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525 NE FOURTH STREET e McMINNVILLE, OREGON 97128
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Jan/

June 23, 2014

Christian DeBenedetti
30295 NE Highway 99W
Newberg, OR 97132

Re: Docket No, C-10-14, Tax Lot 3215-500

Dear Mr, DeBenedetti:

In reference to your .application for a conditional use and site design review for a commercial activity in
conjunction with farm use for a brewery and tasting facility to be constructed in a barn on a parcel identified as
Tax Lot 3215-500, the planning staff has reviewed your application and finds that it complies with the
requirements of the Yamhill County Zoning Ordinance. Your application has been approved with the following

conditions:

1. The facilities shall substantially conform to the site map submitted with the application. Prior to operation
of the brewery or tasting room, any required building and septic permits and inspections shall be obtained

from the Yamhill County Building Department.

2. No on-site tasting activities may be conducted prior to the construction of the tasting room. The tasting
room may be open for daily tastings for the primary purpose of promoting and selling the beer made from
the products harvested on-site and in the local area.

3. Events such as weddings, cooking classes and corporate retreats, etc. are not included with this approval.
Agri-tourism and other commercial events or activities beyond those specified in condition 2 may be
applied for through Section 1013 — Agri-Tourism Use Permits, of the Yamhill County Zoning Ordinance,

4, Prior to operation of the facility, the building and access will be required to meet the Newberg Rural Fire
Department standards, -
5. Parking shall be provided so that there is a minimum of one car per 100 square feet of floor area plus one
' space for each employee on maximum working shift, No on-street parking is allowed.
6. The use may have one on premise sign of not more than'24 square feet.
7. The use of outdoor amplified music or sound is net permitted.
8. Any food service shall conform to ORS 624.010 a “limited service restaurant” which means a restaurant

serving only individually portioned prepackaged foods prepared from an approved source by a commercial
processor and nonperishable beverage or shall be prepared off-site by a commercial caterer that is licensed
-and inspected by the Public Health Departient. :

9. - Prior to operation of the facility, the applicant shall obtain all permits required by the Oregon Liquor
Control Commission (OLCC) and the Orégon Department of Agriculture (ODA). )
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The applicant shall obtain approval from the Oregon Liquor Control Commission (OLCC)
for the service of alcohol.

One food cart is allowed for the 18 approved events per calendar year, Any food service
provided shall be prepared from an approved source that is licensed and inspected by the
Public Health Depariment,

During events in which the applicant anticipates that more than 50 persons will be on site
at the same time, the applicant shall provide four portable toilets with a hand-wash station,

This approval is personal to the applicant and is not transferred by, or transferrable with
conveyance of the tract,

This approval shall expire one year from the date of this letter but may be renewed for a
four-year period subject to a renewal application and compliance with the above conditions
of approval and the standards of Section 1013 of the YCZO.

EXHIBIT A — Board Order 17-74
Findings for Approval

and Conditions of Approval

Page 12
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10.

11.

12

13
14,

15,

Prior to operation of the tasting room, the applléant shall obtain a statement from the Public Works
Director, or his repr esentatlve, that the proposed development complies with Yamhill County Ordinance

787.

The number of persons allowed in any portion of the tasting room shall not exceed the maximum number of
persons allowed pursuant to the occupancy pérmit for such portion of the tasting room, if applicable.

Prior to initiation of the operation, the landowner shall sign an affidavit acknowledging the following
declaratory statement and record it in the deed and mortgage records for Yamhill County:

“The subject property is located in an area designated by Yamhill County for agricultural
uses. Itis the county policy to protect agricultural operations from conflicting land uses in
such designated areas. Accepted agricultural practices in this area may create
inconveniences for the owners or occupants of this property. However, Yamhill County
does not consider it the agricultural operator's responsibility to modify accepted practices to

" accommodate the owner or occupants of this property, with the exceptlon of such operator's
violation of state law.”

This approval shall expire two years from the date of this letter unless the use has been initiated..
This approval shall be deemed personal to the current property owner and shall not run with the land,

Modification of any of the above conditions requires approval under Section 1202.05 of the Yamhill
County Zoning Ordinance. Violation of any of the above conditions may result in revocation of the
conditional use permit with the process detailed in Section 1202.07 and 1202.08 of the Yamhill County

Zoning Ordinance.

This decision is based on findings and conclusions as contained in the staff report. The Yamhill County Zoning
Ordinance provides for appeal of any action or ruling of the Planning Director to the Board of Commissioners
within fifteen (15) days of the decisioir on a proposed action. Anyone wishing to appeal the Director's decision
must file an appeal form, together with a $250.00 fee, with this department no lafer than 5:00 p.m., July 9,2014.

If no appeal is filed, the Director's decision wﬂl be final and this letter will serve as your official notice of approval

of your applxc'ltlon

If you have any questions, pleasezcontact this off' ice.

Sincerely,

(S W
Mlchael Brandt

Planning Director

ccC:

Board of Commissioners
Assessor

Public Works

Newberg Rural Fire District

Department of Agriculture
Cynthia Buswell-Development Review, ODOT Region 2, 455 Airport Rd SE, Bldg B, Salem OR 97301-5397

" SPOs
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STAFF REPORT

_YAMHILL COUNTY DEPARTMENT OF PLANNING AND DEVELOPMENT

DATE:

DOCKET NO.:

REQUEST:

APPLICANT:
TAX LOT:
LOCATION:

ZONEK:

June 17, 2014

C-10-14

Conditional use and site design review for a commercial actiyity in
conjunction with farm use to establish a brewery and tasting room in an
existing barn,

Christian DeBenedetti

3215-500

30295 NE Highway 99W, Newberg

EF-20 Exclusive Farm use

REVIEW CRITERIA: Sections 402.04(G), 402.07(A), 402.10(B), and 1202,02 of the Yamhill

.COMMENTS:

FINDINGS:

County Zoning Ordinance. Comprehensive Plan policies may also be
applicable.

Watermaster - No response.

Yamhill County Public Works — No response.

Newberg RFD — Submit full set off plans to Newberg Fire for review.
Building must meet all Oregon Fire Code requirements.

SWCD - No response.

Oregon Department of Agriculture — See Letter dated \/Iay 27,2014,
OLCC —No response.,

Sanitarian — No response. ,

City of Newberg — No response.

ODOT — See e-mail of June 11, 2014,

‘Denise E. Reilly, 13660 NE Lake Shore Drive — See comments received

June 3, 2014,

Vicki Shepherd, 30230 NE Benjamin Road, Newberg — See comments
received June 6, 2014,

Frances P. Svendsen, 30170 NE Benjamin Road, Newberg - See letter dated
June 6, 2014,

A.  Background Facis

1. Lot size: 21.53 acres.

2. Access: Benjamin Road, a paved County road. (Note: Although the home on the property is
- addressed from Highway 99W, the barn is accessed frbm Benjamin Road.)

3. On Site Land Use: The parcel currently has a barn, residence, guest house and a hazelnut
orchard, The apphcant proposes to use the batn for the brewery and tasting room.
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Christian DeBenedetti

Page 2

- 10.

=

Surrounding Zoning and Land Use: The surrounding properties to the north, south and east
.are all zoned EF-20 Exclusive Farm District and are generally farm parcels which contain
orchards, vineyards and forested areas. To the southwest the property is in the city limits of
Newberg. Property to the northwest is zoned VLDR 2.5 and contains rural residential

uses.

Soils:

The parcel is predominantly non-high-value farmiand.

Water: Provided by an on-site well.

Sewage Disposal: The dwelling is served by a séptic system. The barn has been used in the
past as a winery, but has not had a tasting room. The tasting room may need a new septic
system which will be required to be evaluated by the County Sanitarian.

Overlay Zones: The subject parcel is not located in an area which is designated as sensitive
wildlife habitat, nor is it in the Willamette River Greenway, a floodplain or airport overlay
district. The property is within the Parrett Min. Groundwater Limited Area.

Previous Actions: Thé property has an extensive list of pievious land use actions which are
in the file but will not all be listed here. The most relevant land use decision was Docket
C-05-00/SDR-06-00 which approved the use of the barn as a winery in the year 2000,

Fire Protection: Newberg Rural Fire Department.

Conditional Use Provisions and Analysis

Section 402.04(G) lists commercial activities that are in conjunction with farm use as a
conditional use and a site design review. These uses are defined in Section 402.10(B)
- which lists “Retail sales and promotion of agricultural products, supplies and services
directly related to the production, harvesting, and processing of agricultural products.
Such uses include, but are not limited to, the following. . .” Yamhill County has -
determined that a brewery and tasting room fall under this definition.

The conditional use criteria of YCZO Section 1202.02 are as follows:

)

B

©

D)

The use is listed as a conditional use in the underlying zoning district;

The use is consistent with those goals and policies of the Comprehensive Plan'
which apply to the proposed use;

The parcel is suitable for the proposed use considering its size, shape, location,
topography, existence of improvements, and natural features.

The proposed use will not alter the character of the surrounding area in a manner
which substantially limits, impairs, or prevents the use of surrounding properties

Page 71 of 163




Docket C-10-14
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Jor the permitted uses listed in rhe underlying zoning district,

(E)  The proposed use is appropriate, conszdermg the adequacy of the publzc Jacilities
and services ewstzng or planned for the area affected; and

(E)  The use is or can be made compatible with existing uses and other allowable uses

in the area,

Asnoted above, the applicant is requesting a brewery and a tasting room.  Yambhill County
Zoning Ordinance 402.04(G) lists these uses as a commerecial activity in conjunction with
farm use, subject to conditional use and site design review standards, The barn had a
previous site design review so that is not being required. The request is consistent with

criterion (A)

Regarding criterion (B), Yamhill County goals and policies do not provide specific
standards or review criteria for review of breweries or tasting rooms. The subject parcel is
not located in an area which is designated as sensitive wildlife habitat, nor is it in the
Willamette River Greenway, a floodplain or airport overlay district. The County
Comprehensive Plan states that agriculture and forestry play a dominant role in the
County’s economy, and calls for preserving that role while increasing economic
diversification and employment. The applicant’s proposal appears to comply with that
goal.

Regarding criterion (C), the application needs to demonstrate that the parcel is suitable for
the proposed use considering its size, shape location, topography, existence of
improvements, and natural features. Nothmg in the record appears to indicate that the
parcel is not suitable consldexmg the size, shape, location or topography, The subject
parcel is 21.53 acres which is large enough to support the proposed use and is located -
directly off of a public road. The applicant is not proposing to change any existing natural
features and the brewery will be located inside the existing barn, located near the western

property line.

Regarding criteria (D), the permitted uses in the immediate area around the barn are
primarily farm and rural residential uses. The proposed use will be for the processing and
promotion of a product that is grown and harvested in the local area, The nearest residence
to the proposed tasting room is a little over 100 feet to the noﬁhwest across Benjamin
Road. Comments were submitted from adjoining property owners which will be addressed
in Finding B.8 below. However, the concerns from the neighbors do not appear to be
related to interference with farm or forestry operations, rather they appear to be focused on
traffic and potential interference with existing rural residential uses. It is the County
policy to protect agricultural operations from conflicting land uses in such designated
areas. Among the accepted farming practices of the area ate many that could be in conflict
with this use. Some examples are spraying pesticides, burning fence lines and plowing
fields which cyeate large amounts of dust. To make the operators of the tasting facility
aware of the potential conflicts the landowner will be required to sign an affidavit and
record it in the deed records for the County that acknowledges accepted farming and
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forestry practices on adjacent palcels With conditions, the request satisfies the criteria of
1202.02(D).

Regarding criterion (E), the area is currently served by the Newberg Rural Fire District;
they have responded with requests to review the brewery and tasting room plans and assure

 that the building satisfies the fire code, This will be made a condition on any approval.

C

The property is accessed directly off of Benjamin Road, which is a County road. No
adverse comments were subritted by the Public Works Department, The road concerns
voiced by the neighbors will be discussed in the following finding. :

Regarding criterion (F), there were four letiers submitted with concerns. Some of the
concerns are addressed in the above criteria. Others are not.  Issues not addxessed by the
review ctiteria are divided into categories and discussed below:

Traffic Safety/Access: Traffic safety and access on any road in the county is always a
concern and the proposed additional access onto Benjamin Road is no exception. When
the winery was established in the year 2000, the County Engineer did state that he had no
objections but that any new or changed road access onto a County Road would require a
permit and inspection from their office. The application was again referred to the County
Engineer and he reviewed it and had no conflicts with the applicant’s request. He noted in
a phone conversation that the neighborhood had requested review of the speed along the
road and the recommendation had been returned to reduce the speed to 40 MPH. Since
this access had been used as a winery for a number of years, it does not appear that a
brewery with a tasting room would be of significant difference to warrant additional traffic
safety improvements. However, County Ordinance 787 review is required and an
evaluation from a traffic engineer is warranted due to the concerns of neighboring propeity
owners. Ordinance 787 deals with on-site and off-site traffic safety improvements in
connection with commercial development. The reésults of the review can require
payments for road improvements. An Ordinance 787 review will be required to be
conducted prior to the use of the tasting room.

Property value: A neighbor was concerned about the effect of the use on property value,
Property value is not an approval criterion.

EFR Conditional Use Standards

Section 402.07(A) requires that prior to establishment of a condmonal use; the apphcant
shall demonstrate compliance with the following criteria:

L The use will not force significant change in accepted farming or forest
practices on surrounding lands devoted to farm or forest use.

2. The use will not significantly increase the cost of accepted farming or forest
practices on surrounding lands devoted fo farm or forest use.

" The parcel will continue to be used for farm and forest uses, While there were many
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comments received from rieighbors, they did not object based on intexference or changes in
farm or forest uses. As discussed above, the brewery and tastings are not expected to
generate any adverse impacts upon surrounding lands that would lead to changes or
increased costs in farming practices, . :

CONCLUSIONS:

1. The request is for a conditional use for a commercial activity in conjunction with farm use for
a brewery and tasting facility. '

2. With conditions, the request complies with criteria listed in Sections 1202.02 and _
402.07(A) of the Yamhill County Zoning Ordinance. '

3. The request complies with the goals and policies of the Yamhill County Comprehensive

Plan.
DECISION:

Based upon the above findings and conclusions, the request by Christian DeBenedetti for a
conditional use approval for a brewery and tasting facility on a parcel identified as Tax Lot
3215-500 is approved with the following conditions:

1. The facilities shall substantially conform to the site map submitted with the application.
Prior to operation of the brewery or tasting room, any required building and septic permits
and inspections shall be obtained from the Yamhill County Building Department.

2. No on-site tasting activities may be conducted prior to the construction of the tasting room,
The tasting room may be open for daily tastings for the primary purpose of promoting and
selling the beer made from the products harvested on-site and in the local area.

3. Events such as weddings, cooking classes and corporate retreats, etc. are not included with
this approval. Agri-tourism and other commercial events ot activities beyond those
specified in condition 2 may be applied for through Section 1013 — Agri-Tourism Use
Permits, of the Yambhill County Zoning Ordinance.

4, Prior to operation of the facility, the buildihg and access will be required to meet the
Newberg Rural Fire Department standards. :

5. Parking shall be provided so that there is a minimum of one car per 100 square feet of floor
area plus one space for each employee on maximum working shift. No on-street parking -
is allowed. ‘

6.  The use may have one on premise sign of not more than 24 square feet.

7. The use of outdoor amplified music or sound is not permitted.
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10,

11.

12.

13.

_ Any food service shall conform to ORS 624.010 a “limited service restaurant” which

means a restaurant serving only individually portioned prepackaged foods prepared from
an approved source by a commercial processor and nonperishable beverage or shall be
prepared off-site by a commercial caterer that is licensed and 1nspected by the Public

Health Department.

Prior to opelation of the facility, the applicant shall obtain all permits required by the
Oregon Liquor Control Comnnssmn (OLCC) and the Oregon Department of Agriculture

(ODA).

Prior to operation of the tasting room, the applicant shall obtain a statement from the Public
Works Director, or his representative, that the proposed development complies with

Yambhill County Ordinance 787.

*The number of persons allowed in any portion of the tasting room shall not exceed the

maximum number of persons allowed pursuant to the occupancy permit for such portion of
the tasting room, if applicable.

Prior to initiation of the operation, the landowner shall sign an affidavit acknowledging the
following declaratory statement and record it in the deed and mortgage records for Yambill

County:

“The subject property is located in an area designated by Yamhill
County for agricultural uses. It is the county policy to protect
agricultural operations from conflicting land uses in such designated
areas. Accepted agricultural practices in' this area may create
inconveniences for the owners or occupants of this property.
However, Yamhill County does not consider it the agricultural
operator's responsibility to modify accépted practices to accommodate
the owner or occupants of this property, with the exception of such
operator's violation of state law.”

This approval shall expire two years ﬁom the date of this letter unless the use has been

 Initiated.

14,

This approval shall be deemed personal to the current property owner and shall not.run
with the land.
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15, Modification of any of the above conditions requires appwval under Section 1202 05 of
the Yamhill County Zoning Otdinance. Violation of any of the above conditions may result
inrevocation of the conditional use permit with the process detailed in Section 1202.07 and
1202. 08 of the Yambhill County Zoning Ozdmance

DATED AND SIGNED this Zzﬁ*“day of Q/TA , 2014, at.
c\/Imnvﬂl

) }m%/\(

Michael Brandt, Plarufing Director
Yambhill County Planning and Development

MBkE
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Attachment 9

RECEIVED.

City of 0CT 0 9 2017

— INewDerg Initiaf S

City of Newberg 2017 - 2018
Transient Lodging Tax — Destination Development and Marketing
Promotion Grant Program Application Cover Page

Project Title: The Vines-to-Steins Trail

Applicant Name: Wolves & People Farmhouse Brewery

Mailing Address: 30203 NE Benjamin Rd. Newberg OR 97132
Street City State Zip

Contact Name: Christian DeBenedetti, founder/owner/head brewer

Phone: 503-487-6873 ~ Email: christian@wolvesandpeople.com

Amount of total Funding Requested: $65,000

Please note: Funds not spent on the approved project must be returned to the City of Newberg by check with the
Final Report due 30 days after completion of the project, program or event.

Project, Program or Event Detail:

A. To apply, attach a completed application to this cover sheet along with any required supporting
materials.

B. Submit an updated Project, Program or Event Detail as your Progress Report.

C. Within 30 days after project, program or event is complete submit a Final Report. Attach
receipts/paid invoices for monies spent and a check to the City of Newberg for any unspent
funds.

Any changes to your project must have prior approval to receive funding.

) agrée to all terms described on this application and verify that the information provided on this
cover sheet is true and accurate. )

Print Name: Christian DeBenedetti Signature: CD /

Title: Founder/Owner/Head Brewer Date: 10/9/17

******************************FOR OFFICE USE ONLY*************************************

APPROVED/NOT APPROVED/REVISED (ATTACH DETAILS)

Progress Report Received: Final Report received:

Funds returned, received on:
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O City of

=Newberg

City of Newberg 2017 - 2018
Transient Lodging Tax — Destination Development and Marketing
Promotion Grant Program Application

THE FOLLOWING ITEMS MUST BE INCLUDED WITH YOUR APPLICATION:
% Completed application Cover Sheet.
% Budget for proj_ect/progranﬁ/event being funded that lists all anticipated income and expenses.

< Board or Owner approved financial statement for most recently completed fiscal year of the
organization or business responsible for the project/program/event.

% Letter signed by officers of the Organization’s Board of Directors or Business Owners authorizing
this application.

< Documentation of organization or business existence: Current, valid Oregon Secretary of State
Corporation Division registry filing.

< Documentation that no bahkruptoy or other financial corruption has occurred within the past five
years.

% Letters of support.
Project Title: Vines-to-Steins Interpretive Walking Trail & Visitor Pavilion
Applicant Name: Springbrook Beer LLC DBA Wolves & People Farmhouse Brewery

Mailing Address: 30203 NE Benjamin Rd. Newberg OR 97132
Street - City State Zip

Contact Name: Christian DeBenedett

Phone: 503-487-6873 Email: Christian@WolvesandPeople.com
Website Addfess: www.wolvesandpeoble.com

Secretary of State Business Registry Number: 917658-92

Non Profit Government For-Profit v

Amount of total Funding Requested: $80,000 (Phase One: $15,000; Phase Two: $65,000)

Please note: Funds not spent on the approved project, program or event must be returned to the City of
Newberg by check with the Final Report due 30 days after completion of the project, program or event.
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Classify how funds will be used for your project/program/event: check all that apply

__N__ New Project __v_ New Program _V__New Event

___~N__Existing Project Existing Program Existing Event

Has this project, program or event received these grant funds in the past?
No.

