
9 Key Learnings 
About Oregon 
Visitors and What 
It Means for the 
Future



WHO WE ARE

Destination Analysts is a full-

service market research firm 

that provides destinations and 

the greater travel, tourism, and 

hospitality industries with 

deep and actionable insights 

to guide marketing, branding, 

and management strategies. 



WHAT WE DID

Conducted deep research into 

Oregon visitors, including 

demographics, behaviors, 

motivators, and perceptions.



Understand key 

learnings about Oregon 

visitors and how it can 

guide future destination 

marketing and 

management efforts.

WHAT YOU’LL TAKE AWAY



Visitor demographics are 

changing.

LEARNING 1
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OREGON VISITOR AGE BY YEAR

12%

17% 16% 16%
18%

21%

5%

14%
18% 17%

21%
25%

18-24 25 - 34 35 - 44 45 - 54 55 - 64 65 or older

2017 2021/22

2017 – 47.7 2021/22 – 51.1
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NATIONAL TRAVELER VS OREGON VISITOR AGE

9%

32%
28%

31%

6%

25%
28%

41%

Gen Z Millennial Gen X Boomer

2017 2021/22

National – 47.2 Oregon – 51.1
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OREGON VISITOR CHILDREN IN TRAVEL  PARTY BY YEAR

29% 20%

71% 80%

2017 2021/22

Children in Travel Party No Children in Travel Party
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NATIONAL  TRAVELER  V S  OREGON V IS ITOR  CH I LDREN  IN  PARTY

32%
20%

68%
80%

National Oregon

Children in Travel Party No Children in Travel Party
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OREGON VISITOR HOUSEHOLD INCOME

40%

23%
17% 15%

5%

17% 15% 16%

23%
29%

Under $49,999 $50,000-74,999 $75,000-99,999 $100,000-149,999 $150,000+

2017 2021/22

2017 – $66,410 2021/22 – $118,901
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NATIONAL  TRAVELER  V S  OREGON V IS ITOR  HOUS EHOLD INCOME

$85,054 

$118,901 

National Oregon



The travel marketplace is continuing to evolve 
post-pandemic.

TAKE AWAY



Travel motivators may 

not be what you expect.

LEARNING 2
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TOP ACTIVITY  SELECTION FACTORS

90%

88%

81%

79%

57%

52%

39%

Scenic beauty

Relaxing environment/a place to unwind

Local food

Outdoor recreation and experiences

Arts, historic and cultural heritage experiences

Family friendly activities

Tax-free shopping
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IMPORTANCE VS SATISFACTION – SCENIC BEAUTY

90%
94%

Scenic beauty

Importance

Satisfaction

+4 points



16

TOP ACTIVITY  SELECTION FACTORS

90%

88%

81%

79%

57%

52%

39%

Scenic beauty

Relaxing environment/a place to unwind

Local food

Outdoor recreation and experiences

Arts, historic and cultural heritage experiences

Family friendly activities

Tax-free shopping
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IMPORTANCE VS SATISFACTION – RELAXING

88% 90%

Relaxing environment/a place to unwind

Importance

Satisfaction

+2 points
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TOP ACTIVITY  SELECTION FACTORS

90%

88%

81%

79%

57%

52%

39%

Scenic beauty

Relaxing environment/a place to unwind

Local food

Outdoor recreation and experiences

Arts, historic and cultural heritage experiences

Family friendly activities

Tax-free shopping
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IMPORTANCE VS SATISFACTION – LOCAL FOOD

81%

89%

Local food

Importance

Satisfaction

+8 points



20

LOCAL FOOD ACTIV ITIES

35%

14%

14%

14%

9%

9%

3%

3%

2%

Local restaurants/bars

Coffee roasters/tea makers

Winery/wine tasting room

Brewery

Visited artisan producer (chocolate, bakery, etc.)

Food cart(s)

Distillery

Participated in a self-guided food or beverage trail

Cidery
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TOP ACTIVITY  SELECTION FACTORS

90%

88%

81%

79%

57%

52%

39%

Scenic beauty

Relaxing environment/a place to unwind

Local food

Outdoor recreation and experiences

Arts, historic and cultural heritage experiences

Family friendly activities

Tax-free shopping
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TOP OUTDOOR RECREATION ACTIVITIES

19%

15%

14%

13%

12%

Hiking

Visited national forest, refuge, scenic areas, monuments,
and/or Bureau of Land Management areas

Visited state parks

Nature observation (wildlife/apiary/wildflower/bird
watching/fall foliage)

