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NORTH COAST STUDIO
GEOGRAPHIC FOCUS



NORTH COAST STEERING COMMITTEE

• Astoria-Warrenton Chamber of Commerce

• Cannery Pier Hotel + Spa

• Cannon Beach Chamber of Commerce

• City of Cannon Beach 

• City of Seaside Visitor’s Bureau

• Clatsop Economic Development Resources

• Community Supported Fishery

• Friends of Cape Falcon Marine Reserve

• Manzanita Visitor Center

• National Park Service

• North Coast Land Conservancy in Seaside

• Oregon Coast Visitors Association

• Oregon Department of Forestry

• Oregon Department of Transportation

• Oregon Parks and Recreation Department

• Pacific City + Nestucca Valley Chamber of 
Commerce

• Pelican Brewing

• Regional Solutions

• Sunset Empire Transportation District

• Tillamook Area Chamber of Commerce

• Tillamook County Transportation District

• Tillamook Estuaries Partnership

• Visit Tillamook Coast



STATEMENT OF INTENT
The North Coast Tourism Studio Steering Committee believes the immediate focus 
must include strategies that aim to achieve systemic change and deliver innovative 
solutions aimed to: 

• Preserve and enhance the natural and cultural resources of the region while offering 
high-quality experiences.

• Encourage stewardship best practices by visitors and the industry.

• Integrate cultural heritage into the visitor experience, authentically and respectfully.

• Reduce congestion during peak seasons and in high-use areas.

• Spread the seasonality of visitation.

• Spread the positive economic benefits of tourism throughout the region and 
maximize the integration with other key economic drivers including fisheries, forestry, 
agriculture and main street retail.

• Increase local understanding and appreciation of the value of tourism, and the 
contribution it makes to the local economy.

• Capitalize upon the array of visionary projects already underway to bolster 
momentum and ensure this region remains a unique destination.



COMMUNITY 
VISION STATEMENT

• Natural features & 
preservation

• Outdoor experience
• Rich cultural heritage
• Culinary & agritourism



SEPT 25 SUMMIT 
Networking Event 

OCT 9 THE PEOPLE’S COAST SUMMIT
OCT 10

OCT 16 DESTINATION STEWARDSHIP - Networking
OCT 17 VISITOR TRANSPORTATION - Workshop

NOV 13 OUTDOOR REC – Networking Event
NOV 14 OUTDOOR REC – Workshop

DEC 4 CULTURAL HERITAGE – Networking Event
DEC 5 CULTURAL HERITAGE – Workshop

JAN 15 VISITOR COMMUNICATIONS– Workshop
JAN 16 TEAMING FOR ACTION – Workshop

Community Celebration Event

NORTH COAST STUDIO
WORKSHOP + EVENTS



AGENDA

TIM E
9:00
9:20
9:45

10:30
11:15

12:00
1:00
1:45
2:30
3:15

ITEM
Welcome & Introductions
The Power of Regional Marketing Efforts
Travel Oregon’s Approach to Destination Marketing
Get the Most Out of Your Content
Listen and Learn: Destination Management Case Studies
LUNCH
Marketing Efforts on the North Coast
North Coast Marketing Speed Dating
Group Discussion
Adjourn



INTRODUCTIONS

• FIRST AND LAST NAME

• ORGANIZATION



THE POWER OF REGIONAL MARKETING



Global Sustainable Tourism Council
Sustainable Destination Criteria

A - Sustainable Destination Management

A14 | Marketing for sustainable tourism
The destination has a program to develop and promote sustainable
products and services compatible with its ecological, social, and cultural
circumstances.

A15 | Promotional materials
Promotional materials are accurate and complete with regard to the
destination and its products and services, including sustainability
claims.