If so when and for how much?

Prior year grant award through this program does not guarantee additional funding in
subsequent years. All returning projects, programs or events must reapply and are subject to
approval. This program has limitations of funding available in the fiscal year in total amount of
funds requested. All required reports must be in good standing at the time of application for
future funding by a past grant recipient.

Page 4
Page 80 of 163




Budget Summary (this format must be used):

Project/Program/Event Budget: This budget provides the detail of the project, program or
event that the grants funds would be applied to. This should include how the funds from this
grant will be spent. Expenses must be explicitly defined. Please include in-kind and cash match.

Fiscal Year: __2018 to__2019__

APPLICANT'S NOTE: The project will proceed in two phases: PHASE ONE, a joint effort with

A to Z Wineworks and Wolves & People
walking trail between our tasting rooms.

to establish and mark a tourist-friendly, interpretive
PHASE TWO will be the construction of a visitor

pavilion to be designed and built by Wolves & People as a separate project, also seeking
funding from the Large Grant Program, but not from Ato Z.

Income Sources Amount

Wolves & People Brewery $15,000 Phase ONE
A to Z Wineworks $15,000 Phase ONE
Large Grant Program Matching Funds

$15,000 Phase ONE

Wolves & People

$15,000 Phase TWO

Large Grant Program Matching Funds

$50,000 Phase TWO

Total Project/Program/Event Income

$110,000

Expenses — Must be explicitly defined.

Amount
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GOAL: Create an interpretative walking trail
between two premier Newberg agritourism
destinations.

PHASE ONE, Excavation: Working with local
excavators and A to Z Wineworks, a simple
footpath route will be delineated and
constructed along the neighboring farm
properties from the shared property line at
Benjamin Road Eastward toward A to Z's
lower vineyards, then continuing North and
East toward A to Z Wineworks HQ. Visitors
will walk through the scenic hazelnut orchard
and neighboring vineyards, with views of the
Chehalem Valley toward the Coastal
Mountains. The parking and footpath will take
out zero working farmland, utilizing a road
previously constructed and broad tractor
paths already existing in the vineyards.
Traversing the trail in one direction on foot
(with no unauthorized motorized vehicles
allowed) will take approximately 15-20
minutes. Additional gravel parking on fallow
farmland will accommodate visitors. The path
will be free of charge. Visitors will walk the
path at their own risk. The path will be open
only during business hours of both
businesses.

Phase ONE Excavation and Trail
Preparations $25,000
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Signage: we will commission durable
interpretive signage explaining the route itself
along with several key historical aspects such
as 1) the significance of hazelnuts to Newberg
and Oregon 2) the importance of of Pinot noir
and other grape cultivation in Newberg and its
surrounding areas 3) the history of the the
Rex pioneer community 4) the history of the
Southern Pacific Railroad and Red Electric
train which were located immediately

Northeast of both properties 5) the importance

of Newberg’s founding pioneer Sebastian
Brutscher as the path will pass just a few feet
North of the NE corner of the Donation Land
Claim on which Brutscher and his wife Mary
Everest originally farmed hops, wheat, and
oats starting in 1850 in 6) the importance of
preserving and protecting farmland as well as
native flora and fauna like Douglas Fir, red tail
hawks, Great Blue Heron, and other
organisms native to the ecosystem 7) with
great views of town, the early history of
Newberg itself 8) the importance of Parrett
Mountain and its pristine aquifer from which
the brewery’s water is drawn 9) the geologic
history of The Chehalem Mountains and
Coast Range visible to the North and West

and how the local geology relates to viticulture

10) a brief history of each farm property. The
signage will be carefully vetted for historical
and scientific accuracy.

Phase ONE, Ten Permanent Signs Creation
and Placement $15,000

Media & Marketing: In months prior to the
trail's dedication in Spring 2018, a local public
relations professional will be hired to work
with the teams at A to Z and Wolves & People
to publicize this new community offering as an
attraction that greatly enhances Newberg’s
reputation as having among Oregon’s (and
the nation’s) best agriculture, winemaking,
and brewing. This tourism marketing outreach
will focus on regional and national media
attention, and ideally partnership with Travel
Oregon and local DMOs to broaden the reach.
Additional information on budget can be
provided.

Phase ONE Marketing $5,000
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PHASE TWO: Pavilion. Working under the
direction of Wolves & People, local builders
Griffins Gardens will construct a 72x20
pavilion structure near the trail’s starting point
on Springbrook Farm and Wolves & People
Farmhouse Brewery ($41,000 plus
excavation, electrical, assorted finish work
and masonry). This will be either the starting
and ending or midway point of walkers (who
begin the trail at the winery) and will function
as a community gathering spot in addition to
shade and shelter for visitors and customers.
The pavilion will be ADA-accessible, built from
rough-hewn cedar and offer impressive year-
round views of Parrett Mountain, vineyards,
and the Chehalem Mountains. The pavilion
will be tasteful, inviting, and low-profile, with a
gravel area and outdoor firepit.

Phase TWO - Pavilion $65,000

Total Project/Program/Event Expense

PHASE ONE: $45,000
PHASE TWO: $65,000
TOTAL $110,000

Organization Budget: This budget shows how this project, program or event fits into your
organization. Your project, program or event should be shown as a line in this budget.

Fiscal Year. _ 2018____to_ 2019

Income Sources

Amount
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Wolves & People We will undertake this opportunity as a part of
our ongoing business and not utilize grant
funds for the hours dedicated to the trail and
pavilion. A to Z, will be doing the same.

Total Organization Income

Expenses
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Total Organization Expense

Project Narrative:

1.

Project description: Newberg is home to some of the best wineries, farms, and breweries
in the state, nation, and indeed the world. With the successful launch of our brewery in
2018, the Vines-to-Steins Trail was conceived of as a joint venture between A to Z
Wineworks, Wolves & People Farmhouse Brewery, and Ellen & Charles McClure,
property owners of Springbrook Farm where Wolves & People brewery is established.
Newberg’s fame as a destination for discerning wine, food, and beer lovers is growing
day by day, and the applicants feel this walking path connecting their two businesses will
only enhance that reputation, offering a free, original, safe, low-impact,
interpretive/informational/educational attraction for visitors of all ages. To our knowledge,
there is no similar trail in the world connecting a world-class winery business with an
upstart brewery that is rapidly reaching the same world-class status, which will make for
a compelling reason to visit Newberg and its culture of excellence in the field of
fermentation. Visitors to Yamhill County’s prestigious wineries are increasingly interested
in the emerging local craft brewing scene. We are uniquely situated, with bordering
properties and historic-register buildings, to build a one-of-a-kind agritourism experience
in Newberg. Our brewery is already family-friendly, and the interpretive trail will be an
attractive draw for families and out-of-town visitors.

Goal Number One is, “Tourism bolsters Newberg economy in measurable ways.” In seventeen
months of operation, Wolves & People has drawn visitors from across the city, region, nation,
and overseas. A to Z Wineworks, one of the state's biggest (if not the biggest players in Oregon
wine, has a global reputation for quality and a showpiece new winery. By linking our businesses
in this way we will attract visitors eager to experience the best Newberg has to offer in a healthy
and zero-cost way.

Goal Number 2. “Newberg is a destination of artisan makers and doers.” Both Wolves & People
and A to Z exemplify the spirit of artisanship. By pursuing their passions to share with the world,
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both businesses have realized their dreams of creating unique and valuable additions to their
respective industries and the local community. Both were founded with elbow grease and
uncompromising vision, and both employ and cultivate “doers” in their operation, dedicated to a
wholesome pursuit of excellence in wine and beer forms.

As for Goal 3, "Tourism funding and industry partners catalyze downtown development, and
creation of new experiences for target audiences,” this trail will impact downtown development
indirectly by steering visitors to the other restaurants and related businesses in the downtown
core. It will also draw visitors from Portland to the area who seek a family day out with a walk,
some history, and fabulous views.

Regarding Goal #4, “The tourism organization and strategy engage and energize local tourism
pariners and demonstrate healthy partnerships between the private sector and city, ” we feel
this concept is highly marketable to travel and food/drink/beer/wine journalists around the world,
and we would look forward to working with local tourism partners to get the word out. The
wine/beer trail will be a unique experience that will draw additional visitors to the area; it is our
experience that visitors to wineries are also interested in artisanal beer- we will build a unique
connection between the two. (Much of our beer is aged in wine barrels- the connection is real.)

As for Goal 5, “Moon shots - tourism encourages sustainable development that benefits the
local community and enhances the visitor experience,” we feel this idea is original, exciting, and
unusual enough to greatly enhance Newberg's reputation as a world-class destination for
travelers and quality of life for aspiring home owners.

3. How does your project, program or event align with Transient Lodging Tax regulations
(Tourist, Tourism Promotion, Tourism Promotion Agency, or Tourism related facility)?

We believe the trail and pavilion would closely align with the regulations as they are written.

4. What is the projected return on investment? We would hope that the amount of coverage
and enjoyment generated by the trail and pavilion would be substantial enough to impact
the city directly by drawing out of town visitors and their holiday budgets to Newberg.
Each business would see an upturn in visitors to the respective tasting rooms. In a 2013
study by the Oregon Wine Board, the state’s industry brings in $3.3B to the economy.
The beer industry in Oregon brings $4.49B to the state. Our project budget would
amount to just 0.00142% of this combined number and we believe the increased tax
revenue to Newberg and Yamhill County will be more than offset. The payback may well
occur in the first year of operation. Further, according to the Yamhill County Agri-
Business Economic and Community Development Plan of 2009, “facilities to support
outdoor tourism are lacking — including trail systems, bicycle paths, riverfront parks, and
campgrounds...” This trail directly responds to well-identified needs and goals by
Newberg and the county. That 2009 study is packed with urgent recommendations for
local businesses and government to support increased tourism options that “connect the
dots” between local producers, the wine and farming industries, maker culture, outdoor
recreation, and hospitality.
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5. Predicted number of tourists’ attracted / overnight guests? It is difficult to say at this time,
but we would conservatively estimate an upturn in our number of visitors of 10-20% over
2017 levels.

6. Will it have lasting impacf and utility? The trail and pavilion will be long lasting and useful
for decades to come.

7. How does your project, program or event leverage funding? PHASE ONE is 200%
matched by our own respective funds. In PHASE TWO Wolves & People is able to
support approximately 15% of the budget.

8. What is the ratio at which Transient Lodging Tax funds will be matched? PHASE ONE:
2:1. PHASE TWO: 1:6.

9. What is your demonstrated history of attracting tourists? Since opening our doors in May
2016, we have welcomed many thousands of guests, and the percentage of visitors from
Portland and beyond the state is quite substantial. There were visitors from California,
Washington, and the Midwest on our opening day. We have generated positive media coverage
from local to national print publications including Travel + Leisure, Sunset, USA Today, and a
nationally-televised Japanese documentary program, among others. Our website keeps a tally
of coverage, with over 30 significant editorial stories on our business in 17 months. Comparing
the periods of opening day in May 2016 to May-October 2017, we show a 68% rise in sales,
indicating we are on a path to prosperity.

10. Does your project, program or event engage and energize local tourism partner(s)?

This is a prime opportunity to get local entities together to promote a walking path between our
winery and brewery. We foresee working with many partners locally to get the word out and
cross promote like-minded restaurants and hotel partners like the Allison, which itself is walking-
distance from our two properties. Winery tour operators would be interested in the unique nature
of this idea to create more visitor traffic to Newberg.

11. Does your project, program or event enhance Newberg as a destination? If so how?

In my former professional | was a professional travel writer based in New York and took the
liberty of called Newberg the “Napa of the North” in an article for Departures Magazine. While
no one wants to see suffocating levels of tourism with buses and crowds, we at the brewery and
winery feel that we have a compelling story to share with the world and even more compelling
products, made from local ingredients with local know-how and a deep respect for area history
and traditions. \We are drawing a coveted type of tourist: educated, affluent, tasteful, exploratory,
and energetic.
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12. Does your project, program or event enhance Newberg as a location for Makers and
Doers? If so how? We will employ local contractors to get this project done for starters,
and the trail itself will stand as a testament to the idea that Newberg fosters a culture of
making and doing. Both businesses were started as passion projects that have evolved
into viable efforts that have drawn many visitors and fans. People who walk the trail will
experience a small brewery and major winery, and feel they've accomplished something
in the process. The walk will be healthful and invigorating.

13. Does your project, program or event catalyze downtown development? If so how?

While Wolves & People aspires to expand to downtown Newberg, this project will indirectly
impact downtown. As we do presently, we will continue to direct visitors to the downtown core in
order to enjoy Newberg's great restaurants, shops, and walking areas. We are located adjacent
to Newberg, just a mile from the Allison Hotel & Spa, and will be one more reason for people to
visit and shop in the area.

14. Does your project, program or event enhance offseason (October — May or Sunday —
Thursday Visitation), or shoulder season visitation? Explain how. We think this can be
am almost year-round attraction (with the possible exception of snowy days in January
and February). Guests will be able to warm up in the pavilion and venture out on the
path rain, sleet, or shine (but preferably around sunset for the views). We enjoy walking
in our respective hazelnut farm and vineyards year-round.

15. Does this project align with at least one of the four target audiences (Wine Country
Adventurers, Millennial Explorers, George Fox Network, or Luxury Wine Travelers)?

All four. We believe wine country adventurers, Millennial explorers, George Fox families, and
" luxury wine travelers will all be attracted by this concept. Currently we at Wolves &
People get many guests from the Allison Inn & Spa, for example, and we are in the
process of developing tour packages and perhaps even a special beer for the hotel. We
are also pairing up with The Vintages in Dayton on a brewery tour package, which
shows our appeal to Millennial Explorers.

16. What is the timeframe for completion of your project, program or event? We could break
ground on the Pavilion and Vines-to-Steins Trail within a month of grant approval or perhaps
sooner if schedules and weather allow. We have contacted builders and excavators to create
bids and timeframes. With approval by January 31st, 2018, we think both the trail and pavilion
could be ready for an opening in late Spring, 2018 (i.e. May/June).

Signature and Certification Letter:

| hereby cettify that all facts, figures and representations made in this application, including all
attachments, are true and correct. This application is made with the written approval of my
Board of Directors or Owners, which is attached to this application.

| agree that all publicity, press releases, publications, materials and or media advertising
produced as part of this proposed project/program/event will acknowledge the grant program as
follows:
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“This project/program/event is made possible in part by a grant from Newberg transient lodging
taxes and the City of Newberg.”

A agree to carry out this project/program/event as outlined within the application. Further, |
understand that failure to do so will invalidate this agreement and hecessitate the immediate
return of all Transient Lodging Tax grant monies to the City of Newberg.

Stgnature of AlitHorizing Official Date

Christian DeBenedetti
Print Name of Authorizing Official
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AMENDED ANNUAL REPORT

T . o E-FILED
f YAn Corporation Division Jan 25, 2017
M\\: : 2 www.filinginoregon.com OREGON SECRETARY OF STATE
i) é\ﬂ
REGISTRY NUMBER
91765892

REGISTRATION DATE
02/22/2013

BUSINESS NAME ‘
SPRINGBROOK BEER LLC

BUSINESS ACTIVITY
BREWPUB

MAILING ADDRESS
WOLVES AND PEOPLE FARMHOUSE BREWERY
30203 NE BENJAMIN RD
NEWBERG OR 97132 USA

TYPE
DOMESTIC LIMITED LIABILITY COMPANY

PRIMARY PLACE OF BUSINESS

30203 NE BENJAMIN RD
NEWBERG OR 97132 USA

JURISDICTION
OREGON

REGISTERED AGENT
CHRISTIAN DEBENEDETTI

SPRINGBROOK FARM
30203 NE BENJAMIN RD
NEWBERG OR 97132 USA

If the Registered Agent has changed, the new agent has consented to the appointment.

MEMBER
DANIEL SHELTON

PO BOX 486
BELCHERTOWN MA 01007 USA

MEMBER
JOHN F KRESKGE

1030 NW 12TH AVE
PORTLAND OR 97209 USA
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Corporation Division
www_ filinginoregon.com OREGON SECRETARY OF STATE

MANAGER
CHRISTIAN DEBENEDETTI

SPRINGBROOK FARM
30203 NE BENJAMIN RD
NEWBERG OR 97132 USA

By my signature, | declare as an authorized authority, that this filing has been examined by me and is, to the best
of my knowledge and belief, true, correct, and complete. Making false statements in this document is against the
law and may be penalized by fines, imprisonment, or both.

By typing my name in the electronic signature field, | am agreeing to conduct business electronically with the
State of Oregon. | understand that transactions and/or signatures in records may not be denied legal effect
solely because they are conducted, executed, or prepared in electronic form and that if a law requires a record or
signature to be in writing, an electronic record or signature satisfies that requirement.

ELECTRONIC SIGNATURE

NAME
CHRISTIAN DEBENEDETT!

TITLE
FOUNDER

DATE SIGNED
01-25-2017
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AMY PROSENJAK

President

A to Z Wineworks ¢ REX HILL

30835 N. Hwy 99W Newberg, OR 97132
503.550.0912 (cell)
Amy@AtoZwineworks.com
AtoZwineworks.com ¢ REXHILL.com

A to Z Wineworks is excited fo be working with our neighbors and friends at Wolves &
People Farmhouse Brewery to establish the “Vine to Stein” trail connecting our
establishments. We feel that this is a way for us to bring education and fun fo the
community of Newberg, while celebrating its history and creating new connections for its
future. Our picturesque neighboring properties used fo be conjoined and we often
partner fo elevate visitor experiences.-

Signed,

AMY PROSENJAK -
President

| 2058 & 2016

IBEST
FOR THE
WORLD § cRNEr
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Oct. 9, 2017
To The Committee,

As Newberg residents since 1967 and enthusiastic supporters of the local
wine—and more recently, beer—industries, we wish to write in full support
of the nature trail to be constructed along our shared property lines with
Rex Hill/A to Z Wineworks. We have enjoyed many decades of warm
relations with our winemaking neighbors to the Northeast of Springbrook
Farm, and we are also staunch supporters of the farmhouse brewery our
son Christian opened on our property in May, 2016. We believe this
walking path will greatly enhance the memorable experiences of visitors to
Newberg, offering a safe and salutary diversion between samples of world-
class wine and beer.

Regards,

Charles & Ellen McClure,
Owners, Springbrook Farm
30295 N. HWY. 99W.
Newberg, OR 97132
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11/3/2017

VINES-TO STEINS TRAlL
INTERPRETIVE WALKING PATH - ose.

TOU RISM & AGRITOURISM
CENTR

« possibly a “world's first®
+ two p ina N g-based

- promotes “heads in beds’: the trail vill attract out-of-town and polentially overseas
Visitors

« gentle 1.510 2 mile walking route is lov~impact & family friendly, safe, healthy,
educational, fun

a paid tourist attraction, not a free public park; a “passport” for adimission; but no
alcohol on the trail

coordinated meadia strategy with local, regional, naﬂonal intemalional oulreach

Gobbo

Ionghlslofyof dwill and co fon bety

AtoZbreaksnew groundin Oregonwineasa HotBrand'

Forbes / Food & Agriculture #\\'meAndDme,

Sustamablhty I‘mm ATo Z, With A SIP And Dow J onesi
e

ouscane |

T Orrpreina 3
|AtoZ Wmeworks  hecomes one of Oregon wine's l
biggest sellerS' Top Workplaces 2015 ]
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11/3/2017

: Beeradvocate'
Class of 2016: 34 of the Best New Brewerles in the US

Fomars by gt | o 7017 § oon 1139 { )

|

Meat One of America's Best New
Formhouss Brewerles
v e e A i o
otaah

et riesionst s pute il e
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| TasTingBle |

beas

iBrew Found Glory
‘The coolest new breweries In the country

e Nololololk

i

—1

Road-tripping Through the New Oregon ;

S ergezas [0 "
= *"Q’zhmw-’ R
} Readers name Oregon's top 25 breweries 1

Su nsel| s

THANKS!
QUESTIONS, PLEASE CONTACT

CHRISTIAN@WOLVESANDPEOPLE.COM
; 03-487-6873
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Wolves & People Memo
Attachment 10

City of

.
~Newberg

City of Newberg 2017 - 2018
Transient Lodging Tax — Destination Development and
Marketing Promotion Grant Program Guidelines

INFORMATION FOR GRANT APPLICANTS

PURPOSE:

This grant program is intended to aid organizations and businesses that further the Newberg

Strategic Tourism Plan adopted in June 2016 for destination development and marketing

promotion activities, http://www.newbergoregon.gov/economicdevelopment/page/newberg-

strategic-tourism-plan, by advancing the adopted goals of:

1: Tourism bolsters Newberg economy in measurable ways.

