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V i s i t  S u n  V a l l e y
D e s t i n a t i o n  M a r k e t i n g  &  M a n a g e m e n t  O r g a n i z a t i o n
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THE IMPORTANCE 
OF TOURISM

BACKGROUND
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Tourists have been coming to Sun Valley 
for long time.. . .
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TOURISM 
CONTRIBITIONS 
IN BLAINE
COUNTY

$355,000,000

5,100 

$158,100,000 

$34,000,000 

Direct Travel Spending

Direct Employment

Direct Earnings

Direct Taxes

2021 Figures from Idaho Travel Council
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KETCHUM
LOT

Metrics
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Ketchum LOT Collections
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LOCAL 
OPTION
TAX (LOT)

WH O ’S  PA Y IN G WH A T?

75% N O N - R E S I D E N T

25%R E S I D E N T

C O N T R I B U T I O N S
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DIRECT &
INDIRECT
BENEFITS
OF
TOURISM
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WHO WE ARE
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WHAT IS VISIT SUN VALLEY?

N onp rof i t  De s t in at i on  Ma rk et ing  & M an ag e me nt  O rg ani zat io n

W e ’ r e  a  l o c a l   n o n p r o f i t  t o u r i s m  e n t i t y  t h a t  f o c u s e s  o n  v i s i t o r  a w a r e n e s s ,  a t t r a c t i o n ,  a n d  
e d u c a t i o n  t o  t h e  g r e a t e r  S u n  V a l l e y  a r e a .  W e  e m p h a s i z e  o p p o r t u n i t y  p e r i o d s  a s  w e l l  a s  
g e t t i n g  v i s i t o r s  t o  u t i l i z e  t h e  l o c a l  a i r  s e r v i c e .  

V i s i t  S u n  V a l l e y  i s  c o m m i t t e d  t o  e n r i c h i n g  t h e  l i v e s  o f  o u r  m o u n t a i n  
c o m m u n i t y  t h r o u g h  a  b a l a n c e d  l e v e l  o f  t o u r i s m  t h a t  f o c u s e s  o n  e c o n o m i c  
p r o s p e r i t y ,  e n v i r o n m e n t a l  s u s t a i n a b i l i t y ,  a n d  t h e  p r e s e r v a t i o n  o f  t h e  
V a l l e y ’ s  v i b r a n t  c h a r a c t e r .  

M i s s i o n :
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WHAT WE DO

S t o r y t e l l i n g :  A w a r e n e s s  &  A t t r a c t i o n

M e d i u m s
• V i d e o
• P h o t o s
• W r i t t e n  S t o r i e s

A d v e r t i s i n g  O u t l e t s
• P a i d  P a r t n e r s h i p s
• G o o g l e
• E m a i l  M a r k e t i n g  
• S o c i a l  M e d i a

P u b l i c  R e l a t i o n s
• M e d i a  H o s t i n g
• M e d i a  O u t r e a c h
• M e d i a  M i s s i o n s

I n f o r m a t i o n  O u t l e t s
• W e b s i t e  C o n t e n t  –  L a n d i n g  P a g e s ,  B l o g s ,  E v e n t s  C a l e n d a r ,  B u s i n e s s  L i s t i n g s ,  e t c .   
• V i s i t o r  C e n t e r
• A i r p o r t  K i o s k

W e  w o r k  w i t h  a  v a r i e t y  o f  s t a k e h o l d e r s , i n c l u d i n g  g o v e r n m e n t ,  l o c a l  b u s i n e s s e s ,  a n d  
c o m m u n i t y  m e m b e r s  t o  g u i d e  d e c i s i o n s  t h a t  a i d  i n  t o u r i s m  h a v i n g  a  p o s i t i v e  i m p a c t  o n  t h e  
d e s t i n a t i o n .

