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DESTINATION MANAGEMENT VIA VISITOR
EDUCATION & COMMUNITY ENGAGEMENT

MEMBER MARKETING, SUPPORT & ADVOCACY
Marketing support for 220+ businesses and non-profits
Connect members with potential visitors and resources
via our website, media leads, travel trade leads,
marketing tips, green business information, and more

ECONOMIC DEVELOPMENT VIA DESTINATION
MARKETING

Focus on spring, fall, and winter visitation to sustain a
vibrant, year-round economy 
Target our marketing to attract eco-minded visitors
Work with media to tell authentic Island stories 

Integrate stewardship messaging and visitor
education, including "Love It Like a Local" and "Leave
No Trace" principles, on our website, social media,
visitor brochure, advertising, media relations, etc.
Participate in local policies that impact tourism and
resident quality of life; participate in SJIs Stewardship
Network and partner with parks & public lands  

W H A T  W E  D O

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   

The San Juan Islands Visitors Bureau (SJIVB) is a non-profit,
501(c)6 economic development agency created and

incorporated in 1999. We’ve served as San Juan County’s
and the Town of Friday Harbor’s contracted, locally staffed

destination marketing organization since 2003. Over the
last 20+ years, we've evolved into a destination marketing
and management organization (DMMO) as we continue to

focus on responsible, stewardship-minded tourism via
branding and visitor education, striving to help balance the

economic benefits of tourism with quality of life for
residents, as well as maintaining the quality of our natural

and beautiful environment. 

O U R  G O A L S  S I N C E  2 0 0 3

1. To help strengthen San Juan
County’s year-round economy.

2. To foster an appreciation of San
Juan County’s maritime and rural
ways of life, as well as its history,
arts, and culture.

3. To communicate San Juan
County’s environmental stewardship
messages to visitors. 

4. To enhance visitors’ travel
experiences countywide. 

Visitors “import” new dollars, which benefit small businesses, non-
profits, and residents as these dollars trickle down and circulate
throughout our Island communities. Visitors create business
opportunities and jobs, off-set Islanders’ tax burdens when they pay
local sales and lodging tax, and “subsidize” a variety of restaurants,
retail shops, and other businesses and non-profits that could not
survive year-round via residents alone.  

Tourism, when managed responsibly, is a key economic development strategy for
small, rural towns and counties, as well as big cities and countries. All "compete"
for visitors and their hard-earned dollars. Tourism is a top, integral sector of our
County's economic base. The latest research by Tourism Economics reveals that
visitors spent $299.1 million here in 2023 on lodging, food & beverage, recreation,
retail, entertainment, transportation, etc. (2024 data will be available in May.)  

Visitor spending, taxes, and lodging tax also help support and sustain
many community assets which residents often take for granted such as
parks, farmers markets, museums, community theatres/centers, artist
co-ops, wineries, festivals and events, etc., as well as basic County & Town
services.

A B O U T  U S

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.

Destination marketing and management
are essential to our Islands' vibrant and

vital tourism economy. As the local DMMO,
our partnerships with businesses, non-

profits, parks and public land managers,
and others allow us to carefully craft
branding and messaging that best

represents, and educates potential visitors,
about our unique Islands. 

W H Y  A R E  D M M O S  I M P O R T A N T ?

O U R  B R A N D  P O S I T I O N I N G
S T A T E M E N T

The SJIVB promotes responsible travel by
inspiring people to mindfully experience,
cherish, and protect the magical, natural
beauty and quality of life in the Islands.



W E  F O C U S  O N  4  P I L L A R S  O F  
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  

ENVIRONMENT

Our quality of life and tourism economy depend on our beautiful environment. Our four pillars focus on working to
strike a balance between sustaining a vibrant, year-round economy, protecting resident quality of life, preserving

our fragile lands and waters, and creating memorable visitor experiences. We believe focusing on these four pillars
is key to helping the Islands move forward responsibly into the future in regards to sustainable tourism.

