers.

Key Tactics
• Design of individual logos, art 

elements and style guides 
noting fonts and Pantone 
colors for future use by each 
community.

• Purchase and application of 
url’s for each community that 
integrates with 

       experienceolympia.com.

& marketingsales

Objective
• Motivate prospective visitors 

to choose Thurston County for 
their getaway.

• Move prospective visitors 
from the dreaming phase and 
into the planning and booking 
phase.

• Provide a tool that helps guide 
guests throughout the county.

V V

V V

continued

13



Community Guides
Objective
• Empower prospective travelers 

and guests in the area to 
explore Thurston County in its 
entirety.

• Speak to the needs and wants 
expressed by community 
stakeholders that felt their 
communities could use 
additional exposure.

Strategy
• Create guides that allow each 

community to be the star while 
providing prospective travelers 
and guests with detailed 
information and images 
reflecting each community’s 
history, things to do and unique 
attributes.

Key Tactics
• Work with professional writers. 

Provide an opportunity for each 
community to chime in on and/
or review the copy for their 
community’s guide.

• Showcase professional-grade 
images.

• Create and share printed 
copies of their community’s 
guides.

• Create and share digital copies 
of their community’s guides.

• Create digital downloads of all 
on experienceolympia.com.

Website & CRM
Objective
• Empower prospective travelers 

and guests in the area to 
explore Thurston County in its 
entirety with more ease while 
making the planning process 
more engaging and exciting.

• Reduce costs associated with 
maintaining 

       experienceolympia.com.

Strategy
• Redesign website to be more 

visually-current, have improved 
SEO, and simply, provide 
more meaningful information 
to prospective visitors while 
delivering it in a more intuitive 
layout and functionality.

• Deploy an all-new Customer 
Relationship Management 
system (CRM) to help staff 
maintain closer relationships 
with stakeholders, keep more 
detailed records of vendor 
interactions and marketing 
output.

Key Tactics
• Hire industry-recognized and 

respected developer (referred 
through association with 
Destinations International).

• Utilize all-new professional-
grade photography.

• Integrate video throughout.
• Integrate mapping and 

itinerary building throughout.
• Ensure SEO is considered 

throughout entirety of site 
development.

• Increase the amount and 
quality of travel planning 
information on the site.

• Increase the frequency of blog 
posts.

• Strategically seek out back-
links to assist with off-site SEO.

V V

V V

& marketingsales
continued
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& marketingsales continued

Supporting Tactics  
Continue to employ an evidence-based approach 
to sales & marketing planning

Staff Lead 
Annette

Start 
March

Research capital cities (similar size & amentities) 
determine top 5 long-haul domestic markets not 
currently reached

Melissa June

Create profiles: top 5 target markets (Seattle/
Tacoma, Portland, Tri-Cities, Spokane and LA) by 
visitor volume & revenue

Melissa June

Run digital ads in top 5 markets and place a pixel 
on these ads for tracking

Annette May

Poll web users to obtain behavioral information 
with which to create more meaningful personas 
to drive niche communications; create  blogs/
interest-based guides that align with niches 
identified

Melissa July

Create/promote interest-based guides (url on 
new website) on social media and boost posts 
based on audience targets that align with niches 
identified

Heidi November

Establish partnerships and provide resources to 
the 5 largest LTAC events Melissa April

Review 2 KPI’s at weekly marketing meeting with 
the goal to increase ROI Melissa March

Publish quarterly Tourism Tell All with destination 
analytics for lodging partners; monthly scorecards 
for Board of Directors

Heidi May

Send minimum 1 email newsletter to meeting 
planners to promote EOB as a meetings 
destination; analyze open rate, page visitation

Jeff June

Clean email database Melissa April

Complete 1 meeting planners’ FAM tour annually Jeff June

Test Arrivalist data measuring analytical response 
against controlled variables bi-annually to ensure 
reporting quality

Melissa June 15



& marketingsales
continued

Tour & Travel Sales
Domestic Travel Trends
While the pandemic a put the brakes on 
group travel for nearly two years, smart 
tour operators have planned itineraries 
for 2022 and are already looking beyond. 
According to research by the National 
Tour Association, 56% of group tour 
operators expect their bookings to return 
to 2019 levels by 2023. Group tours will 
show up in smaller numbers; and typically 
the seats will be occupied with Baby 
Boomers, who have the most expendable 
income. Younger families and Millennials 
will book either group or “FIT” tour 
packages.