2. Newberg is a destination of artisan makers and doers.

3. Tourism funding and industry partners catalyze downtown development and creation of new
experiences for target audiences.

4. The tourism organization and strategy engage and energize local tourism partners and
demonstrate healthy partnership between the private sector and city.

5. Moon Shots — tourism encourages sustainable development that benefits the local community
and enhances the visitor experience.

DEFINITIONS:
The City of Newberg utilizes the state definition of tourism which is aligned with Oregon’s legal
definition: “Tourism” means economic activity resulting from tourists.

“Tourist" is a person who, for business, pleasure, recreation, or participation in events related to
the arts, heritage or culture, travels from the community in which that person is a resident to a
different community that is separate, distinct from, and unrelated to the person’s community of
residence, and that trip:
a. Requires the person to travel more than 50 miles from the community of residence; or
b. Includes an overnight stay in a paid accommodation in Newberg, Oregon.

“Tourism promotion” (as it relates to this grant application) means any of the following activities:
a. Advertising, publicizing, or distributing information for the purpose of attracting and
welcoming tourists;
b. Conducting strategic planning and research necessary to stimulate future tourism
development;
c. Operating Tourism promotion agencies; and
d. Marketing special events and festivals designed to attract tourists.

“Tourism Related Facility” is:
a. A conference center, convention center, or visitor information center; and
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b. Other improved real property that has a useful life of 10 or more years and has a
substantial purpose of supporting tourism or accommodating tourist activities.

FUNDING:

Funding for this program is up to $430,000 which may be disbursed to multiple organizations or
businesses. The minimum grant amount is $10,001 and the maximum is based on funds
available for that fiscal year. The funds are made available from the City of Newberg transient
lodging taxes that are assessed to hotels, motels, bed and breakfasts, and vacation rentals for
guests in the City of Newberg.

ELIGIBLE APPLICANTS:

Eligible applicants include governmental entities, 501(c)(3) and (6) non-profit organizations, and
for-profit private entities with a project, program, or event in the Newberg zip code area of 97132
aimed at destination development or marketing promotion that promotes local tourism
attractions, brings visitors or has the potential to bring visitors, to Newberg that will create
overnight stays in Newberg’s commercial lodging properties in furtherance of the Newberg
Strategic Tourism Plan goals.

Multiple grant applications per year will be considered for any one organization or business. If
an organization or business has previously been awarded a tourism grant by the City of
Newberg, it will only be considered for a grant if all previously awarded grants complied with
grant agreement requirements and procedures, including filing progress reports. Since grants
are funded from revenues from lodging tax, recipients are asked not to request discounts from
Newberg lodging properties for the proposed project, program, or event.

GRANT APPLICATION PROCESS:
In order to be considered for grant funds from the City of Newberg:

1) A completed application must be delivered to the Community Development Director.
Application forms are available at
https://www.newbergoregon.gov/economicdevelop ment/page/2017-2018-transient-
lodging-tax-destination-development-marketing-grant or by contacting the Community
Development Director, doug.rux@newbergoregon.gov. If you have multiple projects,
programs, or events, separate applications will need to be submitted. The exception
would be if the project, program, or event had multiple dates over the course of the fiscal
year.

2) All application forms MUST be typed and sent to the Community Development Director.
No hand written forms will be accepted. Failure to abide will result in application
disqualification.

3) All applicants will be notified of funding approvals no later than January 31, 2018.

4) Progress and Final Reports on activity, spending, and results are to be submitted to the
Community Development Director.

TYPES OF PROJECTS/PROGRAMS/EVENTS TO BE CONSIDERED:
Below is a sample list of grant projects, programs or events; actual projects are not limited to
only what is listed below.

1) Projects, programs, or events which generate or encourage overnight stays in Newberg.

2) Projects, programs, or events that increase visitor spending.

3) Projects, programs, or events that enhance shoulder and off season visitation.

4) Projects, programs, or events that create unique wine country experiences that
distinguish Newberg from nearby destinations.

Page 98 of 163

Page 2




ACTVITIES NOT ELIGIBLE FOR FUNDING:
1) General administrative costs;
2) Membership fees;
3) Projects, programs or events promoting tourism outside of Newberg;
4) Project directed solely at the residents of Newberg;
5) Used as match for other City of Newberg funding awards;
) Salaries;
) Operating costs;
} Travel and mileage;
) Architectural engineering studies;
0
1

) Apparel for volunteers and/or staff; or

) Advertisements in Newberg or CVCC guides/brochures, local Chambers of Commerce
publications, and local publications (print, radio, television) that are not distributed at
least 50 miles outside of Newberg.

MATCHING REQUIREMENT:
The Destination Development and Marketing Promotion Grant Program requires a minimum 1:1
match ratio from the applying organization or business:
1) Non-Profit/Governmental: 1 (applicant) and includes in-kind or cash / 1 (City of Newberg)
2) For-Profit: 1 (applicant) cash match / 1 (City of Newberg)

Match funds must be documented and must be committed prior to the distribution of funds.
The higher the cash or in-kind match ratio will enhance the application scoring.

EVALUATION CRITERIA:

The City of Newberg Transient Lodging Tax Ad Hoc Committee will review applications and
make a recommendation to the Newberg City Council on awards according to the purpose and
evaluation criteria of the grant program. The Newberg City Council will make the final award

decision.

Eligibility Requirements
1) Aligns with Transient Lodging Tax regulations (T ourist, Tourism

Promotion, Tourism Promotion Agency, Tourism related facility) Yes/No
2) Promote or create experiences for: Outdoor recreation visitor,
Experiential arts, Wayfinding, Downtown enhancement Yes/No

3) Appeals to designated audiences in the Newberg Strategic Tourism
Plan (Wine Country Adventures, Millennial Explores, George Fox

Network, and Luxury Wine Travelers) Yes/No
4) The project will create or enhance an experience for shoulder or

off-season visitors Yes/No
5) Does it align with other tourism activities in the community Yes/No
6) Builds on existing assets Yes/No
7) lLeverages funding Yes/No
8) Entities that have a bankruptcy or other financial corruption within

The past five years are ineligible Yes/No
Criteria
1) What is the projected return on investment

a. Predicted number of tourists attracted/overnight guests 0-5
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b. Will it have lasting impact and utility 0-5
Demonstrated history of attracting tourists/overnight guests 0-3
Does it engage and energize local tourism partner(s) 0-3
Does it enhance Newberg as a destination 0-5

0-3
0-3
0-5

abh wN
N N N’

Does it enhance Newberg as a location for Makers and Doers

6) Does it catalyze downtown development

7) s it likely to increase visitor spending

8) Does it enhance tourism from October — May or any Sunday — Thursday
Visitation? Explain how. 0-5

9) Does this project align with at least one of the four target audiences (Wine

Country Adventurers, Millennial Explorers, George Fox Network,

Luxury Wine Travelers) 0-5

PROMOTIONAL MATERIAL.:

All funded projects, programs or events involving promotional materials and websites must be
reviewed by the Community Development Director at the draft stage and will need to include the
www.newbergoregon.gov/cd/page/tourism web address and a link to
www.newbergoregon.gov/cd/page/tourism in the case of a website.

All grant support should be referenced as; “This project/program/event is made possible in
part by a grant from Newberg transient lodging taxes and the City of Newberg.”

UNUSED FUNDS:
In the event that awarded funds remain and were not completely used for the project, program,
or event intended, the unused funds shall be returned to the City of Newberg.

GRANT CONTRACT:

All grant award recipients must enter into a Destination Development and Marketing Promotion
Grant Contract with the City of Newberg. A sample contract is included in the application
material.

REPORTING PROCESS:

Applicants that are awarded grant funding are required to submit both a Progress Report on a
date to be determined and a Final Report within 30 days after the project, program or event to
the Newberg Community Development Director.

RECORD KEEPING:

It is requested that all grantees maintain records for the minimum required amount of time set
forth by the IRS, including receipts, and make the records available to the City of Newberg upon
request for audit purposes.

PERMITTING AND LICENSING:

The award of grant money through this program does not supersede the need for proper
permitting and licensing with the City of Newberg and / or other governing agents. Proof of all
necessary permits and licenses is required before grant funds can be dispersed.
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City of

)
~Newberg

City of Newberg 2017 - 2018
Transient Lodging Tax — Destination Development and Marketing
Promotion Grant Program Application Cover Page

Project Title:

Applicant Name:

Mailing Address:

Street City State Zip

Contact Name:

Phone: Email:

Amount of total Funding Requested: $

Please note: Funds not spent on the approved project must be returned to the City of Newberg by check with the
Final Report due 30 days after completion of the project, program or event.

Project, Program or Event Detail:

A. To apply, attach a completed application to this cover sheet along with any required supporting

materials.

B. Submit an updated Project, Program or Event Detail as your Progress Report.

C. Within 30 days after project, program or event is complete submit a Final Report. Attach
receipts/paid invoices for monies spent and a check to the City of Newberg for any unspent

funds.

Any changes to your project must have prior approval to receive funding.

| agree to all terms described on this application and verify that the information provided on this
cover sheet is true and accurate.

Print Name: Signature:

Title: Date:

******************************FOR OFFICE USE ONLY*************************************

APPROVED/NOT APPROVED/REVISED (ATTACH DETAILS)

Progress Report Received: Final Report received:

Funds returned, received on:
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City of

.
~Newberg

City of Newberg 2017 - 2018
Transient Lodging Tax — Destination Development and Marketing
Promotion Grant Program Application

THE FOLLOWING ITEMS MUST BE INCLUDED WITH YOUR APPLICATION:

% Completed application Cover Sheet.

% Budget for project/program/event being funded that lists all anticipated income and expenses.
% Board or Owner approved financial statement for most recently completed fiscal year of the
organization or business responsible for the project/program/event.

this application.
Corporation Division registry filing.

years.
% Letters of support.

Project Title:

< Letter signed by officers of the Organization’s Board of Directors or Business Owners authorizing
< Documentation of organization or business existence: Current, valid Oregon Secretary of State

% Documentation that no bankruptcy or other financial corruption has occurred within the past five

Applicant Name:

Mailing Address:

Street City State Zip
Contact Name:
Phone: Email:
Website Address:
Secretary of State Business Registry Number:
Non Profit Government For-Profit

Amount of total Funding Requested: $

Please note: Funds not spent on the approved project, program or event must be returned to the City of
Newberg by check with the Final Report due 30 days after completion of the project, program or event.
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Classify how funds will be used for your project/program/event: check all that apply

_I___]_ New Project _I:]_ New Program _I:l_ New Event
D_ Existing Project D_ Existing Program _J:L Existing Event

Has this project, program or event received these grant funds in the past?

If so when and for how much?

Prior year grant award through this program does not guarantee additional funding in
subsequent years. All returning projects, programs or events must reapply and are subject to
approval. This program has limitations of funding available in the fiscal year in total amount of
funds requested. All required reports must be in good standing at the time of application for
future funding by a past grant recipient.
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Budget Summary (this format must be used):

Project/Program/Event Budget: This budget provides the detail of the project, program or
event that the grant funds would be applied to. This should include how the funds from this grant
will be spent. Expenses must be explicitly defined. Please include in-kind and cash match.

Fiscal Year: to

Income Sources Amount

Total Project/Program/Event Income

Expenses ~ Must be explicitly defined. Amount

Total Project/Program/Event Expense
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Organization Budget: This budget shows how this project, program or event fits into your
organization. Your project, program or event should be shown as a line in this budget.

Fiscal Year: to

Income Sources

Amount

Total Organization Income

Expenses

Total Organization Expense
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Project Narrative:

1. Project description:

2. How will your project, program or event further the Newberg Strategic Tourism Plan
goals?

3. How does your project, program or event align with Transient Lodging Tax regulations
(Tourist, Tourism Promotion, Tourism Promotion Agency, or Tourism related facility)?

4. What is the projected return on investment?

5. Predicted number of tourists’ attracted / overnight guests?
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6. Will it have lasting impact and/or utility?

7. How does your project, program or event leverage funding?

8. What is the ratio at which Transient Lodging Tax funds will be matched?

9. What is your demonstrated history of attracting tourists?

10. Does your project, program or event engage and energize local tourism partner(s)?
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11. Does your project, program or event enhance Newberg as a destination? If so how?

12. Does your project, program or event enhance Newberg as a location for Makers and
Doers? If so how?

13. Does your project, program or event catalyze downtown development? If so how?

14. Does your project, program or event enhance tourism from October — May or any
Sunday — Thursday Visitation? Explain how.

15. Does this project align with at least one of the four target audiences (Wine Country
Adventurers, Millennial Explorers, George Fox Network, or Luxury Wine Travelers)?
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16. What is the timeframe for completion of your project, program or event?

Signature and Certification Letter:

| hereby certify that all facts, figures and representations made in this application, including all
attachments, are true and correct. This application is made with the written approval of my
Board of Directors or Owners, which is attached to this application.

I agree that all publicity, press releases, publications, materials and or media advertising
produced as part of this proposed project/program/event will acknowledge the grant program as
follows:

“This project/program/event is made possible in part by a grant from Newberg transient lodging
faxes and the City of Newberg.”

A agree to carry out this project/program/event as outlined within the application. Further, |
understand that failure to do so will invalidate this agreement and necessitate the immediate
return of all Transient Lodging Tax grant monies to the City of Newberg.

Signature of Authorizing Official Date

Print Name of Authorizing Official
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City of

e —

=~Newberg

City of Newberg 2017 - 2018
Transient Lodging Tax — Destination Development and Marketing

Promotion Grant Program Reports

To be completed and returned: Progress Report by

To be completed and returned by

: Final Report 30 days after project, program or event.

Attach receipts, paid invoices for monies spent and a check to the City of Newberg for an

unspent funds.

Project Title:

Name of Organization requesting funds:

Mailing address:

Contact name:

Phone:

Email:

1. Detail of Income and Expenses as compared to budget submitted (must be as detailed

as possible)

NOTE: Please attach receipts or a spreadsheet that documents both income and expenses

Budgeted Income
Sources

Amount

Actual Income
Sources

Amount

Total Budgeted
Project/Program/Event
Income

Total Actual
Project/Program/Event
Income
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Budgeted Expenses Amount ACTUAL EXPENSES | Amount

Total Budgeted Total Actual
Project/Program/Event Project/Program/Event
Expenses Expenses

2. Do you have unused City funds remaining? If so how much?

3. Date project, program or event was (or will be) completed:

4, Results achieved with project, program or event. Did you reach your target audience or
goal? Discuss your measurement of success.
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5. Please include data that supports how many tourists and room nights you believe this
project, program or event helped generate based on collected zip codes of attendees.
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and

SAMPLE CONTRACT ONLY

CITY OF NEWBERG
TRANSIENT LODGING TAX
DESTINATION DEVELEOPMENT AND
MARKETING PROMOTION GRANT CONTRACT

This Grant Contract is made and entered into by and between the City of Newberg (“CITY")
(“RECIPIENT”).

RECITALS
Whereas, in 1976 the City of Newberg implemented a transient lodging tax (TLT) of 6%;
Whereas, in 2014 the City of Newberg increased its TLT to 7.5%;
Whereas, in 2015 the City of Newberg increased its TLT to 9%TLT,;

Whereas, HB 2267 in 2003 requires increases in the TLT after July 2, 2003 dedicate 70%

of collected tax be used for tourism promotion or tourism related facilities;

Whereas, the funds provided under this Grant Contract were derived from TLT funds and

designated for use on tourism promotion, or tourism related facilities;

Whereas, the City of Newberg has reviewed RECIPIENT’S application, submitted on
(the “Application”) and determined the Project, Program or Event, as hereafter

defined, is feasible and merits funding.

NOW THEREFORE, the parties agree as follows:

Contract. This Grant Contract shall include the following, which in the event of any
inconsistency are to be interpreted in the following order of precedence:

A. This Grant Contract without any Exhibits.

B. Special Conditions of Award, attached as Exhibit A.

C. A description of the Project, Program or Event approved by the CITY (the “Project”),
attached as Exhibit B.

D. Approved Project budget showing a breakdown of sources of funds, attached as
Exhibit C. This Exhibit supersedes the Project budget submitted in RECIPIENT’S
Application; and

E. RECPIENT'’S application, which by this reference is incorporated herein.

Grant. In reliance upon RECIPIENT'S Application and covenant to comply with all local,
state and federal laws, rules and regulations and terms of this grant as set forth herein,
the CITY agrees to provide the RECIPIENT’S funds in the amount of $ , the
use of which shall be expressly limited to the Project and the activities described in
Exhibit B. The use of these funds shall also be subject to the approved Project budget in
Exhibit A, if any.

Subject to the terms and conditions of this Grant Contract, the CITY shall disburse the
grant funds to RECIPIENT according to the attached Exhibit D (such as 50% at signing
of Grant Contract and remaining funds per the schedule in Exhibit D).
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Project Completion Date. The approved grant activities must be completed by

from the date of this Grant Contract (“Project Completion Date”). By the Project
Completion Date, all Project activities must be completed, including submission of the
Project Final Report 30 days after the Project Completion Date.

Recipient’'s Covenants — Compliance with Laws.

A. The RECIPIENT agrees to comply, and cause its agents, contractors and
subgrantees to comply, with all applicable local, state and federal laws, regulations,
policies, guidelines and requirements with respect to the use of and the administration,
distribution and expenditure of the funds provided under this Grant Contract.

Default and Remedies.
A. Default. RECIPIENT shall be in default under this Grant Contract upon occurrence of
any of the following events:

(1) Key RECIPIENT actions are not completed in accordance with the Project Schedule
or CITY’s approval of a Progress Report provided for in this Grant Contract.

(2) Any representation, warranty or statement made by RECIPIENT herein or in any
documents or reports relied upon by CITY is untrue in any material respect when
made.

(3) Any other significant breach of the terms and conditions of this Grant Contract.

B. Remedies upon Default. If RECIPIENT'S default is not cured within a reasonable
term, as defined by CITY, or such longer period as CITY may authorize at its sole
discretion, CITY may pursue any remedies available under this Grant Contract either
at law or in equity. Such remedies include, but are not limited to, termination of this
Grant Contract.

Termination.

A. CITY reserves the right to terminate this Grant Contract immediately upon notice to
the RECIPIENT:

(1) if RECIPIENT fails to perform or breaches any of the terms of this Grant Contract; or
(2) if the RECIPIENT is unable to commence the Project within () months
from the date of this Grant Contract; or

(3) if federal or state laws, regulations or guidelines are modified or interpreted in such a
way that either the grant made pursuant to the terms of this Grant Contract or payments
to be made hereunder are prohibited.

B. CITY and RECIPIENT may mutually agree in writing to terminate this Grant Contract.
C. In the event of termination prior to Project completion, CITY will have no further
obligations or liabilities under this Grant Contract, including that it will not reimburse any
Project costs incurred by RECIPIENT.

Indemnification. To the extent permitted by the Oregon Constitution and the Oregon Tort
Claims Act, RECIPIENT shall indemnify, defend, and hold harmless CITY and its
officers, employees, and agents from all claims, suits, actions, losses, damages,
liabilities, costs and expenses of any nature resulting from, arising out of or relating to
the activities of the RECIPIENT or RECIPIENT'’S officers, employees, sub-contractors,
or agents under this Grant Contract.

Miscellaneous.
A. This Grant Contract shall be null and void if this Grant Contract is not executed and
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returned to CITY by the RECIPIENT by (Date).

B. CITY and the RECIPIENT are the only parties to this Grant Contract and are the only
parties entitled to enforce its terms. Nothing in this Grant Contract gives, is intended to
give, or shall be construed to give or provide any benefit or right, whether directly,
indirectly or otherwise, to third persons unless such third persons are individuals
identified by name herein and expressly described as intended beneficiaries of the terms
of this Grant Contract.