RESIDENT QUALITY OF LIFEVISITOR EXPERIENCE

ECONOMY
Brand and market our

destination & visitor experiences
to enhance our economy in ways

which balance its vibrancy and
long-term, year-round

sustainability

Educate visitors about the
Islands' sustainable and

regenerative tourism
principles, and how we can

live, work, and play in
harmony with nature

Strive to protect our Islands'
sense of place by helping to

mitigate impacts of tourism by
focusing on promoting shoulder

seasons and stewardship
messaging within our marketing

Promote unique and
memorable Island

experiences while educating
visitors about Islanders'

stewardship and
sustainability values



2 0 2 4  V I S I T O R  S T A T I S T I C S  &  E C O N O M I C  I M P A C T  D A T A

Datafy tracks people who live 20+ miles from the San Juan Islands via mobile devices and
credit cards. Anyone from Anacortes and beyond is considered a visitor. Note that visitor

numbers began dropping in August 2023, then began rising, compared to 2023, in August
2024.  2024 visitor trips by Washingtonians were down -14% compared to 2023. This is likely

related to WA State Ferries’ challenges and negative news which Seattleites and
Washingtonians were hearing and reading. In 2023, approx. 73% of our visitors were from

Washington State, as well as in years past.  However, in 2024 they were only 64%.

2 0 2 4  V I S I T O R  S T A T I S T I C S  &  E C O N O M I C  I M P A C T  D A T A
Tourism is an integral sector of our County's economic base. According to Tourism Economics, in
2023 visitors "imported" $299.1 million dollars, spending them on lodging, food & beverage,
recreation, retail, and transportation. These "new" dollars circulate and trickle down throughout
our Island communities. Lodging tax -- collected from visitors -- helps fund many community
assets like parks, museums, community theatres/centers, farmers markets, and much more.

2018-2024 Visitation to Lopez,
Orcas & San Juan Islands

The San Juan Islands were only the 11th
most popular vacation spot for

Seattleites in 2022/2023 according to The
Seattle Times. Only 1/3 as many

Seattleites visited the Islands compared
to the Washington Coast. This is the

latest data available.

2 0 2 4  T O U R I S M  I N D I C A T O R  S T A T I S T I C S



Our marketing efforts -- to help support and strengthen the Islands' year-round tourism economy
and hospitality industry, and as a result, the County's overall economy -- are split between "paid"
advertising, "earned" media coverage, and "owned" social media content. Our seasonal advertising
campaigns mostly target our main feeder/drive market -- the greater Seattle area -- while media
relations, our consumer e-newsletter, and social media efforts help us reach beyond Seattle.

S U P P O R T I N G  O U R  E C O N O M Y  V I A  D E S T I N A T I O N  M A R K E T I N G

S E A S O N A L  A D V E R T I S I N G  C A M P A I G N S
EXAMPLES OF “PAID” SEASONAL ADS

We garnered approximately
12,403,814 total online ad impressions

in our target markets in 2024.

I N D I V I D U A L  I S L A N D  A D S  &  C H A M B E R  P A R T N E R S H I P S

All three Chamber of
Commerce Directors have

permanent seats on our Board
of Directors, which allow them

to be part of the decision-
making process regarding our

work on behalf of Lopez, Orcas,
and San Juan Islands. They

have input on messaging and
photos we include in our

marketing regarding “their”
island, from our annual travel
brochure to our website. We
also hold brown bag lunch

meetings on each island every
spring and fall to gather input

from our members.

In 50th Annual Seattle Pride Guide



Wanderlust (UK) A Slow Adventure Through the Wilds of Washington State, Nov.
AFAR, 4 All-American Family Road Trips, October
FOX SOUL, Islands of the Pacific Northwest, October
Sunset, This Place is the Absolute Best Spot for Dahlia-Peeping, October
AFAR, Learning to Skipper a Boat in Washington State’s San Juan Islands, October
Northwest Travel & Life, Kayak-Camping in Washington’s San Juan Islands, May
WA 1889 magazine, Preserving Prized Residents, April/May
Invited Island Escapes, January

M E D I A  R E L A T I O N S
"EARNED"

Our media relations focus is to emphasize our unique Islands and experiences, as well as local
sustainability initiatives, to inspire eco-minded visitors. Though we can't work with every person who
decides to write about the Islands, we strive to target, support, and educate journalists who want to

tell meaningful stories. Earned media can be a long game, with stories published months or years
after a visit as writers continue to pitch ideas or publication timelines change.