One commonality between all 
demographics is that they are all seeking 
authentic experiences. They will immerse 
themselves in local culture. They want to 
“get off the bus” and become a part of 
the destination they are visiting. Travel 
that is focused on “recharging” and 
“rejuvenating” is growing with travelers 
seeking a healthier work/life balance. 
Culinary “farm-to-table” or “tide-to-table” 
experiences also have remained popular 
for the past few years, following the vein 
of immersion in local culture through 
sampling fresh, locally-sourced foods and 
beverages.

As the state capital, the Olympia region has been hosting 
association and government business for more than a 
century, but the region’s status as a tertiary meetings 
market and one with rural access is an attractive quality 
for planners looking for memorable meetings, events 
and tours. The sales team works diligently with meeting 
planners, sports event organizers, tour operators and 
industry professionals to bring groups with a proven 
economic impact to Thurston County.

A key piece to Thurston County’s tourism economy is the viability of meetings, sports events and 
other group experiences. Groups provide base business that allows hotels to manage rates for 
leisure and other markets. Groups are also an expression of a destination’s assets.

International Travel Trends
Even before the pandemic, international 
travel represented a significant growth 
opportunity for Washington State and its 
cities. International visitors stay longer, 
spend more money and visit more cities 
within a destination than domestic 
travelers. Post-pandemic, the outlook 
for international travel remains positive 
but will take longer to return as health 
and safety remain a top priority for these 
travelers. COVID-19 is still a deterrent, 
with some international flights to key 
feeder countries still at reduced service 
levels well into 2022.

It should also be noted that pre-
pandemic, Canada generated the most 
international travelers to the United States 
when both air arrivals and land border 
crossings were combined. Many of those 
traveling by land can reach Thurston 
County in less than a day. The Canadian 
government lifted the COVID-19 testing 
requirement for Canadians reentering the 
country effective April 1, reducing the risk 
of travelers getting “stuck” in the United 
States.
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Key Initiatives
• Partner with Visit Seattle, Port of Seattle and State of Washington Tourism on statewide tour operator familiarization 

tours and tradeshow opportunities.
• Attend and promote Thurston County as a travel destination at the following industry conferences and tradeshows:
• International Pow Wow (IPW)
• NTA Travel Exchange (TREX)
• Go West Summit
• Develop and promote regional itineraries based on travel trends.
• Conduct at least one sales mission to Seattle-based receptive tour operators.
• Continue product development initiatives and engage members in packaged travel opportunities.

Meeting & Event Sales
Trends

The pandemic decimated the meetings 
industry, shutting down every in-
person event for months before smaller 
meetings of up to 400 people were 
finally allowed to happen in March 
of 2021. The industry responded by 
creating a suite of virtual meeting 
options, and many organizations saw 
higher attendance at virtual events. 
Virtual events gave more people the 
ability to attend meetings because 
they could view the meeting remotely 
without the added cost of travel and 
time away from the job. 

In the Olympia region, Governor Inslee 
made the 2021 legislative session 
virtual, and the 2022 legislative session 

saw only limited access on Capitol 
Campus, costing area hoteliers and 
conference service providers millions of 
dollars. 

The meetings industry has been the 
slowest market to recover, partly 
because it was the last industry to have 
COVID-19 restrictions lifted, but mostly 
because planners are still working 
through health and safety protocols 
dictated by consumer sentiment. 
Setting the pace for the region, Visit 
Seattle is reporting 2022 convention 
bookings falling well below forecast 
in 2022. Still, consumer sentiment to 
meet in-person at social events, like 
weddings and reunions, is trending 

up. According to the Wedding Report, 
couples expected to “tie the knot” in 
2022 is 15% higher than pre-pandemic 
years, with this wedding season setting 
up to be the busiest in the last 40 years 
with many couples “rebooking” events 
that had been cancelled.

This trend means opportunities for 
Thurston County hoteliers and unique 
venues. The sales team will also focus 
small to medium-size meetings that are 
a fit for our inventory.

