Oregon Agritourism Network
Goals for the Day

A Shared understanding of statewide
agritourism strategies

A Up to date information about work to
advance those goals

A Gain clarity about the role of the Network
and your role in the process

A Launch initial action teams
A Clear next steps



What are we talking about?

Farm and
Food-based:
ranch- based:
Traveler
Traveler :
: experiences
experiences )
. authentic
working
local flavor
landscape

AGRITOURISM CULINARY TOURISM
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HEEY  Agritourism Development

10-Year Vision

Oregon is recognized as a world-class destination for interesting,
educational, fun and life-changing food and farm-based experiences.

Visitors find diverse, accessible and high quality opportunities to experience
excellent food and bountiful landscape throughout the whole state.

Easy for Oregon visitors to explore, dine and experience life on a farm, and
to connect agritourism experiences with other nearby visitor experiences.

While agriculture remains the primary function of farms and ranches,
exposure to visitors through agritourism enhances these operations.

The success of agritourism brings increased prosperity to Oregon
communities.
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BN Agritourism Development
= Goals

™

Policy: ... state and local policy is clear and improved. . . agritourism
businesses compatible with the intent of land use law and public health
regulations can operate efficiently.

Industry driven network: Agritourism businesses are well networked with
each other. ..

Marketing: . .. strategic agritourism marketing plan.

Standards: . .. agritourism products and services have been vetted for
authenticity and quality.

Education: Young people have a close and knowledgeable connection with
the state’s agricultural sector ...

Economic impact: Agritourism tangibly contributes to economic vitality



Oregon Agritourism Network
\

Leadership Team!
15-30

'
yoddng

7 buiels
uobalQ |anelL

T

]

Agritourism Industry

Small farms, tour operators, agencies
250+
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e rmemnee Culinary and Agritourism

Education and Training Development

Destination Development !=~ pLAYLIST | 1/3 Tasty Oregon Road Trips: Perfect Wine Country Weekend

Product Development
Bicycle Tourism Development
Bike Friendly Business Program
Outdoor Recreation Development
Development
Oregon Scenic Byways

Sustainable Tourism
Development

Oregon Tourism and We're all about what grows here in Oregon. We
Hospitality Industry

care about where it's grown, how it's caught and
Consortium -
____________________________________ how it's harvested. We want to know all about who

Agritourism Development

Additional Resources cooked 1it, who brewed it and why they served it Culinary Tourism Development: Oregon
the way they did. Oregon is full of people who Bounty
love what they make and make what they love.
s O We've got trendsetters, taste-makers, visionaries
INDUSTRY and mold-breakers. And we want to make sure -
ENEWSLETTER visitors to Oregon experience all of it. ORECON BOUNTY

Oregon Agritourism Working Group
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Destination Marketing
Resources

""""""""""""""""""""" Oregon Agritourism Working
""""""""""""""""""""""" Group

Destination Development In order to develop Oregon’s culinary and

""""""""""""""""""""""" agritourism potential, Travel Oregon 1s convening

. . . N Agritourism Development
Product Development a statewide Working Group to inform its

PRODUCT DEVELOPMENT » CULINARY AND AGRITOURISM DEVELOPMENT >

Bicycle Tourism Development development, sales and marketing strategies. Culinary Tourism Development: Oregon

Bike Friendly Business Program Bounty
In this early phase, the Working Group primarily consists of ~ ---------ssommmmommmoomooooe oo

Outdoor Recreation Development
3 Cregon Agritourism Working Group

agritourism business and entrepreneurs and the followin
Culinary and Agritourism g p g
Development types of organizations:

Lopllerair b = Small farms and ranches such as Gathering Together

Farms and Wilson Ranches
Sustainable Tourism

Development « MNon-profit organizations such as the Portland Farmers Market and Ecotrust

"""""""""""""""""""" « Associations such as the Oregon Brewers Guild and World Food Travel Association

« Regional economic development organizations such as the Northeast Oregon Economic Development

Toolkits Organization
___________________________________ « County governments such as Yamhill County

« State agencies such as the Oregon Department of Agriculture



Our eMNewslemnsar.

Your email.... ‘ [SIGH up )

Working Group Meeting #1 | March 20, 2014

+« Meeting Agenda

Facilitator’s Power Point Slides

« Travel Oregon’s Power Point Slides

+ Video: Communities Powered by Travel — Wallowas

« Video: Tasty Oregon Road Trips: Eat Your Way to the South Coast

« Video: Full on Oregon
« Work Group Meeting Notes

Working Group Meeting #2 | May 15, 2014

« Travel Oregon’s Power Point Slides

+« Work Group Meeting Notes

Working Group Meeting #3 | June 5, 2014

« Travel Oregon’s Power Point Slides

+« Work Group Meeting Notes

Working Group Conference Call | June 23, 2014

+ Work Group Meeting Notes (Draft strategies and goals)

Oregon Agritourism Strateqgies and Goals

Collective Impact Model

Travel Qregon is exploring Collective Impact as a model for guiding its development work in collaboration with
broad stakeholder collectives. If you are interested in learning more about this model, here are a couple of

articles that may interest you:



COMMUNICATIONS

AMeeting notes posted online
AMeeting notes distributed via direct email

A General Travel Oregon industry news
distributed via eNewsletter — Sign Up!