Beach-going
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IMPORTANCE VS SATISFACTION – OUTDOOR RECREATION

79%

85%

Outdoor recreation

Importance

Satisfaction

+6 points
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TOP ACTIVITY  SELECTION FACTORS

90%

88%

81%

79%

57%

52%

39%

Scenic beauty

Relaxing environment/a place to unwind

Local food

Outdoor recreation and experiences

Arts, historic and cultural heritage experiences

Family friendly activities

Tax-free shopping
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IMPORTANCE VS SATISFACTION – SHOPPING

39%

57%

Tax-free shopping

Importance

Satisfaction

+18 points



Understanding what inspires visitors to take a trip 
to Oregon is key for marketing messages.

TAKE AWAY



Culture is a surprising 

aspect for visitors.

LEARNING 3
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TOP ACTIVITY  SELECTION FACTORS

90%

88%

81%

79%

57%

52%

39%

Scenic beauty

Relaxing environment/a place to unwind

Local food

Outdoor recreation and experiences

Arts, historic and cultural heritage experiences

Family friendly activities

Tax-free shopping
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ARTS & CULTURE ACTIVITIES

Arts/culture 
activity 

participation
22%

No arts/culture 
activity 

participation
78%
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ARTS & CULTURE ACTIV ITIES

10%

8%

6%

4%

4%

3%

3%

2%

1%

1%

Downtown district, historic old town, etc.

Art galleries/cultural centers/museums

Historic sites/history-themed parks

Live music

Photography/painting/drawing

Native American cultural sites

Cultural/historical festival

Theater or performing arts

Ghost town

Rodeo
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VIS ITED DOWNTOWN DISTRICT,  HISTORIC  OLD TOWN, ETC.

10%

18%
17% 16%

15% 15%
13%

9%

Total Eastern
Oregon

Oregon
Coast

Central
Oregon

Southern
Oregon

Mt. Hood/
Columbia

River Gorge

Willamette
Valley

Portland
Region
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VIS ITED ART GALLERIES,  CULTURAL CENTERS,  MUSEUMS, ETC .

8%

15%

12% 12% 12% 12%
10%

8%

Total Eastern
Oregon

Oregon
Coast

Central
Oregon

Mt. Hood/
Columbia

River Gorge

Southern
Oregon

Willamette
Valley

Portland
Region
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IMPORTANCE VS SATISFACTION – ARTS/HISTORY/CULTURE

57%

65%

Arts, historic and cultural heritage experiences

Importance

Satisfaction

+18 points



Promote Oregon’s unique history and cultural 
experiences.

TAKE AWAY



The environment is 

important to travelers.

LEARNING 4
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TRAVEL ENVIRONMENTAL IMPACT IMPORTANCE

26%

40%

26%

5%

3%

Very important

Important

Neutral

Unimportant

Very unimportant

66% of visitors say the 
environmental impact of 

travel is important to them
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OREGON SELECTION FACTORS

82%

80%

80%

78%

76%

76%

71%

66%

63%

59%

47%

32%

Affordability/value for the money

Environmental quality (e.g. air, cleanliness)

Inclusive and welcoming atmosphere

Safety/crime-levels

Walkability

Accommodations/lodging options

Number of people/crowd size

Weather

COVID-19 protocols

Sustainable practices

Tourism products & services

Accessibility to people with disabilities
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VIS ITOR ACTIONS

66%

52%

37%

15%

8%

8%

3%

3%

Discarded all trash in appropriate receptacles

Carried reusable water bottle

Managed amount of waste I created

Visited businesses committed to sustainability

Used public transit

Use low-emissions vehicle

Purchased carbon offsets

Stayed at LEED-certified lodging
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ARRIVAL/DEPARTURE VEHICLE

Gas or 
diesel 
vehicle
87%

Hybrid 
vehicle
10%

Electric 
vehicle

3%
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IN-DESTINATION TRANSPORT

61%

23%

20%

7%

4%

4%

4%

4%

2%

2%

0%

Own car

Rental car

Walking

Ride sharing platforms

Train

Bicycle

Own camper/RV/van

Light rail

Tour bus

Rental camper/RV/van

Electric scooter
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IMPORTANCE VS SATISFACTION – ENVIRONMENT QUALITY

80%
86%

Environmental quality (e.g. air, cleanliness)

Importance

Satisfaction

+6 points



42

IMPORTANCE VS SATISFACTION – SUSTAINABIL ITY

59%

68%

Sustainable practices

Importance

Satisfaction

+9 points



Continue to support sustainability practices 
and educate visitors.

