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NORTH COAST STUDIO
GEOGRAPHIC FOCUS




NORTH COAST STEERING COMMITTEE

* Astoria-Warrenton Chamber of Commerce e Oregon Department of Forestry

* Cannery Pier Hotel + Spa « Oregon Department of Transportation

« Cannon Beach Chamber of Commerce « Oregon Parks and Recreation Department

* City of Cannon Beach e Pacific City + Nestucca Valley Chamber of
Commerce

e City of Seaside Visitor's Bureau

* Clatsop Economic Development Resources * Pelican Brewing

« Community Supported Fishery * Regional Solutions

 Sunset Empire Transportation District

Friends of Cape Falcon Marine Reserve
e Tillamook Area Chamber of Commerce

Manzanita Visitor Center
e Tillamook County Transportation District

National Park Service
e Tillamook Estuaries Partnership

North Coast Land Conservancy in Seaside
e Visit Tillamook Coast

Oregon Coast Visitors Association



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.

e 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.

o 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




NORTH COAST STUDIO

SEPT 25 SUMMIT

OCT?
OCT10

OCT 16
OCT 17

NOV 13
NOV 14

DEC 4
DECS5

JAN15
JAN 16

Networking Event

THE PEOPLE'S COAST SUMMIT

DESTINATION STEWARDSHIP - Networking
VISITOR TRANSPORTATION - Workshop

OUTDOOR REC - Networking Event
OUTDOOR REC - Workshop

CULTURAL HERITAGE - Networking Event
CULTURAL HERITAGE - Workshop

VISITOR COMMUNICATIONS- Workshop
TEAMING FOR ACTION - Workshop
Community Celebration Event



AGENDA

@:00
@:20
@:45

10:30

11:15

12:00

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

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

e FIRST AND LAST NAME

 ORGANIZATION



THE POWER OF REGIONAL MARKETING



Global Sustainable Tourism Council
Sustainable Destination Criteria

A - Sustainable Destination Management

Al14 | 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.






REGIONAL
MARKETING

Extends individual budgets
Reinforces key messages

Creates feedback loops




NORTH COAST
LANDSCAPE

e 89% of visitors are here for
leisure travel
e North Coast visitors are

traveling to more than one
destination during visits

*North Coast Visitor Opportunity Study, University of
Oregon, 20178




AFRICAN SAFARI MODEL



AFRICAN SAFARIS

 Are some of the first examples of
modern international tourism

e Were revolutionized in the 1960's
when the gun was dropped for
the camera

e 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

Manages local action projects
that support destination
priorities

Uses visitor communications to
invite donations to their work

GOAL: Inspire visitors to donate




DESTINATION DEVELOPMENT

CANADA
I Save the Florentine
Monuments: Hansraj
* Children’s Home Bagan Soap Recycling
1T ALY Diwnta-r SChc'D'
Jordan Bike Enterprise Program Deepalaya | InleLake
Madaba Special Needs SchOOI-Tg', AN .’School? Education
1Y . Muang Khay Secondary School
Funtasia Cultural Center = T NDlA AN AL
g , Bwindi Women SinKyun &
B‘rmdl Comtﬁuﬂﬂ‘y Bicyle Enterprise Village 1 "’TET’*“"“* Chiang Mai Mushroom House
Hospital & Nursing School /
Ebenezer Primary School Maiibtvs WThaanth o ?ttf’\\» SM.:-m Reap Schools
S i Cheetah Proiect o N Y e Conservation Pt:ried Leopard Cambodia ;“"-‘a“
erengeti Lheetah Projec BB Ys  Program Water Project
Mwika Beekeeping Project - = - ———— Sale Water School Initiative
U ph - I hi i ial N
v Kakumbi Community & School boru School for Children with Special Needs
Childrenofthe ® Y I..t Kilimanjaro Porters Assistance Project
Rainbow School : Education on the Edge of Wilderness

Rhino Conservation Program
Duuma Wajane Bike Shop

Nakatindi Community & School

10 L%

Elephant Outreach Program

Dipetsana Bike Shop Kiwi Encounter 't



A&K's Recommended Journeys to Africa

DESTINATION
MARKETING

| exclusively for each
stination and luxury

C ‘:L L I- 5 S 5 - 5 5 :-!‘ 3 - q I.L"_'IR'.-' BAZEGRD? JOURNEYS
or speak to your travel professional Kenya & Tanzani

Wi o Lo o

LUXTUERY SMALL QGROUF JOURNEYS LUXTERY SMALL GROUP [OURNEYS

i i Shoele 20
Style 20

L

e
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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

ﬁ-d“ -'l"' -




- ....t.%..t\ - - ...-.

