
  

 

 

 
 
 

November 1, 2021 
 
 
Mayor Bradshaw and City Councilors 
City of Ketchum 
Ketchum, Idaho 
 
Mayor Bradshaw and City Councilors: 
 

Recommendation To Enter into Contract 22004 for Services 
 with Sun Valley Marketing Alliance (Visit Sun Valley)  

 
 

 
Recommendation and Summary  
Staff is recommending the council approve the contract with Sun Valley Marketing Alliance (Visit Sun Valley) 
and adopt the following motion: 
 
I move to authorize the Mayor to sign Contract 22004 with Sun Valley Marketing Alliance. 
 
The reasons for the recommendation are as follows: 

• The City is contracting with Sun Valley Marketing to provide marketing services to generate additional 
visitors. 

• The funding was approved in the FY 21/22 adopted budget. 
 
Introduction and History 
As part of the FY 20/21 budget, the Council authorized funding for Visit Sun Valley for marketing and 
promotional services. The proposed contract provides the scope of work and method for payment of services. 
The term of the contract is October 1, 2021 – September 30, 2022. 
 
Analysis 
The amount of this contract is $250,000 – an increase of $140,000 from last year.   
 
Financial Impact 
The cost for services is $250,000 – $200,000 ongoing annual amount plus a $50,000 request for one-time 
initiatives. The Fiscal Year 2021/2022 Budget includes funding for the proposed services from the Local Option 
Tax Fund.  
 
 
Attachments: 
Proposed Contract 22004 signed by Scott Fortner, Executive Director 
2021/2022 Scope of Work 
VSV Evolution document – DMO/DMMO 











Attachment A 
 

Sun Valley Marketing Alliance 
Scope of Work FY 2021/2022 

 
Goal:  As a Destination Marketing and Management Organization (DMO), Visit Sun Valley seeks 
to create awareness of the Sun Valley brand, develop loyalty, and build retention with our 
visitors. We do this by promoting our community as an attractive travel destination and 
enhancing its public image as a dynamic place to live, work and visit with a net positive effect on 
our community and quality of life.  
 
Scope of Work Objectives: 

• Implement a strategic plan for cultivating a new generation of visitors Quality over 
Quantity 

• Position Ketchum as a world-class basecamp for outdoors, culture, food, wellness, and 
the area’s bountiful nearby experiences  

• Present our strategic plan to the City Council for the year.  
 

Marketing and Promotions: delivering the destination’s strategic & cohesive messages 
• Public Relations- create media coverage opportunities, reputation management, and 

influencer programs 
• Research- Guest Net Promoter Score (NPS) domestic travel research trends and patterns 

Lodging/Accommodation Occupancy, Average Daily Rates, length of stay, and occupancy 
forecasting.  

 
Destination Management  

Guide, Educate, Protect, instill a sense of stewardship of our Valley, and provide a 
variety of tools that model representatives of our home, modeling and reinforcing the 
culture and lifestyle that makes Sun Valley special.” 

•  Visitor Services: information distribution via website, online search marketing & 
promotion Visitor Center operations and fulfillment of guest information via digital 
platforms Crafting stories (blogs) to direct guests to the suitable activities, at the right 
time, in the right directions.  Communicate their responsibilities and etiquette as they 
navigate our towns. 

• Manage Online Virtual Presence – for the Valley informing on stewardship, outdoor rec., 
travel advisory’s, current tourism business operations point visitors in the right direction 

• Community Relations & Business Services: collaboration with businesses, community 
stakeholders, and residence distributed via newsletter, calendar of events, various 
website content COVI-19 updates, collaboration with community organizations. 
Business services –research, customer service training, business operations assistance 

• Research- stakeholder and resident sentiment report. Mobility Data & visitation  
Management   

                   
Measurements: 

• Monitoring a variety of touchpoints and metrics to paint a broad picture of tourism 
impacts.  

o Lodging: Room Nights occupied (raw) and sold   
o Trends in customer journey and flow  



 Traffic flow, Enplanements (raw) 
 Visitor Interest and intent -Website and Internet search analytics 
 Building KPIs on Businesses Yields and Profitability.   

o Reputation - consumer, stakeholder, resident  
o Lifetime Value (LTV) of the: Visitor, Part-time resident, Full-time resident. 

(Dependent/Independent of the local financial contribution to local economy)  

o Quality of Life and NPS scores 

o Social contribution 

• We will email our progress on the specific scope of work objectives. To will include: 
o Annually measure success by reviewing and presenting information to the 

council via email submission of our completed Annual Report. In-person 
discussion of said Report granted upon the City’s request. 

o Bi-annually provide information on visitor trends and upcoming campaigns in 
May and November. 

