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WHO IS OREGON’S 

TRAVEL & TOURISM 

INDUSTRY? 
 

105,500 OREGONIANS DIRECTLY 

EMPLOYED* 

• Restaurants, hotels, wineries, 

attractions, guiding & outfitter 

businesses, tour operators, 

visitor information centers, 

convention and visitor 

bureaus 

• Indirect: Gas stations, libraries, 

community centers, shopping 

centers, printers, art galleries 

and more… 

     *2015 figure 
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OREGON’S TOURISM 

INVESTMENT  
 

OREGON’S 2003 TOURISM 

BUDGET  

• 47th  lowest of the 50 states 

• Losing tourism market share  

to other states 

• Oregon needed an 

economic stimulus 

OREGON’S TOURISM STRATEGY  

• House Bill 2267 passed and 

was signed: The Oregon 

Tourism Investment Proposal 
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WHAT 2003 LEGISLATION DID 
 

• Implemented 1% Statewide Lodging Tax  

• State tax revenues fund Oregon Tourism Commission, dba Travel 

Oregon 

• Protected local lodging taxes 

o Existing local rates and allocations for tourism were 

“grandfathered”  

o Future increases in local lodging tax rates require at least 70% 

dedicated  

to tourism 
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In 2003 In 2015 Change 

Direct Employment 85,600 jobs 105,500 jobs +23% 

Employee Earnings $1.7 billion $2.8 billion +65% 

Visitor Spending $6.5 billion $10.8 billion +66% 

Taxes (State/Local) $242 million $466 million +93% 

OREGON TOURISM PERFORMANCE 
 

Source: Oregon Travel Impacts, Dean Runyan Associates, 2016 
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REVENUE FROM OVERNIGHT VISITORS 

6 Source:  Dean Runyan Associates, 2016 

24% 

In-State Visitors 

76% 

Out-of-State &  

International Visitors 



Source: Oregon Travel Impacts 1991-2015, Dean Runyan 
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SHARE OF VISITOR SPENDING 

Source: US Travel Asso., US Bureau of Labor Statistics 

$653.7B $928.1B 

2005 2014 
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AD ACCOUNTABILITY ROI

2004 
$159:1 

2004 
$6:1 

Increase in Visitor  

Spending 

Increase in State and 

Local Tax Revenue 
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AD ACCOUNTABILITY ROI 

Source: Longwoods Ad Accountability, 2012/13, 2014 
 

2004 
$159:1 

2013 
$237:1 

2004 
$6:1 

2013 
$11:1 

Increase in Visitor  

Spending 

Increase in State and 

Local Tax Revenue 
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OUR VISION: A better life for Oregonians through 

strong, sustainable local economies. 

 

OUR MISSION: We inspire travel that drives 

economic development. Through innovation and 

partnerships, we share the stories of Oregon’s people and 

places, ensuring the preservation of Oregon’s way of life 

and natural places.  
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TRAVEL OREGON STRATEGIC PLAN 

2015–2017 IMPERATIVES 
 

• Optimize Statewide Economic Impact 

 

• Support & Empower our Partners 

 

• Champion the Value of Tourism 

 

• Run an Effective Business 
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GOVERNOR  

 

 
OREGON TOURISM COMMISSION 
9 APPOINTED COMMISSIONERS  
 
 
TRAVEL OREGON  
CHIEF EXECUTIVE OFFICER 
 
 
TRAVEL OREGON STAFF 
4 DEPARTMENTS 

ORGANIZATIONAL 

STRUCTURE 
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STATEWIDE 

Travel Oregon 

 

 
REGIONAL 
RDMO 
 
 
LOCAL 
DMO 
 
 
LOCAL 
Business, Organization, Individual 
 

COMMUNICATION 

14 



LOCAL 
Business, Organization, Individual 

 
 

LOCAL 
DMO 

 
 

REGIONAL 
RDMO 

 
 

STATEWIDE 

Travel Oregon 

 

 
 
 
 
 
 

TOURISM INDUSTRY 

PARTNERING 
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WHAT IS A DMO? 
DESTINATION MARKETING ORGANIZATION 
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WHAT IS AN RDMO? 
REGIONAL DESTINATION MARKETING 

ORGANIZATION 
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TRAVEL OREGON 

DEPARTMENTS AND PROGRAMS 

Industry and Visitor Services 

• State Welcome Centers 

• Oregon Tourism Conference 

• Grants 

 

Global Marketing 

• Consumer marketing 

• Integrated and digital 

• Branding and creative 

• Research and analytics 

• Communications   
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Global Sales 

• Domestic and int’l travel 

trade  

• International media  

• Target markets: Americas, 

Asia, Europe and Oceana 

 