! -

e, S
YRR STTA N
SRS x,z,._n YA

A N




PLAUSIBLE
SCENARIO
MATRIX
2030

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.

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.

Collaboration focus

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.

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.

futures>iQ

Create Future Intelligence™




NORTH COAST TOURISM SUMMIT -
SCENARIO DEVELOPMENT FRAMEWORK
EXPECTED FUTURE - 2030

INCREASED VISITATION

STRONG REGIONAL COLLABORATIVE APPROACH

—— RISE AND FALL; CHAOS
ON THE NORTH COAST
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NORTH COAST TOURISM SUMMIT -

SCENARIO DEVELOPMENT FRAMEWORK
PREFERRED FUTURE - 2030

INCREASED VISITATION
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LOCALLY FOCUSED ACTIVITIES



NORTH COAST TOURISM SUMMIT -
SCENARIO DEVELOPMENT FRAMEWORK

EXPECTED FUTURE - 2030

INCREASED VISITATION

STRONG REGIONAL COLLABORATIVE APPROACH

STRONG REGIONAL COLLABORATIVE APPROACH
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1)

2)

ACTIVITY #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.)

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

Brand and Consumer Advertising

Digital Platforms and Content

Insight and Planning

e Consumer, Industry and Corporate
Communications

« Marketing Services

e State Welcome Centers



GREATER
PORTLAND MT.HOOD & THE
COLUMEIA RIVER

GORGE

SEASIDE O
@.
3

EASTERN

SOUTHERNM

BROOKING ® O



WHAT WE KNOW ABOUT
VISITORS



MARKETING

Continue to engage

consumers in the Oregon

brand

Breakthrough market
clutter by focusing our

messdages

Engage in conversations with
consumers who identify with the

Oregon mindset

Leverage fans of Oregon



TARGET

* 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

= |deal 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



DOMESTIC

= SEATTLE
= PORTLAND
= SAN FRANCISCO




THE VISITOR LIFECYCLE



TRAVELER DECISION MAKING PROCESS

ACTIVE ADVENTURER SEES INSPIRING

CONTENT
= ADVERTISING = PROMOTIONS
= PR = FEATURED STORIES

TRIP PLANNING AND RESEARCH

= RESEARCH DESTINATIONS = DISCOVER ACTIVITIES
AND LODGING = COMPARE PRICES
PURCHASE
= BOOK TRAVEL = BOOKACTIVITIES

= BOOK LODGING
EXPERIENCE

= WELCOME CENTERS
= TRANSPORTATION

= MAPS

SHARE

= SOCIAL MEDIA
= WORD OF MOUTH



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
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THE VISITOR LIFECYCLE

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

m
v

Consumer Mindset: Wow! This area
of Oregon looks amazing! | 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.

m
-’

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.

m
-’

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, DMOQO, 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! |
want to try rafting this time

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




HOW MARKETING FITS IN

wil Verizon T 3 3%

< Photo <

9 traveloregon

Liked by katydclair, hisachie and 2,156 others

traveloregon Do you have a favorite place to find
flawers in Oregon? The Wooden Shoe Tulip Farm
inspired this scene in our animated video.

traveloregon @dakotakappen That's a magical place.

@D Q

®
Q
®




HOW MARKETING FITS IN

Fraacen 1z o B : Pacific Coast Scenic Bywar by Kanfl Sugaharo

Ready to hit the road? In Oregon it's about the journey as much
as the destination.

m
-’

= Trip research on TO.com

And the destinations are pretty great here. Go ahead, tak

= Listings and digital
content

bl Bl onsan (e = |tineraries



HOW MARKETING FITS IN

ACCOMMODATIONS

o)
L L

tripadvisor
= Hotel and Airline booking

ek -

Al RLINTES

Expediar

= Rentals

= Guide and tour packages



HOW MARKETING FITS IN

m
o

Visitors Centers

Maps and Guides

Tours and Operators

Customer Service



HOW MARKETING FITS IN

Emily Forsha added 4 new photos.