V i s i t o r  E d u c a t i o n

S t a k e h o l d e r  C o l l a b o r a t i o n

T e l l i n g  t h e  s t o r i e s  a b o u t  o u t d o o r  r e c r e a t i o n ,  p e o p l e ,  c u l t u r e ,  b u s i n e s s e s ,  a n d  e v e n t s  t h a t  
m a k e  t h i s  p l a c e  u n i q u e .  

I n f o r m i n g  v i s i t o r s  w h a t  w e  h a v e  t o  o f f e r ,  w h a t  t o  e x p e c t ,  h o w  t o  r e s p e c t  t h e  p l a c e ,  a n d  h o w  t o  
m a x i m i z e  t h e i r  e x p e r i e n c e  h e r e .  



11

WHY VISIT SUN VALLEY

M ai nta in in g E co no mi c V it a l i ty
T h i s  a r e a  i s  s i g n i f i c a n t l y  i n f l u e n c e d  b y  t o u r i s m  i n   a  m u l t i t u d e  o f  s e c t o r s .  W e  l o o k  t o  
m a i n t a i n  t h e  v i t a l i t y  o f  o u r  t o u r i s m  d r i v e n  e c o n o m y  t h r o u g h  a  m a n a g e a b l e  l e v e l  o f  v i s i t a t i o n .  

De s t i nat ion  M ana ge me nt
W e  t r u l y  c a r e  a b o u t  t h i s  p l a c e  a n d  w e ’ r e  n o t  t r y i n g  t o  b e  e x p l o i t i v e  o f  t h e  p e a k  t i m e s  a n d  
p l a c e s  b u t  r a t h e r  e m p h a s i z e  t h e  o p p o r t u n i t y  p e r i o d s  a n d  b r e a d t h  o f  o f f e r i n g s .  

W e  s e t  o u t  t o  l o o k  f o r  p e o p l e  t h a t  i d e a l l y  w i l l  l o v e ,  a p p r e c i a t e ,  a n d  r e s p e c t  t h i s  p l a c e  a s  
m u c h  a s  w e  a l l  d o .  

S ta yi ng  To p of  M in d
T h e r e  a r e  c o u n t l e s s  m o u n t a i n  d e s t i n a t i o n s  t h a t  o f f e r  s i m i l a r  a t t r i b u t e s  t h a t  t h e  g r e a t e r  S u n  
V a l l e y  a r e a  h a s  a n d  t h e y ’ r e  a l l  c o m p e t i n g  f o r  a  s i m i l a r  p o o l  v i s i t o r s .  

W e  s e e k  o u t  t o  s h o w  p o t e n t i a l  v i s i t o r s  w h y  t h i s  p l a c e  i s  s p e c i a l  a n d  w h y  t h e y  s h o u l d  c o n s i d e r  
e i t h e r  c o m i n g  b a c k  o r  v i s i t i n g  f o r  t h e  f i r s t  t i m e .  
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HOW WE DIFFER FROM OTHER ENTITIES

Th e W oo d R iv e r  Ch amb er  of  Co mme rc e

S un  Va l l ey  C omp any

W e  l o o k  t o  b r i n g  v i s i t a t i o n  t o  t h e  a r e a  w h i l e  t h e  c h a m b e r  e m p h a s i z e s  o n  b u s i n e s s  p r o m o t i o n  
a n d  l o c a l  e v e n t s .  W e  w o r k  a l o n g s i d e  t h e  W o o d  R i v e r  C h a m b e r  o f  C o m m e r c e  t o  d i v i d e  a n d  
c o n q u e r .

W h i l e  w e  h a v e  “ S u n  V a l l e y ”  i n  o u r  n a m e ,  w e  a r e  a  s e p a r a t e  e n t i t y  f r o m  S u n  V a l l e y  C o m p a n y .  

W e  w o r k  a l s o  w o r k  c l o s e l y  w i t h  S u n  V a l l e y  C o m p a n y .  W e  d i f f e r  i n  t h e  s e n s e  t h a t  o u r  r e a c h  
e x t e n d s  f r o m  C r a t e r ’ s  o f  t h e  M o o n  t o  t h e  S t a n l e y  B a s i n .  