TAKE AWAY



Inclusivity is critical.

LEARNING 5
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OREGON VISITOR WHITE/CAUCASIAN

88%

85%

2017 2022

-3 points
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OREGON VISITOR RACE/ETHNICITY

6%

5%

3%

2%

1%

1%

1%

Asian

Hispanic/Latino or Latinx

Native American/Alaskan Native

Black or African American

Native Hawaiian or Pacific Islander

I identify with more than one racial background/multi-racial

Middle Eastern/Northern African
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NATIONAL TRAVELER VS OREGON VISITOR RACE/ETHNICITY

80%

4% 5% 1%
8%

0% 2%

85%

6% 5% 3% 2% 1% 1%

White Asian Hispanic/ Latino Native
American/

Alaskan Native

Black/ African
American

Native
Hawaiian/

Pacific Islander

Multi-racial

National Oregon
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NATIONAL  TRAVELER  L IK ELY  TO  V I S I T  OREGON NEXT  3  YEARS

75%

9% 6% 6%
1% 0% 3%

85%

2% 6% 5% 3% 1% 1%

White Black/ African
American

Asian Hispanic/ Latino Native
American/

Alaskan Native

Native
Hawaiian/

Pacific Islander

Multi-racial

Interested Oregon Oregon Visitor
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IMPORTANCE VS SATISFACTION – INCLUSIVE

80%
83%

Inclusive and welcoming atmosphere

Importance

Satisfaction

+3 points
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DISABIL ITY

Has a Disability
17%

Does not have a 
disability

83%
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DISABIL ITY TYPE

9%

7%

3%

2%

1%

Walking

Hearing

Sight

Learning/cognitive

Speech
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IMPORTANCE VS SATISFACTION – ACCESSIB ILTY

32%

41%

Accessibility to people with disabilities

Importance

Satisfaction

+9 points



Maintain focus on being inclusive and 
welcoming to all travelers.

TAKE AWAY



Digital is everything.

LEARNING 6
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PLANNING SOURCES

51%

39%

30%

28%

28%

24%

17%

16%

14%

14%

13%

12%

10%

10%

My previous travel there

Internet search

Friend or family or coworker recommendation

Hotel/lodging website

Mapping websites/app

Destination website

Travel review website

Social media platform

Online destination travel guide

Travel booking website/app

Travel article on a website

Printed destination travel guide

Travel article in a magazine/newspaper

Welcome Center/Visitor Information Center
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OREGON ADS

Has seen travel 
ad for Oregon

59%

Has not seen 
travel ad for 

Oregon
41%
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OREGON ARTICLES

Has seen travel 
articles for 

Oregon
67%

Has not seen 
travel articles 
for Oregon

33%
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PLANNING WINDOW

5%

18%

22%23%

14%
12%

6%

More than 1
year

6-12 months3-5 months1-2 months2-4 weeksLess than 2
weeks

I did not plan
anything in
advance
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PLANNING WINDOW

11%

34%

15%
19% 17%

4%6%

36%

23% 22%
18%

5%

I did not plan
anything in advance

1 month 1-2 months 3-5 months 6-12 months More than 1 year

2017 2021/22



Plan media to reach travelers at the most 
opportune time and place.

TAKE AWAY



Structural factors are 

important.

LEARNING 7
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BARRIERS

28%

24%

16%

14%

14%

12%

8%

6%

3%

3%

Oregon is too far from where I live

Not familiar with what there is to see and do in Oregon

Gas prices are too high

Too expensive to visit

Covid-related concerns

Less interesting than other destinations

I'm not interested in what Oregon offers as a travel experience

Political reasons

Lack of family-friendly activities

Environmental concerns
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DESTINATION SELECTION FACTORS

82%
80%
80%

78%
76%
76%

71%
66%

63%
59%

47%
32%

Affordability/value for the money
Environmental quality (e.g. air, cleanliness)

Inclusive and welcoming atmosphere
Safety/crime-levels

Walkability
Accommodations/lodging options

Number of people/crowd size
Weather

COVID-19 protocols
Sustainable practices

Tourism products & services
Accessibility to people with disabilities
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NONSTOP AIR  SEATS TO OREGON
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TOP 10 AIR  MARKETS TO OREGON