Starting in 2024, we are evaluating media coverage based on parameters outlined by the Barcelona
Principles which measures how well a given article meets our goals (i.e. regional or national media

outlet, feature vs. top ten list, a result of a press trip or other assistance, etc.). Out of 25 points
possible, the average score in 2024 was 16.

Note: We don’t pay for media coverage, nor can we control what a given outlet may print about the Islands. 

 $4.1 MILLION
MEDIA ADVERTISING
EQUIVALENCY VALUE

22
HOSTED MEDIA

GUESTS & CREATORS

2 BILLION REACH
VIA CISION + PRINT & ONLINE
TRACKED TRAVEL ARTICLES

507
ISLANDS MENTIONS IN

PRINT & ONLINE ARTICLES

Filipina foodie influencer Erika Diama, known as Erika
Taste Test, came to San Juan Island for “Savor the San
Juans.” Her two Reels had combined views of
approximately 70K and over 2,000 shares.  
Traveling While Black’s show is now on the FOX SOUL
streaming network! Their first episode highlighted
footage of their visits to San Juan (2023) and Orcas
(2024). They will be coming to Lopez in 2025.

N O T A B L E  M E D I A  F E A T U R I N G  T H E  I S L A N D S
The articles below were published in 2024 and are the result of a press trip or other Visitors
Bureau assistance since 2020. 

B Y  T H E  N U M B E R S :

C O N T E N T  C R E A T O R S
Starting in 2023, we partner with a few selected content creators
each year to help amplify our reach to audiences like Black, AAPI,

LGBTQIA+, and accessible travelers. 

https://www.wanderlustmagazine.com/inspiration/a-slow-adventure-through-the-wilds-of-washington-state/
https://www.afar.com/magazine/best-us-family-road-trips
https://foxsoul.tv/islands-of-the-pacific-northwest/
https://www.sunset.com/travel/orcas-island-dahlias
https://www.sunset.com/travel/orcas-island-dahlias
https://www.afar.com/magazine/boating-without-the-crowds-in-the-san-juan-islands
https://www.nwtravelmag.com/washington/kayak-camping-in-washington-s-san-juan-islands/article_c885ebd6-1f70-11ef-9235-e739d56f0e7c.html?utm_source=Northwest+Travel+%26+Life+Magazine&utm_campaign=af11fc0da2-EMAIL_CAMPAIGN_2024_05_31_05_27&utm_medium=email&utm_term=0_-af11fc0da2-%5BLIST_EMAIL_ID%5D
https://issuu.com/kevinmax1/docs/1889_aprilmay2024_with_inserts/s/45522096
https://reader.invitedmagazine.com/2024/01/02/island-escapes/content.html
https://www.prnewsonline.com/barcelona-principles-2-0/
https://www.prnewsonline.com/barcelona-principles-2-0/


P R O T E C T I N G  O U R  E N V I R O N M E N T  V I A  S T E W A R D S H I P  M E S S A G I N G
The Islands' trails, forests, fields, waterways, and heritage sites are valuable and treasured by both
residents and visitors. Our Communications/Stewardship Manager makes sure we view our work
through an environmental lens to help ensure that the Islands' natural beauty and cultural
heritage remain protected and intact for generations to come. 