VISITORS ONLY KNOW WHAT THEY ARE 
TOLD OR SHOWN ABOUT DESTINATIONS



REGIONAL 
MARKETING

• Extends individual budgets
• Reinforces key messages
• Creates feedback loops



NORTH COAST 
LANDSCAPE

• 89% of visitors are here for 
leisure travel

• North Coast visitors are 
traveling to more than one 
destination during visits

*North Coast Visitor Opportunity Study, University of 
Oregon, 2018



AFRICAN SAFARI MODEL



AFRICAN SAFARIS

• Are some of the first examples of 
modern international tourism

• Were revolutionized in the 1960’s 
when the gun was dropped for 
the camera

• Operate within a closed-loop 
system that supports consistent 
visitor experience that meets 
visitor expectations



HOW IT WORKS

• Safari operators are responsible 
for:

• Destination development
• Hiring and contracting 

tourism related staff
• Destination marketing
• Trip planning and booking



ABERCROMBIE & KENT



ABERCROMBIE & 
KENT

• Manages local action projects 
that support destination 
priorities

• Uses visitor communications to 
invite donations to their work

• GOAL: Inspire visitors to donate



DESTINATION DEVELOPMENT



DESTINATION 
MARKETING



TRAVEL LOGISTICS



HOSPITALITY



EXPERIENCES



MESSAGE STRATEGY

• Action project work is listed on 
website

• Project site are included in 
visitor itineraries

• Staff and guides reinforce key 
messages during trip

• Donation asks are made on the 
last night of the stay



ACTIVITY #1
COORDINATED REGIONAL MARKETING



North 
Coast 
United

Shared 
Identity 

Crisis

Rise + Fall: 
Chaos on 

the N. Coast

Keep it 
Beautiful,

Keep it Local

Visitation and          economic focus 

C
ol

la
bo

ra
ti

on
 fo

cu
s Increased Visitation

Focus is primarily on driving 
visitor numbers and 

maximizing economic 
impact. The priority is 
building the growth of 

tourism dependent and 
related businesses. 

Investment is made primarily 
in iconic and popular areas 

helping drive greater 
visitation to the region’s high 

profile destinations. 

PLAUSIBLE
SCENARIO

MATRIX
2030

Locally focused activities  
Strong focus on local activities and communication 
within local sectors and communities. The focus is 
primarily on driving local benefit and value. At a 

regional scale, there are fragmented and disjointed 
collaboration efforts, and a lack of overall co-

ordination and collaboration. 

Strong regional collaborative approach 
Strong focus on building regional collaboration and 

connectivity up and down the region. The emphasis is 
on building interconnected regional scale product and 

visitor experiences, which spans across the various 
amenities and regional destination locations.

Managed Impact
Focus is primarily on 

optimizing the economic 
impact, with the intent of 

protecting and enhancing the 
natural and cultural assets. 
Sustainability and societal 

impacts are carefully 
managed by applying active 

destination management 
efforts. Investment is made 

to carefully moderate 
potential negative visitor 

impact, and enhance positive 
impact. 







ACTIVITY #1

1) What visitor communication opportunities exist for the North Coast
when the region is working collaboratively and managing visitor
impacts? (For example, car free transportation options are being
shared with visitors when they book hotels.)

2) What tactics could be implemented by the North Coast region to
achieve stronger regional visitor communications to manage
impacts? (For example, develop a set of key messages for all North
Coast stakeholders to include in their visitor communications.)