Volume 
Change

Percent 
Change

20222007Nonstop Scheduled Air Seats

666,04679%1,509,043842,997Seattle, WA, US

430,95871%1,039,682608,724Denver, CO, US

135,31218%898,641763,329San Francisco, CA, US

187,65131%792,138604,487Los Angeles, CA, US

162,16529%723,364561,199Las Vegas, NV, US

59,52810%659,693600,165Phoenix, AZ, US

43,3119%516,899473,588Salt Lake City, UT, US

23,3155%461,237437,922San Jose, CA, US

242,278122%440,636198,358Dallas/Fort Worth, TX, US

-54,751-11%426,735481,486Oakland, CA, US
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DESTINATION AIRPORTS IN OREGON

Volume 
Change

Percent 
Change

20222007Nonstop Scheduled Air Seats

649,2037%9,921,0359,271,832Portland, OR, US

609,530159%992,738383,208Eugene, OR, US

481,136229%691,523210,387Redmond/Bend, OR, US

229,23071%550,132320,902Medford, OR, US
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REGION VIS ITED BY YEAR

32% 30%

16%
13% 12% 10%

7%

46%

37% 35%

22% 21% 20%
13%

Portland Region Oregon Coast Willamette
Valley

Central Oregon Southern Oregon Mt.
Hood/Columbia

River Gorge

Eastern Oregon

2017 2021/22



Support development across the state to 
encourage an equitable visitor economy.

TAKE AWAY



Value is key.

LEARNING 8 
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DESTINATION SELECTION FACTORS

82%
80%
80%

78%
76%
76%

71%
66%

63%
59%

47%
32%

Affordability/value for the money
Environmental quality (e.g. air, cleanliness)

Inclusive and welcoming atmosphere
Safety/crime-levels

Walkability
Accommodations/lodging options

Number of people/crowd size
Weather

COVID-19 protocols
Sustainable practices

Tourism products & services
Accessibility to people with disabilities
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PER PARTY PER TRIP  SPEND

$634
25%

$590
24%

$286
12%

$280
11%

$230
9%

$220
9%

$196
8%

$61
2%

Lodging

Restaurants & dining out

Retail

Recreation/entertainment

Rental car

Gasoline

Grocery (food stores)

Ground transportation

$2,497 Total Spend
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AIRFARE TO OREGON
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IMPORTANCE VS SATISFACTION – VALUE

82%
79%

Affordability/value for the money

Importance

Satisfaction

-3 points
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BARRIERS

28%

24%

16%

14%

14%

12%

8%

6%

3%

3%

Oregon is too far from where I live

Not familiar with what there is to see and do in Oregon

Gas prices are too high

Too expensive to visit

Covid-related concerns

Less interesting than other destinations

I'm not interested in what Oregon offers as a travel experience

Political reasons

Lack of family-friendly activities

Environmental concerns



VALUE =
QUALITY

COST



Maintain value proposition for visitors.

TAKE AWAY



Find the optimal visitor 

mix.

LEARNING 9 
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OREGON PERCEPTIONS

20% 21%

16%

33% 35%

25%

Scenic beauty Welcoming & inclusive Unique

First Time

Repeat

+13 points +14 points +14 points
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REGIONS VIS ITED

45%

29%
24%

17% 17% 15%
11%

47%

38% 35%

22% 21% 22%

14%

Portland Region Oregon Coast Willamette
Valley

Southern Oregon Mt.
Hood/Columbia

River Gorge

Central Oregon Eastern Oregon

First Time Repeat
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ACTIVITIES

60%

43%

26%
20% 18%

7% 6% 6% 4%

64%

48%

31%
22% 21%

10% 7% 7% 6%

Eat and drink Outdoor
recreation

Shopping Arts and
cultural
heritage

Business or
family

related events

Attend a
festival or

special event

Health and
wellness
services

Sporting events Participated in
agricultural
experience

First Time Repeat
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SATISFACTION

30% 27%

61% 69%

91% 95%

First Time Repeat

Very satisfied

Satisfied
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L IKEL IHOOD TO RETURN

27% 19%

39%
70%

66%

90%

First Time Repeat

Extremely likely

Likely
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L IKEL IHOOD TO RECOMMEND

53%
63%

20% 18%

27%
18%

First Time Repeat

Detractor

Passive

Promoter

NPS 26
NPS 45
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PER PARTY PER DAY SPEND

$129$135

$119$126

$57$62
$58$65
$47

$76 $45
$38 $40
$40

$508
$561

RepeatFirst Time

Ground transportation

Grocery (food stores)

Gasoline

Rental car

Recreation/entertainment

Retail

Restaurants & dining out

Lodging

+$53



Repeat visitors are the foundation; first time 
visitors are the opportunity.

TAKE AWAY



Questions?


