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METHODOLOGY

GOALS

The 2018 Oregon Tourism Stakeholder Survey was designed on behalf of Travel Oregon and regional
tourism partners to elicit feedback from individuals and organizations linked to the tourism industry.
The goal of the study was to obtain feedback and direction for Regional Destination Management
Organizations (RDMO:s).

METHODOLOGY

Conducted online and distributed in September and October 2018, via emails and an open URL to
Travel Oregon databases with additional distribution from RDMOs.

A total of 1,512 valid responses were collected.

SIGNIFICANCE

Because this survey was not conducted from a random sample it is not appropriate to perform
typical statistical tests on the data.The survey results should be viewed as an aggregation of relevant
and thoughtful feedback from constituents.




RESPONSES BY REGION

A total of 1,512 valid
responses were collected.

Statewide results presented in
this report have been weighted
so that each region is
represented equally.

Number of Respondents

Q. Your responses will be aggregated and analyzed by region, helping to inform strategies
and investments for one specific region. Im which region do you work or in which regfon is
your business/organization/attraction located?

Central Oregon
Eastern Oregon
Mt. Hood / Gorge
Oregon Coast 611
Portland Region

Southerm Oregon

Willamette Valley

Source: 2018 Dregon Tourism Engagement Survey



Organization Type

& Please indicate the sector of the tourism industry in which you work by checking all that apply:
Non-Profit
Public Agency/Government
Lodging (Including vacation rental, camping, etc.)

Destination Marketing/Management Organization

INDUSTRY OF

RESPONDENTS

Attraction

Arts and cultural heritage

Restaurant, brewery, winery

A wide breadth of industries Retail
were represented in the Education
respondents to the survey, e i 0 e i

Economic development agency

with non-profit the most
common industry type.

Farm/ranch based agritourism business

Welcome Center
Media
Tribal entity § 1%

Source: 2018 Oregon Tourism Engagement Surgsy




HEALTH OF TOURISM INDUSTRY

High levels of industry engagement.

Fewer respondents, though still a majority, understand the Oregon tourism structure
(agree or strongly agree with the statement).

Overall Health of the Tourism Industry

Q- Please indicate the leval to which you agree or disagree with the following statements: Strongly Disagree, Disagree, Neutral Agree. Strongly Agree.

% Disagree & S5trongly Disagree % Neutral % Agree & Strongly Agree

| am engaged with the Oregon tourism industry. 11%

| understand the Oregon tourism partnering
structure. LInt . =2l

Source: 2018 Oregon Tourism Engagement Survey



HEALTH OF TOURISM INDUSTRY
ENGAGEMENT BY REGION

* Highest levels of industry engagement were reported in Southern Oregon. Lowest levels in Eastern Oregon.

Tourism Industry Engagement by Region
Q. Please indicate the level to which you agree or disagree with the following statements. Strongly Disagree, Disagree, Neutral, Agree, Strongly Agree.

80%
B0%
| am engaged with the
Oregon tourism industry.
40%
20%
0%
| % Disagree & Strongly Disagree Overall Southern  Portland Central Mt.Hood/ Willamette Qregon Eastern
M % Neutral Oregon Region Oregon Gorge Valley Coast Oregon

B % Agree & Strongly Agree
Source: 2018 Oregon Tourism Engagement Survey



HEALTH OF TOURISM INDUSTRY
PARTNERING STRUCTURE BY REGION

* Respondents from the Portland region are most likely to have an understanding of the Oregon tourism partnering
structure. Respondents from the Oregon Coast were least likely to report having an understanding.

Oregon Tourism Partnering Structure by Region
Q. Please indicate the level to which you agree or disagree with the following statements. Strongly Disagree. Disagree. Neutral Agree, Strongly Agree.

1 E.E.I:.!{:. -

80%

| understand the Oregon 5°*

tourism partnering
structure. ..,

20%

0%

Overall Portland Southern Central Mt.Hood/ Willamette Eastern Oregon

[l % Disagree & Strongly Disagree .
Region Oregon Oregon Gorge UHHE}" Oregon Coast

M % Neutral

M % Agree & Strongly Agree
Source: 2018 Oregon Tourism Engagement Surwvey



HEALTH OF TOURISM INDUSTRY, CONTINUED
2018 VS 2017

* ldentical wording of this question enables comparisons to 2017.
* Asin 2017, respondents are most in agreement that the positive effects of tourism outweigh its negative effects.They are

least in agreement that their community understands the value of tourism.

Overall Health of the Tourism Industry

Q: Please indicate the level to which you agree or disagree with the following statements: (Strongly disagree. disagree, neutral, agree, strongly agree).