TRAVEL OREGON MARKETING APPROACH:
THE CONSUMER MINDSET AND THE VLM



GLOBAL MARKETING & SALES



• Brand and Consumer Advertising

• Digital Platforms and Content

• Insight and Planning

• Consumer, Industry and Corporate 
Communications

• Marketing Services

• State Welcome Centers

GLOBAL MARKETING



KLAMATH  FALLS
5

ONTARIO

3

6

7

8

BOARDMAN
2

PDX

LAKEVIEW

OREGON CITY

SEASIDE 1

BROOKINGS 4



WHAT WE KNOW ABOUT 
VISITORS



MARKETING
OBJECTIVES

Continue to engage 

consumers in the Oregon 

brand

Breakthrough market 

clutter by focusing our 

messages

Engage in conversations with 

consumers who identify with the 

Oregon mindset

Leverage fans of Oregon 



TARGET
ACTIVE ADVENTURER
 Traveled 2+ times domestically 

in last 12 months for vacation 

exclusively

 They participated in 1+ of the listed 

leisure activities in the last 12 months

 They participate in any of the 

listed sports

 Ideal vacation is full of activities, 

exercise, dining and sightseeing 

and they tend to avoid guided 

and/or group tours

LEISURE ACTIVITIES
 Attended an art 

gallery
 Went to the beach
 Dined Out
 Camped Overnight

SPORTS
 Mountain Biking
 Canoeing / Kayaking
 White Water Rafting
 Skiing / 

Snowboarding

 Surfing / Wind surfing
 Hiking / Backpacking
 Golf



 S E AT T L E
 P O R T L A N D
 S A N  F R A N C I S C O

DOMESTIC
MARKETS



THE VISITOR LIFECYCLE



ACTIVE ADVENTURER SEES INSPIRING 
CONTENT

 ADVERTISING
 PR

TRIP PLANNING AND RESEARCH

PURCHASE

EXPERIENCE

SHARE

 RESEARCH DESTINATIONS 
AND LODGING

 DISCOVER ACTIVITIES
 COMPARE PRICES

 PROMOTIONS
 FEATURED STORIES

 BOOK TRAVEL
 BOOK LODGING

 BOOK ACTIVITIES

 WELCOME CENTERS
 TRANSPORTATION

 MAPS

 SOCIAL MEDIA
 WORD OF MOUTH

TRAVELER DECIS ION MA KING P ROCESS



OUR GOAL

GUIDE ACTIVE ADVENTURERS THROUGH EACH STEP 
OF THEIR TRAVEL LIFECYCLE BY SEAMLESSLY 

PROVIDING THEM WITH RELEVANT ASPIRATIONAL 
AND TIMELY CONTENT BASED ON THEIR TRAVEL 

PREFERENCES, RESULTING IN AN UNFORGETTABLE 
OREGON EXPERIENCE



THE VISITOR LIFECYCLE



Strategy: Increase top of mind 
awareness for Oregon as a premier 
travel destination

Consumer Mindset: Wow! This area 
of Oregon looks amazing! I need to 
find out more. Let’s go.

Key Players: Travel Oregon, RDMO, 
Wieden + Kennedy, Sparkloft, 
MediAmerica

THE VISITOR LIFECYCLE



Strategy: Provide potential visitors 
with the tools and resources they 
need to create a great trip.

Consumer Mindset: Time to 
research. What will make this trip 
unforgettable?

Key Players: Travel Oregon, RDMO, 
DMO, Online Travel Agents (OTAs), 
Sparkloft, MediAmerica

THE VISITOR LIFECYCLE



Strategy: Make it easy and simple for 
visitors to book their travel needs

Consumer Mindset: I’m ready to book 
my trip.

Key Players: Businesses, Online Travel 
Agents (OTAs) Travel Partners (Alaska 
Airlines), Tour Operators

THE VISITOR LIFECYCLE



Strategy: Provide visitors with all the tools 
and guides to help them feel independent 
during their Oregon vacation

Consumer Mindset: The scenery is 
amazing. Oregonians are so friendly!  Let’s 
explore some more!

Key Players: Businesses and frontline staff, 
Welcome Centers, Chambers of 
Commerce/ Visitor and Convention 
Bureaus, Guides and Operators

THE VISITOR LIFECYCLE



Strategy: Offer and encourage visitors to 
share their experiences through the 
appropriate social channels

Consumer Mindset: How’s this for an 
ocean view? #oregoncoast #ocean 
#traveloregon

Key Players: Active Adventurer, Travel 
Oregon, RDMO, DMO, Businesses

THE VISITOR LIFECYCLE



Strategy: Continue the conversation 
with visitors after their trip and provide 
additional recommendations on future 
trips that they might like

Consumer Mindset: Let’s go again! I 
want to try rafting this time

Key Players: Travel Oregon, RDMO, 
DMO, Wieden + Kennedy, Sparkloft, 
MediAmerica

THE VISITOR LIFECYCLE



HOW MARKETING FITS IN



 Trip research on TO.com

 Listings and digital 

content

 Itineraries

HOW MARKETING FITS IN



 Hotel and Airline booking 

websites

 Rentals

 Guide and tour packages

HOW MARKETING FITS IN



 Visitors Centers

 Maps and Guides

 Tours and Operators

 Customer Service

HOW MARKETING FITS IN



 Word of mouth referrals

 Instagram, Facebook, Twitter, 

HOW MARKETING FITS IN



 Advertising
 PR
 Consumer shows
 Events
 Enewsletter

CONSUMER E-NEWS

HOW MARKETING FITS IN



GLOBAL SALES



MARKETING
OBJECTIVES

Create awareness through media 

and travel trade channels

Promote Oregon as a year-round 

destination

Offer world-class familiarization 

tours of Oregon product

Generate fans of Oregon around 

the world



•Book 6-12 months in advance 
•Stay Longer
•Spend More on Average
•Book Midweek and Shoulder 
Season 