C. Except as otherwise expressly provided in this Grant Contract, any communications
between the parties hereto or notices to be given hereunder shall be given in writing by
personal delivery, facsimile, or mailing the same, postage prepaid, to CITY or the
RECIPIENT at the address or number set forth on the signature page of this Grant
Contract, or to such other addresses or numbers as either party may hereafter indicate.
Any communication or notice so addressed and mailed shall be deemed to be given five
(5) days after mailing. Any communication or notice delivered by facsimile shall be
deemed to be given when receipt of the transmission is generated by the transmitting
machine. :

D. This Grant Contract shall be governed by and construed in accordance with the laws
of the State of Oregon without regard to principles of conflicts of law. Any claim, action,
suit or proceeding (collectively, “Claim”) between CITY and RECIPIENT that arises from
or relates to this Grant Contract shall be brought and conducted solely and exclusively
within the Circuit Court of Yamhill County for the State of Oregon; provided however, if a
Claim must be brought in a federal forum, then it shall be brought and conducted solely
and exclusively within the United States District Court for the District of Oregon.

E. This Grant Contract and attached exhibits constitute the entire agreement between
the parties on the subject matter hereof. There are no understandings, agreements, or
representations, oral or written, not specified herein regarding this Grant Contract. No
waiver, consent, modification or change of terms of this Grant Contract shall bind either
party unless in writing and signed by both parties and all necessary CITY approvals
have been obtained. Such waiver, consent, modification or change, if made, shall be
effective only in the specific instance and for the specific purpose given. The failure of
CITY to enforce any provision of this Grant Contract shall not constitute a waiver by
CITY of that provision or any other provision.

This Grant Contract is hereby executed by the Parties on the dates set forth
below.

CITY OF NEWBERG RECIPIENT
By: By:

Date: Date:
Address: 414 E. First Street Address:

Newberg, OR 97132

By Authority of Resolution No.
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ATTEST AS TO LEGAL FORM

Truman A. Stone, City Attorney

Exhibit A — Special Conditions of Award

Exhibit B — Project Description

Exhibit C — Approved Project Budget

Exhibit D — Grant Fund Disbursement Schedule

SAMPLE CONTRACT ONLY
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Destination Development - Marketing Grant Funding Request

Hoover-Minthorn House Museum Roofing S
Newberg Downtown Wineries Assoc S
Chehalem Cultural Center Culinary S
CPRD Sports Complex Lighting S
City of Newberg Cultural District Wayfinding  $
Wolves & People Vines to Steins Trail S

TOTAL §
Funding Available (up to) S
Minimum Funding Request S

30,000.00
20,500.00
250,000.00
225,000.00
73,500.00
65,000.00

664,000.00

430,000.00
10,001.00
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v N AN n

30,000.00
20,500.00
250,000.00
225,000.00
73,500.00
80,000.00

679,000.00

Wolves & People Memo
Attachment 11
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Summary White Board Evaluation

1 = Highest Ranking

6 = Lowest Ranking

Award
Lewis | McKinney| Bagley | Carda | Felton [Lattimer| Lippard | Louis |Parish Total | Rank | Grant Request | Recommendation
Hoover-Minthorn 5 2 4 6 3 6 5 4 6 41 4 S 30,000 | $ -
Downtown Wineries Association 1 4 2 2 6 3 3 1 2 24 2 $ 20,500 | § 20,000
Cultural Center Culinary Kitchen 2 1 1 1 2 1 2 3 1 14 1 S 250,000 | $§ 250,000
CPRD Sports Lighting 6 5 6 4 1 5 4 6 4 41 4 S 225,000 | $ -
Cultural District Wayfinding 4 3 5 5 5 4 6 5 5 42 6 S 73,500 | $ -
Wolves & People 3 6 3 3 4 2 2 2 3 28 3 S 45,000 | $ 30,600
Page 2
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SUMMARY DESTINATION DEVELOPMENT - MARKETING GRANT SCORES

Grant Request Total Points
Amount Possible Total Points | Average

Hoover-Minthorn House Museum

Roof/Gutters/Electrical S 30,000 504 215 17.92
Newberg Downtown Wineries Association S 20,500 462 348 31.64
Chehelam Cultural Center Culinary

Enrichment Center S 250,000 504 368 30.67
CPRD Darnell Wright Sport Complex Lighting | S 225,000 504 182 15.17
City of Newberg Cultural District Wayfinding | § 73,500 504 221 18.42
Wolves & People Vines to Steins Trail $ 65,000 -$ 80,000 504 251 20.92

Grant Request Total Points
Amount Possible Total Points | Average

Newberg Downtown Wineries Association S 20,500 462 348 31.64
Chehelam Cultural Center Culinary

Enrichment Center S 250,000 504 368 30.67
Wolves & People Vines to Steins Trail $ 65,000 -$ 80,000 504 251 20.92
City of Newberg Cultural District Wayfinding | $ 73,500 504 221 18.42
Hoover-Minthorn House Museum

Roof/Gutters/Electrical S 30,000 504 215 17.92
CPRD Darnell Wright Sport Complex Lighting | $ 225,000 504 182 15.17

Page 3
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Wolves & People Vines to Steins Trail

Funding Request  $65,000 - $80,000

Criteria | ] I I I Score Range
1. What is the projected return on investment
. Predicted number of tourists attracted/overnight guests 0-5
. Will it have lasting impact and utility 0-5 2 3 0 4 3 2 5 2 3 5 4 2
2. Demonstrated history of attracting tourists/overnight guests 0-3 1 3 0 3 1 2 3 1 0 3 2 3
3. Does it engage and energize local tourism partner(s) 0-3 2 0 0 2 1 3 3 2 1 3 3 3
4. Does it enhance Newberg as a destination 0-5 1 0 0 4 2 4 5 3 2 5 2 2
5. Does it enhance Newberg as a location for Makers and Doers 0-3 1 3 0 2 2 1 3 2 0 3 1 2
8. Does it catalyze downtown development 0-3 0 0 0 1 0 0 3 2 2 1 0 2
7. Is it likely to increase visitor spending 0-5 0 0 0 2 1 1 5 2 1 5 1 1
8. Does it enhance tourism from October — May or any Sunday —
Thursday Visitation 0-5 1 2 0 1 0 3 5 2 1 5 0 1
9. Does this project align with at least one of the four target
audiences (Wine Country Adventurers, Millennial Explorers, George
Fox Network, Luxury Wine Travelers) 0-5 3 5 0 4 3 5 5 4 1 5 5 4
42

Total 12 19 0 26 14 23 42 22 11 40 19 23

Total Points Possible 504

Total Points 251

Average 20.92

Page 9
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Wolves & People Vines to Steins Trail

Request amount: $65,000 - $80,000

Required Application Materials YES NO NOTES

|1) Completed application Cover Sheet X ]

2) Budget for project/program/event being funded that lists all anticipated income States $65,000 request, Application states
and expenses. X $80,000 request, need to clarify

3) Board or Owner approved financial statement for most recently completed fiscal

year of the organization or business responsible for the project/program/event. X Private entity confidential information
4) Letter signed by officers of the Organization’s Board of Directors or Business Signed Certification Letter in application
Owners authorizing this application. X but no separate letter

5) Documentation of organization or business existence: Current, valid Oregon

Secretary of State Corporation Division registry filing. X 2017 Annual Report

6) Documentation that no bankruptcy or other financial corruption has occurred Confidential financial information

within the past five years. X submitted does not indicate a bankruptcy
|7) Letters of support. | X | |2 letters

8) Past grant recipient. l | X |
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Eligibility Requirements YES NO NOTES
Tourist, Tourism Promotion, Tourism
1) Aligns with Transient Lodging Tax regulations (Tourist, Tourism Promotion, Related Facility. The trail is a grey area
Tourism Promotion Agency, Tourism related facility) X according to legal counsel review.
2} Promote or create experiences for: Outdoor recreation visitor, Experiential arts, Outdoor recreation visitor, wayfinding, and
Wayfinding, Downtown enhancement X indirectly downtown enhancement
3) Appeals to designated audiences in the Newberg Strategic Tourism Plan {(Wine Wine Country Adventures, Millennial
Country Adventures, Millennial Explores, George Fox Network, and Luxury Wine Explores, George Fox Network, and Luxury
Travelers) X Wine Travelers
4) The project will create or enhance an experience for shoulder or off-season
visitors X Both Shoulder and off-season
|5) Does it align with other tourism activities in the community X {Winery tours, restaurants,
|6) Builds on existing assets X ‘Vineyards, winery, brewery
2:1 for Phase 1; .33:1 for Phase 2; .7:1
combined Phase 1 & 2 does not meet 1:1
7) Leverages funding X requirement
8) Entities that have a bankruptcy or other financial corruption within the past five
years are ineligible X None
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City of ~ Community Development Department

0
~ NeW el’g P.0. Box 970 = 414 E First Strect » Newberg, Oregon 97132

503-537-1240 » Fax 503-537-1272 » www.newbergoregon.gov

MEMORANDUM

TO: Transient Lodging Tax Ad Hoc Committee

FROM: Doug Rux, Community Development Director

SUBJECT:  Transient Lodging Tax Ad Hoc Committee Marketing Subcommittee Marketing Proposal
DATE: March 7, 2018

The Transient Lodging Tax (TLT) Ad Hoc Committee Marketing Subcommittee (Marketing Subcommittee) has
been discussing a proposal for marketing activities since February of 2017. Activities have included assessment of
marketing materials for both electronic media and hard copy materials along with personnel resources to advance a
marketing program. In October of 2017 the Marketing Subcommittee concluded that assistance was necessary in
the form of an individual or organization to assist in developing and promoting tourism marketing activities. In
response the Chehalem Valley Chamber of Commerce (Chamber) engaged in discussions with the Marketing
Subcommittee on the concept of the Chamber possibly providing additional marketing services beyond the
marketing services they currently provide under a contract with the City of Newberg for Visitor Center and
Destination Marketing Services. The Marketing Subcommittee prepared a proposed marketing strategy which is
included as Attachment1.

The Marketing Subcommittee met on February 26, 2018 and discussed five possible alternatives for marketing
services which include:

1. Chehalem Valley Chamber of Commerce Proposal (Attachments 2 and 3). Under this proposal a person
would be hired by the Chamber to prepare a marketing strategy and implement the strategy. The Chamber
would provide management oversight and the individual would coordinate with the Marketing
Subcommittee and the TLT Ad Hoc Committee on marketing activities. Fund for the position would come
from the approximately $40,000 the City provides to the Chamber for Destination Marketing Services and
approximately $80,000 from TLT Funds the TLT Ad Hoc Committee provides recommendation on to the
City Council for grants. Under this alternative the amount of funds for the Destination Development-
Marking Grant program would need to be reduced by $80,000. Attachment 4 is a budget concept of what
this alternative would provide for marketing services and grants.

2. Visit McMinnville Model. This alternative would create a separate non-profit. To implement this
alternative a separate nonprofit would have to be established and would have an independent Board of
Directors to oversee marketing activities. Attachment 5 is a financial model the City Council looked at in
the fall of 2016 with estimated costs. With this model there would be a significant reduction in the grant
program funding.

3. Independent non-profit like Newberg Downtown Coalition. This alternative would be similar to the Visit
McMinnville model but would utilize an existing organization that is established in Newberg.

"Working Together For A Better Community-Serious About Service"
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4. City Staff Personnel. This alternative would hire a person as a City employee to administer tourism
marketing. The staff person would attend all TLT Ad Hoc Committee and Marketing Subcommittee
meetings. Attachment 6 is a financial model that City Council reviewed in the fall of 2016.

5. Outside Contractor. This alternative would be under a contract for services with the City of Newberg to
provide marketing services for strategy development and implementation. The contractor could be an
individual or an organization.

The Marketing Subcommittee discussed the five options and focused in on a Visit McMinnville/Independent Non-
Profit or an Outside Contractor as the preferred alternative. Either alternative comes with pros and cons related to
cost to implement, impacts on the grant programs, where does the individual or organization reside, coordination
with the City of Newberg and long-term impacts on the type of Visitor Center services that could or should be
provided in the future.

The TLT Ad Hoc Committee will discuss the Marketing Subcommittee proposal at your meeting on March 7, 2018.
If agreement can be reached on a proposed alternative then a recommendation would be forwarded to the City
Council for consideration.

Attachments: 1. Marketing Subcommittee Marketing Strategy Concept
2. Chamber Proposal
3. Chamber 2017-2018 Destination Marketing Plan
4. Budget based on Chamber Proposal
5. Financial Model for Independent Organization Fall 2016 — Attachment D
6. Financial Model City Staff Personnel Fall 2016 — Attachment B

"Working Together For A Better Community-Serious About Service'"
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Attachment 1

Proposed Marketing Strategy:
Newberg

Excluding the George Fox audience, the typical Newberg tourist (those from more than 50 miles
or overnight guests) comes for wine tasting. One of our primary differentiators from our local
competition is our proximity to Portland, where most tourists will be beginning their visits.

WHAT NEWBERG OFFERS WHAT WINE TOURISTS WANT

SPA/RESORT
GOOD GOLF
BALLOON RIDES
ADVENTURE HIKING
ART GALLERIES

DRIVE-IN EASY ACCESS TO PORTLAND

SKATE PARK

WINE TASTING
FINE DINING

HISTORICAL HOMES SHOPPING

WALKABLE DOWNTOWN
MID-RANGE LODGING

COLLEGE ACTIVITIES AVIATION MUSEUM

WHAT LOCAL COMPETITION OFFERS
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BRAND PROMISE
The best place to start your Oregon wine country vacation

TAGLINE
The first destination in Oregon wine country

BRAND ATTRIBUTES
PROXIMITY TO PORTLAND - Willamette Valley's closest wine region to Portland

WINE - Growing international reputation for Pinot Noir, dozens of tasting rooms and wineries

RECREATION - Hot air balloon adventures, golf, 99W Drive In, Willamette river, ropes course, disc
golf, skate park, Evergreen Aviation Museum, Farmers Market, Chehalem Cultural Center, George
Fox University festivals/events, Champoeg and Dundee trails,

FRIENDLY - Small town community feel

HISTORICAL - Hoover-Minthorn Museum, Champoeg,
CULINARY - JORY, Painted Lady and other acclaimed restaurants
ART - Art Elements, Cultural Center, The Allison, George Fox

MARKETING GOALS

¢ To increase visitor volume, visitor spending and the economic impact of tourism in Newberg

¢ Influence the long-term development of Newberg as a destination and its brand

* Increase leisure visitor volume, visitor spending, meeting, tours and group markets to the
Newberg area through effective promotion with media and the travel trade

* Promote the importance of business and government investment in tourism

AUDIENCES

Target Audiences

* Wine tasting visitors

* George Fox Audience

Top geographic markets
¢ Portland

e Seattle

¢ San Francisco

STRATEGIES

Newberg has less staff and resources than many of our competition. We need to be strategic in the
use of our time and budget. The majority of our marketing effort should be spent where we can
reach the largest portion of our target audience...online.

ONLINE MARKETING

WEBSITE
* Break out site from CVCC subdomain
* Market the attractions of the broader Newberg-Dundee Region
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* Heavy on visuals
¢ Highlight Newberg accommodations and restaurants
* Feature travel itineraries, new travel partners, visitor testimonials, seasonal specials, family reunion

planning information, photos, maps and more
Sample: http://www.visitcalifornia.com/support-wine-country

SEO
Target Keywords: Oregon Wine Country, Dundee wine tasting, wine tasting near Portland, Oregon

wine tasting, vacations near Portland, vacations in Oregon

SEARCH ENGINE MARKETING (GOOGLE, BING)
Target keywords that are difficult to rank organically for

REMARKETING ADS
Create display ads to remarket to previous visitors to the site

SOCIALMEDIA -
* Create separate Facebook and Instagram channels from CVCC (different audiences need

different content)
* Highlight positive media coverage
* Share high-quality local content with emphasis upon engagement metrics over special interest

® [nstagram

SOCIAL MEDIA ADVERTISING
¢ Target Facebook fans of regional wineries
* Target Twitter followers of travel writers

MEDIA RELATIONS
* Could be handled in-house or outsourced to freelancer
* Press trips—Host regional, national and international travel writers and editors on individualized

and/or group press trips
* Media leads—Continue to respond to leads, and forward leads to members from Travel Oregon

and the Willamette Valley Visitors Association
¢ Pre-publication editing & fact checking
* Media kit - Develop an electronic media kit that highlights the outstanding tourism assets in

Newberg and the surrounding area
* Build a more expansive photo and video library that is available for media requests, ads, and

our website.
FAM TOURS
OREGON WINE TRAIL W/ DUNDEE/NEWBERG

* Hire wine writer to create Oregon Wine Trail similar in concept to the Romantic Road in Germany.
Trail starts in Newberg/Dundee.

® Create Web site

* Promote via media relations, SEO and advertising

See https://tualatinvalley.org/forest-grove-wine-trail/
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DOWNTOWN BANNERS
"The first destination in Oregon Wine Country”

PRINT

Evaluate current pieces for cost effectiveness
* Rack piece/brochure

* Newberg city/Yamhill County map

* Monthly event brochure

® Chehalem Valley Field Guide

® Group travel brochure

TOURISM TRAINING
e Create class for front-line employees to educate on tourism assets of Newberg and the
surrounding community.

SECONDARY MARKETING PROJECTS

SIGNAGE
Seek funding and permission for decorative road signage for 99W (e.g. similar to Lake Oswego or
McMinnville's third street.

RACE TOURISM
Support efforts to market running races (e.g. Wine Country Half Marathon)

NEWBERG HISTORIC WALKING TOUR
Create plaques/markers for a Newberg historic walking tour. The Newberg Downtown Coalition
already has the bones of a tour created here.

PROMOTION OF CONFERENCES
Support efforts by Newberg hotels and organizations (Allison, Windrose, A-dec, George Fox) to
bring out-of-town groups to town for conferences

NOTE ABOUT GEORGE FOX AUDIENCE

This plan does not address the George Fox audience, which may have more economic impact on
the city than the wine tourism audience. The parents of prospective undergraduates often spend
the night and eat most meals off campus. When 700 or so of those freshmen chose to enroll at
George Fox, they each spend $5,500+ a year in town on food, rent and other services) and support
the university’s $70 million budget - which includes $45+ million in taxable salaries and benefits.
Some - especially the Chinese students - buy cars here. As these students go through 2-6 years

of school, they attract even more visitors to Newberg (family weekends, sports and arts events,
graduation, etc...) George Fox's Graduate students probably spend even more in Newberg since
they often bring family to live here. Enhancing the prospective student visit experience can pay off
for everyone.
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Attachment 2

From: Chehalem Valley Chamber of Commerce
To: City of Newberg Transient Lodging (TLT) Tax Ad- Hoc Marketing Subcommittee
Re:  Tourism (Destination Marketing Services) for Chehalem Valley

About the Chamber, its Visitor Center, and Tourism

e In 1996, the Chamber of Commerce, at the request of the City, added the Visitor Center.
A living kiosk, the Chamber and its staff drop everything when visitors walk through the
door to ask advice about events and hospitality, get directions, book hotel rooms, etc.
They leave with maps, rack cards and brochures from our many Chehalem Valley
businesses. Over the past 36 months, our metrics show an average of 1,000 people per
month use the Visitor Center.

e The Visitor Center became the “Tourism Center” in 2006. That’s when the Chamber
began to deal with regional tourism needs and got involved with destination marketing
in addition to staffing the Visitor Center. The Chamber CEO joined Travel Yambhill Valley
and was elected to represent Yamhill County on the Board of the Willamette Valley
Visitors Association (WVVA). The WVVA Board, in collaboration with Travel Oregon,
orchestrates destination marketing for the region between Yambhill County and Eugene
Oregon.

¢ [n 2009, the Chamber began to spend the surplus TLT funds, over and above the Visitor
Center expenses, on Display Advertising in targeted publications including the Official
Travel Oregon visitor guide, Travel Portland Visitor Guide, NW Travel and Life Magazine
and more, a visitor website, social media and familiarization tours.

¢ By 2010, especially with the advent of The Allison, tourism promotion opportunities
took on a whole new life. Media requests for information, photography and
familiarization tours grew at an exponential rate. Instead of fielding media requests at a
rate of 1 or 2 per month the Chamber started receiving 5 or 10 requests per week.

e AsTLT dollars grew, the Chamber funds for both the Visitor Center operations and
subsequent tourism promotion were capped by the City in July 1, 2015 at $137K:

o Per the quarterly reports provide to the City since the last contract renewal in
2015, the Visitor Center’s share of facilities, equipment, insurance, accounting,
etc. (i.e. allocated overhead) is approximately $50K.

o The cost of staffing for the Visitor Center, allocated across Chamber and
including additional staff {i.e. for weekend and seasonal purposes) is
approximately S50K.

o That leaves approximately $37K for tourism promotion that the Chamber
budgets and spends on destination marketing. Additionally, the Chamber usually
contributes additional funds {over and above the $37).

