CITY OF BAINBRIDGE ISLAND
2021 LODGING TAX / TOURISM FUND PROPOSAL
COVER SHEET
Project Name:

DESTINATION BAINBRIDGE 2021

Name of Applicant Organization: Bainbridge Island Lodging Association (BILA)
Applicant Organization IRS Chapter Status and Tax ID Number: 501(c)6 EIN 71-1051175
Date of Incorporation and UBI Number: January 16, 2002 / 602-175-381
Primary Contact: Kelly Shannon Gurza and Claire Donahue
Mailing Address: P.O. Box 10895, Bainbridge Island, Washington 98110
Email(s):

KellyGurza@gmail.com; Claire@BainbridgeLodging.com

Cell phone:

Kelly Gurza: 1 (650) 776-8306
Claire Donahue: 1 (760) 468-2425

Project Type
Tourism marketing
Marketing and operations of special events and festivals designed to
attract tourists.
Supporting the operations of a tourism-related facility owned or
operated by a nonprofit organization.
Supporting the operations and/or capital expenditures of a tourismrelated facility owned or operated by a municipality.
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I. APPLICANT INFORMATION
1.Describe the organization’s mission, history, and areas of expertise.
Since our Incorporation as a not-for-profit organization in 2002, the overriding goal for the
Bainbridge Island Lodging Association (BILA) has been to provide year-round, Internet-based
information for overnight visitors. Our mission has been traditionally defined as lodging
owners working together to promote overnight tourism and quality guest experiences.
Value of Overnight Tourism. The importance of overnight tourism to our Island economy is
stunning. Tourism economists have calculated that most tourism expenditures in Washington
are by visitors who are staying overnight in paid accommodations (79%1 ). Day visitors may pay
their ferry toll, take in an attraction and have a meal. In contrast, overnight visitors pay for
lodging at an Island business, visit several attractions, eat multiple restaurant meals, and spend
money at retail stores. Overall, for every $1 spent by a day visitor, an overnight visitor will
spend between $2 and $42. BILA’s services increase overall tourism expenditures by attracting
overnight tourists and encouraging them to visit restaurants, attractions, and retail stores.
Delivering Service as a DMO. During the last few years BILA’s mission expanded to include
collaboration with other tourism stakeholders, attractions, and businesses. Since 2017, the
Lodging Tax Advisory Committee (LTAC) has funded our Association as the Destination
Marketing Organization (DMO) for overnight tourism. With BILA’s consistent service delivery
we have been awarded $50,000 to $60,000 annually in lodging tax funds.
The Values and Characteristics BILA Brings. There are characteristics that set our
organization apart from other local tourism eﬀorts. These reflect our values and expertise as
lodging owners and managers. The first is hospitality. An even better descriptor as we work
together is “omotenashi”. This Japanese concept includes genuine kindness towards guests;
but it's also a sharp eye for detail, awareness for individual needs, and the eﬀort always to go
the extra mile. Our ongoing goal, for the Island’s lodging properties, is to reinforce this concept.
Two other values guide us. One is “inclusiveness.” Instead of serving only dues-paying
members or those purchasing advertisements, we promote all lodging, all Island attractions,
restaurants, and tourism-related businesses. The “inclusive” and public nature of our mission
has guided the development of www.DestinationBainbridge.com. That website is a one-stop
shop for overnight visitors and is highly successful in google ranking and website traﬃc.
Third, BILA embraces innovative and practical promotional strategies. Compared to other
tourism organizations our promotional activities may seem a bit unconventional. During the
past few years we’ve launched social media advertising, bundled overnight packages, and
tested new digital products. For example, we’ve found ways to pair overnight stays with
theater and garden visits (with the generosity of BPA and Bloedel) and declared February as
“Fudge Month” for overnight visitors (with Bon Bon). BILA co-sponsored Island wine tours,
hosted wine tastings and co-hosted the Winslow Plein Air Festival each September.
2020, though, has been an extraordinary year. Overnight tourism and our Island’s lodging
businesses experienced multiple setbacks. Besides the direct impact of the pandemic,
overnight travel has been transformed by the closure of the Canadian border, cancelled air
1Dean
2

Runyan Associates, “Washington State Travel Impacts & Visitor Volume 2001-2011,” p. 11.