9% Disagree & Strongly Disagree % Neutral % Agree & Strongly Agree

In general, the positive effects of tourismin ik I 7% l 10% _ 84%
my community outweigh its negative effects. 2017 | 2% 6% _ 9204
Owverzall, | am satisfied with the direction the 2018 I 8% - 20% _ 72%

tourism industry is headed in the state of

2017 [ 19% e

Overall, | am satisfied with the direction the 2018 . 17% - 19% _ 64%

tourism industry is headed in my region. 2017 129 2204 _ 66%

Overall, my community understands the e - 24% - 21% _ 2%

Source: 2018 Oregon Tourism Engagement 5ur'-;°



Regional Lodging Revenue Indexed to 2009
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TOURISM POSITIVELY IMPACTS MY COMMUNITY
BY REGION

* Respondents overwhelming agreed that tourism in their region positively impacts the community.

Overall Health of the Tourism Industry: Tourism Posivively Impacts My Community
Q. Please indicate the level to which you agree or disagree with the following statements. Strongly Disagree. Disagree, Neutral Agree Strongly Agree.

1 E.E.l:.!.:. = ﬁ

80%

In general, the positive o,
effects of tourism in my
community outweigh its

negative effects. 40%

20%

0%

W % Disagree & Strongly Disagree Overall Southern Portland Willamette Mt.Hood/ Central Eastern Oregon
M % Neutral Oregon Region Valley Gorge Oregon Oregon Coast

M % Agree & Strongly Agree
Source: 2018 Oregon Tourism Engagement E—urvei



SATISFACTION WITH REGIONAL TOURISM DIRECTION
BY REGION

* Respondents were asked the extent to which they agreed or disagreed that they were “satisfied with the direction the
tourism industry is headed in their region.” Respondents from the Portland region indicated the most amount
satisfaction and respondents from the Oregon Coast indicated the least.

Overall Health of the Tourism Industry: Regional Direction
Q. Please indicate the level to which you agree or disagree with the following statements: Strongly Disagree, Disagree, Neutral Agrees, Strongly Agree.

100%
80%

Overall, | am satisfied with ..
the direction the tourism

industry is headed in my
region. <0%

20%

0%

W % Disagree & Strongly Disagree Overall Portland Mt.Hood/ Southern  Central Willamette Oregon Eastern
M % Neutral Region Gorge Oregon Oregon Valley Coast Oregon

M % Agree & Strongly Agree
Source: 2018 Oregon Tourism Engagement Suro



SATISFACTION WITH STATEWIDE TOURISM DIRECTION
BY REGION

* Respondents were also asked about their satisfaction with the direction of the industry in the state. The vast majority of
respondents expressed satisfaction with the direction of the industry.

* As in the previous statement, respondents from the Portland region indicated the most amount satisfaction. Oregon
Coast respondents indicated the least. Other regions were more closely aligned in their responses.

Overall Health of the Tourism Industry: Statewide Direction
Q. Please indicate the level to which you agree or disagree with the following statements: Strongly Disagree, Disagree, Neutral Agree, Strongly Agree.

100%

80%

Overall, | am satisfied with gge;
the direction the tourism
industry is headed in the

state of Oregon. 40%

20%

0%
W % Disagree & Strongly Disagree Overall Portland  Southern Mt.Hood/ Willamette Central Eastern Oregon
M % Neutral Region Oregon Gorge Valley Oregon Oregon Coast
B % Agree & Strongly Agree

Source: 2018 Oregon Tourism Engagement S—ur’ﬂ



COMMUNITY UNDERSTANDS THE VALUE OF TOURISM
BY REGION

* Respondents were asked to rate the extent to which they agreed with the statement that their community understands
the value of tourism.

* As in 2017, Eastern Oregon was the only region in which less than half of respondents agreed with the statement.
Relative to Eastern Oregon, all other regions had significantly higher percentages of respondents agreeing with the

statement.
Overall Health of the Tourism Industry: Community Values Tourism
Q- Please indicate the level to which you agree or disagree with the following statements: Strongly Disagree, Disagree, Neutral Agree Strongly Agree.

100%

80%

Overall, my community 5%

understands the value of
tourism. ...

20%

0%

Overall Mt.Hood/ Portland Southern Willamette Oregon Central Eastern

[ %3 Disagree & Strongly Disagree .
Gorge Reglion Oregon UEHE}" Coast Oregon Oregon

B % MNeutral

B % Agree & Strongly Agree 0
Source: 2018 Oregon Tourism Engagement Surve



Travel Oregon Programming
Q- Choose the top five Travel Oregon programs that you believe are the most impactiul:

Destination development (community-based tourism
planning, Tourism Studios)

Product development, outdoor recreation, bicycle tourism
and agritourism (Including statewide working groups)

Competitive grants

TRAVEL OREGON

PROGRAMMING

Regional Cooperative Tourism Program

Tourism research & market Insight

Welcome centers/visitor services (including brochure
display program and sponsorship opportunities)

Destination development and
product development were
cited most often among top

five most-impactful Travel
Oregon programes.

Domestic marketing

International marketing & sales

Consumer, corporate, & industry public relations

Professional development and training

Oregon Governor's Conference on Tourism

Travel Oregon Forever Fund (travel philanthropy
program)

Source: 2018 Oregon Tourism Engagement Survey




DESIRED TOURISM

PRIORITIES & FOCUS AREAS

Marketing and promotion top
priority statewide for 2019-
2021 tourism planning.