Moving Forward: Promoting Tourism in Chehalem Valley

e With the percentage increase in TLT dollars, the City found itself with an approximate
surplus of $225K over the $137K provided by contract to the Chamber. This surplus is
estimated to remain around $225K/year until additional lodging accommodations move

into Newberg.
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e The City retained tourism consultants in 2015, who recommended that the City create
an independent Destination Marketing organization at some point in time.

e The result was that the City of Newberg created a TLT Ad-hoc Committee, and its
Marketing Subcommittee, to determine how best to use the surplus.

e The TLT Committee {T-C) has been meeting monthly since its inception in December
2016.

e The T-C has created a grant program that may award up to $200k of funds of the $225K

e The T-C may make recommendations to Newberg City Council to use fewer funds for the
grant program and more funds for destination marketing.

¢ The Marketing Subcommittee’s charter is to direct the use of TLT funds that remain
after the funds budgeted the grant program

Issues Currently Under Discussion by the Marketing Committee

What is the current scope of marketing activities that the Chehalem Valley Chamber of
Commerce addresses in their Destination Marketing Plan?

Should the Ad Hoc committee engage in a potential rebranding of marketing materials,
including the Visitor (tourism) website, using Newberg instead of the Chehalem Valley
as the stated destination?

Is there a need for a more expansive Destination Marketing plan that is inclusive of the
Chehalem Valley Chambers existing plan, but which also includes additional marketing
activities to be funded by the Ad Hoc Committee’s marketing funds?

What is the best way to create a marketing plan that addresses the marketing activities of
both the Chehalem Valley Chamber and the Ad Hoc committee?

The contract with two GFU students by the ad hoc committee to create a video that will
market Newberg as a destination, Whao is the project audience and how will the video
be distributed?

How can we increase our investment of time and money in Public Relations activities that will
result in more familiarization tours and earned media coverage?

What is the best way to eliminate the Ad Hoc Committee’s frustration over the inability to
manage tourism marketing projects that are discussed in an efficient and effective
manner (recognizing that everyone on the committee is serving as a volunteer.

Could the Ad Hoc committee be more successful by hiring a Tourism Coordinator that could
create an all-encompassing Destination Marketing plan for Newberg?

How much more could be accomplished if Newberg had a full-time person dedicated to
marketing the area?

Until area TLT dollars increase to an amount that affords Newberg and its surroundings to
have a stand-alone Destination Marketing organization, how can we use the funds and
resources at our disposal the most efficient way?

Proposed Interim Approach

Newberg can phase into a fully-functional Destination Marketing organization by combining the
resources of the Chamber and the TLT Ad Hoc Committee by hiring a Full-time Tourism
Coordinator (Tourism Coordinator). This person can office at the Chamber and report to both
the TLT Ad Hoc committee and the Chamber CEO. Since facility and overhead costs would be
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provided by the Chamber, the expense to the Committee and Chamber would be the salary and
benefits of the Tourism Coordinator. A sample Tourism Coordinator job description as provided
by the Willamette Valley Visitor’s Association below.
e Costs:
o Based on market data, the estimated salary and benefits for the Tourism
Coordinator would be $60-70K
o Cost for the hire could be shared by the Committee and the Chamber -
approximately $35K each
e  Benefits:
o The TLT Ad Hoc Marketing Committee, and the broader committee, would have
a dedicated resource for developing the Destination Marketing plan,
incorporating elements of the Chamber’s plan as needed
o Additionally, this person would be responsible for other deliverables such as:
" Providing content for the Visitor (tourism) Website, social media, online
advertising, and SEO
= (Create the "Naked" map
= Activities associated with the re-branding, the logo, etc.
=  Public Relations and FAM tours
» Video and other media content development and placement
e The Tourism Coordinator could hit-the-ground running since s/he could take advantage
of the processes, contacts and knowledge that the Chamber has acquired - in particular,
the CEO, who has been supporting tourism marketing for the past 12 years
e Chamber staff would provide back-up for the Tourism Coordinator if they are out of the
office (i.e. vacation, sick leave, etc.)
e The Tourism Coordinator’s salary and benefits would be incorporated into the Chamber
payroll process (along with any other legal or personnel-related services)
o Performance evaluation could be conducted by a small compensation committee
consisting of two Ad Hoc Committee members and the Chamber CEO

SAMPLE JOB DESCRIPTION (from the Willamette Valley Visitor’s Association)
Position Title: Tourism Coordinator

Supervisors: CEO, Chehalem Valley Chamber of Commerce & TLT Ad Hoc Committee
Representative

Position: Regular Full-Time. May be required to work weekends and holidays

General Statement of Duties:

This position is responsible for identifying industry related tourism markets and related
programs. Assist in developing and implementing strategies to increase the awareness of the

culture, history, attractions, and special events to enhance the visibility of the City of Newberg,
resulting in increased tourism.
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Examples of duties and responsibilities:

s Create the annual Destination Marketing Plan

¢ Plan and implement effective and aggressive tourism promotion programs

s Develop strategies for new markets and advertising materials Newberg

¢ |mplement the Destination Marketing plan in collaboration with Newberg Transient
Lodging Tax Ad Hoc Committee

e Facilitate the development of a master brand for Newberg

e Develop and maintain the Newberg Visitors Bureau Website and coordinate a local
Calendar of Events

¢ Manage online advertising campaigns and social media (FB, Instagram, Twitter)

¢ Manage Familiarization tours with Media and members of the Travel Trade

¢ Provide monthly and annual reports for Chamber BOD, Newberg Tourism Ad Hoc
Committee and Newberg City Council

¢ Conduct and analyze area tourist surveys

o Develop strong working relationship with key personnel form all lodging, meeting and
convention facilities. Maintain a well-informed working knowledge of all hotels
attractions and services available in the area

e Coordinate and collaborate with Newberg event and activities organizers to help them
promote their events «

¢ Assist in developing and supervise the production of marketing collateral needed to
successfully promote tourism

e Write and distribute press releases for approval of supervisor for events and activities
and respond in a timely fashion to negative press

e Represent Newberg's interest as appropriate with local, state and federal organizations
associated with tourism

e Maintain and oversee the compilation of tourism data and statistical information that
may be helpful in designing a marketing strategy

e Attend tourism related workshops, conference and training seminars to keep abreast of
new strategies and marketing techniques available to destination marketing
organizations volunteer and full-time staff

Education:
e Bachelor degree in Marketing or related field
Minimum Tourism Skills and Experience Required:

e At least three years of recent progressive tourism experience which includes the
following skills and abilities:

e Considerable knowledge of the tourism industry including tour operations,
meeting/convention planners, and FIT (Free Independent Traveler) markets

o  Working knowledge of the principles of volunteer management and strategic planning

e Strong communication and public relation skills coupled with the ability to influence
others in a positive manner
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e —

Knowledge of publication layout, design and graphics as well as related editing and
writing skills

Knowledge of Media Relations - public/community/news - accessible and open to all
media

Social media management experience (FB, Instagram, Twitter)

Ability to establish and maintain strong working relationships with city staff, the public,
and business community and to present ideas effectively, verbally and in writing
Ability to do community outreach; comfortable giving speeches and presentations
Interested in people; possesses a positive self-image; confident but not arrogant;
approachable; a team player; respects people; understand the importance of first
impressions

Additional Requirements:

Possess a valid driver’s license

Knowledge of standard office practices and procedures, office record keeping and
recording, and office machines.

Calculator, typing/word processing, data entry skills for computer, and attention to
detail.

Good vision and hearing.

Employee is required to be able to lift and/or move up to 45 pounds.
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Attachment 3

The Catereay to Oregon Wine Country

CEETALEM Chehalem Dalley 201718
Vulle il DESTINATION MARKETING PLAN
Executive Summary

The Chehalem Valley Chamber of Commerce (CVCC), through a marketing service
agreement with The City of Newberg, works in partnership with many community
stakeholders to grow tourism in the Newberg Community. Together, we deliver
programs and activities that enhance visitor experiences, encourage overnight stays
and improve the quality of life for residents.

An effective destination development and marketing program benefits and enhances
the quality of life for residents and provides a healthy return on the investment of the
transient room tax since visitors are often attracted to a destination by the same types
of services, amenities and activities that enhance resident lifestyle. The additional
spending by visitors in local communities results in a positive economic impact.

In addition to the Destination Marketing Contract that the City of Newberg signed
with the CVCC in 2015, the City created a Transient Lodging Tax Ad Hoc Committee
to manage Transient Lodging Tax funds that are dedicated to tourism over and above
the contract with the CVCC. While that committee has been active in creating a small
and large grant application procedure that funds tourism events and facilities they
are also looking at ways to collaborate with the existing CVCC Destination Marketing
plan to create and define the Newberg brand and apply those changes to the existing
website and marketing vehicles. A secondary discussion has started about the value
of contracting with a Public Relations professional to manage media relations and
familiarization tours also in collaboration with the CVCC efforts.
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EXECUTIVE SUMMARY, Continued

It should be noted that because the CVCC contract is “fixed”, there is limited funding
to market the community of Newberg over and above staffing and operating the
Newberg Visitor’s Center on an annual basis. The City of McMinnville, a regional
competitor to the Newberg area, funds Tourism marketing at $496,000 per year.
(Staffing is an additional $125,000 and overhead is $90,000). The CVCC Destination
Marketing Budget for Newberg is $42,500. While the CVCC continues to look for ways
to expand our marketing reach by applying for grants and leveraging relationships with
Travel Oregon, it is impossible to make up the difference in the destination marketing
budget. Newberg requires additional funding for destination marketing to maintain

a competitive edge and to keep and attract local small businesses that are supported
through tourism.

Tourism continues to grow on a regional, statewide and national basis. Americans have
more discretionary income for travel then they have had since 2007. Newberg offers
an amazing array of desirable tourism attractions with Wine and Culinary assets at

the very top. The recent recognition for the Willamette Valley as Wine Enthusiasts
Wine Region of the year has garnered unprecedented attention to this beautiful area.
We have an excellent opportunity to compete effectively for the Baby Boomer and
Millennial markets if we invest and budget additional marketing dollars to promote
and support the wonderful businesses and people in the great town of Newberg.
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National Outlook for Travel and Tourism

The US Travel Industry Association is predicting a healthy increase for domestic and
international travelers to the United States.

Spending on travel by U.S. residents has bounced back to pre-recession levels.
Purchasing decisions regarding travel are changing as well, which indicates that after
a couple years of last-minute trip planning, travelers are once again beginning to

plan and book vacations well in advance of their travel dates. The booking window is
lengthening toward three-to-six months out, giving destination marketers more time
to reach their customers.

2017 promises to be a banner year for travel with nearly one-third of American adults
saying they are more likely to take time off this year compared to 2016, according to a
recent AAA survey.

Overall, 42 percent of Americans are planning to take a vacation in 2017 — with
most planning trips to the warm weather destinations in the U.S. and abroad. And
while flight prices are predicted to be 8 percent higher than last year, they are still
down 9 percent compared to two years ago.

As the economy and family budgets have improved, U.S. adults have returned to taking
fewer and longer leisure trips, resulting in a decline in the average number of leisure
trips taken each year. However, research indicates that travel expectations and interest
in travel for the coming year are at their highest levels since February 2008.

USTA also reports personal finances available for travel are at their highest point since
March 2007, suggesting that price, deals and discounts are considered among the least
important determinates on current travel plans.

(Source AAA and US Travel Industry Association)
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Oregon Travel Trends

According to the 2015 Longwood’s study travelers on overnight trips to Oregon were
more likely to travel in their own car and less likely to arrive by plane than the
national average. Travelers on overnight trips to Oregon were most likely to engage
social media by reading travel reviews, posting photos online and looking at travel
photos online. Oregon travelers, as a whole, use social media to plan travel at a
higher rate than the national average.

The top states of origin for overnight trips were Oregon, Washington, California
and Idaho. The states of Virginia, New York, Florida and Texas follow in that
order. The top DMA’s of origin were Portland, Seattle, Eugene, Medford-Klamath
Falls, Los Angeles and San Francisco. The top five main reasons travelers made
overnight trips to Oregon were Touring, Outdoors, Special Events, City Trips
and Resorts the top two trip planning information sources were referrals from
relatives and friends and destination websites.

Direct Travel Spending in Yamhill County in 2015 reached $104.2 Million

reflecting a 5.8% increase over the prior year and an all-time high for
the region.
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Wine Drives Local Tourism Economy

Since the first grapes were planted in the state 50 years ago, Oregon is now recognized
as one of the world’s elite winemaking regions. With 18 designated wine growing areas
located in four diverse regions, Oregon boasts more than 700 wineries producing wine
from dozens of grape varieties.

Oregon has more than 500 wine tasting rooms with the majority of wineries only
a short drive from Newberg.

All of this made wine touring one of Oregon’s top draws. In 2013 (the most recent year
for which statistics are available), wine-related tourism contributed an estimated
$207.5 million in revenues to the Oregon economy. (Oregon Wine Board)

Companies located outside of Oregon have made headlines with substantial
investments in the state since 2013. Firms that have expanded their vineyard holdings
in recent years include:

Ste. Michelle Wine Estates of Woodinville, Washington for Erath in Dundee, Oregon
Domaine Drouhin Oregon in the Dundee Hills region of the Willamette Valley, Oregon
Precept Wine of Seattle, for Primarius in the Willamette Valley, Oregon

Battle Creek Vineyards’ for Unconditional, in the Willamette Valley, Oregon

Jackson Family Wines of Santa Rosa, California purchased a winery and vineyards in Oregon,
adding several Willamette Valley Pinot Noirs to its La Crema line

Maison Louis Jadot of Burgundy, France acquired a vineyard in the Yamhill-Carlton region of the
Willamette Valley and unveiled Résonance Pinot Noir, the company’s first venture outside of France.

Joe Wagner’s Copper Cane Wines & Provisions—based in Rutherford, California and known for launching
the Meiomi label, now owned by Constellation Brands—debuted the Oregon-sourced wine Elouan.

Healdsburg, California’s Foley Family Wines acquired The Four Graces in the Willamette Valley

Judy Jordan—founder and former owner of Russian River Valley’s J Vineyards—purchased a Chehalem
Mountain vineyard for her new Santa Rosa, California-based The Capra Co.

As the supply of land shrinks, Oregon-based wineries are also snapping up vineyards.
(MarketWatchMag, February 2016)
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WINE DRIVES LOCAL TOURISM ECONOMY, Continued

As local investment in the wine industry swells so has other tourism-driven business
in the area. Jason Lett is credited with planting the first grapes in Yamhill County

in 1965 and soon others followed with a vision of growing and making exceptional
Pinot Noir.

The late Joan Austin, great philanthropist and matriarch of the N ewberg based A-dec
Dental Manufacturing Company should be credited with driving the vision of a world-
class resort in Newberg that would serve the demand of the luxury wine travelers.
The Allison Inn and Spa, built in 2009 continues to garner world-wide acclaim as a
destination resort and spa in the heart of Oregon Wine Country in Newberg Oregon.

Other bullish investors have followed suit. Steve Down invested millions in the
Fall Event Center formerly Evergreen Aviation Museum. McMinnville also recently
announced the opening of a new, 36 room luxury hotel that will open downtown on
3rd street in Spring of 2018. New restaurants are popping up around the county.
Building vacancy in downtown Newberg is at an all-time low.

METTE VALL
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Top Travel Trends

Specialization

Luxury Travel Exchange International (LTX) suggests that becoming more niche focused
in your destination marketing will be beneficial. Niches to focus on include weddings
and honeymoons, “volun-tourism” (a form of tourism in which travelers participate

in voluntary work, although this is typically for charity we have an opportunity to
develop opportunities to volunteer in local wineries), spa and wellness, family/multi-
generational travel, adventure/sports and meetings/conferences. By designing custom
and unique niche packages for travelers, the Chehalem Valley area can differentiate
itself, creating a reputation in specialization.

Technology

With anticipated new devices, like the Apple Watch, more people will be accessing the
Internet on the go, making mobile device apps, responsive websites and mobile-friendly
booking more important than ever. It is predicted that over 35% of online travel bookings
will take place on a mobile device by 2018.

Authenticity

The modern traveler is becoming more and more interested in experiencing their chosen
destination authentically. This means they want to interact with locals, avoid tourist
traps, go where the locals go, and do what the locals do. One way to market to authentic
travelers is through storytelling. Travelers looking for a truly authentic experience will
be emotionally driven to explore a destination if there is a great story attached to it.

Experiential Travel

According to Terry Dale, President and CEO of the United States Tour Operators
Association, today’s traveler continues to crave culturally immersive experiences and
experiential tour packages remain in high demand. Nearly three-fourths (71%) of USTOA
members provide travel and tour packages that offer art and culture, with 64% offering
culinary and more than half (57%) providing adventure-focused packages. Vacationers
want to broaden their experiences. Museum passes, show tickets, dining packages and
helicopter tours are all great examples of offerings for the experiential traveler.
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Top Travel Trends, cONTINUED

Millennials Lead the Way

Millennials are one of the most important demographics in travel today. As the largest
generation to date, they are helping to define what the major trends and tastes of

the coming decades will be. Millennials have grown up in the Digital Age. Online
booking options are crucial, while online reviews and user-generated content on
social media are part of the research process for most millennials. Destinations that

attract millennial travelers make their online presence a priority and emphasize user-
generated content.

Don’t Leave Out the Boomers

Baby Boomers (born between 1946 and 1964) are traveling more than ever. Bucket list
experience is the high-ranking motivator for travel among Boomers, meaning they’re
looking to invest in activities rather than simply relaxation. They will be influenced by
good value, as budget can be a factor for those with a fixed income. Like Millennials,
they are looking for experiences that are authentic and high-quality.

Food Tourism

Food has always been a huge part of travel, but seeking out authentic food experience
has increasingly become a motivator for travel. Food experiences don’t exclusively refer
to “dining out”, food markets, tasting sessions, cooking lessons and visits to farms or
vineyard now make up 95% of all food experiences.

(Source: JackRabbit, Travel Trends and Trekksoft Trend Report 2017)
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Situation Analysis

Tourism Product

Newberg’s overarching “reason to visit” is its location at the epicenter of Oregon Wine
Country, which draws travelers from around the world.