More about this in the attached Exhibit 5.
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travel, reduced ferry services, the changing image of Seattle as a city with violent protests, and
more recently the smoky impact of wildfires along the West coast.
In April, 90% of advance reservations to stay overnight on Bainbridge were cancelled. Twenty
(20) vacation rentals ceased operations — that’s 30% of the Island’s AirBnB-style short term
rentals and 20 small businesses. Through tenacious eﬀorts, the Island hotel and inn
occupancies dropped by only 30% (though revenues fell by at least 40%).3 In all categories,
successful lodging businesses have been able to pivot and innovate — oﬀering flexible
cancellation policies, heavy discounts, long term stays, and respite from the pandemic. Still,
from the national perspective, economic forecasts predict that we are facing a long recovery
and won't return to 2019 revenues and occupancies until Fall of 2023!4
Not surprisingly during the first six months of 2020, the City’s lodging tax revenues
decreased by 39% from the revenues just one year ago. The lodging tax receipts are a direct
indicator of the total revenues received by Island lodging. Fortunately, the City started 2020
with a significant base of $400,000+ in its lodging fund.
The good news is that tourism is slowly improving. We hope that the worst is behind us. But
we are still stressing flexibility in 2021 — to adjust to new challenges and recover market share.
Changing priorities in 2020. BILA made important pivots to respond to this year’s crises. In a
snapshot, BILA’s response to the pandemic was innovation:
•

BILA reoriented our promotional eﬀorts toward maintaining a visible presence in our travel
markets — without directly encouraging travel to the Island;

•

We seized the opportunity to partner with two Island non-profits and now share a common
website platform, database and events calendar;

•

BILA increased communications with lodging owners with a series of email bulletins on
cleaning protocols, mask availability, changing CDC/State guidelines and opportunities for
financial relief; and

•

We assessed the use of videos as a new marketing tool. We are excited about the potential
that video marketing oﬀers for future advertising and promotions.

Looking Toward 2021. In recent months, BILA has been talking with non-lodging businesses
exploring ways to work together in 2021. In spite of a somewhat depressing outlook for travel,
we are excited about expanding partnerships in the private sector. With new wrinkles in our
markets, new business partnerships can lead to new ideas and new strategies for BILA.

2.

Describe Applicant’s Project Partnerships

BILA is built upon a partnership of overnight lodging businesses. We work with the Island’s
Chamber of Commerce and the Bainbridge Island Downtown Association (BIDA) and for
several years, we provided financial support to BIDA’s Walkabout Guide.
In 2020, we engaged in new collaborations with Bainbridge Island Arts and Humanities (A&H)
Information gathered from four largest hotels and Inns. It is important to note that our facilities converted many
spaces to residential suites and long term accommodations.
3

4

www.HotelManagement.net
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and Visit Bainbridge Island (VBI). As a result, we’ve moved BILA’s tourism website
(www.DestinationBainbridge.com) to a common platform introduced by A&H. Sharing that
custom-designed platform strengthened our ties, reduced duplication, and established the
common database that three organizations (A&H, VBI and BILA) now utilize.
This year BILA minimized our planned promotions. Instead, we shared the eﬀort and costs to
produce staycation-oriented print advertisements with VBI. We have also jointly engaged a
consultant to assist with promotional strategies for 2021. Continuing our partnership, in 2021
BILA will transfer our digital City Guide to Visit Bainbridge Island. Our Association developed
that digital tool, and two others, during the past two years. Moving their support and
administration to VBI reinforces our partnership.
In 2021, BILA will partner with the Bainbridge Island Fire Department (BIFD) to promote fire
safety at Island lodging businesses. We will work with Island restaurants and other businesses
toward the possibility of evolving into a Bainbridge Hospitality Association and we plan to
reinforce our partnership with Bloedel and the Island Winery Alliance.
Finally, BILA is a supporting partner in the application from Visit Bainbridge Island for funding
for a collaborative advertising campaign in 2021. The proposed campaign will help to lure
travelers back to Bainbridge Island, hoping to repair the damage to our local economy and
hospitality businesses that resulted from the novel coronavirus.