Statewide Desired Tourism Priorities & Focus Areas
Q- Given limited resources, what three priority areas do you believe are most important for

2019-2021 tourism planning?
0 1st Priority I 2nd Priority 3rd Priority

Marketing and Promotion -- 58%

Destination Development & Management
Funding & Grants

Infrastructure & Transportation

Stakeholder Engagement & Collaboration .-
Tourism research & market Insight .. 27%

Workforce & Training

Product Development I 17%

Other (describe below)




TACTICAL OPPORTUNITIES

Respondents prioritized specific
tactics.

Respondents rated a large variety of potential
tactics. For all ratings, respondents were asked to
prioritize the tactics from “not a priority” to
“extremely high priority” along a five point scale.

As a follow up, respondents were asked to
identify their top two tactics.

These tactics were organized into the following
categories:

* Marketing

* Global Sales, Promotions, PR, Media, &
Marketing

* Destination Development

* Planning and Management

* Product Development

* Training and Capacity Building
* Global Strategic Partnerships

* Public Affairs and Communications



FAMILIARITY WITH RDMO INITIATIVES

Before prioritizing specific tactics, respondents were asked to indicate how familiar they were with specific tactics
undertaken by their RDMO. This wasn’t intended as a qualifying question, but was asked in order to provide more
context to the findings. The results at left aggregate all respondents and indicate relatively low levels of familiarity with

specific tactics.

Familiarity with RDMO Initiatives

Q. Please indicate how familiar you are with the initiatives undertaken by your regional destination management organization in the following areas in the past 12

months: Strongly Disagree, Disagree, Neutral Agree, Strongly Agree.

Mot Familiar

Marketing tactics 25%

Destination development programs/efforts 29%

Public relations tactics 36%

Research efforts and reports 42%

Training programs 48%

Capacity building programs 59%

Global sales tactics 63%

Somewhat Familiar Very Familiar

— B
- 21%
- 18%
- 14%
. 14%
. 10%
. 11%

Source: 2018 Oregon Tourism Engagement Survey

52%

50%

46%

44%

39%

32%

26%




TACTICAL OPPORTUNITIES: MARKETING

Q. Please indicate how you
would prioritize the following
tactical MARKETING
OPPORTUNITIES to advance
the economic impact of
tourism and ensure its vitality
and sustainability.

With limited resources
available not all items should
be considered to be an
extremely high priority and
some may not even be

feasible given budget realities.

Please differentiate between
tactics that you believe
deserve new/continued
investment and those areas
which you believe to be less
important.

Offer marketing and promotional training for smaller communities and
businesses

Website - Developing or enhancing current regional destination website

PR or Communications - Targeted communications to publications and
journalists for the region

Evaluate promotions to identify awareness gaps of unknown
experiences and smaller communities

Better support destinations in brand development and aligned
messaging

Social - Enhancing non-paid social media presence for regional social
channels

Provide tourism businesses better access to photos and videos to assist
in marketing and PR efforts

Media - Digital advertisement buying for region-specific advertisement

Media - Paid social media buying for region-specific advertisement

Content - Create and distribute more region-specific printed guides and
other printed assets for visitors

Research - Conducting research that will help inform target advertising
markets

Research - Conducting research to determine campaign/program
effectiveness (ROI)

Media - Print advertisement buying for region-specific advertisement

Rating
% Indicating High or Very High
Priority

64%

61%

59%

57%

56%

55%

54%

Top Two

First Choice, Second Choice

- 19%
- 18%
- 22%
- 23%
-12%
-15%
. 11%
.1{}%
- 17%
.11%
l 7%

M First Choice

3% m Second Choice °




TACTICAL OPPORTUNITIES: GLOBAL SALES,
PROMOTIONS, PR, MEDIA, & MARKETING

Develop more itineraries for travel trade (tour operators, receptive

Q. Please indicate how you operators, online travel agencies, travel agents)
would prioritize the following

tactical GLOBAL SALES, Host more FAM (familiarization) trips to the region for travel trade and/or
PROMOTIONS, PR, MEDIA, & media
MARKETING

OPPORTUNITIES to advance Promote Oregon via trade shows and sales missions - domestically

the economic impact of

tourism a';)d e.n.sure its vitality Develop and educate more partners locally (motor coach, guides,
and sustalnablllty. outfitters, ports, tour operators, etc.) for international sales opportunities

With limited resour: . : :
t. ted esq ces Develop more PR/media pitches for Travel Oregon's key international
available not all items should markets

be considered to be an
extremely high priority and
some may not even be
feasible given budget realities.