Other unique offerings include:

- World-Class Resort and Spa: The Allison Inn & Spa
- World-Class Dining: The Painted Lady and JORY at The Allison Inn & Spa

- Unique wine country touring adventures such as horseback riding, helicopters,
hot air balloons and the trolley

- Widely acclaimed 18-hole public golf course
- One of three remaining Drive-In theaters in the State

« Growing cultural opportunities through The Chehalem Cultural Center
and area galleries and shops




/‘

e

Chehalem Valley 2017-18 Destination Marketing Plan | Page 10

SITUATIONAL ANALYSIS - S.W.0.T. ANALYSIS
(Strengths, Weaknesses, Opportunities, Threats)

Strengths—present advantages

- National interest in Pinot Noir and the Willamette Valley

- The Allison—Already attracting luxury travelers

- Easily accessible within State and to Portland

- Small Town—Scenic Americana Profile

- Friendly town

+ Chehalem Cultural Center

- Home of George Fox University (Sports, Lecture Series & Music)
+ En-route to Oregon Coast

- Several Annual Festivals /events (Memorial Day Wine Tasting Weekend, Memorial
Day Boat Races, St. Paul Rodeo, Old Fashioned Festival, Tunes on Tuesday, Brews &
BBQ, First Friday Art Walk, Camellia Festival)

+ Proximity to regional historical sites (Hoover-Minthorn House, Champoeg Park)

» Outdoor Recreation (Hot Air Ballooning, Skate Park, Chehalem Glenn Golf Course,
Champoeg Biking/Hiking Trails, Bicycle Wine Country)

+ Sportsman Airpark
- Key Attractions (Spruce Goose and Omnimax Theater, Spirit Mountain Casino)
+ Knowledgeable staff at the Visitor Center

- Temperate and low-precipitation summer climate
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SITUATIONAL ANALYSIS - S.W.0.T. ANALYSIS
(Strengths, Weaknesses, Opportunities, Threats)

Weaknesses—present disadvantages
« Although the downtown is improving there are still deteriorating building facades
and a business mix that is too heavily non-retail
- Downtown is not pedestrian friendly (Loud trucks, one-way traffic, traffic volume).
- Lack of additional routes to/from Portland and Hwy 99 Traffic
- Some downtown homes and businesses falling into disrepair
- Lack of variety of restaurants
- Absence of evening entertainment
» Low resident awareness and support of tourism
- Lack of retail shops
- Lack of downtown retail space
- Shortage of buildable land
- Lack of affordable housing

- Lack of safe cycling routes
or outfitters -

+ Limited Public Transportation
+ Limited Meeting Space

- Fragmentation of tourism
effort throughout
Yambhill County
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SITUATIONAL ANALYSIS « S.W.0.T. ANALYSIS
(Strengths, Weaknesses, Opportunities, Threats)

Opportunities-potential advantages

+ Completion of the Bypass

» Austin 450-acre development

» Riverfront development

- Alternative lodging

- Mid-tier hotel recruitment

- Public accessibility to Willamette River
- Downtown Re-development

- Expand shoulder season events

+ Capitalize on Portland convention market:
pre- and post-event connection and meeting planners in Portland

- Completion of the Aquatic Center
- Completion of the Chehalem Trail System
- Expand cross-marketing with GFU audience

- Expanded “engagement” of visitor experiences
(outdoors, vineyards, culinary classes)

SITUATIONAL ANALYSIS * S.W.0.T. ANALYSIS « BRAND STRATEGY
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(Strengths, Weaknesses, Opportunities, Threats)

Threats-potential disadvantages

- Community congestion due to traffic on 99W
- Insufficient Dining Choices
- Lack of retail development
- Shortage of lodging during peak season
» Lack of mid-range lodging choices

- Limited Destination Marketing Budget

- Competition from other destinations—significant expansion
in competitors’ destination marketing budgets

Brand Strategy

To determine Newberg’s position it is important to first identify

its uniqueness, differentiation from the competition and value to

the customer. In doing this, Newberg is set apart from other wine
destinations that are vying for the business of the same traveler/target

audience.

The Chehalem Valley Chamber of Commerce (CVCC) is currently
working collaboratively with the Newberg Transient Lodging Tax

Ad Hoc Committee’s Marketing Subcommittee to define Newberg’s
brand strategy. The CVCC will work closely with the Newberg Transient
Lodging Tax Ad Hoc Committee to implement that strategy through our
existing marketing channels once that work has been completed.
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e Competition for Out-of-State Visitors to other Wine Regions
| Napa

Sonoma

Walla Walla

San Luis Obispo

Santa Barbara County
Texas Hill Country
Finger Lakes New York

Competition for In-State Visitors and Visitors to this Region

Portland

Bend/Redmond
McMinnville

Carlton

Salem

Eugene

Grants Pass

Ashland

Columbia Gorge/Hood River
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Target Audience - Personas

According to the recently commissioned Newberg Tourism Strategy,
Newberg’s Target Audience can be defined as:

Wine Country Adventurers
Are we ready for them? Somewhat

- Need trail connectors, integrating parks & tourism, river access

Millennial Explorers
Are we ready for them? Somewhat

- Need consistent business hours and more variety downtown

- Develop / Integrate classes from cultural center with local tasting rooms
& craft makers (e.g., chocolate shop to feature culinary classes)

George Fox Network
Are we ready for them? Yes, except ...

+ Need upper/mid-level independently owned hotel downtown

The Luxury Wine Travelers
Are we ready for them? ... Not yet

- Newberg area already attracts this traveler to The Allison, & they tour the
exceptional wineries nearby

- BUT downtown Newberg needs additional experiences that meet these traveler’s
desires: boutiques, more local restaurants, culinary classes, robust arts scene

Unfortunately, the Target Audience is weighted toward a future audience since the
consultants themselves indicate that Newberg as a destination is not completely ready
for these travelers.
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Target Audience - Geographic

Utilizing the 2015 Longwood’s report on Visitor Behavior for the Willamette Valley,
our Primary markets include travelers from major cities in:
Oregon Washington

California  Idaho

Secondary markets include major cities in:

Virginia New York
Florida Texas

Target Audience - Demographics

Focus on the visitors that represent the largest audience. We know based on research
that the largest number of travelers in 2017 will be Boomers and Millennials. Utilize
traditional advertising methods (i.e. visitor guides, travel magazines & social media

to target the Baby Boomer crowd. Utilize social media and third party content to reach
the Millennials).

The Allison is already marketing and reaching the Luxury Wine Traveler. Our marketing
plan will seek ways to leverage their existing marketing and Public Relations but will
not invest in specific programs to reach this audience.

This marketing plan will apply the same approach to reaching the GFU Network. More
research needs to be done to determine how the Newberg Destination Marketing Plan

can leverage the marketing that GFU is already doing to reach their alumni and family
of students.
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Key Destination Marketing Goals

- To increase visitor volume, visitor spending and the economic impact of tourism
in Newberg

- Influence the long-term development of Newberg as a destination and its brand

- Increase leisure visitor volume, visitor spending, meeting, tours and group markets
to the Newberg area through effective promotion with media and the travel-trade

- Inspire repeat visitors and word-of-mouth marketing though exceptional visitor
center services

- Foster high-value relationships with our stakeholders

- Promote the importance of business and government investment in tourism

Key Destination Marketing Strategies

- Continue to improve our website as our key marketing tool in the areas of navigation,
usability and content

- Collaborate with the Newberg Transient Lodging Tax Ad Hoc Committee to design and
develop a high impact Newberg brand

- Integrate the “refreshed” Newberg brand into all existing marketing channels
- Enhance the efficiency of targeting digital media

- Continue to leverage the CVCC’s role in the travel decision-making process by
focusing on generating target market awareness via marketing and media relations

- Increase knowledge of Newberg visitors through research
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Key Destination Marketing Tactics

Website: visit.chehalemvalley.org

- Search Engine Optimization (SEO)—Continue to optimize our website with key

search words/terms and content for major search sites including Google, Bing,
MSN, Yahoo, etc.

* Continue to update and enhance our website weekly with blogs featuring
interesting travel itineraries, new travel partners, visitor testimonials, seasonal
specials, family reunion planning information, photos, maps and more

- Tracking — Expand use of Google Analytics to track visits, unique visits, users,
referrers, page views, etc.

* Landing Pages - Utilize special landing pages in order to track ad campaigns and
promotions

Social Media

- Continue consistent posting strategy on Facebook and Twitter. Expand social
media activity to include Instagram, Pinterest and YouTube

- Use effective social media tactics to build relationships with leisure travelers and
media. Tactics include “share,” “like,” “forward,” “retweets,” contests, etc.

* Encourage and assist local tourism partners on effective social media strategies
for their business

- Serve content in a timely, consistent manner, using content calendars,
and advance post scheduling

- Highlight positive media coverage about Newberg
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Public Relations

THE
CHEHALEM (Suggest that this is funded outside the existing contract)
'l AL L -E' P Collaborate with Newberg Transient Lodging Tax Ad Hoc Committee to contract with
e?: s ; a Public Relations Professional to manage the following media relation activities:
- Press Trips—Host regional, national and international travel writers and editors
G U ID E‘ on individualized and/or group press trips

R T - Media Leads—Continue to respond to leads, and forward leads to members from

c E{Lﬁi}g%ﬁ Travel Oregon and the Willamette Valley Visitors Association

- Pre-publication editing & fact checks—Offer to edit articles and guidebook sections
for accuracy ’

- Distribution of semi-annual e-newsletter—Select media that highlights what
is new and interesting in the Newberg area

- Media Kit — Develop an electronic media kit that highlights the outstanding
tourism assets in Newberg and the surrounding area

- Build a more expansive photo and video library that is available for media requests,
ads, and our website.

Publications

- Publish and distribute 19,000 Chehalem Valley Field Guide (tourism magazines)
« Publish Newberg City/Yamhill County map
- Publish Group Travel Brochure

- Publish monthly event brochure for visitors (also distributed to area
lodging partners)
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Leverage Partner Relations

* Promote local tourism events through Willamette Valley Visitors Association,
Travel Yambhill Valley and Travel Oregon’s websites

Event Sponsorship & Support

- Transportation and Volunteer Sponsor for the Oregon Truffle Festival in January;
In addition, the CVCC took over management of Sunday’s Truffle Marketplace

- Presenting Sponsor for the Annual Camellia Festival in April
- Event organizer for Brews & BBQ in July

Visitor Services

- Maintain well-stocked Visitor Center with over 1,000 different maps and brochures of
Newberg and the surrounding area

» All CVCC staff is Q-certified (Travel Oregon Customer Service Training) within 9o days
of employment :

+ CVCC staff stays current with new/closed businesses and tourism partners through
weekly outbound calls and staff “Familiarization Tours”

- CVCC staff receives ongoing hospitality training (Customer Service seminars,
Governors Conference on Tourism, Western Association of Chamber Executives)

- CVCC staff assists all walk-in and telephone visitors with complimentary
itinerary planning

- Email and telephone requests for visitor information are fulfilled within one work-day
- Publish a monthly events publication for visitors

- Visitor Center is open and staffed 7 days per week from Memorial Weekend to the last
weekend in September and 5 days per week October 1st up to Memorial Weekend

- Local and state maps and visitors magazines are stocked in 24-hour access location
at the entrance to the Visitors Center
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Meetings/Retreats

- Continue to promote Newberg as a destination for small meetings or
pre- and post-convention trips from the Portland Convention market

- Continue to support efforts of The Allison Inn & Spa’s group sales team
through the collaboration of a group travel brochure for the Newberg area

Workforce Development

- Continue to develop the workforce for the wine industry through the expansion
of classes at the Oregon Wine Education Center; the Oregon Wine Education
Center has trained over 150 Tasting Room Associates in the last 18 months

- Create a class for front-line employees to educate them on the unique tourism
assets of Newberg and the surrounding community

Community & Government Relations

- Present at area service clubs on the importance of the local tourism industry
- Submit news releases to local media regarding CVCC tourism activities

- Continue to actively participate and collaborate with the Newberg Transient
Lodging Tax Ad Hoc Committee on activities to advance Newberg tourism

- Member of Newberg Economic Development Committee with responsibilities
for Newberg Tourism
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Industry Relations

- Serve on Newberg’s Transient Lodging Tax Ad Hoc Committee
- Serve on Board of Travel Yamhill County

- Serve on Board of Willamette Valley Visitors Association and represent
interests of Yamhill County

- Member of Oregon Destination Marketing Association
- Member of Travel Portland

We tad 4 henildy o sy
bpte A Kot T s
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Newbe rg in the News ciickona quote to view article
“Where to Eat in Oregon Wine Country Right Now” by Michael Russell —The Oregonian

“Newberg is a Gem of a Town, One of the Best of Its Size (22,000) in the Northwest”
by Terry Richard —The Oregonian

“Beginning in the town of Newberg and extending south to the capital city of Salem,
Oregon’s Willamette Valley is characterized by rolling hills and lush valleys. This is
Oregon’s principal wine region, and while it may not be as well known around the
world as California’s Napa Valley, it is no less breathtaking.” —USA Today

“This former pass-through town now has the quality food, sips, and art you used to find
only deeper inside the Willamette Valley.” —Sunset Magazine

“This gateway to Yamhill County wine country is only 30 minutes south of Portland, but
there’s so much to do along Newberg‘s main drag of East First Street that you may
not get to any actual wineries. No matter, since there are plenty of tasting rooms and
restaurants where you can sample classic Oregon pinot noir.” Quick Day Trips by Grant
Butler —The Oregonian

“(Pulp & Circumstance) which opened in June, is another effort by Loni Austin Parrish’s
attempt to turn downtown Newberg into the hippest place in Oregon.” —The Oregonian
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The First Destination in Oregon Wine Country cicon a quote toview artice

“Newberg ... is target central of Oregon’s wine country” —The Oregonian

“California’s Napa Valley isn’t the only place in the country to find great wineries.

Oregon has some up-and-comers that will give wine aficionados a reason to head
north.” Wineries in Newberg & Dundee, Oregon —USA Today

“McMinnville and Newberg regularly vie for the title of top wine-country town. . .
While McMinnville typically has shined brightest in size—and in scope of eating and
shopping options—Newberg and Dundee have boasted the lion’s share of wineries and

tasting rooms. Recent additions to both towns’ arsenal of attractions, though, have
evened the field.” A Toast of Two Cities —Portland Monthly
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The A”ison Inn and Spa (NeWberg) Click on a quote to view article

“Besides having some of the best lodging in Yamhill wine country, indeed in all of
Oregon, the inn has become a popular day visit for Portlanders for its spa services and
its JORY Restaurant.” —The Oregonian

“So what about that Allison Inn? Since it opened in 2009, it has cemented its
reputation as one of the premier luxury resorts in Oregon, even earning a rare national
recognition for quality of lodging in the state. Travel + Leisure magazine’s October
issue will name the Allison as the top hotel spa in the continental United States ...
Newberg also has three restaurants right up there in quality with the best of Portland.
—The Oregonian

TripAdvisor.com names The Allison Inn one of the top 10 pet friendly places to stay in
the U.S. —Oregon Public Broadcasting

“Oregon is perhaps best known for its pinot noirs. You can sample many of these by the
glass at the 85-room Allison Inn & Spa restaurant in the heart of the wine-producing
Willamette Valley.” — The Big Six: Wine country hotels —The Independent (UK)

“You can get a good taster in a day visit, but it’s more rewarding if you hire a car and
spare three days or so to work your way down the bucolic valley, cherry-picking the
best producers. Leave Portland on Route 99W and head south towards Newberg. This
is where the real wine country starts.” Tuscany? Provence? No - it’s Oregon.

—The London Sunday Times

“The birthday girl’s husband had booked our group at The Allison based on magazine
and Internet accolades and because of its location in Newberg, a central base from
which to explore the region’s 200-plus wineries. He chose wisely. The Allison Inn
and Spa opened in September 2009 and in a little over two short years has become the
place to stay when wine touring in Oregon. It made Condé Nast Traveler’s 2010 Hot
Hotels and Hot Spas list and CNN named The Allison and Oregon Wine Country as one
of the Top 9 Spots in the World for Savvy Luxury Travellers.”

—Ottawa Citizen
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The Opportunity for Downtown cickon a quote to view articte

“Perhaps Redmond can be an example of what will happen in downtown Newberg, once
the initial phase of the Newberg-Dundee Bypass is complete in 2016... If anything,

downtown Newberg has the potential to blossom even brighter than Redmond.
—The Oregonian

“Downtown Newberg will still be busy, because it will remain on Oregon 99W and the
bypass will be routed as Oregon 18. But Newberg will get its chance to fully embrace
its location in the heart of Oregon’s wine country.” —The Oregonian

“...if you live in Newberg or Dundee, the best thing about the new bypass — 25
years in the making — is that it gives you the chance to rethink, rebuild or recover
the charm of your wine-country town. Now that the first phase of the bypass is a
reality, it opens up possibilities for each city and allows the conversation to begin

— oraccelerate — about the shape of the future. For Newberg, the opportunity to
reclaim its remarkably intact and historic downtown in a lasting and meaningful way
is another building block in its ongoing growth and revitalization. Even without the
bypass, Newberg has great potential; even with the traffic, we are seeing a resurgence,”
he says. “Downtown has great potential. It’s got great buildings and density” Mike
Ragsdale, On the Road —Oregon Business Magazine

“Work is under way on one of northwest Oregon’s long-awaited and most-highly
anticipated highway projects, the Newberg-Dundee Bypass.” —The Oregonian

“It will get truck traffic and significant auto traffic out of Dundee and N ewberg and give
the downtowns back to the communities,” Torres said. —The Oregonian

“Newberg spruces up downtown to coax some of that traffic to stop” —The Oregonian

Page 159 of 163



Chehalem Valley 2017-18 Destination Marketing Plan | Page 27

2017-18 Budget

REVENUE:

City of Newberg
City of Dundee Contribution

TOTAL REVENUES:

EXPENSES:
Personnel

CEO

Wine Education Center Manager & Instructors

Office Administrator

Visitors Center Coordinator

Visitors Center - Seasonal Help

Benefits - Health Insurance & Retirement

Taxes

Allocated by percentage of time spent on Visitor Center or Tourism Promotion Activities

Marketing

Print Advertising

Social Media Marketing

Chehalem Valley Field Guide

Travel Yambhill Valley Tourism Guide Ad

Willamette Valley Visitors Association—Co-op Ad Opportunities
Governors Conference on Tourism—OQregon Destination Marketing Conference
First Friday Artwalk participation/Trolley Sponsorship

Camellia Festival Presenting Sponsor

Newberg Christmas Lights Seasonal Electricity

Event Marketing—Camellia Festival, Tunes on Tuesday, Brews & BBQ
Website Modifications

SEO Fees

Travel Oregon Tourism Guide Ad

Familiarization Tour Expenses

Contingency Marketing Dollars Set-Aside for Unique Opportunities

Shared

Calculated as 1/3 of overhead in Chamber Budget applicable to tourism
Includes: Dues/Subscriptions, Bank Fees, Insurance, Internet/Web
Miscellaneous, Supplies, Postage, Leases, Printing, Rent, Capital
Improvements, Repair/Maintenance, Telephone, Utilities

Professional Fees

Mileage

$139,886.00
$2,500.00

$142,386.00

$62,000.00

$42,000.00

$47,979.00

TOTAL EXPENSES:
DIFFERENCE:

- $151,979.00
-$9,593.00

Chehalem Valley Chamber funds any negative balance per contract.