3. Projects and funding awarded and utilized from the Lodging Tax 2016-2020.
2020

Wide range of tourism services. Moved BILA’s website to shared
$56,500 platform. Partnered on “staycation” advertising. Completed digital
guides. Responded to coronavirus.

2019

Website enhancements, technical solutions for search functions.
$60,000 Collaborated with other organizations. Partnerships for tourism
events and Walkabout Guide.

2018

$50,000

Enhanced website to include shopping, travel itineraries. Partnered
with BIDA on Walkabout Guide and with Visit Kitsap.

2017

$48,000

New trip-planning website at www.DestinationBainbridge.com;
Internet marketing; Partnerships for Overnight Lodging Packages

2016

$0

BILA received no Lodging Tax funding for 2016.

4. Incomplete LTAC Projects: Not Applicable
II. PROJECT INFORMATION
Project Scope of Work. BILA’s project proposal and budget are organized around three

strategic programs for 2021: our foundation of tourism services, new partnerships with Island
businesses, and producing video marketing for overnight travel markets.

Objective #1. Pursue Excellence in BILA’s Foundation of Tourism Services.

When Island lodging owners first banded together, twenty years ago, we produced brochures
and jointly purchased advertising. We didn’t anticipate dramatic technology changes or the
increased importance of tourism expenditures to our Island economy. But moving with the
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times, during the last decade we developed a strong baseline of technology-driven tourism
services and we forged partnerships in the community.

• BILA’s website: www.DestinationBainbridge.com. Tourists today rely heavily on online

resources for travel inspiration, to decide on travel destinations and for reserving
accommodations. The research is conclusive: 92% of travelers use the Internet for travel
plans and decisions. BILAs first website was limited to lodging information. In 2017 we
developed our comprehensive website — to provide all of the information that an overnight
tourist could need.
Internet traﬃc to DestinationBainbridge.com increased dramatically the last few years.
Overall the number of site visits grew annually by 80% in 2018 and another 76% in 2019.
Not surprisingly website traﬃc slowed this year but still increased by 15% over 2019.5 The
number of discrete customers looking at our website reached a new high of 29,000 users
during the first nine months of the year. A report on website performance and activity is
attached in Exhibit 3.
Just recently BILA moved our website to the new shared platform. Our site is not fully
functional just yet — our team is still refining the search feature and availability calendars.
We also will add pages on dining, shopping and visitor attractions. But we are really excited
about the changes being made. The shared platform ensures wider distribution of lodging
information and BILA promotions. It has allowed us to share our lodging listings, restaurant
lists and business lists in the common database. It also allows VBI to establish direct links to
our information on overnight lodging. We are happy to highlight that the shared platform
helps to reduce duplication among tourism organizations.
2021 will demand flexibility as we implement our products on the new shared platform. We
are moving from a customized website to one designed for multiple organizations with
multiple purposes. The tradeoﬀ to sharing databases establishes new and ongoing costs for
our Association — including $4,500 annually in annual licensing and syndication fees. We
will continue to provide new content, site optimization, and search-engine marketing.

• Promoting Overnight Tourism. The Lodging Association focuses promotional eﬀorts on

"marketable visitors” and on adding to the economic impacts of overnight visitors. We
target those who are most likely to respond to specific marketing messages — the “leisure”
market rather than business or convention travelers. We’ve established important tools to
draw visitors to our website, improve search engine ranking, and encourage more spending
on the Island. A list of our promotional tools thus far in 2020 is attached in Exhibit 4.
BILA’s blogging has proven to be an important tool to generate website traﬃc and to deliver
information that visitors are looking for. In fact, some of the top landing pages for our
website this year have been blogs: What To Do on Bainbridge Island for example was read
9,000+ people thus far in 2020. This year we updated all of our blogs and added new
blogging for families. We plan continued blogging in 2021 with more in depth postings.
Travel Itineraries are similarly important for guests from specific markets segments. Our
itineraries on local restaurants and beaches are among our top landing sites. These
itineraries suggest specific restaurants, places to visit, and places to shop — all geared to
the special interests of travelers. In 2021, we will work with other tourism groups to