& July 31, 2014 at 10:12am

I'm on one of my tours of Oregon! We started with the . ke i
Southern Oregon Coast and are now exploring
Southern Oregon. We're currently en route to Crater
Lake. Follow along with our trip on Instagram by
checking out the #oregontour14 hashtag.

m
»

eav R
5Bkas
candidicemn #bardan foregon chilysiiy &, «

ad Qa B 9 e

\ = \Word of mouth referrals
Qv H

¥ #ocean ime... more
surglcalcapsdoteom Hi wow biggle

= |nstagram, Facebook, Twitter,




HOW MARKETING FITS IN

. CRAYEL PlacestoGo Things to Do Plan Your Trip

OREGON TRIP IDEAS

#
wwwwww

m
-’

A YEAR OF OREGON ADVENTURES

Make all your Oregon dreams come true in 2019.

START PLANNING >>

"""""""""""""""""""" = Advertising
= PR
CONSUMER E-NEWS = Consumer shows
= Events
= Enewsletter



GLOBAL SALES



MARKETING

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



INTERNATIONAL VISITORS

*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 MARKETS

EUROPE OCEANIA
*Germany e Australia
France *New Zealand
*United Kingdom
*Scandinavia THE AMERICAS
*The Netherlands «Canada

*Mexico
ASIA
*Japan DOMESTIC TRAVEL
*China TRADE
*Korea — Emerging *Domestic marketing

Market specifically focused on

*India — Emerging group and FIT travel

Market trade



INTERNATIONAL VISITORS

Oregon

L r T 0 LT TR
M—— . L —
< . -
- " ne Egors, g - el - -
Don't just look. Leap o 5 .
surving Crater Lass Nasorsl Pars. Oregon wil most
ceriry ot IssToot
.
- = 3 il S
s

Travel Agent
FIT/Fly Drives/Packaged

Travel)

Tour Operators

Online Travel Agencies

Guaranteed Vacations




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

e Similar process to other OTAs



HOW WE MARKET

* Tradeshows (Trade, Media &
Consumer)

*Sales Missions

*Trade and Media Fam Tours
* Tour Operator Partnerships
e Activations

* Out of Home Advertising

*Brand USA

Buchungs- & ine b4 G:00 a if 00 | T Q30 -TOT9340 | E3 0325-127006 | = 0720.-515875

—_ H%%pﬁ?rli?:.a‘gﬁs St Y ge;d}

Home Flige unterkiinfte Mietfahrzeuge Rundreisen Angebote Kreuzfahrten

Mehr Arikel dber
Oregon
|

Infos / Empichiungen (2)

Haws (1)

Fotu: S £10

nziel Oregon: eine Welt der
er

Lust auf Urfaub?

Unsere Nordamerika-
Resseexpartan beraten Sie
gem und findsn Ihis
Traumreise

Snprachen Sie uns an!

OREGON

in Abenteuer wartet.



LEVERAGE IMPACT

CONNECTING DESTINATION
MANAGEMENT
AND
VISITOR COMMUNICATIONS
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VISITOR COMMUNICATIONS

THE NATION'S LARGEST BI-STATE SCENIC AREA IS
A SITE T0 SEE - AND A PLACE WORTH PROTECTING

Established in 1986, the Columiia River Gorge Mational Scenic Ares protscts nsarly 283,000
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VISITOR COMMUNICATIONS

COLUMBIA GORGE EXPRESS i v

P o Transsate
he easy way through the Gorge

NEWS AND UPDATES

The easy way to Multnomah Falls!