Attac :nt 4
BUDGET TLT MARKETING SUBCOMMITTEE PROPOSAL e
Revenue FY 16/17 FY 17/18 FY 17/18 FY 18/19 FY 19/20 FY 20/21 FY 20/21
Supplemental
Budget Budgeted Budget Projection Projection Projection Projection
Gross Operator Reciepts 11,994,410 12,220,625 12,220,625 12,587,244 12,964,861 13,353,807 13754421
Beginning Fund Balance 207,113 250,000 343,718 115,214 0 0 0
Tax Revenue -Restricted for Tourism 359,617 365,703 366,399 377,390 388,712 400,373 412,385
Tax Revenue City Services 665,905 679,160 678,465 698,819 719,748 741,377 763,618
Interest Revenue-Restricted for Tourism 897 897 897 897 897 897
Interest Revenue- City Services 1,667 1,667 1,667 1,667 1,667 1,667
Estimated Additional Funds
Total 1,235,199 1,297,427 1,391,146 1,193,987 1,111,024 1,144,314 1,176,003
Expenses
Transfers out General Fund 665,905 680,132 678,465 698,819 719,748 741,377 763,618
Visitor Center/Destination Marketing
Contract 137,548 139,886 139,886
Visitor Center Contract 105,901 109,078 112,350 115,721
Destination Marketing Contract 120,000 120,000 120,000 120,000
Unallocated Tourism Activity 431,746 477,409 572,795 269,267 162,198 170,587 176,664
Consultant |
Staff - Meetings, Travel, Networking 2,000 2,000| | 2,000 | 2,000 2,000{ | 2,000
Tourism Marketing 14,787 109,622| | 0 0 0 0
Fundraising (Grant Match) 10,000 10,000 10,000 10,000| | 10,000 10,000
Subtotal 26,787 121,622| | 12,000 | 12,000| | 12,000| | 12,000
Tourist Related Facilities (Large Grant) 313,774 430,622 431,173 237,267 130,198 138,587 144,664
Small Grant Program (pilot program) 20,000 20,000 20,000 20,000 20,000 20,000 20,000
Total 1,235,199| | 1,297,427 1,391,146 1,193,987 1,111,024 1,144,314 1,176,003
Ending Balance Restricted for Tourism 0 0 0 0 0 0

* The $250,000 for the Tourist Related Facilities (Large Grant) orginally budgted will not be expended by June 2016 and becomes the Beginning Fund Balace for FY 17/18

Assumptions

Visitor Center Contract escalator of 1.7% annually (Actually tied to CPI-W)
26.5% of Visitor Center Contract for Marketing Services
73.5% of Visitor Center Contract for Visitor Center Operation
$120,000 for Marketing Services ($60,000 salary/$60,000 implementation of marketing/FAMs/web/public relations)

$120,000 for Marketing Services drawn from 26.5% of Visitor Center Contract and reduction of funding for Tourist Related Facilities
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TLT NEW ORGANIZATION MODEL

- Attachment 5
Attachment D

Revenue FY 16/17 FY 17/18 FY 18/19 FY 19/20 FY 20/21
Transient Lodging Tax 1,025,522 1,056,288 1,087,977 1,120,616 1,154,234
Beginning Fund Balance {2016/17) 149,857
Estimated Additional Funds
Interest 2,564 2,580 2,600 2,620 2,640
Total 1,177,943 1,058,868 1,090,577 1,123,236 1,156,874
Expenses
Transfers out General Fund 665,905 685,883 706,460 727,653 749,482
Visitor Center Contract 137,548 141,674 145,924 150,302 154,811
Tourism Promotion (undefined) 374,490 228,731 235,593 242,661 249,941
Tourism Consultant 40,000
Tourism Director - Salary ! 55,000 56,100 57,222 58,366 59,534
Tourism Director - Taxes, Insurance
(18%) 9,900 10,098 10,300 10,506 10,716
Tourism Manager - Admin Support 2 4,100 4,182 4,266 4,351 4,438
Tourism Director - Recruitment 1,000
Tourism Director - Meetings, Travel,
Networking 5,000 5,000 5,000 5,000 5,000
Tourism Marketing 10,000 10,000 10,000 10,000 10,000
Fundraising 10,000 10,000 10,000 10,000 10,000
Office Space Lease/Utilities 3 18,000 20,700 23,805 27,376 31,482
Furniture/Desk/Computer/Phone 10,000 500 500 500 500
Office Supplies 1,500 1,500 1,500 1,500 1,500
Secretary of State filings 100 100 100 100 100
Subtotal 164,600 118,180 122,693 127,699 133,270
Audit {ongoing) 2,000 2,000 2,000 2,000 2,000
Tourist Related Facilities 187,890 91,131 93,500 95,582 97,311
Small Grant Program (pilot program) 20,000 20,000 20,000 20,000 20,000
Total 11,177,943] | |1,058,868] | |1,090,577] | ]1,123,236] | ]1,156,874]

¥ 2% annual COLA
2 2% annual COLA

3 1,500 sft at $1.00 sft at 1.5% annual increase

October 17 2016
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Attachment B
Revenue FY 16/17 FY 17/18 FY 18/19 FY 19/20 FY 20/21
Transient Lodging Tax 1,025,522 1,056,288 1,087,977 1,120,616 1,154,234
Beginning Fund Balance (2016/17) 149,857
Estimated Additional Funds
Interest 2,564 2,580 2,600 2,620 2,640
Total 1,177,943 1,058,868 1,090,577 1,123,236 1,156,874
Expenses
Transfers out General Fund 665,905 685,883 706,460 727,653 749,482
Visitor Center Contract 137,548 141,674 145,924 150,302 154,811
Tourism Promotion {undefined) 374,490 228,731 235,593 242,661 249,941
Tourism Consultant 40,000
Tourism Manager - Salary 2 59,600 60,792 62,008 63,248 64,513
Tourism Manager - Benefits (health,
retirement, etc.} (18%) 8 43,000 47300 52030 57233 62956.3
Tourism Manager - Recruitment 1,000
Tourism Manager - Meetings, Trave,
Networking 5,000 5,000 5,000 5,000 5,000
Tourism Marketing 10,000 10,000 10,000 10,000 10,000
Computer/Phone 600
Fundraising 10,000 10,000 10,000 10,000 10,000
Subtotal 169,200 133,092 139,038 145,481 152,469
Tourist Related Facilities 185,290 78,219 79,155 79,800 80,112
Small Grant Program (pilot program) 20,000 20,000 20,000 20,000 20,000
Total {1,177,943| | |1,058,868] | |1,090,577} | [1,123,236] | ]1,156,874|

: Range 163, Step 1
2 2% annual COLA
* 10% annual increase

QOctober 17, 2016
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Eligibility Requirements

YES NO  NOTES
Tourist, Tourism Promotion, Tourism
1)  Aligns with Transient Lodging Tax regulations (Tourist, Tourism Promotion, Related Facility. The trail is a grey area
Tourism Promation Agency, Tourism related facility) X according to legal counsel review.
2) Promote or create experiences for: Quidoor recreation visitor, Experiential arts, Qutdoor recreation visitor, wayfinding, and
Wayfinding, Downtown enhancement X indirectly downtown enhancement
3) Appeals to designated audiences in the Newberg Strategic Tourism Plan (Wine Wine Country Adventures, Millennial
Country Adventures, Millennial Explores, George Fox Network, and Luxury Wine Explores, George Fox Network, and Luxury
Travelers) X Wine Travelers
4) The project will create or enhance an experience for shoulder or off-season
visitors ' X Both Shoulder and off-season
{5} Does it align with other tourism activities in the community X [Winery tours, restaurants,
lﬁ) Builds on existing assets X ]Vineyards, winery, brewery
2:1 for Phase 1; .33:1 for Phase 2; .7:1
combined Phase 1 & 2 does not meet 1:1
7) lLeverages funding X requirement
8) Entities that have a bankruptcy or other financial corruption within the past five
years are ineligible X None
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Wolves & People Memo
Attachment 5

David S. Wall ~
P.O. Box 756 Newberg, Oregon 97132

February 7,2018 VIA HAND DELIVERY

Newberg TLT Ad Hoc Committee Members: Dennis Lewis, Chair; Shelia Nicholas; Vice Chair;

Rob Felton; Megan Carda; Jessica Bagley; Brian Love; Robert Griffin; Loni Parrish; Kyle Lattimer; Ashley Lippard; Lori Louis
Ex Officio Members: Mayor Bob Andrews; City Manager Joe Hannan

Staff; Doug Rux, Community Development Director; Matt Zook, Finance Director

WASTEWATER TREATMENT PLANT, 2301 WYNOOSKI ROAD Newberg, Oregon 97132 [SET 3}

Re: Wolves and People Vines to Steins Trail project: Where is the Public benefit? Where is the justification?
Dateline: County Desk [Wednesday, (02.07.18)] Is the shady business of doling out taxpayer dollars afoot?

I am very concerned whether granting taxpayer dollars, using the Transient Lodging Tax Designation Development-
Marketing Grant Funds (Herein TLT Funds) to the Wolves and People Vines to Steins Trail [Resolution 2018-3429] is justified.
Does such an Award, if granted “as is,” rise to the level of “Gifting and or Gambling” with taxpayer dollars?

[ am very concerned with the decisions made by the Transient Lodging Tax Ad Hoc Committee. Specifically, the
Rating Criteria and how Rating Scores are justified. To what degree is accountability built into this system, if any?

The issue of “Public Benefit” for the City of Newberg, arising from the grant process and award should be clearly
defined, justified with accounting measures in place to monitor the success and or failure of any and all projects funded by
the TLT. Hllusory projections and grandiose claims of unsubstantiated successes are unreliable and unacceptable.

The Wolves and People Vines to Steins Trail is a “Private Trail.” Access to the “Trail” is conditioned by having
a “Passport.” The “Passport” issue should be fully vetted by the TLT Ad Hoc Committee and the Newberg City Council.

“Letters of Support” for a particular project should not be accepted into the record and or as criteria in the Rating
process from family members of Applicants and or the Applicants themselves.***Letters of Support from other entities
being considered or have been awarded TLT Grant Awards should also NOT be accepted into the record and or as Criteria
in the Rating process. ***It is my opinion, the category of “Letters of Support” should be stricken from the Rating
Criteria and ALL Rating Processes. These “Letters of Support” are easily manipulated and are NOT an accurate
measure for any legitimate objective analysis. An Applicant could easily sit at home on social media like Facebook and
solicit “Letters of Support” to “dupe” the Ad Hoc Committee into giving a higher Rating Score,

TLT Committee Members respective businesses should not be permitted to profit arising from any and all
“Grant Awards.” At least one (1) Ad Hoc Committee Member has profited from a prior Grant Award to an Applicant.

Membership criteria and resulting appointment to serve on the TLT Ad Hoc Committee should not be made by
one member of the Newberg City Council. Background checks should be made and made public records.

Review the voting record of TLT Ad Hoc Committee Members McKinney and departed Member Kelsh.

***Npte the extreme opposites of the scores on the Wolves and People Vines to Steins Trail project (enclosed herein). This is
an indicator of a flawed Rating System. Are there are other competing factors influencing these particular Ratings?

The TLT Grant Application itself requires review. TLT Grant Applications should have a disclosure to alert
the Rating Process that the Applicant has; a Conditioned Land-Use / Agritourism and any and all conditioned Permits
issued by Yamhill County Commissioners and or the Land Use Board of Appeals (LUBA). NO TLT Grants should be
issued to any Applicant who might lose their specific conditioned permit, resulting in a material reduction in the benefit of
the investment by the City of Newberg,

The TLT Ad Hoc Committee should be afforded the Agritourism Permit issued by Yambhill County as referenced and
incorporated into [DOCKET NO.: E-06-16]. Yamhill County Commissioners should have provided this information to you.

It is my opinion, the entire TLT Ad Hoc Committee Members should be excused from further service. A reformulation
of membership must include members from the public and direction be given to a new TLT Ad Hoc Committee vetted by the
entire Newberg City Council during a Public meeting and not “stacked” with local business owners who have competing
conflicts of interests. There are too many current TLT Ad Hoc Committee Members who sit on other “Boards of Directors”
whose entities either support a particular Applicant for a TLT Grant Award or possibly receive one. This is unacceptable.

The influences by Yambhill County Commissioners on the aforementioned current TLT Ad Hoc Committee has not
escaped detection and is also under review.
Respectfully submitted,
/5/ David S. Wall

Cc: The Honorable Yamhill County Commissioners / Newberg City Council
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Wolves & People Vines to Steins Trail

Funding Request  $65,000 - $80,000

Criteria | i | | | Score Range | Lewis |Nicholasi McKinney| Bagley | Carda | Felton | Kelsh |iattimer| Lippard| Louis | Love | Parrish
1. What is the projected return on investment .
a. Predicted number of tourists attracted/overnight guests . 0-5 1 3 0 3 1 2 5 2 4] 5 1 3
b. Will it have lasting impact and utility 0-5 2 3 0 4 3 2 5 2 3 5 4 2
2. Demonstrated history of attracting tourists/overnight guests 0-3 1 3 0 3 1 2 3 1 0 3 2 3
3. Does it engage and enargize local tourism partner(s) 0-3 2 0 0 2 1 3 3 2 1 3 3 3
4. Does it enhance Newberg as a destination 0-5 1 0 0 4 2 4 5 3 2 5 2 2
5. Does it enhance Newberg as a location for Makers and Doers 0-3 1 3 0 2 2 1 3 2 0 3 1 2
6. Does it catalyze downtown development 0-3 0 4] 0 1 0 Q 3 2 2 1 0 2
7. Is it likely to increase visitor spending 0-5 0 0 0 2 1 1 5 2 1 5 1 1
8. Does it enhance tourism from October ~ May or any Sunday —
Thursday Visitation 0-5 1 2 0 1 0 3 5 2 1 5 0O 1
3. Does this project align with at least one of the four target
audiences {Wine Country Adventurers, Millennial Explorers, George
Fox Network, Luxury Wine Travelers) 0-5 3 5 0 4 3 5 5 4 1 5 S 4
42

Total 12 19 0 26 14 23 42 22 11 40 19 23

Total Points Possible 504

Total Points 251

Average 2092

Page 17 of 17
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Attachment 6
CIVED
David S, Wall RECEIV
P.O. Box 756 Newberg, Oregon 97132 FER -9 2018
February 9, 2018 VIA HAND DELIVERY

Initiak ——— e
Mayor Bob Andrews
Councilor Mark Murray; Councilor Stephen McKinney; Councilor Mike Corey
Councilor Patrick Johnson; Councilor Denise Bacon; Councilor Scott Essin
Newberg City Hall; 414 E. First Street; Newberg, Oregon 97132

Re: Wolves and People Veins to Steins Trail project: Where is the Public benefit? Where is the justification?
Dateline: County Desk [Friday, (02.09.18)] Four (4) members of the Public were denled “Comments” at Public Meeting.

I attended the Transient Lodging Tax Ad Hoc Committee meeting on; [Wednesday, (02.07.18)].
Mayor Andrews was in attendance but left sometime during the meeting. Councilor Murray was absent.
Enclosed herein you will find a two (2) page document entitled:

“Wolves and People Veins to Steins Trail project: Where is the Public benefit? Where is the justification?”
Dated: [Wednesday, (02.07,18)]

Since there was NO PUBLIC COMMENT on the aforementioned Meeting Agenda, you did not receive
the documents in a timely manner. Personally, 1 do not understand why a PUBLIC MEETING held in a
PUBLIC BUILDING that is OPEN to the PUBLIC does not have a PUBLIC COMMBENT section on the
agenda; hence the late delivery of the aforementioned documents.

As you can see from a date-stamped copy, the documents were hand-delivered and received the next
day [Thursday, (02.08.18)] by the Yamhill County Planning Department. The Honorable Yamhill County
Commissioners received copies of the documents during their regular business meeting, eatlier the same day
along with my report, The documents speak for themselves.

The TLT Ad Hoc Committee should obtain a copy of the Agritourism Permit issued by Yamhill County as
referenced and incorporated into [DOCKET NO.: E-06-16]; prior to any discussions of Applicant’s prayer for TLT Grant
Award monies for a dubious investment of taxpayer dollars by the City of Newberg,

Today [Friday, (02.09,18)] I discoveted a material conflict of Interest with one (1) Member of the TLT Ad Hoc
Committee who has a direct relationship with Wolves to People. This person should have recused them self from any
rating and scoring to justify a TLT Grant Award for Wolves and People. This person’s business also profited directly from
a TLT Grant Award entity.

In my opinion, you have serious flaws on many levels with the TLT Ad Hoc Committee.
Respecifully submitted,
/5/ David 5. Will
/17

V4
17/

Ce: TLT Ad Hoc Committee Members / Honorable Yamhill County Commissioners
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Wolves & People Memo ‘
Attachment 7

BEFORE THE BOARD OF COMMISSIONERS OF THE STATE OF OREGON ;
FOR THE COUNTY OF YAMHILL
SITTING FOR THE TRANSACTION OF COUNTY BUISNESS

In the Matter of Upholding the Planning
Director’s Approval and Denying the Appeal

of Docket E-06-16; Apptoval of a Permit to Allow
up to 18 Agri-towrism/Commercial Events per
Calendar Year on Property located at 30203 NE
Benjamin Road, Tax Lot 3215-500, Applicant:
Christian DeBenedetti

Board Order 17-74

N N Nt e N\ N st

THE BOARD OF COMMISSIONERS OF YAMHILL COUNTY, OREGON (the Board)
sat for the transaction of county business on March 9, 2017, Commissioners Stan Primozich, Mary
Starrett and Richard L. “Rick” Olson being present,

IT APPEARING TO THE BOARD as follows:

A, By application dated August 30, 2016, Cluistian DeBenedeiti tequested county
approval of a permit to allow up to 18 agri-tourism/commetrcial events per year at his existing,
previously permitted brewery in an historic barn located at 30203 NE Benjamin Road, Newberg.
The property, also identified as Tax Lot 3215-500, is approximately 21,53 acres and is zoned EF-
20;

B. On October 25, 2016, following notice and an opportunity for interested persons to
submit written comments, the Planning Director approved the application, with conditions. A
timely appeal was filed, and a hearing was held before the Board on J anvary 19,2017, The hearing
was then continued to Februaty 16, 2017 for deliberation, following a three-week period in which
the record remained open for additional written testimony and evidence, rebuttal, and the
applicant’s ‘final word’; and

C. On February 16, 2017, following receipt of a staff recommendation to approve the
application, the Board voted 3-0 to uphold the Planning Director’s decision, and to deny the appeal,
with staff directed to prepare written findings for final adoption on March 9, 2017; NOW
THEREFORE, ‘

IT IS HEREBY ORDERED BY THE BOARD AS FOLLOWS:
Section 1.  The Planning Director’s decision to approve Docket E-06-16 is hereby
upheld, and the appeal filed in this matter is denied.
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Section2.  The findings and conditions attached as Exhibit A, and incorporated herein
by reference, are hereby adopted in support of this order.

DONE this 9™ day of March, 2017 at McMinaville, Oregon.

ATTEST: YAMHILL COUNTY BOARD OF COMMISSIONERS
BRIAN VAN BERGEN
County Clerk Chair
\ . L / s,

B)WW NS G O
Depitty/ Crystal Cox’ Comniissiéner MARY STARRETT

o
FORM APPROVED BY: G:)) et @rcd L. (D0, s

/———;—Q f/j/ (6/’ Commissioner RICHARD L. “RICK” OLSON

Timothy 8. Sadlo
Seni({r Assistant County Counsel
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EXHIBIT A - BOARD ORDER 17-74
FINDINGS FOR APPROVAL AND CONDITIONS

DOCKET NO.: E-06-16

REQUEST: To allow up to 18 agri-tourism/commercial events per calendar year
on property located at 30203 NE Benjamin Road.

APPLICANT: Christian DeBenedetti

OWNER: - . . . ... Chatles]J. McClure -

TAX LOT: 3215-500

LOCATION: 30203 NE Benjamin Road, Newberg

ZONE DESIGNATION: EF-20, Exclusive Farm use

REVIEW CRITERIA: Section 1013.01(A)(4) of the Yamhill County Zoning Ordinance
and Oregon Revised Statute 215.296

FINDINGS:

A. Background Facts

1. Lot Size: 21,53 acres

2, Access: NE Benjamin Road, a paved County road.

3. On-Site Land Use: The parcel currently has a brewery and tasting room, a residence, guest
house and a hazelnut orchard,

4, Surrounding Land Use and Zoning: The surrounding properties to the north, south and east
are all zoned EF-20 Exclusive Farm District and arve generally farm parcels that contain
orchards, vineyards and forested areas. Properties to the southwest are in the City of
Newberg and zoned for commercial or residential uses. Properties to the west and
northwest are zoned VLDR 2.5 and contains rural residential uses,

5. Water: Provided by an on-site well.

i)

Sewage Disposal: There is an on-site septic system serving the dwelling, The applicant is
in the process of expanding the existing septic system for two indoor bathrooms in the
brewery. The County Sanitarian has approved this system for up to five employees and 50
tasters, any more than 50 tasters requires portable toilets.

7. Fire Protection: Newberg Rural Fire District.

8. Previous Actions: The propeity has an extensive list of previous land use actions that are
in the tax lot file. The most relevant land use decisions include an approval for the
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establishment of a winery in the barn, which now houses the applicant’s brewery and
tasting facility (Docket C-05-00/SDR-06-00) and the approval for the brewery and tasting
room (Docket C-10-14). Docket C-16-89 allowed for a home occupation bed and
breakfast on the property that is no longer operating,

Applicant’s Request: Page 2 of the application states: “These events will bring custorers
of all ages to the farm brewery to enjoy beers brewed on-site and catered foods prepared
to go with them, often using farm produce and local produce whenever possible. Currently,
lacking the availability of food options, the farm brewery cannot serve minors, These
events will support the brewery operations by increasing visitor durations and allowing
families with children to visit and enjoy our products.”

Orxdinance Provisions and Analysis

The county’s decision to issue the requested permit was based on the applicant’s
demonstration of compliance with the review criteria in section 1013 of the Yamhiil
County Zoning Ordinance, Subsection 1013 was adopted through Yamhill County
Ordinance 871, and allows “agri-tourism” and “other commercial® events in farm zones,
in a manner that reflects authority granted to the county to approve such events by ORS
215.283(4).  Section 1013 states:

“dgri-tourism and other commercial events or activities related to and
supportive of agriculture may be approved in an area zoned for exclusive
Jarm use subject to the standards and criteria in this section. Any
permitted event or activity is personal to the applicant and is not transferred
by, or transferrable with, a conveyance of the tract.”