Website sessions in 2020, through the month of September, were 35,540 compared to 30,158 during the same
period in 2019. Discrete users increased to 28,904 from 25,306 in 2019. More information is attached in Exhibit 3.
5
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coordinate itineraries and avoid duplication. New itineraries in 2021 will emphasize walking
and hiking and we will produce blogs on those Island events that take place.
Our 2021 proposal continues our commitment to social media and search engine
advertising. Google ads and facebook advertising have an immediate impact on the number
of visitors to the www.DestinationBainbridge.com website and on the clicks through to
restaurants and attractions, as well as lodging properties. In 2019 and 2020 about 20% of
our website users accessed our website through paid google and social media advertising.
For 2021, we are proposing a new vehicle to distribute blogs, itineraries, and overnight
packages with a new travel newsletter. We have already started to assemble an email
distribution list that will include recent visitors to Island properties and travelers who
respond to a subscription oﬀer on our website.

• Training & Support for Overnight Lodging. BILA has concentrated this year’s member

communication in regular bulletins to lodging owners and managers. Since February our
Bulletins have focused on Coronavirus-19 and we’ve advised lodging properties on new
cleaning protocols and guidance provided by Public Health Departments and the State.
In 2021 BILA will again use our Email bulletins to provide coronavirus updates. Additionally,
following a fire at an AirBnB we established a new partnership with the Bainbridge Island Fire
Department. Next year we will provide webinar training and information about fire safety.
We hope to add training sessions on video marketing too!

• Strategic Partnerships for events and oﬀ-season promotions. BILA is developing plans

for 2021 promotions based on projections for reduced travel and on an assumption that
many events will again be cancelled. One change is to provide overnight packages for longer
time periods — throughout the winter for example, rather than just for an event weekend. We
anticipate new promotions with Island wineries and promoting visits to “natural” attractions
like Bloedel Reserve, our parks and trails. We have also invited a new partnership with the
Bainbridge Land Trust to purchase and distribute copies of their publication Thirty Walks on
Bainbridge6 (the most popular walking and trail guide on the Island).

Objective #2. Build Partnerships with Island Tourism Related Businesses

Recently BILA conducted brainstorming sessions and interviews with other tourism dependent
businesses on the Island. We are excited by the resourcefulness of Island restaurants,
wineries, photographers and videographers. Our conversations identified some brights ideas
and creative opportunities. In 2021, we think that combining business’ resilience and
resources can deliver a direct stimulus to tourism-dependent businesses.

• Our immediate action to support other businesses will be to add them to our website and
distribution lists. We anticipate a lot of personal contacts and meetings to enlist business
interest in working with BILA.

• Next we will include local businesses in our promotions. We will feature businesses on

our website, in blogs, newsletters, social media and overnight packages.
• BILA plans to solidify new business partnerships with new collateral to serve mutual
needs. Preliminary ideas are to print a simple paper map that locates lodging, wineries
and restaurants. Any business could use this to highlight, for their guests, the location of
other businesses and activities. Another idea is to revive Island Tourism Highlights. In
6

“Thirty Walks on Bainbridge” by Dave and Alice Shorett.
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past years, this provided an easy tool to tell overnight guests about events. BILA could
revive this tool and include business specials or coupons to drive overnight visitors to
specific restaurants and businesses.

• And we propose to explore the possible evolution or our organization to an Island

Hospitality Association. Participants in our brainstorming meeting are already enthused
about joining forces and working toward a Hotel and Restaurant Association (like the
State Association) or a Hospitality Association. This could broaden our membership, give
us access to additional resources and increase economic impact.

Objective #3. Develop an Innovative Video Marketing Program

Videos are an important element of modern marketing strategies. A study of video marketing
found that, in early 2017, 63% of travel businesses were using video as part of their marketing
strategies. The number is rising and estimates now suggest that 87% of travel businesses and
tourism organizations produce video that is consumed and shared by followers. Vimeo states
that 73% of customers are more likely to click “buy” if they’ve seen your video.7
In 2020, we have had an opportunity to look at video marketing strategies and the scarcity of
videos promoting travel to our Island. Surprisingly only one or two lodging owners have
created videos and just a handful of videos have emerged to showcase the Island. None of the
existing videos highlight a multi-day adventure or target overnight visitors. You can see some
of the video concepts that were developed this year here.
It’s important to highlight that not every video needs to be big. Research shows that videos as
short as 10 seconds are eﬀective for social media advertising while videos of 60 to 120
seconds can help to diﬀerentiate individual products. Our intentions for 2021 are to work with
lodging members, sharing costs, to produce videos for their properties. Every video will drive
overall tourism to Bainbridge. Secondly, we propose four to six videos to engage overnight
travel, promote multi-day activities, and advertise oﬀ-season travel packages. These
productions would be supported by marketing webinars on how to use videos and we hope to
test the concept of podcasts for promotions.
One of the best things about producing videos is that the content can be used again,
reformatted, updated with a voiceover and used to produce clips for social media. The video
content can live forever — while other advertising tools expire or are quickly out-of-date.