Destination Development 

• Oregon Tourism Studios  

• Product development 

• Travel Oregon Forever 

• Regional Cooperative 

Tourism Program 

  

 



INDUSTRY AND VISITOR SERVICES 
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TRAVEL OREGON MATCHING GRANTS PROGRAM 

• $500,000 allocated for the 2016-2017 grant cycle 

• New tourism projects that contribute to development and 

improvement of local economies and communities 

• Generate overnight stays in the region via partnerships with local 

tourism businesses and organizations 

 

OREGON WINE COUNTRY PLATES MATCHING GRANT 

• Over $300,000 allocated to wine & culinary projects for the 2015-

2017 grant cycle 

 

RURAL TOURISM STUDIO GRANT 

• Administered to communities that complete the Rural Tourism 

Studio program to help with project initiatives that are prioritized 

during studio process 

TRAVEL OREGON GRANT PROGRAMS 
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Travel Oregon and the Oregon 

Restaurant & Lodging 

Association Education 

Foundation have partnered 

with the American Hotel & 

Lodging Educational 

Institute (AHLEI) to bring the 

Oregon travel and tourism 

industry an accredited and 

internationally recognized 

customer service training 

program, Oregon Guest Service 

Gold 

OREGON’S CUSTOMER 

SERVICE TRAINING 

PROGRAM 

21 



OREGON GOVERNOR’S 

CONFERENCE ON TOURISM 
SALEM CONVENTION CENTER | MAY 10-12, 2017 
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• Brochures and visitor guides 

are displayed at one or more 

of the eight Oregon 

Welcome Centers at high-

traffic gateways into the state 

 

• In 2015, over 171,500 visitors 

benefitted from personalized 

travel planning assistance at 

the Welcome Centers 

 

WELCOME CENTER 

BROCHURE PROGRAM 
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24 

30 

KLAMATH FALLS 

La Grande 

32 

20 

5 

13 TRAVEL OREGON OPERATES EIGHT STATE WELCOME CENTERS 

AT KEY ENTRY POINTS INTO OREGON 

STATE WELCOME CENTERS 

ONTARIO 

1 

6 

7 

8 

UMATILLA 

3 
PDX  

LAKEVIEW 

OREGON  

CITY 

SEASIDE  2 

BROOKINGS 
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SISKIYOU WELCOME CENTER 
COMING FALL 2017 
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DESTINATION DEVELOPMENT 
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OREGON TOURISM STUDIOS 

 

• Rural Tourism Studio 

• Bicycle Tourism Studio 

• Culinary & Agritourism Studio 

• Tour Operators, Guides, and 

Outfitters Trainings 

 

DESTINATION DEVELOPMENT 
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AND BICYCLE TOURISM STUDIOS 

 

RURAL TOURISM STUDIOS 
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INDUSTRY WORKING GROUPS 

 

• Oregon Bicycle Tourism 

Partnership 

• Oregon Agritourism Network 

• Oregon Outdoor Recreation 

Leadership Team 

DESTINATION AND 

PRODUCT 

DEVELOPMENT 
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OUTDOOR RECREATION MEANS BUSINESS 

INITIATIVE 

 

We’re helping launch an 

Outdoor Recreation 

(Means Business) Initiative 

June 2016 

 

We envision it being a 

robust coalition of the 

outdoor industry with  

conservation, land 

manager and user groups 

working together to 

drastically increase the 

economic impact and 

long-term sustainability of 

Oregon’s outdoor 

recreation economy 
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TOOLS TO ENGAGE VISITORS 

AND LOCAL BUSINESSES 
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BIKE FRIENDLY BUSINESS PROGRAM 

 
 

Oregon loves bicyclists . That’s why we’re the first state in 

the nation to create a Bike Friendly Business program 

geared toward travelers.  
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RIDEOREGONRIDE.COM 
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OREGON SCENIC BIKEWAYS 
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TRAVEL OREGON FOREVER NETWORK 
SUSTAINABLE BUSINESS CHALLENGE 

 

With your help, we can help make Oregon a better place to live 
and visit, now and forever. 