The Columixa Gorge Express is a convenient, reliable and fun way to travel
between Portland and some of the best the Gorge has to offer, including
conic Multnemah Falls. in 2018, the Columbia Gorge Express will serve:

* Gatewdy Transit Center in Portland

* Rooster Rock Seate Park
= Multnomah Falls
it 218 6 s o
* Hood River \2aer Y
What's new in 2018:
2018 Service Dperatlon Extended service with new stops

east of ... more

Expected launch dare: May 25 2018

Check back soon for more details. Want to be notified as soon as tickets are Summer m-’h m
available? Sign up to receive updates below! Columbia Gorge Express

We're hining! If you or someone you
kenow 15 @ student pursung a canser
In transportation, urban planning,
tounsm, o a related field, a
summer internship with the
Columbia Gorge Express s a

great . more

& t0LIBIA GORGE
B LIPRESS /4




. 141 PlocestaGo  ThingstoDa  Plan Your Trip

VISITOR COMMUNICATIONS

TIPS FOR TOURING THE
GORGE

Jen Anderson, Author
7, 7o H M 3

. 5:2:5'& Places to Go Things to Do Plan Your Trip  Fres Trove

. IRESEN FlacestoGo  ThingstaDo  Plan Yeur Trlp

CAR-FREE TRIPS TO THE _
GORGE —

1S et st sp-Rus-dhat

AT

Jen Anderson, Author

Moy 13, 207

- e ge cach yeur o experie

[rsesl st ik Sy

30 Rowuns Crees Viewgpolsr.
' e at their Zolumbls
al celel

3w b ernat timp nd hokn proserve this beautiful reeton far

Avoid congestion

Conmider winiting the Gorge during off-peuk times of tho day.

it " " act

n rip bofirn 10a.m. to best the crowds, Travel agsizst the
rsin, From e o wet.

SPRING WATERFALL HIKES

dun Andursn, Authar

Fhste credit: Sumis Hirtmms

Traveler Alert: This area was impacted by the recent Eagle Creck Fire. Before you head out,
please check with USFS for the most up-to-date infarmation on closires

With its easending waterfalls, hills ful 1 sparkling Fiver views, touring the Columbla
Hiver Gory ily the i you cun take in all of Oregan.

Bt what if you could ses the sights without buviag o drive?

L] visitors can check out a few oew ways to explore the Gorge car-free. G corloas
Leaving the car behind means d k L triphy
nggestion and red 1 ‘which will ) way toward keeping this region pristine and i B arrungisy ons ul masy paklac privats sbttle o g by ke

gereen fior the next 104 years.

‘Highuay that sre clused U vebicles,

Shuttles

Beginaing i late May, the o Express will transport visitoes
from the Gatoway Trunsit Center in Portlund to Multnomah Falls und
Hocster Hock State Park for just 35 round-trip. The bus service departs

Phstocredit: Tyder Hucmer

Gateway 12 times each duy Friday through Sunduy until the end of
September. Cyclists can even get aboard with three bike spaces oo each
s

Loaling for a longer Gorge tour? Gray Line just rolled out o brund.
e balf-day luxury coach tour (o the Gorge, for 3 round-trip fure of $56 1o
and from downtown Portland. The four-and-u-half-bour toar stops

at Latoursll Falle, Multsnons: il Lodge and the Bonseville Dam and
fish lndider, n natbonnd histor

Enjoy the ride

Tk ye

and
e I o

¢ heart af the Gorge. Taurs run
daily mid-June through early Soptombes.

Flisto credil: Larry (teddis

America’s Hab W F, bali-

s offers o gl ML Floud s
or full-day Gorge tour and & special
and drop-offs from downtown Portiand. The full-day towr covers ench of the Gray Line's stops, plus
more ot Timberline Lodge, Crown Point Vista House and Hood River, where visitors can explore before
hopping on for the return trip.

¢ Jovers Conge tour yeas-rousd, with pre-armaged plekups

You ean also spond your viet to the Gorge sippi wine with Evergreon Escapes six-hour C bis
Gorge Waterfalls & Win ar. Visit “Waterfull Alley.” take interpretive natune walks, view wildlife
and sumple boutigue wines only found in Oregon — without having to drive. (Pick-up and drop-off are

in downtown Partland.)
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MULTNOMAH FALLS

ffare

al recreation site in the Poc

Plan Your Trip » Tronsportation = Ground Tronsportation = Columbio Gorge Express

COLUMBIA GORGE
EXPRESS

Plummeting §20 feet, in twao ¢ tions, Multnemah Falls is the me:

notw Northwest with more than 2 n

year

Traveler Alert: Some areos of the Columbia River Gorge were impacted by the Eogle
Creek fire of 2017. Before you head out, learn mere abeut what's open and closed on
the Hlstorle Columbla Rlver Highway and check with USFS for the maost up-to-date
information on trail closures.