The subject property is 21.53 acres. The predominant use of the property is as a hazelnut
orchard, The previously- approved brewery and tasting room are contained in an existing
historic barn, with some seating outside, adjacent to the barn, The applicant is requesting
permission to serve food, catered and/or from a food cart, for up to eighteen 72-hour
periods, during which the brewery will typically be open for a total of 18 hours.
(Operating hours for the events are Friday, 4-9 p.im., Saturday, 2-10 p.m. and Sunday, 12-
5 p.m.) Food service is a “commercial” event or activity and in this case, may also be
characterized as an “agri-tourism” event or activity, due to the location of the brewery (in
an historic barn adjacent to a filbert orchard) and because the applicant has indicated that
the events are for beer tasting, with a food truck (or other caterer) to provide food. The
brewery produces beer made with recipes that include ingredients grown on-site such as
hops, fiuits, filberts, conifer and strains of wild yeast. Outside seating adjacent to the bamn
and facing the filbert orchard showcases the natural beauty of rural Yamhill County and
presumably encourages patrons from outside the county to return for other agri-tourist
events or to visit other agri-tourist venues, In this way, the proposed events are “related
to” and “supportive of”’ agriculture.
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The application was made under Subsection 1013.01(A)(4) of the Yamhill County Zoning
Ordinance, which states:

“4, In the alternative to 1, 2 and 3 above, up to 18 events on a tract may be
permitted in a calendar year subject to the following:

a. The events or activities are incidental and subordinate to existing farm
use on the fract and are necessary to support the conmercial farm uses or
the commercial agricultural enterprises in the area and;”

The events will be held in conjunction with the tasting of beer produced on site in an
historic barn and in a seating area adjacent to the barn. Testimony received by the county
that questioned whether the property is in farm use is rejected by the county as not credible.
The county finds credible, and accepts, the applicant’s statements and other testimony in
the record indicating that the property contains a filbert orchard and that other crops grown
on the site by the applicant and/or the owner include hops, fruits, filbests, conifer and wild
yeasts that are used in the production of beer. The property is currently employed for the
primary purpose of obtaining a profit in money by raising, harvesting and selling hazelnuts
as well as a variety of other farm products that can be, and are, used to make and flavor
beer.

The statute and county ordinance allow “events” or “activities” that are “incidental” in
relation to the “existing farm use on the tract,” Like the dictionary, the county considers
“incidental” to mean “subordinate, nonessential, or attendant in position or significance: as
* ¥ % occurring as a minor concomitant” (Webster’s Third New international Dictionary).
Events or activities that are incidental to existing farm uses would be those that are less
important, and subordinate to the existing farn uses on the tract.

The county finds that the proposal to have a single food cart operating on the site, for no
more than 72 hours per “event,” no more than 18 times per year, is unquestionably
incidental to the existing farm uses taking place on the property. The hours of operation
for the events at the brewery are Friday, 4-9 p.m., Saturday, 2-10 p.m, and Sunday 12-5
p.m., meaning that the food cart will operate fewer than the 72 hours allowed under the
statute and ordinance, Under the approval granted by the county, the applicant can only
operate the food cart over the course of 54 days out of the 365 available, Farm uses take
place on the property 365 days per year. By infrequency alone, the operation of the food
cart as allowed under the approval is incidental to the farm use of the property. The
infrequency of operation also supports the county’s conclusion that operation of the food
cart is a “minor concomitant” when compared to the continued predominant use of the
property to produce filberts and the other crops identified by the applicant,

As noted above, the dictionary definition of “incidental” contains the phrase “subordinate
to.” There are degrees of subordination, ranging from ‘extremely minor’ in comparison
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to the main use, or ‘just barely’ less, or less important, than the main use. The county
interprets “subordinate” as used in the statute and ordinance to mean that the events or uses
are cleatly less important or less dominant than the main use. The approval allows service
by a caterer or food cart at the site of an existing, approved brewery adjacent to a filbert
orchard, for up to eighteen-72 hour petiods per year, during which the events will take
place for no more than 18 hours during the 72-hour period. Both the previously approved
brewery and the service of food at the level approved by this Order are clearly subordinate
to the exiting farm uses on the 21-acre site. The “commercial farm uses” on the property
include the filbert orchard, along with other fiuits and vegetables raised on the propetty
that are sold or used in the production of beer. The brewery is a permitted ‘commercial
use in conjunction with farm use’ that cannot be collaterally attacked in this proceeding.
The “commercial agricultural enterprises in the area” include the production of crops,
including filbexts and grapes, Other agriculturally related uses, including wineries, benefit
from visitors to the county, who might come to sample beer at the brewery, and from their
visit decide to return and visit other locations in Yamhill County that make wine or sell
other farm products or market direct ‘farm to table’ or ‘farm to fork’ dining. The intent
of the applicant is to feature, in the food served, locally produced food products. The
applicant also indicated that spent grain from the brewery is provided to an area farmer
who raises high quality pigs and produces bacon and other specialty pork products, He
also stated that he plans to grow more of the ingredients used to make and flavor beer as
the business grows, such as peaches, apricots, cherries and additional hops, Extensive
testimony was received by the county in support of the brewery, from persons who live
within, and outside of Yamhill County, suggesting that the brewery is already benefitting
the agri-tourism industry in the county, and thus the agricultural industry in the county.
At the same time, the applicant and others indicated that starting and maintaining a small
business is difficult and tenuous. It is appropriate that the county do what it can, under
statutory and ordinance authority, to allow small business/agricultural producers fo
promote the agricultural economy of the county and the natural beauty and products of the
county’s farms, when it can be done with minimal impact to surrounding uses.

“Necessary” generally means “absolutely needed.” The applicant presented testimony
that agri-tourism generally, and events promoting agiiculture at the proposed site
specifically, are necessary to support commercial farm uses taking place on the property,
and/or are necessary to support the commercial agricultural enterprises in the area. The
county interprets the term “necessary” to be move than merely “convenient.” At the same
time, a literal interpretation of the requirement could very well result in the inability of any
agri-tourism or comumercial use to qualify for approval. The intent of the statute and of
the ordinance is to provide an opportunity for farm owners to make economic use of their
farms by sponsoring events of the kind that wineries can already sponsor and conduct.
Considering the especially limited, low-impact request being made in this instance, there
is no basis for interpreting “necessary,” as used in the statute and in the county’s ordinance,
in a manner that makes the standard impossible to meet. The county finds that the 18
proposed events ate necessary for the applicant and landowner to continue to make a profit
in money from farm uses taking place on the property, The county also finds that agti-
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tourism is, and will continue to be, an essential component of commercial agricultural
enterprises in most areas of the county, and even more so at the point where a major state
highway enters the county from the Portland metropolitan area.

In this case, the applicant has demonstrated that the proposed 18 food service events to take
place in conjunction with operation of his previously approved brewery are incidental and
subordinate to existing farm use on the tract and are necessary to support the commercial
farm uses or the comunercial agricultural enterprises in the area.

“b. Shall comply with Section 1013.01 (4)(3)(b) through (h) outlined below;
Section 1013.01 (4)(3);
(b) Shall not, individually, exceed 72 consecutive hours;”

Subsection (b) is not an approval standard. None of the events approved under this Order
exceed 72 hours and, given the allowed hours of operation are not expected to occupy more
than 18 hours of each 72 hour “event.”

“(c) One of the six events may allow the artificial amplification of
voice or music firom 8 am. to 10 p.m”

Subsections (c) is not an approval standard. The county interprets the limitation of this
section as referring to outdoor amplified music capable of traveling off-site. It does not
limit the amplified music that might be played inside the barn/brewery or from small
‘bookshelf -style speakers in the outdoor seating area that are played quietly and in a
manner that is not projected off of the site, A condition of approval limits the type of
amplified music limited by this subsection to a single event per year during the hours of 8
am, to 10 p.m., and which is further limited by the hours of operation.

“(d) Shall comply with ORS 215.296,”

ORS 215.296 requires that the local governing body approve uses listed in ORS 215.283(4)
only if it finds that the use will not:

“(a) Force a significant change in accepted farm or forest practices on
surrounding lands devofed to farm or forest use; or

()  Significantly increase the cost of accepted farm or forest practices
on surrounding lands devoted to farm or forest use,”

Subsection (2) of ORS 215.296 states:
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“(2) An qgpplicant for a use allowed under ORS 215.213(2) or (11) or
215.283(2) or (4) may demonstrate that the standards for approval set forth
in subsection (1) of this section will be satisfied through the imposition of
conditions.  Any conditions so imposed shall be clear and objective.”

Under this standard, the county is required to identify the accepted farm and forest practices
occurring on surrounding farm and forest lands, and to then consider whether the proposed
use will force a significant change in, or significantly increase the cost of, those practices.
The “surrounding lands devoted to farm or forest use” include all of the abutting farm
parcels east of Benjamin Road, For the purpose of this analysis, it is not necessary to
consider farm and forest uses taking place south of Highway 99W, because the highway
corridor isolates the farm parcel where the events will take place from lands to the south,
There is no scenario under which the proposed events could have an impact on farms south
of Highway 99W, significant or otherwise,

All of the land west of Benjamin Road is zoned by the county for residential uses, or by
the City of Newberg for residential or commercial uses, This analysis therefore focuses
on abutting lands that are east of Benjamin Road and north of Highway 99W,

The area of consideration includes, predominantly, orchards, vineyards, and forested hills.
Property to the north, like the subject property, contains a large filbert orchard. To the
east are vineyards and a large winery. The owner of the vineyards and winery submitted
testimony into the record in support of the applicant,

ORS 215203 defines “farm use,” and contains the following definition of “accepted
farming practice” that is appropriate to reference in this circumstance. ORS 215.203(2)(c)
stafes:

“As used in this subsection, ‘accepted farming practice’ means a mode of
operation that is common fo farms of a similar nature, necessary for the
operation of such farms to obtain a profit in money, and customarily utilized
in conjunction with farm use.”

Generally, automated machinery and farm labor maintain vineyards and orchards in the
area, and that includes the filbert orchard on the subject property., Disking of filbert
orchards can create dust, and the use of pesticides and herbicides can create problems for
nonfarm uses. No conflicts have been identified that will be caused by the proposed
events and that have the potential to impact any farm or forest use or practice in the area.

The proposed use will take pldce adjacent to a county road and rural residential uses, The
use (catered food service) is otherwise buffered on three sides by the farm on which the
brewery is located. Approval of the event permit, in this case, will not “force” any of the
adjacent or nearby farm users to change any of their farm practices. Benjamin Road is a
county road that is capable of accommodating farm and rural residential uses, and to also
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provide access to neighborhoods in the City of Newberg, The proposed events will not
create sufficient traffic to interfere with existing use of the county road or to hinder in any
significant way the movement of farm equipment or farm labor on the county road. The
applicant’s efforts to run a successful brewety on the site, in part by staging events that
will bring people onto the site, is evidence that the presence of such people at such events
will not interfere, significantly or at all, with the accepted farm practices associated with
the operation of a filbert orchard. In like manner, the fact that the brewery operates
adjacent to a filbert orchard and that the owner favors events that will likely bring more
people onto the site is evidence that the events will not increase the costs of growing and
hatvesting filberts on the site or elsewhere, The owner of the neighboring vineyard and
winery submitted testimony in support of the proposed events, suggesting that no off site
impacts are anticipated at the vineyard that might stem from the occasional serving of food
at the existing brewery next door. The winery’s testimony is that “having food accompany
tastings enhances a visitor’s experience, [and] showcases our local produce and community
* % %> In this instance, the location of the proposed events almost guarantees that there
will be no impact whatsoever to off-site agricultural practices or the cost of those practices,
This isnot a close case. Not only were no impacts alleged to farm practices or costs during
the proceedings to consider whether to allow the requested events—there is no reasonable
basis for concluding that the events, to take place in an area adjacent to a rural residential
area and the City of Newberg to the west; adjacent to a major state highway to the south;
and surrounded by on-site filbert orchards to the north and east, will have any impact
whatsoever on agricultural practices or the costs of those practices on surrounding lands,

“(e) Shall occur outdoors, in temporary structures, or in existing
permitted structures.  Shall not require or involve the construction,
use or occupancy of a new permmanent structure in conjunction with
the activities or events;”

Subsection (e) is not an approval standard, The events will take place both indoors, in the
existing brewery and tasting room, as well as in an existing outdoor seating area adjacent
to the brewery. No new permanent structures are proposed, nor is the construction of any
new permanent structure allowed by this Order.

“09) Shall comply with any applicable health and fire and life safety
requirements;”

The proposed events will take place in compliance with all health, fire and life safety
requirements, as follows:

Sanitation: The applicant cirently has approval from the county sanitarian for two indoor
bathrooms connected to a septic system and the applicant is currently working on installing
these facilities, which will be inspected by the county. The applicant has noted that the
existing portable toilets will be removed, but may be returned for certain events as needed,
because the septic system is approved for up to 50 tasters. The county sanitarian has stated
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that four portable toilets would be required for up to 250 people, A condition of approval
states: “During events in which the applicant anticipates that more than 50 person will be
on site at the same time, the applicant shall provide four portable toilets with a hand~wash
station.”

Food handling and alcohol service: The applicant is aware of his responsibility to obtain
all necessary permits from the OLCC and the Public Health Department, Conditions of
approval ensure compliance with these requirements, by requiring that the applicant obtain
approval from the OLCC for the service of alcohol, and requiring that “Any food service
provided shall be prepared from an approved source that is licensed and inspected by the
Public Health Department.”

Parking and Access: There are currently 150 parking spaces available at the brewery, and
the maximum expected attendance for the events is 250 people. The amount of parking
now available is more than adequate to accommodate the maximum attendance. A
condition of approval limits the maximum number of persons that may be on the site during
an event to no more than 250, Another conditions states: “The maximum number of
vehicles at any one time shall not exceed 125 vehicles and an area to provide up to 125
parking spaces shall be maintained during the events, No on-street parking is allowed.”
It is feasible for the applicant to park up to 125 vehicles on the site, and the conditions of
approval help to ensure that adequate parking areas will be provided. The single access
to the brewery was approved by the Public Works Department and the Five Marshall prior
to the opening of the brewery. There are no other allowed access points to the existing
brewery, where the events will take place.

Traffic Safety: The property is accessed by NE Benjamin Road, from its nearby intersection
with Highway 99W. The entrance to Benjamin Road from the east has good sight
distance, A median lane allows safe entry to Benjamin Road from the west. Benjamin
Road is narrow and without adequate shoulders, just like almost every other County Road,
but sight distance at the entrance fo the brewery is also good, Testimony was received
indicating that Benjamin Road is unsafe, but evidence in the record supports a conclusion
that the level of traffic anticipated to be generated by the proposed events is insignificant,
and will have no impact on the safety of NE Benjamin Road. There have not been any
traffic accidents related to the brewery or its parking lot entrance since the brewery and its
tasting room opened. The county also accepts as credible the applicant’s statements
regarding the seriousness with which his employees take legal requirements prohibiting
sexvice of alcohol to anyone who is visibly intoxicated. The levels of additional traffic
anticipated to be generated by the proposed events is de minimis, and not anticipated to
affect the safety of the public using NE Benjamin Road,

“(g) Shall not, in combination with other agri-tourism or other
commercial events or activities in the area, materially alter the
stability of the land use pattern in the area; and”
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For purposes of this analysis, the “area” includes the land surrounding the barn and outdoor
seating area where food service events will take place, and extending approximately one-
half mile in every direction. The area could be extended further, but extending it would
only bring in additional farm and forest land that is much like the subject property, and
additional urban areas. As noted elsewhere in these findings, the area includes land zoned
EFU (EF-20) along Benjamin Road to the north and east, containing forested hills, filbert
orchards and vineyards, The area under consideration also includes a section of Highway
99W, a four-lane highway with a center median lane and shoulders. There are also
forested and farmed hills, agricultural buildings and residences to the south of, and adjacent
to 99W, and some of that atea is zoned AF-10, The area south of the highway is
effectively separated from the proposed use by a very busy transportation corridot,
Immediately across Benjamin Road to the west are single family, rural residential
dwellings, on lands zoned VLDR-2.5. Also just across Benjamin Road are lands within
the City Limits of the City of Newberg that are zoned residential and commercial.

The brewery is in an historic batn, and part of a “farm ensemble” that is on The National
Register of Historic Places. There is also a residence and guesthouse, a pond, fruit trees
and fiuit/vegetable/hetb gardens in the southwest comer of the property, but the
predominant use of the 21.53-acre property is as a filbert orchard, There ate forests, filbert
orchards, vineyards and a major winery with a tasting toom (A to Z Wineworks, zoned
Resource Industrial) in the area under consideration for this analysis. A significant level
of commercial events and activities take place at the winery, and once constructed, it is
presumed that commercial events and activities will take place in areas zoned for those
uses in the City of Newberg.

The “land use pattern in the area” is decidedly mixed, including extensive, established farm
uses (mostly filberts and grapes) along with rural residential uses and commercial and
residentially zoned land within the City of Newberg, While mixed, the uses appear to be
“stable,” in that they are all established or expected to take place in existing zones.

The proposal, once again, is for a use that is not permanent and is limited by conditions of
approval, It involves what can only be described as the “occasional” service of food,
catered or from a food cart, at an existing, permitted brewery located in an historic barn.
Eighteen 72-hour events are allowed, that are further constrained by the hours of event
operations during the proscribed 72-hour period (totaling 18 hours). The permit can be
terminated after one year, or renewed at that time for four years, Given the already mixed
nature of the uses in the area, between urban and rural, it is reasonable for the county to
conclude that allowing the service of food in this way within or adjacent to an existing
structure where brewing and tasting beer are allowed, will have no direct, material,
substantial, economic, causal effect on any use in the area, and will have no impact
whatsoever on the economic stability of the area.

The county predicts that no uses (zero acres) in the study area will potentially change if
food is served in a barn and seating area adjacent to a barn, up to 18 times per year, at the
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site. Benjamin Road is suitable for use by both farm equipment and by residents and
brewery patrons, and there is no other conceivable interference that the proposed events
will cause to farm or residential uses in the area. “Material” means that some significant
level of alteration will occur. It is perhaps conceivable that the success of Wolves and
People will encourage the creation of other “farmhouge” breweries, somewhere in the
county, sexrving food under an “event” permit, but creation of the brewery in the first place
would require an application for a conditional use permit, and the consideration of
potentially conflicting uses,

The county is also considering the cumulative effect of historical, current and projected
nonfarm development in the area to conclude that issuance of the requested event permit
will not materially alter the stability of the land use pattern in the area. If there is any
“trend” taking place in the area, it is toward the development of more intensive urban uses.
Issuance of the event permit in this case will have a negligible impact, especially in
comparison fo the changes anticipated development within the city will likely bring,

In conclusion: the impacts of issuing the requested permit are negligible with regard to
the stability of the land use pattemn in the area, over both the short and long term. There
is no immediate, significant short-term threat to the stability of the area, and no long-term
threat, considering development trends and possible cumulative impacts. The standard is
met.

(B) Must comply with any conditions established for:

(1). The lypes of events or activities that are authorized
during each calendar year, including the number and
duration of events and activities, the anticipated daily
atfendance and the hours of operation;

(1i). The location of existing structures and the location of
proposed femporary structures fo be used in connection with
the events or activities;

(tii). The location of access and egress and parking facilities
fo be used in connection with the events or activities;

(tv). Traffic management, including the profected number of
vehicles and any anticipated use of public roads; and

(v). Sanitation and solid waste.

Subsection (h) does not contain standards for approval of an event permit. The applicant
has indicated a willingness and ability to comply with all established conditions of
approval, including those referenced in subsection (h).
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¢. Shall occur on a lot or parcel that complies with the acknowledged
minimum lot or parcel size;

The minimum lot size applicable to the subject property is 20 acres, and the subject parcel
is 21.53 acres. The application meets this requirement.

d. Permits approved under this subsection expire one year from the date of
approval;

e. Suich permits may be renewed at four year intervals subject to:
(i). An application for renewal;

(ii). Public notice and public comment as part of the review process;
and

(iii). Demonstration of compliance with conditions of approval and

the standards of this subsection.
Under a condition of approval, the permit being issued will expire one year from the date
of approval. The county’s consideration of a renewal request will be subject to the
requitements of subsection e., above,

CONDITIONS OF APPROVAL:

Based upon the above findings and conclusions, the request by Christian DeBenedetti for
permission to have a food cart or caterer present for up to eighteen “agri-tourism events” per year
in conjunction with beer tasting at his existing brewery on Tax Lot 3215-500, is hereby approved
with the following conditions:

1.

The events shall not, individually, exceed 72 consecutive hours and shall not exceed the
hours of operation as noted in the application, which are: Friday 4-9 p.m., Saturday 2-10
p.m. and Sunday 12-5 p.m.,

The maximum number of persons that may be on the site during an event shall not exceed
250.

The maximum number of vehicles at any one time shall not exceed 125 vehicles and an
area to provide up to 125 parking spaces shall be maintained during the events, No on-
street parking is allowed,

The artificial amplification of voice or music is allowed for one yearly event only between
the hours of 8 a.m. to 10 p.m.
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