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Our Mission for 21+ Years (since 1999)

 Economic Development via Tourism/Hospitality:                                
Our Mission Statement - “To enhance the economic prosperity of San 
Juan County by promoting the San Juan Islands as a preferred, year-
round travel destination, while respecting and sustaining the Islands’ 
unique and diverse ecosystems, environments, lifestyles, and cultures.”

 Member Marketing, Support & Advocacy:  We’re essentially the trade 
association for the Islands’ vital and vibrant tourism industry, managing 
its marketing, stewardship messaging, and advocacy.

 Destination Management via Messaging:  Over the last 21 years we’ve 
evolved into a destination marketing and management organization 
(DMMO) as we continue to focus on sustainable, responsible, stewardship-
minded tourism.





Who We Are: Board of Directors

 President: Anna Maria de Freitas, Harrison House, Tucker House, Coho Restaurant, SJI

 Vice President: Lydia Miller, Pebble Cove Farm, Orcas Island

 Treasurer/Secretary: Anthony Rovente, Edenwild Boutique Inn, Lopez Island

 Laura Saccio, Earthbox Inn & Spa and Bird Rock Hotel, SJI

 Jeff Friedman, Maya’s Legacy Whale Watching/PWWA Rep, SJI

 Amanda Zimlich, Otter’s Pond B&B, Orcas Island

 Kendra Smith, SJC Dept. of Environmental Stewardship/Terrestrial Managers, 3 years

 Andrea Huss, Lopez Island Chamber of Commerce 

 Carey Eskridge, Orcas Island Chamber of Commerce

 Becki Day, San Juan Island Chamber of Commerce

 EDC, TBD



Who We Are: 4 staff, each with 2 jobs 
when compared to larger DMMOs:

 Deborah Hoskinson, Executive & Marketing Director

 Amy Nesler, Communications & Stewardship Manager

 Anna Erickson, Digital Marketing & Outreach Manager

 Annesa Knowles, Visitor & Membership Services Manager 



Situational Analysis



Situational Analysis
Tourism’s Role in SJ County per ‘Tourism Economics’

 A (the) top economic driver for SJC (and 4th largest industry in WA State)

 2022 SJC Economic Impact -- Visitors Spent: (2023 data coming in May)

 $148.9 million on lodging

 $52.4 million on food & beverage

 $31.2 million on recreation

 $33.4 million on retail

 $23.8 million on transportation

 $289.7 million total direct sales

 $28.7 million total state & local tax revenues

 $2,777 tax savings per household (highest in WA)

 FYI, overnight hotel guests spend twice as much as visitors staying with family & 
friends, and 1.5x more than vacation rental guests

Source: Tourism 
Economics via State 
of WA Tourism



Situational 
Analysis
The San Juan Islands 
are Seattle’s 11th most 
popular vacation spot 
-- probably a surprise 
to many of you --
attracting only 1/3rd

as many Seattleites 
who choose to visit 
the Washington Coast.

Washingtonians 
accounted for 73% of 
our visitors in 2023.



Situational 
Analysis
(2023)

Where were 
San Juan Islands 
visitors from?

Datafy data is 
collected via 
cell phones & 
credit cards

We’ve heard that 
Whidbey Island 
tourism was up last 
year, likely due to 
ferries, but haven’t 
confirmed data yet.



Situational Analysis
Upward trend thru July (barely) then down August-December
Likely due to negative ferry news...

Datafy data is 
collected via 
cell phones & 
credit cards



Situational Analysis: June



Situational Analysis: July



Situational Analysis: August



Situational Analysis: September



Situational Analysis: October



Situational Analysis
2023 County lodging tax -4% & -2% (Sales tax -1%)



Situational Analysis
2023 Friday Harbor lodging tax -5% (Sales tax +2.78%)



Situational Analysis 2023
Statistics from three SJI lodgings during our 
“peak season”

Notes:
Very few lodgings 
have 100% 
occupancy

2019 was the last 
“normal” year

2021 & 2022 
were “revenge” 
travel years!



Situational Analysis 2023
Statistics from a San Juan Island whale & wildlife tour 
operator during “peak” season 

This tour operator just reported that his overall 2024 bookings 
are pacing behind last year’s, which were down from 2022. 



Situational Analysis 2023
Data collected in December for Town Council

 High season started late and ended early.

 2024 pacing is down; one lodging reported 500+ room nights less booked for 
June-Sept. 2024 compared to same time last year for 2023 bookings!

 One lodging is forecasting their gross revenue will be down by up to 10% in 
2024 and net income will be down quite a bit more given the increased cost 
in payroll, utilities, and supplies.

 One lodging’s pay rates increased on average 20% across the board due to 
the incredibly limited supply of employees, and to keep pace with inflation.

 These lodgings employ between 9-50 FTE depending on season.  



Situational Analysis 2023
Info from businesses re: WA State Ferries

 Several properties reported that last summer they were convincing people 
not to cancel on a daily basis. “People just stopped considering even 
coming out here because of the ferry news.”

 Lakedale Resort reported that they had lost 100 reservations due to ferries 
by mid-summer. (They don’t have a final number due to changes in staff.)