F ly  S un  V al l e y

T h e  m i s s i o n  o f  t h e F l y  S u n  V a l l e y  A l l i a n c e ( F S V A )  i s  t o  " r e t a i n ,  s u p p o r t  a n d  i m p r o v e  
c o m m e r c i a l  a i r  s e r v i c e  a c c e s s  t o  t h e  W o o d  R i v e r  V a l l e y " .  T h e y  w o r k  t o  i m p r o v e  a i r  s e r v i c e  
t h r o u g h  i n i t i a t i v e s  l i k e  s e c u r i n g  c o n t r a c t s ,  c o n d u c t i n g  r e s e a r c h ,  a n d  b u i l d i n g  p a r t n e r s h i p s  
w i t h  b o t h  p u b l i c  a n d  p r i v a t e  s e c t o r s .

W e  w o r k  c l o s e l y  w i t h  t h i s  g r o u p  a s  w e l l .  T h e y  s e c u r e  t h e  f l i g h t s  w h i l e  w e  w o r k  t o  e n s u r e  t h a t  
t h o s e  f l i g h t s  a r e  f i l l e d  a n d  t h a t  t h e  a i r l i n e s  c o n t i n u e  t o  s e r v i c e  t h e  a r e a .  
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HOW WE’RE FUNDED

A ir  S e rv ic e  B oa rd

T h e  c i t i e s  o f  S u n  V a l l e y ,  K e t c h u m ,  a n d  H a i l e y  h a v e  a  L o c a l  O p t i o n  T a x  ( L O T )  w i t h  v a r y i n g  r a t e s  
o n  t h i n g s  s u c h  a s  r e t a i l  s a l e s ,  l i q u o r  b y  t h e  d r i n k ,  l o d g i n g ,  b u i l d i n g  m a t e r i a l s ,  a n d  r e n t a l  
c a r s .  T h e s e  t a x e s  g o  i n t o  t h e i r  g e n e r a l  f u n d .  

T h e r e  i s  a n  a d d i t i o n a l  0 . 5 %  l o c a l  o p t i o n  t a x  ( L O T )  i n  t h e  c i t i e s  f o r  a i r  s e r v i c e  d e v e l o p m e n t  a n d  
m a r k e t i n g  a s  w e l l  a s  a  0 . 5 %  t a x  d e d i c a t e d  t o  h o u s i n g .  ( I n  2 0 2 3 ,  t h i s  l o c a l  o p t i o n  t a x  w e n t  f r o m  
1 %  f o r  a i r  t o  0 . 5 %  f o r  h o u s i n g  a n d  0 . 5 %  f o r  a i r .  

B e t w e e n  7 5 %  -  9 0 %  o f  L o c a l  O p t i o n  T a x e s  a r e  p a i d  b y  v i s i t o r s  –  2 0 2 2  Z a r t i c o  D a t a .  

T h e  s t a t e  o f  I d a h o  c o l l e c t s  a  2 %  l o d g i n g  t a x .  

4 5 %  o f  t h e  c o l l e c t i o n s  g o  b a c k  t o  a  p o o l  o f  m o n e y  t h a t  n o n - p r o f i t ,  i n c o r p o r a t e d  o r g a n i z a t i o n s  
w i t h  v i a b l e  t r a v e l  o r  c o n v e n t i o n  p r o g r a m s  i n  t h e i r  r e g i o n  c a n  a p p l y  f o r .  

Id aho  Tra ve l  Cou nc i l
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FUNDING
OVER 
TIME
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• I n  2 0 2 0  w e  f a c e d  t h e  c h a l l e n g e s  o f  t h e  C O V I D  P a n d e m i c .
• I n  2 0 2 3 ,  t h e  l o c a l  o p t i o n  t a x  f o r  a i r  w e n t  f r o m  1 %  f o r  s o l e l y  f o r   a i r  t o  0 . 5 %  f o r  h o u s i n g  a n d  0 . 5 %  f o r  a i r
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OTHER
DESTINATION
BUDGETS
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AIR ENPLANEMENTS

Metrics
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HOTEL
OCCUPANCY

Metrics
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THE FUTURE | LONG-TERM
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L O N G  T E R M

TRANSITIONING  TO  A 
LIFESTYLE  ECONOMY  

& BRAND
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1

2

3

4
2.