E X A M P L E S  O F  D E S T I N A T I O N  M A N A G E M E N T  M E S S A G I N G
O N  O U R  W E B S I T E ' S  H O M E  P A G E  &  S T E W A R D S H I P  P A G E S

P A N E L  I N  O U R  T R A V E L
B R O C H U R E

16,893 VISITS
TO OUR

"LOVE IT LIKE A LOCAL"
RESPONSIBLE TRAVEL HUB

B Y  T H E  N U M B E R S

2,613 VISITS
TO OUR

VOLUNTEER
VACATIONS PAGE

350 SIGNATURES
 ON OUR 

SAN JUAN ISLANDS 
PLEDGE

2,167 VISITS
TO OUR

"RESPONSIBLE WILDLIFE
WATCHING" PAGE

S A M P L E  S O C I A L  P O S T S  F R O M  O U R  C H A N N E L S



C O N T I N U E D  R E :  P R O T E C T I N G  O U R  E N V I R O N M E N T  V I A  S T E W A R D S H I P  M E S S A G I N G
The Islands' trails, forests, fields, waterways, and heritage sites are valuable and treasured by both
residents and visitors. Our Communications/Stewardship Manager makes sure we view our work
through an environmental lens to help ensure that the Islands' natural beauty and cultural
heritage remain protected and intact for generations to come. 

S A N  J U A N  I S L A N D S  P L E D G E
3 5 0  S I G N A T U R E S  O N  O U R  P L E D G E

P A G E  A S  O F  D E C E M B E R  3 1  

I  p ledge  to  exp lore  the  San  Juan  Is lands  respons ib ly .
I  w i l l  b r ing  what  I  need ,  and  won’ t  l eave  anyth ing  beh ind .
I  w i l l  be  cour teous  to  a l l  on  the  road ,  no  mat ter  the  number  o f  whee ls .
I  w i l l  feed  my sense  o f  adventure ,  but  never  the  w i ld l i fe .
I  w i l l  venture  in to  unfami l ia r  p laces  whi le  s tay ing  on  fami l ia r  t ra i ls .
I  w i l l  camp for  the  n ight  in  a  des ignated  s i te .
I  w i l l  he lp  out  w i th  the  drought  and  turn  o f f  the  spout .  
I  w i l l  keep  my d is tance  f rom the  sea ls  and  wha les  us ing  a  motor ,  padd le ,  o r  sa i ls .
I  w i l l  keep  my f i re  in  a  r ing  and  s tore -bought  f i rewood I  w i l l  b r ing .
I  w i l l  l eash  my dog on  the  s t ree t  and  on  the  t ra i l ,  and  d ispose  o f  waste  in  the  proper  p lace .
I  w i l l  use  a  lens  to  zoom and g ive  w i ld l i fe  p lenty  o f  room.
I  w i l l  acknowledge  a l l  cu l tures  and  respect  the i r  s i tes .  

Produced by the County’s
Dept. of Environmental
Stewardship; we assist with
distribution
175 booklets/cards/coasters
distributed to businesses
1000+ rack cards on WSF
vessels and Anacortes
terminal
Shared 12 times in bi-
monthly member newsletter
Digital guide on our website:
1,028 views in 2024

S A N  J U A N  I S L A N D S
S T E W A R D S H I P  G U I D E

E A R N E D  M E D I A
Assisted writer with story about orcas in the Salish Sea in WA 1889
magazine
Assisted editor with story about bioluminescence for regional
newspapers
Sea star breeding program at Friday Harbor Labs featured on Mutual of
Omaha’s Wild Kingdom!



                 Community Involvement
Tourism impacts many Island organizations’
missions, and as a result, staff are members of
various organizations and committees
including: 

Stewardship Network of the San Juans (Amy is
Chair)
SJIs Monument Advisory Committee (Amy)
San Juan Island Chamber of Commerce Board
(Deborah)
Orcas Island Chamber of Commerce Board
(Madison)
SJIs WSF Schedule Update Task Force (Deborah &
Laura Saccio, Board Member) 
Friends of Lime Kiln Society Volunteer (Amy)
San Juan Community Theatre Volunteer (Annesa)

  Supporting our Community
Staff volunteered at events like the Great
Islands Cleanup and San Juan Island Pride
Festival
For the seventh year, we offered $3,000 in
scholarships, from our Membership fund, to
seniors at each of the three Islands' public
high schools pursuing degrees in hospitality,
business/communications, or related fields