Co-op partnerships with Travel Oregon for international promotion

Please differentiate between Fromote Oregon via trade shows and sales missions - internationally

tactics that you believe

deserve new/continued Offer educational opportunities to better understand the travel trade and
investment and those areas T
which you believe to be less

important. Offer educational opportunities to learn about key international markets

(e.g. country specific training, cultural training, etc)

Rating
% Indicating High or Very High
Priority First Choice, Second Choice

50%

49%

Top Two

52%

51%

46%

449

M First Choice
B Second Choice



TACTICAL OPPORTUNITIES: DESTINATION cating
DEVELOPMENT — PLANNING AND MANAGEMENT o6 Indicating High or Very High i
Priority First Choice, Second Choice

Increase visitation to the region during off-peak seasons 75% 42%

Q. Please indicate how you
would prioritize the following

PLANNING AND Create positive interaction between tourists and residents 64% 21%
MANAGEMENT
OPPORTUNITIES to advance |dentify and foster partnerships to address the current demand on

63% 23%

.. outdoor/natural resources and identi lans to mitigate its impact
the economic impact of typ 9 p

tourism and ensure its vitality _ _
Manage tourism growth in order to preserve local assets (natural and

and sustainability. cultural) 62% 28%
With limited resources
available not all items should Influence an ethos of conservation and sustainability in ongoing 19%
. development and marketing
be considered to be an
extremely h'gh ety and Foster diversity and welcoming through open tourism attractions and
some may not even be destinations
feasible given budget redlities.
Please differentiate between Develop transportation alternatives for visitors in the region 23%

tactics that you believe
deserve new/continued

Alleviate congestion during peak tourism season in areas of high

investment and those areas visitation Lo
YVthh you believe to be less | | | | W First Choice
Important. Identify and foster partnerships to address impact of perceived and real 10% Second Choice

visitor safety threats




TACTICAL OPPORTUNITIES: DESTINATION
DEVELOPMENT — PRODUCT DEVELOPMENT

Q. Please indicate how you would

prioritize the following PRODUCT

DEVELOPMENT
OPPORTUNITIES to advance the
economic impact of tourism and
ensure its vitality and
sustainability.

With limited resources available
not all items should be
considered to be an extremely
high priority and some may not
even be feasible given budget
redlities.

Please differentiate between
tactics that you believe deserve
newl/continued investment and
those areas which you believe to
be less important.

Develop/improve infrastructure for visitors to experience outdoor
recreation and nature-based tourism

Provide more opportunities for visitors to expenence locally grown and
produced foods

Develop/expand trail systems important for outdoor recreation or
multi-modal transport

Improve curb appeal of main streets and city centers

Increase the adoption of sustainable business practices in the tourism
businesses

Frovide more opportunities to experience fine arts, culture and heritage

Provide more opportunities for visitors to experience agricultural
landscapes (farms, ranches, wineries, etc.)

Develop interpretive signage for visitors

Offer more guided experiences to visitors

Provide more opportunities to link visitors with service projects and
volunteer opportunities

Provide more opportunities for visitors to attend meetings, conferences,
and events

Provide more opportunities for visitors to hunt and fish

Provide more opportunities for visitors to attend sporting events

Rating
% Indicating High or Very High
Priority

59%

66%

64%

64%

Top Two

First Choice, Second Choice

36%
16%
29%

31%
19%

15%

15%
9%
79
7%

= M First Choice

Second Choice

2%



TACTICAL OPPORTUNITIES: DESTINATION
DEVELOPMENT — TRAINING AND CAPACITY

BUILDING

Q. Please indicate how you
would prioritize the following
TRAINING AND CAPACITY
BUILDING OPPORTUNITIES
to advance the economic
impact of tourism and ensure
its vitality and sustainability.

With limited resources
available not all items should
be considered to be an
extremely high priority and
some may not even be
feasible given budget realities.

Please differentiate between
tactics that you believe
deserve new/continued
investment and those areas
which you believe to be less
important.

Educate community leaders and policymakers (local, county, state) on
value of tourism and its viability as a long-term career

Increase local capacity for tourism marketing

Develop skills, knowledge and networks to build local capacity for
developing and managing tourism

Effective frontline training to create visitor-ready businesses and brand
ambassadors

Increase local capacity for grant writing and fund development to fund
tourism related projects

Increase collaboration between universities and industries in order to
better prepare the workforce for industry needs

Provide technical assistance for tourism research and market insight

Increase capacity of local project management and convening roles

Rating
% Indicating High or Very High
Priority

68%

63%

62%

58%

Top Two

First Choice, Second Choice

7%

5%

10%

M First Choice
Second Choice

21%
15%
19%
13%
11%



TACTICAL OPPORTUNITIES: GLOBAL STRATEGIC

Q. Please indicate how you
would prioritize the following
GLOBAL STRATEGIC
PARTNERSHIP
OPPORTUNITIES to advance
the economic impact of
tourism and ensure its vitality
and sustainability.

With limited resources
available not all items should
be considered to be an
extremely high priority and
some may not even be

feasible given budget realities.

Please differentiate between
tactics that you believe
deserve new/continued
investment and those areas
which you believe to be less
important.