& marketingsales
continued
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& marketingsales
continued

Sports Commission

Key Initiatives 
• Revitalize lead distribution and booked business from meeting planners, group leaders and event organizers through a 

targeted email and print ad campaign.
• Build and nurture relationships with key meeting planners though attending industry meetings and educational events.
• Organize and execute a minimum of one meeting planner familiarization tour.
• Reinstate and rebrand the “Wedding Collaborative” to engage partners looking to book more wedding and event 

business.
• Organize a minimum of one sales mission to a feeder market.

Trends
• In contrast to the meetings industry, sports tourism 

saw the quickest rebound of all travel markets post-
pandemic as consumer sentiment towards getting 
the youth population active soared. This was especially 
elevated for destinations offering outdoor sports 
facilities.

• Sports tourism is typically considered “recession proof,” 
particularly for youth sports. If given a choice, parents 
will cancel a family vacation before they will cancel a 
sports tournament opportunity for their kids, or they 
will just combine the two. Sports tourism is also multi-
generational, as entire family units will make the trip to 

see one of their members play.
• Sports event organizers continue to see smaller 

destinations as opportunities to promote their sport 
because they can approach the destination knowing 
that their event will “take over” a smaller community 
and will receive the undivided attention of the Sports 
Commission and facilities staff. Planners know that their 
event won’t get lost in the clutter of other events that 
might coincide with it in larger destinations. Thurston 
County is well-suited for this type of planner, and 
particularly ones planning outdoor sports events. 18



Key Initiatives
• Revitalize lead distribution and booked business from sports event organizers through a targeted digital and print ad 

campaign.
• Increase bid fee and sponsor dollar allocation.
• Attend and promote Thurston County as a sports destination at the Sports ETA Symposium.
• Organize and execute annual Sports Awards event to recognize community athletes and educate constituents on the 

impacts of sports tourism; invite key sports event organizers to event.
• Revitalize the Sports Commission Facebook page to be a resource for local community sports enthusiasts and visitors 

looking for local sports information.

& marketingsales
continued

Strategic Targets
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ManagementDestination
Coordinated management of all elements that make up our destination, 

including attractions, amenities and access.

Strategic Targets

• Establish visitation and cross 
promotion goals

• Establish Tread App visitation/
dispersion goals

• Conduct visitor sentiment survey 
and aim to receive a 15% response 
rate

• Survey/poll key event attendees 
for behavioral traits and interests

• Complete the Thurston Bountiful 
Byway Corridor Management Plan

Strategic Initiatives
Support the future development of 
additional venues and lodging

Staff Lead

Annette

Start 

April

Support transformation of existing 
destination assets to reach their full 
potential

Annette September

Improve visitor guidance 
throughout the community/
destination

Jeff July

Help cultivate new businesses to 
help address unmet service & 
product gaps

Annette October
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ManagementDestination continued

Strategic Targets

Supporting Tactics
Reach out to existing and new partners to 
further develop relationships and assess 
needs

Staff Lead 

Annette

Start 

July

Assess visitor guidance challenges through 
annual visitor and resident sentiment 
studies

Melissa July

Employ DI EIC to evaluate events’ economic 
impact Melissa November

Promote minimum 10 key visitor-oriented 
events and measure out of town visitation Melissa November

Create matrix to evaluate event value 
based on variety of measures Annette June

Rank existing events based on matrix 
results; work with key event organizers to 
expand visitor impact Melissa December

Identify experience and business gaps 
based on traveler/stakeholder sentiment 
and current assets

Annette November

Work with EDC to attract and provide 
incentives to incubate and fill visitor asset 
gaps

Annette November
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AlignmentCommunity

• Reboot Mighty Thurston 
collaborative event and Tourism 
Together

• Increase new CTAs by 25% in 
2022

• Measure visitor sentiment impact 
of cleanliness and homelessness 
(in visitor sentiment survey)

• Send resident sentiment survey 
to 500 residents to yield 10% 
click thru/response rate

Strategic Targets

Intentional planning that considers and prioritizes the needs of our residents, 
municipalities, non-profit organizations and private-sector businesses.