A Agritourism updates distributed via email
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- pasecdimp MNew stutfl Frojects Calendar Everything Frogress Everyone Me Q Jump to a project, person, label, or searc

Gravel Riding Working Group Invite more people  Catch up

59 people on this project  on recent changes

46 Discussions 23 Files Add the first: To-do list Text document Event

Latest project updates

Apr 27 You gave clkeele@gmail.com access to the project: Gravel Riding Working Group

Apr 27 Russell R, commented on Gravel Ride in Central Cregon - Weekend of May 9 & 10
Apr 27 Dan M. commented on Gravel Ride in Cenfral Oregon - Weekend of May 9 & 10

See all updates

Discussions

@ Harry D.
(9 Mastassja P.
* Dan M,

Post & new message Watch a quick video about Discussions

Gravel Ride in Central Oregon - Weekend of May... - We're in for Sunday for sure. Maybe Apr 27 3
Saturday as well. Thanks!

New Gravel Route Upload Form -... - hitp://industry.traveloregon.com/gravel-routes/ Please use Apr 24
this form when uploading new routes from now on. Cheers, Harry & 5Staj

New Gravel Routes Posted!... - Around an additional 40 gravel rides have been added to Apr 24
http://ridecregonride.com/rides/gravel-rides/ . Check "em out! Many thanks to all who submitted

Proposed NEW Steering Committee - Hi All, Just a quick announcement that we are putting the Apr 8 10
Steering Committee on hold for right now: however we are going to be formalizing roles more

May 9th: Next Group Field Trip - Folks, Wanted to get this out there on the calendar for you all. Aprl
Date is now set, where and who will be hosting is forthcoming. Dan

41 more discussions

Files | addfies

Watch a quick video about Files
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Oregon Bounty

Oregoh Tood Trips Take a tasty trip around the state. Add your

delicious adventures to our gallery by tagging
View more Travel Oregon photos ‘I"\em#fraveloregoh.

— featured in — . ESEMENT ===,
-

— ———— M

‘ : @ el & :
-LET'S GET- You [@ “‘. ~STAY INTOUCH- ; —GETIN- | ~FREE TRAVEL- e T s
il v [5y31e]P S SUBSCRIBE | CONTACT | GUIDES | "NETWORK | VISITORS
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7 Wonders

SEARCH INTEREST IN OREGON TOURISM IS ON THE RISE
2013 FORECASTED GROWTH IS 7% Y/Y

B compuen [ Smavphones Teblets
FORECAST

2011 2012 2013
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Source: Google Internal Dats, 115, Based on a basket of the top 1,000 tourism queries related to Cregon.
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7 Wonders 2015

OUR GOAL

INSPIRE PEOPLE TO SEE ALL 7 WONDERS
IN THEIR LIFETIME



7 Wonders 2015

WE ARE GOING TO DO TWO THINGS
TO MEET THIS GOAL

Reasons to visit the 7 Wonders

BROAD INSPIRATION
FOR 7 WONDERS

—> that appeal to everyone.

“I really want to see that Wonder”

Reasons to visit the 7 Wonders
PASSION INSPIRATION that appeal to a specific interest,
FOR 7 WONDERS e.g. golf. “I want to play golf

at that Wonder”




Bounty Media Plan
Our Target Markets

Current Travel Oregon Likes

Current Likes +
Culinary Explorers

Culinary Explorers in TO markets




Culinary & Agritourism Marketing
A What we've heard..

Farm/ranch- Food-based:
based: Traveler Traveler
experiences experiences

working authentic local

T T

Agritourism Culinary

Agritourism




How Are They Different?

% traveloregon
o= 5= 7 months ago - 1e Star Donut:

10

In Portland, | love how you can be surrounded by
nature, vineyards and farms and 30 minutes later be
bluestardon

its eating Valhrona chocolate crunch

donuts with these friendly peeps. @& @julieskitchen for

#traveloregon

thefatgpov. cboldbeauty, eshroyer23

hailmarsh

emilycheyanne

This is extremely necessary! @ah

bacon_iz_good

Glorious glorious @bluestardonuts !! How can we get

one opened in New York City? @browniekat
remember the apple fritter?

sfll rdegive
"Bl asilent k1211 look at deez




photo credit: @anne_parker, subject: Willow-Wit Ranch
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Research has focused on Culinary

Date Filter

Total Guide Orders

D1/01/2015 to 04/2372015

11,878

Guide Order Master Sheet
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Agricultural Tourism is Much More

Date Filter

Total Guide Orders

01/01/2015 to 04/2372015

11,878

Guide Order Master Sheet
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Custom Panel Research
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tion for Travel

The Extent to Which Participating In Activity was a Motivation for Travel

1va

ties as Moti

1vi

Act

Source: MMGY travelhorizons
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Activities as Motivation for Travel

Oregon Travelers: Participation and Motivation Source: MMGY travelhorizons
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50%

40%

30%

20%

10%

Percent of Participants Listing Activity as Primary Reason for Trip

0%

0%

. Took a culinary excursion
.T:mk a farm/agricultural tour

Attended a cooking schuol,."c.