Rating
% Indicating High or Very High LI
Priority First Choice, Second Choice
Explore possibility of micro-grants with quick turnaround times for
short-term opportunities 29% 44%
Develop opportunities to leverage private partnerships and investments 58% 42%
Provide localized tourism industry trainings and localized conferences 57% 42%

Remove certain restrictions on grants to assist all tourism entities (small

businesses, transportation entities, etc.) e

35%

20%
M First Choice
Second Choice

Provide grant writing training

Provide resources for conducting new research or accessing existing

reports 18%




TACTICAL OPPORTUNITIES: PUBLIC AFFAIRS AND

Q. Please indicate how you
would prioritize the following
PUBLIC AFFAIRS AND
COMMUNICATIONS
OPPORTUNITIES to advance
the economic impact of
tourism and ensure its vitality
and sustainability.

With limited resources
available not all items should
be considered to be an
extremely high priority and
some may not even be

feasible given budget realities.

Please differentiate between
tactics that you believe
deserve new/continued
investment and those areas
which you believe to be less
important.

Increase engagement with local and regional policymakers to ensure
the value of tourism is clearly communicated

Proactively engage with consumer media to gamer coverage that will
inspire travel to your region

Conduct familianization tours of your region to highlight newsworthy
areas for top-tier and/or niche media, giving them the story ideas they
need to place articles or broadcast coverage in key media outlets

Work with partners to ensure tourism is represented at external
stakeholder meetings in other fields (transportation, housing, land use,
economic development)

Create clear messaging about how the tourism sector functions in
Oregon: state, regional, local, industry, and consumer as well as its
associated benefits (jobs, economic development, etc.)

Develop and present information on the tourism industry to city and
county elected officials

Produce videos / digital content to communicate the economic impact of
fourism

Have regions participate in a statewide activation in NY, San Francisco,
or L A that would highlight Oregon's offerings to top-tier local journalists

Develop printed matenal and presentations to communicate the
economic impact of tourism

Provide resources for conducting new research or accessing existing
reports

Rating
C O M M U N | C AT I O N S % Indicating High or Very High Top Two
Priority First Choice, Second Choice

31%

33%

22%

8%
M First Choice

7 Second Choice
92



This section segments responses by region to
REGIONAL FINDINGS AND allow for insights into what the highest
SUMMARY

priorities are for respondents from their
RDMO:s.

Top Tactics From Each Region:

66% or More Rating the Tactic
as High or Very High Priority.




CENTRAL OREGON

Familiarity with initiatives of
RDMO

Familiarity with Initiatives
Q- Please indicate how familiar you are with the initiatives undertaken by your regional destination
management organization in the following areas in the past 1.2 months:

B central Oregen o o N
[l All Regions Combined (Average) Not Familiar Somewhat Familiar Very Familiar

Marketing tactics | 229 539

Destination development . E ca9%

programs/efforts

Ma
45}
&

1L
&

Public relations tactics |34 Ea&%
Research efforts and reports [ 38% E%%
Global sales tactics | 188%

Capacity building programs EE&%
Training programs ES?%

a
3

31%

=
[
-3

2305

|

85%

T

Sorted by in-region percent responding "Very Familiar”
Source: 2018 Oregon Tourism Engagement Survey



Central Oregon
Tactics From All Categories Rated as High or Very High Priority by More Than
Two-Thrids of Respondents

% Indicating High or Very High
Priority

Tactical Opportunity Category
[ Destination Development

Increase visitation to the region during off-peak seasons 76%
Educate community leaders and policymakers (local, county, state) on 730%
value of tourism and its viability as a long-term career
Develop/improve infrastructure for visitors to experience outdoor 7396

recreation and nature-based tourism

CENTRAL OREGON

Tactics rated as “High” or “Very
High” Priority for RDMO by more
than 66% of Respondents.




EASTERN OREGON

Familiarity with initiatives of
RDMO

Familiarity with Initiatives

Q- Please indicate how familiar you are with the initiatives undertaken by your regional destination
management organization in the following areas in the past 1.2 months:

[ Al Regions Combined (Average)
. Eastern Oregon

Marketing tactics -32%
Destination development 28%
programs/efforts
Research efforts and reports -55%
Public relations tactics -44%
Training programs -53%
Global sales tactics -E-Q%
Capacity building programs -?1%

Mot Familiar

Somewhat Familiar

7%

ImI
F

&

38%

£

%0

. [

Very Familiar

Sorted by in-region percent responding "Very Familiar”
Source: 2018 Oregon Tourism Engagement Survey



Eastern Oregon
Tactics From All Categories Rated as High or Very High Priority by More Than

Two-Thrids of Respondents
Tactical Opportunity Category

B Destination Development

B Global Strategic Partnerships

Educate community leaders and policymakers (local, county, state) on value of
tourism and its viability as a long-term career

M Marketing 9 Indicating High or Very High
Priority

B Fublic Affairs and Communications

76%

Increase local capacity for tourism marketing 75%

Offer marketing and promotional training for smaller communities and businesses 75%

Create positive interaction between tourists and residents 73%

Increase engagement with local and regional policymakers to ensure the value of 7206

tourism is clearly communicated

Proactively engage with consumer media to garmner coverage that will inspire travel 7206

to your region

Conduct familiarization tours of your region to highlight newsworthy areas for 7104

top-tier and/or niche media, giving them the story ideas they need to place articles..