Strategic Initiatives
Further alignment with community 
partners to help guide the future of tourism

Staff Lead 

Annette

Start 

April

Continue to grow the CTA (Certified 
Tourism Ambassador) program Jeff June

Educate the community on the power of 
tourism Annette November
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AlignmentCommunity continued

Visitor Services

Experience Olympia & Beyond employs a multi-faceted 
approach to Visitor Services:
• In-person: Regional Visitor Center community partnerships 

with the Lacey South Sound Chamber of Commerce, Yelm 
Chamber of Commerce and the Grand Mound-Rochester 
Chamber of Commerce.

• By phone: Tourism hotline to answer visitor questions and 
provide suggestions.

• Frontline Training: Certified Tourism Ambassador training 
program allows anyone in the county, including frontline 
service staff at hotels, attractions and volunteers, to be 
trained to answer visitor questions about things to see 
and do in the region. The training results in positive visitor 
experiences, increased word-of-mouth, and positive brand 
image.

Supporting Tactics 
Communicate visitor expectations and 
needs to municipal stakeholders

Staff Lead

Annette

Start 

April

Create a tourism event promotions best 
practices guide Annette September

Create a tourism terminology document Heidi March

Create and distribute a document 
with important stats on why tourism is 
important to our community

Heidi November
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OrganizationSustainable

Supporting Tactics 
Continue investment in EOB staff retention, 
development and capacity

Staff Lead

Annette

Start 

March

Inspire and support board engagement Annette March

Formalize and diversify EOB board 
composition Annette March

Assess funding levels to ensure EOB 
effectiveness and destination’s competitive 
positioning

Kelly March

• Staff participation in a 
minimum of 1 continuing ed 
event per year

• Plan a minimum of 2 non-work 
staff events per year

• Invest in project management 
software

• Review org policies and by-laws 
for consistency and ensure no 
legal exposure 

• Review board composition to 
ensure by-law compliance and 
community representation

Strategic Targets
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OrganizationSustainable continued

Supporting Tactics
Quarterly staff community FAM tour

Staff Lead 

Kelly

Start 

October

Birthday planning staff activities Kelly March

Hold monthly board of director meetings Annette March

Develop one-on-one engagement 
opportunities for Board members to share 
expertise and experience

Annette March

Annual (at a minimum) Board community 
FAM tour Annette October

Take steps to ensure more diverse 
representation on the board Annette March

Form task force to assess organization 
funding levels to ensure achieving vision 
and mission

Annette July

25

Industry Affiliations
Cultivating and maintaining strong relationships with our industry affiliations is an essential part of ensuring the 
ongoing health of Experience Olympia & Beyond. The following are a sample of essential partnerships we are 
committed to:
• Destinations International
• Destination Marketing Association of the West (DMA West)
• National Association of Sports Commissions (NASC)
• National Tour Association (NTA)
• Northwest Motorcoach Association (NWMCA)
• State of Washington Tourism (SWT)
• Travel and Tourism Research Association (TTRA)
• Washington Society of Association Executives, Washington State Chapter (WSAE)
• Washington Society of Destination Marketing Organizations (WSDMO)



OrganizationSustainable continued

Community Connections
In 2021, the Experience Olympia & Beyond Board of 
Directors agreed to discontinue the requirement that 
our stakeholders pay membership dues in order to be 
promoted as part of Thurston County promotions. There 
were more than one reason for this:
• Our organization saw this as an opportunity to support 

the economic recovery so necessary after multiple 
years under the shadow of the COVID-19 pandemic.

• We also saw this decision as a way to tell our tourism 
stakeholders, “we’ve got your back” AND we hope you’ll 
continue to have the backs of our fellow non-profit 
economic development entities within the county, 
such as the Olympia Downtown Alliance, the various 
community Chambers of Commerce, in addition to the 
Thurston EDC, to name a few.

• It allows the Experience Olympia & Beyond team 
to truly market all of Thurston County and its finest 
attributes without limitations.

Key Initiatives
• Partnership retention and growth. Now that the 

membership requirement has been lifted, updating 
our databases to more fully reflect the entirety of our 
community tourism partners is a heavy but important 
lift.

• Strategic Alliances. Partner with tourism and non-
tourism organizations to enhance quality of life and 
economic development in Thurston County.

• Tourism Events. Ensure that all LTAC-funded tourism 
events are listed on experienceolympia.com and 
promoted on social media.
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