Proposed Project Budget
The proposed budget for this application is on the following page.
Project Scalability. BILA’s 2021 proposal is notably creative and forward thinking. We have
taken to heart City Council’s direction to LTAC to fund both basic tourism services and
innovative concepts. Because we are business owners, with significant investments in the
Island, we’ve looked seriously at the economic plight of other Island businesses and proposed
new partnerships. BILA believes that aggressive programs are needed to address economic
vitality for our industry and for other tourism-based businesses.
Our application includes $43,500 for new initiatives and partnerships that have not received
lodging tax funding previously. If full funding is not available we will have to reduce or eliminate
the activities outline for these two 2021 objectives.
https://vimeo.com/blog/post/brewery-video-reopening/?utm_source=email&utm_medium=vimeonewsletter-202001&utm_campaign=38609
7
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BILA’s Proposed Budget for 2021
Income

Lodging Association 2021 Income

$89,700

2020 Lodging Tax Award

$37,500

Match from BILA and Partners

$127,200

Project Total Income
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Proposed Project Schedule
Major Milestones

Date

Enter 2021 Lodging Tax Contract with COBI

January

Work with partners to promote Island

Ongoing

Launch overnight promotion for Spring

February - April

Launch video production and business recruitment eﬀorts

March - May

Blogging, Social Media, Internet advertising, Video Production

Ongoing

Conduct trainings & networking for lodging partners

Ongoing

Launch overnight promotions for Fall and Winter

October

Assess impacts, apply for 2022 funding, prepare reports

September - December

III. SELECTION CRITERIA
For several years our Association has used a simple matrix to illustrate our assumptions about
overnight tourism on Bainbridge Island. This table provides our estimates for both 2020 and
2021. More details on our method of estimating impacts is in Exhibit 5.