Increase visitation to the region during off-peak seasons /0%

Provide more opportunities for visitors to experience locally grown and produced 69%

foods

Explore possibility of micro-grants with quick turnaround times for short-term 69%

opportunities

Provide localized tourism industry trainings and localized conferences 69%

Source: 2018 Oregon Tourism Engagement Survey

EASTERN OREGON

Tactics rated as “High” or “Very
High” Priority for RDMO by more
than 66% of Respondents.




PORTLAND REGION

Familiarity with initiatives of
RDMO.

Familiarity with Initiatives
Q- Please indicate how famifiar you are with the initiatives undertaken by your regional destination
management organization in the following areas in the past 12 months:

B Portiand Region o o N
I All Regions Combined (Average) Not Familiar Somewhat Familiar Very Familiar

2% i 26%
51% E 24%

2%

Destination development -
21%

programs/efforts

Marketing tactics EEE%
Public relations tactics Eze%
Global sales tactics | 530
Training programs -}3%
Research efforts and reports EL%
Capacity building programs | 57%

"Il
W!I

38%

54% EILZ%

1l

Sorted by in-region percent responding "Very Familiar”
Source: 2018 Oregon Tourism Engagement Survey



Portland Region
Tactics From All Categories Rated as High or Very High Priority by More Than

Two-Thrids of Respondents

Tactical Opportunity Category
B Destination Development B Fublic Affairs and Communications
B Marketing

Increase engagement with local and regional policymakers to ensure the value of

tourism is clearly communicated 71%

Work with partners to ensure tourism Is represented at external stakeholder
meetings in other fields (transportation, housing, land use, economic developme..

Develop skills, knowledge and networks to build local capacity for developing and
managing tourism

71%
70%

Increase visitation to the region during off-peak seasons 70%

|dentify and foster partnerships to address the current demand on outdoor/natural

resources and identify plans to mitigate its impact 69%

Social - Enhancing non-paid social media presence for regional social channels 69%

Create clear messaging about how the tourism sector functions in Oregon: state,
regional, local, industry, and consumer as well as its associated benefits (jobs, e..

68%

Manage tourism growth in order to preserve local assets (natural and cultural) 68%

PR or Communications - Targeted communications to publications and journalists
for the region

68%

Proactively engage with consumer media to garner coverage that will inspire 67%
travel to your region

Website - Developing or enhancing current regional destination website 67%

Provide more opportunities for visitors to experience locally grown and produced

foods 67%

Create positive interaction between tourists and residents 67%

Source: 2018 Oregon Tourism Engagement Survey

% Indicating High or Very High Priority

GREATER PORTLAND

Tactics rated as “High” or “Very
High” Priority for RDMO by more
than 66% of Respondents.

*Uniquely identified as
top tactics in the
Portland Region



Familiarity with Initiatives
MT. HOOD / COLUMBIA Q. Blease indicate how familiar youw are with the initiatives undartaken by your regional dastination
RIVER GORGE management organization in the following areas in the past 12 months:

B nat. Hood [ Gorge o - N
[ All Regions Combined (Average) Not Familiar Somewhat Familiar Very Familiar

Marketing tactics | 18%

51% i 319%
5206 i 26%

RDMO. programs/efforts poo

I

Familiarity with initiatives of R —_—
Destination development -

Public relations tactics | 183% 1%

Research efforts and reports -%%

Training programs -%
Capacity building programs _%ﬁ

Global sales tactics | 157%

1

4200

11% ? 24%

i

29%

39% i 16%

]

Sorted by in-region percent responding "Very Familiar”
Source: 2018 Oregon Tourism Engagement Survey



Mt. Hood / Gorge
Tactics From All Categories Rated as High or Very High Priority by Maore Than

Two-Thrids of Respondents

Tactical Opportunity Category
B Destination Development
B Fublic Affairs and Communications

Increase visitation to the region during off-peak seasons

% Indicating High or Very High Priority

76%

Develop/expand trail systems important for outdoor recreation or 20%

multi-modal transport

Frovide more opportunities for visitors to expenience locally grown 69%

and produced foods

|dentify and foster partnerships to address the current demand on 68%

outdoor/natural resources and identify plans to mitigate its impact

Manage tourism growth in order to preserve local assets (natural
and cultural)

68%

Create positive interaction between tourists and residents 67%

Proactively engage with consumer media to gamer coverage that 66%

will inspire travel to your region

Source: 2018 Oregon Tourism Engagement Survey

MT. HOOD / GORGE

Top Initiatives across all categories



OREGON COAST

Familiarity with initiatives of
RDMO.

