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STUDY BACKGROUND

* Online Survey (2021)
3,324 responses

 Respondents over 18 years of
age

 Must identify as Hispanic or
Latino/a/x

* Must have taken an overnight
trip between 2019 - 2021
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TRAVEL OREGON CUSTOM
QUESTIONS

* Past overnight trip to or within OR
 Travel experience in OR

* Trip to or within OR in 2 years

* Likelihood to recommend OR

* Image associated with OR




PREFERRED TERM TO DESCRIBE
CULTURAL BACKGROUND

Latino/a 31%
Latinx l 5%

Afro-latino/a I 3%

Other I 2%

Latine I 1%
Gender Hispanic Latino/Latina Latinx Latine
Male (1244) 83% 22% 3% 1%
Female (1994) 73% 37% 5% 1%
Non-Binary (42) 48% 50% 19% 12%
Transgender (20) 70% 30% 25% 0%

* Percentages do not add up to 100% as respondents could choose more than 1 option



OREGON PAST AND_
FUTURE VISITORS




STATE OF ORIGIN
OREGON PAST VISITORS

Count: 1,155
Top 12 origin states
% of
1 total Count
CA 24% 281
FL 8% 88
TX 7% 85
NY 6% 74
IL 5% 63
AZ 4% 47
WA 4% 47
GA 3% 40
OH 3% 37
. MI 3% 35
. NJ 3% 31
5 OR 2% 28

o BB 281 No Data



DEMOGRAPHICS

Gender

Male: 49%
Female: 48%
LGBTQIA+: 2%

Marital Status
Married/Partnered: 70%
Single: 21%

Average age: 35 Employment

Employed: 69%
Self Employed: 6%

. Not Working: 11%
Household income Retired: 5%

Less than $100k: 54%
Between $100k and $200k: 35%
Above $200k: 11%




SATISFACTION WITH OREGON

TRAVEL EXPERIENCE
OREGON PAST VISITORS

Count: 1,155 1% 3%

31%

Average satisfaction with Oregon travel experience: 4.25



LIKELIHOOD OF VISITING OREGON
IN THE NEXT TWO YEARS
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Average response of people who have travelled to Oregon: 7.75
Average response of people who have not travelled to Oregon: 4.49
Overall average: 5.63



NET PROMOTER SCORE

31 Promoters (?2-10): 51% @
Passives (7-8): 29% @
Detractors (0-6): 20% @

%
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TOP CONCEPTS ASSOCIATED WITH
OREGON
BY VISITATION STATUS
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POTENTIAL OBSTACLES FOR

TRAVELING TO OREGON
OREGON NON-VISITORS

Distance from where | live 19% 10% 3.21

Travel time to and from destination 21% 10% 3.09

Not being familiar with the

destination 227 [ 3.05
Safety concerns 23% 12% 3.02
Cost of travel 23% 13% 2.96
Weather conditions 23% 14% 2.89
Not enough vacation time 25% 12% 2.88

B 1 Notatallanobstacle M2 W3 m4 MB5 Anextreme obstacle



TOP MOTIVATIONS FOR TAKING

OVERNIGHT TRIPS
LIKELY TO VISIT OREGON

Toexplore newplaces | NS E I ¢ 52
Relaxation  owZ8% 1% ISE 72 445
Experience different cultures 1_ 4.39
o e RGN 5a% SEE
Family fun ORI S <3¢
Re'c";‘;'f;teviv,itri;".’iﬁ?g T e s s - 32
mxpene r;cje”;;e"rvxocy”'t”re o MI% T B4% L S 432

B 1 Not at all motivating B2 m3 m4 m5 extremely motivating



IMPORTANCE OF REPRESENTATION
LIKELY TO VISIT OREGON

| have experienced discrimination due to my accent,
language and/or physical appearance while traveling

| am more likely to visit a destination that is perceived as
safe for Latinx travelers.

| am more likely to visit a destination and/or use a brand
that has made a commitment to diversity and inclusion

I am more likely to visit a destination that has been
promoted by Latinx travel media

| would like to see Latinx owned brands/products in
hotels/resorts

| am more likely to visit a destination that embraces Latinx
cultures and celebrates Latinx businesses and cultural...

| am more likely to purchase from a travel service provider

(airline, hotel, etc.) if | see Latinx representation in their...

More likely to visit a destination if | see Latinx
representation in their advertising
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ACTIVITIES OF INTEREST

ON NEXT LEISURE TRIP
BY LIKELIHOOD TO VISIT OREGON

Historic Sites D
Special Culinary/Dining Experience I s
g R 3%

NP | /.57

Cultural Festivals/Fairs I
Cultural food experiences I
Bicycling/Hiking I 34

cemene N 37

B e | .
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INFORMATION SOURCES TYPICALLY

USED FOR TRIP PLANNING
BY LIKELIHOOD TO VISIT OREGON

Destination websites/apps

Guest ratings and review websites
(TripAduvisor, Yelp, etc.)

Third-party travel booking websites/apps
(Airbnb, Orbitz, Expedia, Priceline, Hotwire)

Friend or family or colleague recommendations
Travel Agent/Tour Operator

Social networking sites (Facebook, Twitter, etc.)
Past Experience

Travel Influencer/Blogger

Hotel websites/apps

Printed destination visitors guides

51%
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38%
N, 36%

35%
I 33%

34%
N 4%

29%
I 18%

29%
I 24%
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24%
I 16%

22%
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I 13%
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LANGUAGE PROFICIENCY
LIKELY TO VISIT OREGON

0% 20% 40% 60% 80% 100%

. Native Language/ . Fluent . Proficient/ Basic Do not speak
Native Speaker Conversant Knowledge or understand



AVERAGE HOURS SPENT

CONSUMING MEDIA
LIKELY TO VISIT OREGON

Social media 4.7 hours

Internet (including social media) 5.5 hours

TV/Streaming video 5.7 hours

B % in English ™% in Spanish



KEY TAKEAWAYS

 Representation matters, the role of the
tourism industry

 Discrimination is a reality

 Experiences in Oregon are generally
good (4.25 out of 5 overall satisfaction)

* Hispanics are a diverse group with
diverse motivations and different
tolerance to obstacles

* We need to consider how to reduce
obstacles for travel
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