Lodging
Taxes
Generated

Lodging
Business
Revenues

Estimated
Revenue to
Local
Economy

Estimate
Room
Nights

Estimate
Overnight
Tourists

2019 Actuals

$267,397

$6,684,925

$20,054,775

29,711

65,364

2020 Estimate

$173,808

$4,345,201

$13,035,604

21,726

48,884

2021 Projection

$191,189

$4,779,721

$14,339,164

23,899

52,577

Estimated Impact
BILA’s Services 2021

$95,594

$2,389,861

$7,169,582

11,949

26,288

Increasing tourism in 2021. BILA targets and serves overnight visitors. We estimate that
BILA’s activities will touch half of all overnight visitors in 2021 — In other words, among the
53,000 overnight visitors projected for next year we believe we will touch and influence 26,000.
This is less than the number of website users which should hit 35,000 by year’s end.
Expected impact on, or increase in, overnight stays on the island. BILA’s activities are
projected to increase overnight bookings by 12,000 nights in 2021.
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Projected economic impact on Bainbridge Island. Multiple studies show that overnight
visitors have a greater per capita economic impact than day visitors. A recent study of tourism
expenditures in Wisconsin attributed $58 in daily expenditures to day visitors and $110 in
spending per overnight visitor.8 BILA estimates, conservatively, that every $1 spent on
overnight lodging generates $2 in additional spending. Maximizing tourism’s economic impact
on Bainbridge Island would support proposals that focus on growing overnight tourism.
The Lodging Association’s proposal, by adding overnight stays in 2021, could increase lodging
tax revenues by $95,000 and, conservatively, increase overnight visitor spending by $7 M.
The project’s potential to draw visitors to the Island and increase overnight stays during
the oﬀ-season. Our proposal concentrates promotions and overnight packages toward our
shoulder seasons. Our continuing goal is to maximize oﬀ season travel.
The applicant’s demonstrated history of organizational and project success. BILA is proud
of its history in promoting overnight lodging and tourism. Individually our member partners are
business owners who study markets, trends, technology and tourism. We all undertake
marketing activities and observe the results with individual tourists, family reunions, weddings,
meetings, tours and visitors considering a move to our Island. BILA has enjoyed 20 years of
experience in managing tourism projects and administering lodging tax contracts.
Describe partnerships with other organizations and businesses.
Our partnerships are well described in our response to # 2 in the preceding section.
Describe how this project is new to our community or an innovative use of LTAC funds.
Our proposal requests funding for two new uses of lodging tax funds. Building a coalition of
businesses that attract and serve overnight visitors simply makes sense, especially when
Island businesses are in a serious recession. Most tourism projects represent non-profit
organizations and non-profit partnerships. This proposal focuses, uniquely, on building and
supporting a business-to-business partnership. The use of video marketing, on the other hand,
is an advertising and promotional strategy that has almost passed us by. We expect to use our
video project to fund targeted videos, train businesses in how to develop and use videos,
increase the production of videos, and create a video library — accessible to the public,
businesses, and other tourism organizations.
Describe the degree to which the project goals and/or results can be assessed.
BILA relies on Google Analytics, Facebook Insights, and our website’s internal metrics to
assess website success. We track the number of referrals to individual accommodations from
our website; we also track our website landing pages and their popularity.
However, focusing solely on website metrics can distract us from the bigger picture – which is
our impact on tourism. Our success can be measured by the number of lodging and partner
participants in our website, changes in lodging occupancy, and the performance of our
promotions and promotional tools. All of these are measurable.
Leverage of award funds with matching funds or donated in-kind goods or services.
BILA’s proposal includes a 22% match in funding and in-kind goods and services. We are
planning for equal contributions from member dues / business contributions, and, in-kind
services for all of our activities.

Longwoods International and Tourism Economics Study research conducted for the Wisconsin Department of
Tourism.
8
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EXHIBITS
2021 Lodging Tax Application
Destination Bainbridge
Bainbridge Island Lodging Association

Exhibit 1: 2019 Budget and Expenditures

Exhibit 2: 2020 Budget, YTD Expenses & Projected Year-End Expenses

Exhibit 3: Website Performance www.DestinationBainbridge.com

Exhibit 4: Key Promotional Tools Used To Date in 2020

Exhibit 5. BILA’s Methodology for Estimating Impacts

Exhibit 6: Letters of Support for LTAC Funding
Winery Alliance
Bloedel Reserve
Visit Bainbridge Island
Arts & Humanities
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Additional Budget Information

Bainbridge Island Lodging Association
Revenues and Expenditures Comparison
2020 Budget vs Actuals
Revenue Detail
2020 Lodging Tax Contract

2020 LTAC
Budget

Actual Income

% Received

$56,500

$56,500

100%
Dues Collection
Postponed; $10K
Held in BILA
Reserve
400+ hours from
Board members

Matching Funds from BILA

$10,000

In-Kind Contributions

$16,000

$16,000

2020 Total Revenues

$82,500

$72,000

87%

Budget Expense Detail

2020 LTAC
Budget

Total Expenses

% Budget
Expended

Administration & Overhead

$4,100

$7,408

181%

Destination Bainbridge Tourism Website

$9,500

$12,331

130%

$19,200

$21,517

112%

Support for Island’s Overnight Lodging

$3,600

$4,925

137%

Partnerships

$6,700

$6,305

94%

Strategic Innovations and Initiatives

$13,400

$4,990

37%

2020 Total Expenditures

$56,500

$57,476

102%

Advertise and Promote Overnight Tourism

EXHIBIT 1: 2019 Budget and Expenditures
COBI
2019 EXPENDITURES

Contract

Direct

Staff

Budget

Expense

Support

Total

Administration & Overhead

$3,500

$2,647

$1,500

$3,147

Bookkeeping & accounting services

$1,000

$676

$250

$926

$500

$549

$250

$799

City required insurance

$2,000

$1,422

$0

$1,422

Destination Bainbridge Website

$8,000

$2,802

$6,000

$8,302

Website Management: domain, hosting, updates

$3,000

$2,442

$2,500

$4,942

Add listings of Island amenities & services

$2,500

$360

$2,000

$2,360

Improve calendar synchronization & sorting

$2,500

$0

$1,000

$1,000

Promote Bainbridge Island

$13,500

$7,764

$5,946

$13,210

Advertise with WA Tourism Alliance

$4,500

$2,497

$2,000

$4,497

Promotional Tools: Blogs, Itineraries, etc.