Familiarity with Initiatives
Q- Please indicate how familiar you are with the initiatives undertaken by your regional destination
management organization in the following areas in the past 1.2 months:

I oregon Coast o o N
[l All Regions Combined (Average) Not Familiar Somewhat Familiar Very Familiar

Destination development
programs/efforts

Marketing tactics §32%

Public relations tactics Eﬂﬂ% Eﬂ?%
Research efforts and reports EE{]% n L [39%
Training programs ESE%

Capacity building programs Eﬁ?_% §|30%
Global sales tactics —?5%

19%

17 0%

34%

52%

I

L
b
&

=
F

[
LE_[-

L]
7

Sorted by in-region percent responding "Very Familiar”
Source: 2018 Oregon Tourism Engagement Survey



Oregon Coast
Tactics From All Categories Rated as High or Very High Priority by More Than
Two-Thrids of Respondents

Tactical Opportunity Category

Bl Destination Development % Indicating High or Very High Priority
B Fublic Affairs and Communications

Increase visitation to the region during off-peak seasons 74%
Manage tourism growth in order to preserve local assets (natural 7206
and cultural}
Develop/improve infrastructure for visitors to experience outdoor 719%
recreation and nature-based tourism
Create positive interaction between tourists and residents 69%
|dentify and foster partnerships to address the current demand on 68%
outdoor/natural resources and identify plans to mitigate its impact
Increase engagement with local and regional policymakers to 66%
ensure the value of tourism is clearly communicated
Develop/expand trail systems important for outdoor recreation or 66%

multi-modal transport

Source: 2018 Oregon Tourism Engagement Survey

OREGON COAST

Tactics rated as “High” or “Very
High” Priority for RDMO by more
than 66% of Respondents.




SOUTHERN OREGON

Familiarity with initiatives of
RDMO.

Familiarity with Initiatives

Q- Please indicate how familfar you are with the initiatives undertaken by your regional destination
management organization in the following areas in the past 12 months:

B southern Oregon

] &Nl Regions Combined (Average) Not Familiar

Marketing tactics [ 199

Destination development B 2

programs/efforts

Public relations tactics [N 26%

Training programs [N A596

Research efforts and reports [N 33%

Capacity building programs IS 5245

Global sales tactics [N 619

Somewhat Familiar

S50%

|
1

53%

|

I
!m

37%

1
e

50%

|

37%

s
:

30%

]

Very Familiar

31%

P
L
F

S
&

L1

Sorted by in-region percent responding "Very Familiar”
Source: 2018 Oregon Tourism Engagement Survey



Southern Oregon
Tactics From All Categories Rated as High or Very High Priority by More Than

Two-Thrids of Respondents
Tactical Opportunity Category

B Destination Development
B Warketing
B Fublic Affairs and Communications

Increase visitation to the region during off-peak seasons

% Indicating High or Very High Priority

81%

Increase engagement with local and regional policymakers to ensure 7994

the value of tourism is clearly communicated

Conduct familiarization tours of your region to highlight newsworthy 74%

areas for top-tier and/or niche media, giving them the story ideas they..

Offer marketing and promotional training for smaller communities and
businesses

71%

Develop/improve infrastructure for visitors to experience outdoor 719%

recreation and nature-based tourism

Provide more opportunities for visitors to experience locally grown and 71%

produced foods

Improve curb appeal of main streets and city centers 70%

Proactively engage with consumer media to garner coverage that will 70%

inspire travel to your region

Increase local capacity for tourism marketing 69%

68%

Educate community leaders and policymakers (local, county, state) on
value of tourism and its viability as a long-term career

Source: 2018 Oregon Tourism Engagement Survey

SOUTHERN OREGON

Tactics rated as “High” or “Very
High” Priority for RDMO by more
than 66% of Respondents.




WILLAMETTE VALLEY

Familiarity with initiatives of
RDMO.

Familiarity with Initiatives

Q- Please indicate how familiar you are with the initiatives undertaken by your regional destination
management organization in the following areas in the past 1.2 months:

B willamette valley
[ &N Regions Combined (Average)

Marketing tactics E 25%

Destination development
programs/efforts

Public relations tactics Ea?%
Training programs EEH’&
Capacity building programs EEQ%
Research efforts and reports Ea&%
Global sales tactics _5?%

Mot Familiar

33%

Somewhat Familiar Very Familiar

57% | 8%

‘ =t ‘

18%

!
F
g |

|

£1%

1
N
¥

42%

|
~

1

33%

1

460

1

28%

|

"

Sorted by in-region percent responding "Very Familiar’
Source: 2018 Oregon Tourism Engagement Survey



Willamette Valley
Tactics From All Categories Rated as High or Very High Priority by More Than
Two-Thrids of Respondents

Tactical Opportunity Category

[l Destination Development 9% Indicating High or Very High Priority
B Futlic Affairs and Cemmunications

Increase visitation to the region during off-peak seasons 77%
Conduct familiarization tours of your region to highlight newsworthy
areas for top-tier and/or niche media, giving them the story ideas they 7404
need to place articles or broadcast coverage in key media outlets
Increase engagement with local and regional policymakers to ensure 719%
the value of tourism is clearly communicated
Froactively engage with consumer media to garner coverage that will 719%
inspire travel to your region
Educate community leaders and policymakers (local, county, state) on 69%
value of tourism and its viability as a long-term career
Provide more opportunities for visitors to expernience locally grown and 67%
produced foods
Develop skills, knowledge and networks to build local capacity for 67%

developing and managing tourism

Source: 2018 Oregon Tourism Engagement Survey

WILLAMETTE VALLEY

Tactics rated as “High” or “Very
High” Priority for RDMO by more
than 66% of Respondents.