Community Relations
We’ve been publishing a monthly series of articles in all three of Sound Publishing's newspapers detailing
profiles of local tourism business owners - “Faces of Hospitality and Tourism”
We contributed an article to Sound Publishing's SpringTide guide about the San Juan Islands Food Hub and
local food connections, as well as our Islands map
We hosted the monthly social at our office for the San Juan Island Chamber of Commerce in May

We’re committed to addressing any gaps in our
knowledge and protocols, and to improving our
practices and increasing representation in the

Islands. We acknowledge that there is more
work we need to do, and we're striving to learn

from, and connect with, people of diverse
backgrounds to make the Islands more

inclusive and welcoming. 

M A I N T A I N I N G  R E S I D E N T  Q U A L I T Y  O F  L I F E  V I A  E N G A G E M E N T

We live, work, and play in a beautiful and quiet part of the world, so it’s a natural response to feel
anxious when we start to see an increase in cars and bicyclists on the roads, an influx of short-term
renters occupying our neighborhoods, and other signs of tourism, especially during summer. Below
are examples of ways we’re working to help mitigate the negative impacts of tourism to ensure that
our quality of life in the islands is sustained.

             Marketing the Shoulder Seasons
Our marketing is focused on spring, fall, and
winter visitation to help balance year-round
economic vitality for small business owners,
non-profits, employees, and residents

" I D E A "  I N I T I A T I V E S
INCLUSION,  DIVERSITY ,

EQUITY &  ACCESSIBIL ITY

W E L C O M E  S T A T E M E N T  I N
B R O C H U R E



WEB SESSIONS
+3.4% YOY

 VISITSANJUANS.COM

S O C I A L  M E D I A  ( "OWNED")

7,275

E N G A G I N G  W I T H  P O T E N T I A L
V I S I T O R S

1.2 MILLION

E L E V A T I N G  V I S I T O R  E X P E R I E N C E S  V I A  E D U C A T I O N
Our messaging seeks to educate potential visitors about the Islands and how to both plan a
memorable trip and be mindful travelers. While promoting our business and non-profit members,
we also share guidelines on how to travel in eco-friendly and responsible ways -- for example, bring
a reusable water bottle, conserve water, tread lightly, respect wildlife distances, etc. 

602
PHONE
CALLS

-17% YOY*

476
EMAILS

RECEIVED
-35% YOY*

BROCHURES
MAILED
-15% YOY

T R I P  P L A N N I N G ,
I N S P I R A T I O N  &  E D U C A T I O N

22,267

E-NEWSLETTER
SUBSCRIBERS

+10.7% YOY

25,376
FOLLOWERS

+2.2% YOY

15,536 
FOLLOWERS

+18.6% YOY

4,797
FOLLOWERS

-3.4% YOY

WHERE WERE OUR 2024 VISITORS FROM?

1.  Washington 64.2% (-14% trips YOY) 
2.  Oregon 5.7% (+4% trips YOY))  
3.  California 5.4% (+7% trips YOY)
4.  Texas 2.25%
5.  Florida 1.57%
6.  Idaho 1.55%
7.  Arizona 1.52%
8.  Colorado 1.26%
9.  Utah 0.96%
10. Illinois 0.88%

Top states according to Datafy

*Negative numbers re: phone calls and emails aren't alarming since
more people are ordering travel brochures directly from our

website, however, web requests were down this year

53,500
 BROCHURES
DISTRIBUTED

VIA MAIL,
RACKS, ETC.

N E W  B R O C H U R E  P A N E L  

1,063
FOLLOWERS
 NEW IN SEPT.

TOP 10 WEBPAGES
1.  Home Page
2. What To Do
3. Getting Here
4. Orcas Island
5. Washington
State Ferries 

6. First Time Visitors
7. Events
8. Whale Watching 
9. Where To Stay
10. About The Islands 

We created, manage, and market the San
Juan Islands Scenic Byway. We chaired a
steering committee in the early years.