$5,000

$1,363

$1,500

$2,863

Internet and Social Media Promotion

$4,000

$3,904

$1,946

$5,851

Island’s Overnight Lodging

$3,000

$2,576

$1,500

$4,170

Familiarization and Training Workshops

$1,000

$455

$500

$955

Distribute maps, brochures & posters

$1,200

$344

$250

$594

$800

$2,121

$500

$2,621

Partnerships

$32,000

$24,044

$7,500

$31,044

Partner on 4th of July Fireworks

$10,000

$10,000

$0

$10,000

Partner on Paint Out Winslow

$5,000

$3,682

$2,500

$6,182

Off-season Promotional Packages

$2,000

$0

$1,500

$1,500

Social Media Campaigns

$5,000

$189

$2,500

$2,689

BIDA’s Walkabout Guide and other promotions

$10,000

$10,173

$500

$10,673

TOTAL
SUMMARY BY PROGRAM AREA

$60,000

$39,832

$22,446

$59,872.61

Administration & Overhead

$3,500

$2,647

$1,500

$3,147

Destination Bainbridge Website

$8,000

$2,802

$6,000

$8,302

Promote Bainbridge Island

$13,500

$7,764

$5,946

$13,210

Island’s Overnight Lodging

$3,000

$2,576

$1,500

$4,170
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$24,044

$7,500

$31,044

$60,000

$39,832

$22,446

$59,873

Office supplies & support

Welcome to Bainbridge Island Handbook

Partnerships
TOTAL

EXHIBIT 2:
2020 Budget, Year-To-Date and Projected Year-End Expenditures
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EXHIBIT 3.
Website Performance with Google Analytics
First Six Months of 2019 and 2020
www.DestinationBainbridge.com
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Exhibit 4.
BILA Promotional Tools 2020
BLOG POSTS
Bainbridge Island Parks and Trails Perfect for Social Distancing
Find Your Solace at Bloedel Reserve This Summer
Mora Ice Cream is the Sweet Ending You Need
Saturday Morning at the Bainbridge Island Farmers Market
The Bainbridge Island Museum of Art is Open!
These Bainbridge Island Restaurants Will Need Your Support This Summer
Visit A Bainbridge Distillery & Enjoy Other Tastings!
Visit Amelia Wynn Winery on Bainbridge Island
Visit Bainbridge Brewing This Summer
Wondering What to do on Bainbridge Island This Summer?
SOCIAL MEDIA POSTS
81 Facebook Posts
16 events
Instagram posts
ITINERARIES
Family Fun
Foodie Finds
Art Adventures
Bainbridge for Two
Gardens and Farms
History Buffs
Parks and Trails
(in progress) Chocolate, Coffee, Wineries, and Distilleries
EMAIL BLASTS
15 (10 Constant Contact, 5 Mail Chimp)
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Exhibit 5.
BILA’s Methodology for Estimating Impacts
This exhibit provides additional explanation about our approach to estimating the
impacts of our programs in increasing tourist travel to the Island and increasing tourism
expenditures on Bainbridge Island.
Inserted below are the specific estimates we included in our 2021 lodging tax
application. As you might suspect, we can’t count the exact number of overnight stays in
paid lodging on the Island. Most hotels, and even small Airbnb businesses, consider this
proprietary information. However, we have been able to develop a solid estimate based
on the annual tax revenues collected by the City.
Lodging
Taxes
Generated