Artended cultural and/or heritage fair or event

ook a winery tour

Attended a culinary event;/festival

Attended a craft beer tasting eve
Visited an artisan food producer .

Antended a2 wine tasting event/festiva .

Visited a microbrewery

Visited a farmers market

Experienced local or regional cuisine

2% A% 6% 8% 10% 12% 14% 16% 18%  20% 22%  24% 26% 28% 30%
Percentage of Visitors Participating in Activity



Activities as Motivation for Travel

Oregon Travelers: Participation and Motivation Source: MMGY travelhorizons

70%
Activity Type
O B Agricultural Tourism Related Activities

B other Activities

60%

50%

o
[=}
=S

30%

20%

10%

Percent of Participants Listing Activity as Primary Reason for Trip

0%

0% 2% A% 6% 8% 10% 12% 14% 16% 18% 20% 22% 24% 26% 28% 30%
Percentage of Visitors Participating in Activity



Oregon Travelers
60%

bring Oregon products home

Become Advocates

30%
purchase Oregon products

several times after returning
home

43%

report they are more likely to
purchase Oregon products
after returning home

Source: Suzanne Cook Consulting. 2011: Oregon’s Bounty
Visitor Behavior and Attitudes Related to Oregon Products



Visits Based on: A Convenience

A Diversity of
attractions

"ﬁt "'«u‘\ w‘it

- ‘ “ld"‘ ', > . -.

“ A Opportunity
to purchase

value-added

products

Data: Fresno/Clovis Convention & Visitors Bureau. 2011: Research on Agritourism Research and Development

Photo Credit: @emily_katz subject: Kiyokawa Orchards



What else can we
learn about this
market?
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Oregon Food Trips

Come taste the food scene you've been hearing
obout. Add your Oregon food & drink phortos to



TravelOregon.com
Agricultural Tourism Sessions
Pages of TravelOregon.com visited

Size of the dot is the number of Unique Pageviews
Each dot is a pge on TravelOregon.com
1/1/14-12/31/14




Agricultural Tourism Sessions
Top categories of pages visited

Themes and Topics of Interest to People Viewing Agricultural Tourism Content*

TravelOregon.com 1/1/14-12-31/14

*Defined as: Sessions which touched pages with the following words in their source URL: wine, agriculture, farm, ranch, vine

20K

[y
[ %]
-~

10K

Unigue Pageviews

5K

OK

Road Trips

Family Travel

Hotel-Motel

Heritage

Culinary

Bed and Breakfasts

Waterfalls

Romance

Cycling j
Shopping j
Museums .

Fishing :I

Artisan Producers .

Rivers :|

Mountains I

Arts ]

Coffee I

Distilleries J

Lakes I

Birding }

Kayaking I



Size of the dot is the
number of Unique
Pageviews

Each dot is a page on

TravelOregon.com
1/1/14-12/31/14

Agricultural Tourism Sessions
Top categories of pages visited




Agricultural Tourism Sessions
Geographic Distribution of Site Users

Sessions which Touch Wine, Ranch, Farm and Agricultural pages of TravelOregon.com

Color is Geographic Index: (Pct. of Agriculture Related Sessions from DMO)/(Pct. of Overall TravelOregon.com Sessions from DMQ)*100
Size is Number of Sessions
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represented in agricultural content than in the

Index above 100 means metro area is more
TravelOregon.com site overall

Agricultural Tourism Sessions
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A Families

Takeaways

A Road Trips

A Museums and
Heritage

GG

T

A Bed and
Breakfast

Experience
ORI SARTL) A Drive Markets
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Photo credit: @anne_parker subject: Willow-Witt Ranch



Marketing an Agricultural Tourism
Message
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Facebook

% Travel Oregon Travel Oregon il Like Page Travel Oregon ifs Like Page
JOREGON o ORECON
This is the definitive cure for what ails you Fruit, lavender, wine and dinner. It's all part of the Farmlandia Farm Loop. Sip the liquid assets of Oregon's Mt. Hood Territory.
Tranquil Countryside Thirsty?
From coffee to whiskey, Oregon's Mt. Hood Territory is sure to quench your thirst.

Need a break?
Portland's urban buzz is surpassed only by its proximity to pastoral beauty.

end in wine country is the perfect cure

A weeke

A Farm and agricultural content resonates

A Imagery must be epic and show place

A Women are more engaged (70% of TO
engagements)



Instagram

traveloregon traveloregon traveloregon traveloregon traveloregon

traveloregon traveloregon traveloregon




Takeaways ALand is

essential

A Culinary

audience is
interested

A Women are
travel planners
and engage
well

Photo credit: @emily_katz subject: Sakura Ridge Farm and Lodge



Impact:

7 COI].C].USiOnS A Economic Development

Audience:
A Families
Women

Culinary Enthusiasts

Bed & Breakfast Fans

o To Io Do

Regional Markets

Marketing Ag. Tourism:
A Unique Aspirational

Landscapes

Photo Credit: @alice_gao subject: Minto Island Growers