County LTAC
65.3%

Friday Harbor LTAC
24.1%

Membership
10.1%

O U R  2 0 2 4  F U N D I N G  M I X

2024 was a difficult year for our members, likely due to consumer fatigue and
frustration with ongoing ferry challenges. Moving forward, we will continue to be
thoughtful and strategic with our marketing and stewardship messaging as we

maintain our focus on responsible, sustainable tourism. We highly support a
diversified economy, including the Islands’ hospitality industry which we believe
should be respected and nurtured. Balance is the key, so these beautiful Islands

can be enjoyed by residents, wildlife, and visitors for generations to come.

- -  I N  C O N C L U S I O N  - -

S T A F F

DEBORAH HOSKINSON
Executive Director

AMY NESLER
Communications & Stewardship Manager

MADISON WEST
Digital Marketing & Outreach Manager

2 0 2 4  L E A D E R S H I P

ANNA MARIA DE FREITAS
Treasurer/Secretary
Harrison House/Tucker House/Coho
Restaurant, San Juan Island

ANTHONY ROVENTE
President
The Edenwild Boutique Inn, Lopez Island

CAREY ESKRIDGE
Orcas Island Chamber Director

ANDREA HUSS
Lopez Island Chamber Director 

BECKI DAY
San Juan Island Chamber Director 

LAURA SACCIO
Earthbox Inn & Spa/Bird Rock Hotel
San Juan Island

KENDRA SMITH
SJ County Dept. of Environmental
Stewardship & Terrestrial Managers Rep

JEFF FRIEDMAN
Outdoor Recreation/Watchable
Wildlife/PWWA Rep/Maya's Legacy
San Juan Island

LYDIA MILLER
Vice President
Pebble Cove Farm, Orcas Island

B O A R D  O F  D I R E C T O R S

ANNESA KNOWLES
Visitor & Member Services Manager

AMANDA ZIMLICH
Otter's Pond B&B, Orcas Island

M E M B E R  M A R K E T I N G ,  S U P P O R T  &  A D V O C A C Y
Being a partner to small businesses and non-profits means being proactive,

supportive, and invested in the community. We hold brown bag lunch meetings
on each island every spring and fall to gather input from our members. We strive

to be an advocate for the Islands' vital and vibrant hospitality industry by
providing an expansive platform to promote their services via our website, social

media, media relations, travel trade, etc., as well as working to identify ways in
which we can all collaborate to develop a sustainable economy, best represent

our destination, and inspire mindful visitors.  

M E M B E R S H I P :
B U S I N E S S E S  &
N O N - P R O F I T S

224
MEMBERS
ON 3 MAIN
ISLANDS

16
NEW 

MEMBERS

67
MEMBER

NEWSLETTERS 
& ACTION ITEMS

Our annual County and Friday Harbor lodging tax funding has been
based on the previous years’ collections -- paid by visitors. In our

beginning, in 2003, in partnership with county lodgings and the 3
Chambers, we asked the County to begin collecting a “new” 2% lodging

tax to fund our work as well as the 3 Chambers’ Visitor Information
Centers. Lodging tax collections also help fund museums (historical, art,
Whale), community theatres/centers, farmers markets, the arts, county

parks and fair, film fests, events, trail maintenance, stewardship projects,
and more. We supplement our annual County/Friday Harbor lodging tax

funding with membership dues, website advertising fees, and State of
Washington Tourism grants, when available. 

S A N  J U A N
C O U N T Y

L O D G I N G
T A X  
6 5 %

M E M B E R S
1 0 %

F R I D A Y
H A R B O R
L O D G I N G

T A X
 2 4 . 5 %

A G E N C I E S / P A R T N E R S

GRETCHEN BAILEY
SJC Economic Development Council

W A  T O U R I S M
G R A N T  0 . 5 %

We exhibit at the Seattle Wedding Show
each winter on behalf of our members.

The Communications Group
Drozian Webworks

Robert S. Harrison Photography
Kevin D’Haeze, Spectro Video

Orcas Photo & Video