Lodging
Business
Revenues

Estimated
Revenue to
Local
Economy

Estimate
Room
Nights

Estimate
Overnight
Tourists

2019 Actuals

$267,397

$6,684,925

$20,054,775

29,711

65,364

2020 Estimate

$173,808

$4,345,201

$13,035,604

21,726

48,884

2021 Projection

$191,189

$4,779,721

$14,339,164

23,899

52,577

Estimated Impact
BILA’s Services 2021

$95,594

$2,389,861

$7,169,582

11,949

26,288

The estimates are based on these assumptions and calculations:
• Column 2. Lodging Taxes Generated. The history of lodging taxes collected by our
City provides a solid indicator of the growth in paid overnight stays during the past
twenty years — as well as the interruption this year due to coronavirus. The $267,397
in lodging taxes in 2019 is now final according to COBI financial reports. The City has
reported that Lodging Tax revenues for the first six months of 2020 are down 39%.
With small recoveries in August and September, BILA estimates that tax revenues by
year end will be approximately 65% of the revenues collected in 2019. That equals the
$173,808 estimated for 2020 that is included in the table.
• For 2021 we anticipate continuing recovery in lodging revenues. Knowing that the
coronavirus, and its impact on travel, are still unpredictable, BILA projects only a 10%
increase in annual lodging tax revenues in 2021 to $191,189.
• The Lodging Association conservatively estimates that our website and promotional
activities will touch and influence 50% of overnight travelers and 50% of COBI’s
lodging taxes during 2021. In other words, among the 12,000 overnight bookings
projected for next year we believe we will touch and influence 6,000. The reality
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check on this estimate is that thus far in 2020 our website has been visited by 29,000
discrete users. If just a third of website visits leads to an overnight stay we will
achieve our estimate.
Column 3. Lodging Business Revenue. The estimate of lodging tax revenues
received by COBI, in column 1, provides the basis for calculating hotel revenues. COBI
receives four cents lodging tax for every dollar spent in paid overnight lodging. The City
authorizes the collection of two cents tax, which the State matches as their contribution
support tourism on our Island. Dividing annual lodging tax revenue ($267K in 2019) by .
04 results in a $6.64 Million estimate of taxed lodging revenues in that year. The
following cells in this column are calculated using the same formula.
Column 4. Estimated Revenue to Local Economy. Calculating tourism impacts on
our local economy is at the heart of understanding how both day visitors and overnight
visitors support our Island economy. The estimates in Column 3 are based on figures
used by west coast travel economists Dean Runyon Associates. Their last full economic
study of Washington State was in 2011, but they updated their overall estimates of
tourism revenue in 2017 for our State Tourism committee. The most significant of their
findings is the conclusion that for every $1 spent on lodging, tourists spend an additional
$4 in the local economy. The four to one ratio is probably valid in urban areas but less
reliable in our rural community. Our estimates of economic impact have been calculated
based on a pretty conservative assumption that for every $1 spent on overnight
lodging another $2 will be spent at other local businesses.
It’s worth noting that recent efforts to document tourism impacts seem to have moved
to estimating the impact in dollars spent by day visitors and overnight visitors. As
highlighted in our main narrative — a recent study of tourism expenditures in Wisconsin
attributed $58 in daily expenditures to day visitors and $110 in spending per overnight
visitor — in addition to hotel expenses. In a diﬀerent market, a study of tourism
impacts for Denver concluded that day visitors spend $70 per day while overnight
leisure visitors spend $171 per person per day. We suggest that Bainbridge’s numbers
are closer to those in Wisconsin than to those in San Francisco.
Column 5: Estimates of Room Nights. Dividing total lodging revenue by the average
price of an overnight stay leads to an estimate of the number of room nights on the
Island. For past years, we assumed an average overnight stay on the Island was $225
(including our 11% tax). For 2020 and 2021 we see a need to reduce the average cost
of overnight lodging to $200 per night to reflect the prevalence of deep discounting.
Dividing the estimated lodging revenues in 2021 ($4.8M) by this number leads to a
conservative estimate of 12,000 paid overnight stays on the Island for next year.
Column 6. Estimate of Overnight Tourists. After estimating the number of overnight
stays we calculated the number of individual overnight tourists by multiplying by 2.5. A
large number of suites and homes in our Island lodging suggest that occupancy is
higher than two. This number is required by the state and COBI for our annual reports.
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EXHIBIT 6.
Letter of Support: Winery Alliance
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Letter of Support: Bloedel Reserve
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Letter of Support: Visit Bainbridge Island
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Letter of Support: Arts & Humanities

22 of 22