1.
A PLACE TO VISIT >>  A PLACE TO LIVE
If you work towards a place where people want to visit, you create a place 

where people want to live. 

4.

3.

WHY DESTINATION AWARENESS MATTERS

A PLACE TO LIVE >> A PLACE TO WORK
If you work towards a place where people want to live, you’ll create a place 

where people want to work. 

A PLACE TO WORK >> A PLA CE FOR BUSINESS
If you work towards a place where people want to work, you’ll create a place where business 

needs to be. 

A PLACE FOR BUSINESS >> A PLACE TO VISIT
If you work towards a place where business needs to be, you’ll create a place where people have to 

visit. 
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AREAS OF
FOCUS

• THE QU ALITY OF OU R TOURISM 
ECONOMY

• THE QU ALITY OF OU R RESIDENTS’  LIVES

• THE QU ALITY OF O UR VIS ITORS &  THEIR 
EXPERI ENCES

T H E  D I R E C T I O N

• THE QU ALITY OF OU R ENVI RONMENT
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THE 
GOALS

L O O K I N G  F O R  T H E  N E X T  G E N E R A T I O N
The average age in the Valley continues to remain. We need to find the next generation of 

visitors who will love, respect and embrace our Valley for the future.

A W A R E N E S S .  R E T E N T I O N .  L O Y A L T Y .  

Priority and focus on Loyalty, Retention and Awareness. When needed be flexible.

A L W A Y S  O N  A P P R O A C H
Show the breadth of this place to encourage people to spend more time and ultimately, 

more money. 

S T E W A R D S H I P
Spread out visitation across the year. Aligning the visitor to the experience, the season 

and the reason.

T H E  D I R E C T I O N

L O N G - T E R M  P L A N
We’re eager to establish a north star that guides healthy business, economic vitality, 

diversity, quality of life, and the unique mountain culture

F U N D I N G
Shifting our funding sources from 2 to 4 and ensuring a minimum dedicated amount 

to allow us to be ”always on” and to plan long term for future challenges. 
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STRATEGIC
FOCUS

Awareness

Loyalty

L i f e c y c l e /
J o u r n e y

T a r g e t i n g  t h e  I D E A L  
g u e s t  ( w h o  m i g h t  b e  a  

s t e w a r d ) ?

H o w  m i g h t  w e  a l i g n  
e x p e c t a t i o n s  w i t h  

r e a l i t y  t h a t  p e o p l e  a r e  
h o o k e d ?

H o w  m i g h t  w e  i n v i t e  
r e p e a t  v i s i t s  f r o m  t h e  

p e o p l e  w h o  w i l l  a d d / n o t  
d e t r a c t ?

R etent ion
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Sustainability in how 
we grow + thrive as a 
community* *Al l  of  us .  No t j ust  some  of  us

Our evergreen strategy:
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A L I G N M E N T  F O R  T H E  W I N
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L O N G  T E R M

D e v el o pi n g  a  l o ng - t er m  p la n  f o r  
t o ur i s m  a n d i t s  ro l e  i n  t he  
c o m m u ni t y  f o r  th e  f ut ur e .

O ne  t ha t  c r ea t es  o p po r tu ni t i es  
f o r  e c o no m i c  v i t a l i t y ,  i s  
s us t a i na b l e ,  a n d b a l a nc e s  w i t h  
t he  q ua l i ty  o f  l i f e .
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THANK YOU!
W E  C A N ’ T  D O  I T  W I T H O U T  Y O U

F U N D IN G  P A R T NE R S C O MM U N IT Y P A R T NE R S
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