 The Friday Harbor Film Festival was disappointed in attendance last 
October, which remained flat compared to 2022, likely due to ferries.



Situational Analysis 2024

 An Orcas Island lodging reported their 2023 rooms were down -25% from 
2022, and their 2024 spring/summer pacing is down -30%.

 A San Juan Island lodging reported that to date they are down -12% in 
occupancy YOY (“a lot of ground to make up”), and their room booking pacing 
is down -15% for May, -21% for June, -9.5% for July, and -26% for August. 
Revenue was down -15% in February, and to date in March is down -47%

 At the very least, we need to keep marketing to counteract the ferries’ 
negative news!  We must put our positive news out there!



2024 Destination 
Marketing & Management 
Budget & Strategy 
Highlights



2024 Operating Budget
 $581,345 from County LTAC funds

 Down -2.7% from 2023

 66.5% of total budget

 26% of total LTAC funds collected in 2023

 $200,000 from Friday Harbor LTAC funds

 Up +4.7% from 2023

 23% of total budget

 $92,000 from our membership dues & web advertising fees

 10.5% of total budget  (Approx. 50% of DMMOs don’t have members/“skin in the game”)

 $873,345 total budget

23% 
Friday 
Harbor 
LTAC

10.5% 
Members

66.5% 
County

LTAC



Seasonal Advertising Budget
 Winter Romance: Jan/Feb

 $9,154

 4.5% of ad budget (due to ROI)

 Spring/Spring Break: March-Mid June
 $94,801

 46.5% of ad budget

 Summer: Mid June-August
 $40,981

 20% of ad budget

 Fall/Savor the San Juans: Sept/Oct
 $50,102

 24.5% of ad budget

 Holidays: Nov/Dec
 $9,283

 4.5% of ad budget (due to ROI)

Fall 
24.5%

Spring 
46.5%

Summer
20%

Jan/Feb & Nov/Dec 
4.5% each

Total Advertising Budget
$204,321



2024 Spring Ad Campaign Messages:
Ferries - Getting here is half the fun

In addition:
We’ve been working 
with WSF’s 
Communications 
Dept. since last 
November on more 
positive messaging.



2024 Spring Ad Campaign: 
Whale & wildlife watching

Our whale & wildlife 
tour operators have 
been telling us they’ve 
been losing  market 
share to Anacortes and 
off-island operators 
during the last several 
years.

Off-island businesses 
(bicycling & kayaking, 
too) are coming here 
and exporting our 
potential income and 
sales tax!



2024 Spring Ad Campaign: 
Spring, stewardship & the arts



2024 Spring Ad Campaign: 
Individual islands



2024 Brochure – New ‘4 Seasons’ Panel 



Website: VisitSanJuans.com (1.16m sessions in 2023)

Photo by 
Chris Teren





Stewardship messaging & visitor education on 
our home page, linking to many other webpages

Our stewardship initiatives are being recognized at the state level!





Media Relations target 
regional & national media
 Targeted media pitches + press releases + “What’s New & Cool”

 Attend 2 media Marketplaces/Conferences annually: Travel & Words + Public Relations 
Society of America 

 Respond to & manage media leads & hosting opportunities for our members; 22 in 2023

 Track (via Cision & Google Alerts) & report published articles & “top” lists

 Short or long game, it sometimes takes several years to get an article published!

San Juan 
Sea Salt!



Visiting media & content creators 2023

Traveling 
While Black

Learners and 
Makers

Jayson Moorman 
Explore Moor



Social Media



Visitor Services



Destination Leadership Team

 Convene a leadership team made up of reps from County, Town, SJIVB, 
Chambers, businesses, non-profits, parks & public lands, etc. to continue 
to balance the 4 pillars:

 Economy

 Resident Quality of Life

 Environment

 Visitor Experience



Why are DMMOs important?
Cautionary tale from Colorado Tourism

 In 1993, the Colorado legislature eliminated its state tourism marketing, 
cutting its $12 million budget to $0

 Within 2 years, domestic visitation plunged 30%, representing a loss of over 
$1.4 billion in tourism revenue annually

 It took the tourism industry until 2000 to convince the legislature to reinstate 
funding with a modest $5 million budget

 Based on effectiveness of Colorado Tourism’s marketing, in 2006 their budget 
was increased to $19 million. Their 2021-2022 budget was $22.2 million.

 However, it took until 2015 for Colorado to regain its lost market share

 This Longwoods study is the most cited, but there are more comparisons.



We Ask the Council to please:

 Chat with business owners and non-profits to ask about 2023 and their 
outlook for 2024.

 Help nurture the tourism industry, which is currently a (the?) top 
economic driver for the San Juan Islands.

 Know that the SJIVB board & staff are doing our best, on behalf of small 
businesses and non-profits, to attract visitors here year-round rather than 
to the WA Coast or Leavenworth or Lake Chelan. People have many 
choices on how they spend their hard-earned discretionary dollars.

 Believe in the critical economic development work of a DMMO, 
especially for communities which are so dependent on tourism.



Thank You!

Questions?