Top Tactics

NUMBER OF TOP

Number of Tactics Considered High or Very High Priority by More TACTICS
Than Two Thirds of Respondents

Portland Region Top Initiatives across all categories
Eastern Oregon
Southern Oregon
Willamette Valley
Oregon Coast

Mt. Hood / Gorge

Central Oregon




* Continued need for outreach and education
— on the value of tourism and also on some
aspects of training and development.

* For areas where tactics weren’t in the top
grouping — this may be an opportunity for
Travel Oregon to shoulder more of the

CONCLUSIONS: OVERALL responsibility or to engage in more outreach

to explain the importance of such initiatives.

* Opverall attitudes toward tourism are very
positive. This needs to be monitored going
forward as the industry expands and
matures in certain regions there is potential

TRAVEL for discontent.
OREGON




ORGANIZATION TYPE BY REGION

Organization Type by Region

& Please indicate the sector of the fourism industry in which you work by checking all that apply:

Non-Profit
Public Agency/Government
Lodging (Including vacation rental, camping, etc.)

Destination Marketing/Management Organization
Attraction

Arts and cultural heritage

Restaurant, brewery, winery

Retail

Education

Tour operator, guide, outfitter
Economic development agency
Farm/ranch based agritourism business
Welcome Center

Media

Tribal entity

Overall

22%
21%
19%
18%
17%
17%
14%
11%
10%

Central Oregon

22%
14%
23%
24%
25%
16%
13%
13%
10%

10%

13%

Eastern
Oregon

22%
21%
22%
18%
15%
16%
14%
14%
7%
7%
10%
20%
6%
3%

1%

Mt. Hood /
Gorge

21%
21%
16%
19%
18%
18%
15%
11%
10%

14%

Oregon Coast P;};t;ia:]r;d
26% 23%
18% 28%
18% 13%
11% 20%
12%
14% 18%
11%
16%
14%
7% 13%
6%
5%
5%
6%
1% 0%

Southern
Oregon

24%
12%
21%
17%
18%
16%
20%
11%
10%

11%

Willamette
Valley

16%
33%
19%
16%
16%
19%

16%

1%

Source: 2018 Oregon Tourism Engagement 5ur~e




OVERALL HEALTH OF TOURISM INDUSTRY BY REGION

Overall Health of the Tourism Industry

O Please indicate the level to which you agree or disagree with the following statements. Strongly Disagree. Disagres, Neutrsl Agree Strongly Agree.

Eastern Mt. Hood Portland

Central Oregon ‘f Oregon Coast .
Oregon Gorge Region
% Agree & % Agree & % Agree & % Agree & % Agree &

Strongly Agree Strongly Agree Strongly Agree Strongly Agree Strongly Agree

In general, the positive effects of tourism in my

community outweigh its negative effects. flm (el 86% 72% 1%
e o W L B L
Overall, | am satisﬁ;entij uwsitt'r]ytrseh{g;?;gg)?nﬂrﬁ tﬁ:-eugriigm . 65% 69% 5504 76%

Overall, my community understands the :(?Llllrliirﬁf . 5106 I 3504 63% 5704 6206

0% 50% 100% 0% 50% 100% 0% 50% 100% 0% 509 100% 0% 50% 100%

Source:

Southern Willamette
Oregon Valley
% Agree & % Agree &

Strongly Agree Strongly Agree

91% 88%

75% 73%
68% . 64%
59% 57%

0% 50% 100% 0% 5S0% 100%

2018 Oregon Tourism Engagement Survey



TRAVEL OREGON PROGRAMMING BY REGION

Impactful Travel Oregon Programs by Region
& Choose the top five Trave! Oregon programs that you believe are the most impactiul:

Mt. Hood / Portland Southern Willamette

Central Oregon ([Eastern Oregon e Oregon Coast e Valley

Destination development (community-based tourism

planning, Tourism Studios) 649%

61% 63%

Product development, outdoor recreation, bicycle tourism

and agritourism (Including statewide working groups) 72%

57%

Competitive grants 54%

Regional Cooperative Tourism Program 52%

Tourism research & market Insight 53%

Welcome centers/visitor services (including brochure

display program and sponsorship opportunities) 52%

Domestic marketing
International marketing & sales 36%
Consumer, corporate, & industry public relations

Professional development and training

Oregon Governor's Conference on Tourism

Travel Oregon Forever Fund (travel philanthropy 6%
program})

Source: 2018 Oregon Tourism Engagement Survey