Fed by underground springs, the flow over the falls varies and s usally highest during the winter and

sapring montha, Multnomash Fulls offers ane of the bost placss in the Cala
Portland, Portlanc Scendc Arna to study grology exposcd by fivads. Six flows of Grande Ronde Basalt oro v
Gliff e, representing mare thin 400,000 yearsof gealogioal history. From the informution centee,
visitors can Sallow the 1.2 il trail thar el Ly 600 fet 1o the tog of Blul d
Q Gateway/Northeast 99th D (8BB)246-6420 Falls (Traveler Alert: this teail sutly & due to damsgo ho Encgle Crock Fi /3

Avenue Transit Center .
Portland, Oregon 97220 = Email

Beorzuisse Multnommab Falls bs such o popular atte vl wasnt o

riences visiting Here are some tips (o make the most of your visit

Avoid the erowds. 1f you o to Multnomah Falls on the weekend. be prepared for a wait. The parkinglot

WEBSITE [ peak travel seasan. Go ealy, late, or midweek.
) Take the bus. The b s an affordable and comvemient option for traveling

butwesn Portland i National Sounic Arss. Taring pesk times und seasons

Take the Columbia Gorge Express from Gateway Transit Center to Multnomah Falls Multnomah Falls, Historic Columbia River TS I:me“nm';.[:;:.:.llli:f;nw' it

any day of the week. Sit back and enjoy the fun, easy ride to some of the best the Gorge Highway by Sumic Koizumi e R e b e e e

has to offer for only $5 round trip. In addition, regular weekend bus service transports of U Colurmbia River Gunge while you wait for i TFindi o with £

visitors for free between an overflow parking lot at Rooster Rock State Park and Exvorite Columbla Biver Goege tip ideus berv,

Multnomah Falls, helping you spend less time parking and more time relaxing. § Exit 31 off 1-84 or Exit 17 Hwy 30

Carhett, Gregan

Please note: if you travel to Multnomah Falls on the weekend, you'll probably have to

‘wait to get in. Want a better chance at avoiding the crowds? Travel during the week to i
TRIP IDEAS MORE TRW [DEAS

beat the weekend rush and be sure to purchase your tickets i

Taking the Columbia Gorge Express is your only option to see the Falls if the parking
lot at Multnomah Falls (which has just 186 spaces) is full. Buses come about every 20-
30 mins, but if crowds are big enough, you may not get on the first bus that comes. Visit

website for more information and complete schedule. 0 Wirys tn Show the Gorge
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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






LISTEN AND LEARN:

DESTINATION
MANAGEMENT CASE
STUDIES



KEVNEY DUGAN
Visit Bend



LIZZIE KEENAN
Mt. Hood & Columbia River Gorge



Q& A






MARKETING EFFORTS
ON THE NORTH
COAST
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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 fulfill 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






	Slide Number 1
	Slide Number 2
	Slide Number 3
	Slide Number 4
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	Slide Number 23
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	Slide Number 35
	Slide Number 36
	Slide Number 37
	Slide Number 38
	Slide Number 39
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Slide Number 44
	Slide Number 45
	Slide Number 46
	Slide Number 47
	Slide Number 48
	Slide Number 49
	Slide Number 50
	Slide Number 51
	Slide Number 52
	Slide Number 53
	Slide Number 54
	Slide Number 55
	Slide Number 56
	Slide Number 57
	Slide Number 58
	Slide Number 59
	Slide Number 60
	Slide Number 61
	Slide Number 62
	Slide Number 63
	Slide Number 64
	Slide Number 65
	Slide Number 66
	Slide Number 67
	Slide Number 68
	Slide Number 69
	Slide Number 70
	Slide Number 71
	Slide Number 72
	Slide Number 73
	Slide Number 74
	Slide Number 75
	Slide Number 76
	Slide Number 77
	Slide Number 78
	Slide Number 79
	Slide Number 80
	Slide Number 81