 
 
 
 
 
 
 
 



Evolution of Visit Sun Valley - DMO / DMMO | October 2021 

Visit Sun Valley Current Model as Destination Marketing Organization - DMO  
A destination marketing organization is similar to a destination management organization, and the two 
terms are sometimes used interchangeably. However, in the case of a destination marketing 
organization, the focus is on promoting a destination in order to make it more attractive to tourists, 
businesses, and other potential travelers. 

A DMO may use a wide range of marketing techniques, including display advertising, content marketing, 
social media promotion, offline advertising, and experiential marketing.  

Core Functions: 

• Marketing/Promotion of the Destination  

• Guest Research  

• Public Relations and influencer Programs 

• Visitor Center/fulfillment of guest information 

• Association Membership (non-LOT collections) dues; Free membership (for those paying LOT) 

• Community Relations (newsletter, calendar of events and website content) 

Metrics: 

• Sales Tax collections 

• Room Nights sold  

• Air Passenger counts that drive visitation volume  
 
 

 

Basic Destination Marketing and Management - DMMO  
Destination management refers to a holistic approach, where many aspects of a destination are 
managed via a coordinated process. It can include managing marketing, local accommodation, tours, 
events, activities, attractions and transportation, and is often the responsibility of a dedicated 
destination management organization. 

The aim is to ensure tourism has a net positive effect on the destination, and this means maximizing the 
benefits through optimization of both supply and demand. 

DMMO-will typically consider aspects like the overall travel experience, as well as specifics like 
accommodation options, attractions, and local facilities. As well as the outside forces or circumstances 
that have a positive or negative impacts.   

Core Functions – Same as above, plus: 

• Fulfillment website visitor guide/ group guide, etc. 

• Sales (groups/weddings/conferences) - Online Reservations 

• Event Production and Management  

• Community Affairs & Destination Management – housing, transportation, recreation, non-
profits, etc. that are part of the tourism economy. 

• Business Services – research, customer service training, business operations assistance.  

 

https://www.revfine.com/destination-management/
https://www.revfine.com/destination-management/
https://www.revfine.com/destination-management/


Evolution of Visit Sun Valley - DMO / DMMO | October 2021 

 

Additional Sources: 

 

 

 

 

 

 

 

 

 

 

 

• Stewards of the Destination-“DMOs need to expand their roles within cities or destinations, and 
position themselves as the stewards and managers of the city’s brand — not only for tourism but 
for talent attraction and investment as well,” he writes on the Resonance blog. “No other 
organization in a destination has the funding or expertise to do it, and by assuming that role, a 
DMO can expand its value proposition to the community it serves.” 
 

• Metrics that measure overall economic, social, quality of life goals & objectives to achieve 
balance in a sustainable manner  
 

• https://destinationsinternational.org/if-they-value-you-they-will-fund-you 
 

• https://destinationsinternational.org/sites/default/master/files/FindingOurCornerstone_PolicyB
rief.pdf 

 

Executive Summary: 

We are an evolving destination – we should adapt to the changes, allowing us to provide benefits and 
expand our value proposition to the community while remaining relevant/sustainable. 
We may end up with some hybrid of the above, but expanded services and duties as trends and 
economic opportunities present themselves will need to change. I don’t think our overall purpose 
statement changes, but rather the ‘hows’ in achieving our goals.  We can leverage the craft of 
promotional tactics to help communicate and better manage the visitor and local experience within our 
community.    
 
In the near term, I would expect that we would continue with a strong PR & Brand/marketing focus – 
though, we may need to be more involved in the entire short-term visitor/2nd homeowner/extended-
stay ecosystem. Not just a few pieces, but all elements – from managing the visitor/2nd homeowner 
experience  to product/experience development – considering the whole life cycle of the guest, as well 
as driving the lifetime value that they provide to the community…financially, philanthropically, and 
intellectually. 

https://www.emerald.com/insight/proxy/img?link=resource/id/urn:emeraldgroup.com:asset:id:article:10_1108_JTF-11-2019-0123/urn:emeraldgroup.com:asset:id:binary:JTF-11-2019-012301.tif
https://skift.com/2018/06/19/how-todays-destination-marketers-need-to-evolve-skift-research/
https://skift.com/2018/06/19/how-todays-destination-marketers-need-to-evolve-skift-research/
https://skift.com/2018/06/19/how-todays-destination-marketers-need-to-evolve-skift-research/
https://destinationsinternational.org/if-they-value-you-they-will-fund-you
https://destinationsinternational.org/sites/default/master/files/FindingOurCornerstone_PolicyBrief.pdf
https://destinationsinternational.org/sites/default/master/files/FindingOurCornerstone_PolicyBrief.pdf