•Rarely Cancel 
•Work Well in Conjunction with 
Domestic Business

INTERNATIONAL VISITORS



EUROPE 
•Germany
•France
•United Kingdom
•Scandinavia 
•The Netherlands

ASIA 
•Japan 
•China 
•Korea – Emerging 
Market

• India – Emerging 
Market

OCEANIA
•Australia 
•New Zealand 

THE AMERICAS
•Canada
•Mexico

DOMESTIC TRAVEL 
TRADE
•Domestic marketing 
specifically focused on 
group and FIT travel 
trade 

INTERNATIONAL MARKETS



• Travel Agent 

• FIT/Fly Drives/Packaged 

Travel)

• Tour Operators

• Online Travel Agencies 

• Guaranteed Vacations

INTERNATIONAL VISITORS
BUY TRAVEL DIFFERENTLY



RECEPTIVE TOUR 
OPERATORS   
• Help leverage entire communities 

• Based in the US

• Sell only to International Tour Operators 

• Make it easy for tour operators to book 
and pay

• Contract directly with Oregon suppliers

• Only get paid if supplier gets paid

• Market your business

• Business booked outside of contracts

• Makes your community accessible to 
international communities 

• Similar process to other OTAs



•Tradeshows (Trade, Media & 
Consumer)

•Sales Missions

•Trade and Media Fam Tours

•Tour Operator Partnerships

•Activations 

•Out of Home Advertising 

•Brand USA 

HOW WE MARKET



LEVERAGE IMPACT

CONNECTING DESTINATION 
MANAGEMENT 

AND
VISITOR COMMUNICATIONS



VISITOR COMMUNICATIONS
READY,SET, GORGE!



VISITOR COMMUNICATIONS
READY,SET, GORGE!



VISITOR COMMUNICATIONS
READY,SET, GORGE!



VISITOR COMMUNICATIONS
READY,SET, GORGE!



VISITOR COMMUNICATIONS
READY,SET, GORGE!



ACTIVITY #2
GET THE MOST OUT OF YOUR CONTENT



ACTIVITY #2

1) Each table receives Destination Marketing content related to the
North Coast along with copies of the statement of intent

2) Take 7 minutes to review the statement of intent and Destination
Marketing content

3) Group discussion about how the content can be refined to better
address the objectives of the statement of intent



BREAK



LISTEN AND LEARN:

DESTINATION 
MANAGEMENT CASE 

STUDIES



KEVNEY DUGAN
Visit Bend



LIZZIE KEENAN
Mt. Hood & Columbia River Gorge



Q & A



LUNCH BREAK



MARKETING EFFORTS 
ON THE NORTH 

COAST



MARKETING SPEED DATING



BREAK



ACTIVITY #3
REFLECTION & NEXT STEPS



ACTIVITY #3

1) What project ideas have you heard today that resonated
with you?

2) Which of those ideas are the most actionable to bring
forward during the Igniting Action Teams workshop
tomorrow?



KEY THEMES
Table 1
• Real time capacity to receive information using beacon technology or peak times (2)
• Care for the Coast campaign. Develop Cohesive stewardship message – keep the

messaging consistent and with incentives. People can share themselves demonstrating
messaging socially for prizes (5)

• Meet people where they are through an Ambassador style program / Host certification
/ consider local interpretation (6)

Table 2
• Develop a stewards of the coastal landscape program (like visit bend) (4)
• Develop a unified event calendar with a focus on offseason opportunities (3)
• Develop marketing partnerships and related collaborations
• Increase voluntourism opportunities

Table 4
• Identify a Friends of the North Coast style organization that can fulfi l l a Friends of the

Gorge role

Table 5
• Developing curated itineraries that highlight experiences across the entire North Coast
• Increase shuttle capacity to support communications related to transportation
• Expand the North Coast Partnership across the entire North Coast region



THANK YOU
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