35 



TRAVEL OREGON FOREVER NETWORK 
TRAVEL OREGON FOREVER FUND 

 

If we treat the places we love to see and explore gently, they’ll 
remain available for many years to come. 
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GLOBAL SALES 
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• Grow awareness in (and 
traffic from) key markets 

• Focus on shoulder/low 
season 

• Support winter flight 
capacity increases  

• Evaluate performance in 
key markets 

• Explore potential of 
emerging markets:  

•  Brazil 

•  India 

GLOBAL SALES  
OBJECTIVES 
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INTERNATIONAL VISITORS 

• Stay longer 

• Spend more 

• Book further in advance 

• Book out-of-the-way places 

 

DOMESTIC VISITORS 

• Those traveling by motor coach 
have a great economic impact  

• Groups look for more niche 
market activities 

• Millennials looking to do more 
motor coach travel  

DID YOU KNOW? 
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WHO DOES OREGON COMPETE WITH? 
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Oregon outperformed the US in 2015 

Overseas visits to Oregon 

grew 4.5% in 2015 

compared with Tourism 

Economics’ estimate of 

just 2.9% for all of the US 

 

 

 

4.5%

2.9%

0%

1%

2%

3%

4%

5%

Total overseas

Oregon

US

Percent change

Source: Tourism Economics

Annual growth in visitor arrivals, 2015 

Source: Tourism Economics; VisaVue
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HOW WE WORK TO REACH OUR MARKET 
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MEDIA FROM AROUND THE WORLD 
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INTERNATIONAL WEBSITES 

ACCESS TRAVELOREGON.COM IN  

GERMAN, JAPANESE, CHINESE & FRENCH 
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ITINERARY 

April 3, Day 1: Portland 

April 4, Day 2: Florence  

April 5, Day 3: Grants Pass 

April 6, Day 4: Sunriver  

April 7, Day 5: Pendleton 

April 8, Day 6: Mt. Hood 

April 9, Day 7: Columbia River       

Gorge 

 

BY THE NUMBERS 

22 Tour Operators from 8 countries 

1200 Miles 

7 Regions 

6 of the 7 Wonders of Oregon  

120 Oregon partners, hotels & 

attractions 

7 Regional DMO partners 

3 In-country reps  

Photo: @schnoff 

OREGON ROAD RALLY 
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INTERNATIONAL POW WOW (IPW) 
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GLOBAL MARKETING 
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• Continue to engage consumers in the Oregon brand 

• Breakthrough market clutter by focusing our messages 

• Engage in conversations with consumers who identify with the 
Oregon mindset 

• Leverage fans of Oregon  

GLOBAL MARKETING OBJECTIVES 
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7 WONDERS OF OREGON 
OUR GOAL: INSPIRE PEOPLE TO SEE ALL 7 WONDERS IN THEIR 

LIFETIME. 
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WINTERCATION 
OUR GOAL: INSPIRE WINTER EXPLORERS TO EXPLORE EACH 

REGION. 
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COMMUNICATIONS 
WORKING WITH THE REGIONS 
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PRIMARY RESEARCH STUDIES 

• Local Transient Lodging Tax Survey 

• Oregon Overnight Travel Study 

• Oregon Travel Impacts (1991-2009 economic impacts) 

• Fishing, Hunting, Wildlife Viewing & Shell Fishing in 

Oregon 

• Tourism & Hospitality Indicators Report  

• Regional Research 

• Travel Oregon Reports 

• Oregon Bike Tourism Research 

 

 

INDUSTRY POLICY & RESEARCH 
POLICY: Government affairs, legislative issues, agency & 

partner relations 

RESEARCH: Development & marketing decisions are based on 

research 
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INTEGRATED MARKETING 
OWNED + SOCIAL MEDIA 
OUR GOAL: TO HAVE TRAVEL OREGON BE THE MOST 

TRUSTED SOURCE FOR TRAVEL INSPIRATION & TRIP 

INFORMATION.  
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DIGITAL CONTENT 
INSPIRATIONAL STORIES & VIDEOS 
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DIGITAL CONTENT 
E-NEWSLETTERS 
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DIGITAL CONTENT 
SOCIAL MEDIA 

56 



• Advertising 

• Data Analysis & Research 

• Co-Op Programs 

• Travel Oregon Online Leads 

• Travel Oregon Regional Pack  

• Regional Cooperative 

Marketing Program 

• Fulfi l lment 

 

VISITOR GUIDES & STATE MAPS  

industry.traveloregon.com/orderform 

 

BIKE MAPS 

Oregon State Parks 

1.800.551.6949 

MARKETING SERVICES 
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TOTAL ANNUAL RESPONSES 
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TOTAL ANNUAL RESPONSES 
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TOTAL ANNUAL RESPONSES 
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TOTAL ANNUAL RESPONSES 
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REGIONAL COOPERATIVE 

TOURISM PROGRAM 
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OREGON’S 7 TOURISM REGIONS 
 

Eastern 

Southern 

Wil lamette 
Valley 

Coast 

Greater  
Port land 

Mt. Hood/ 
Gorge 

Central  
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OREGON’S REGIONAL DESTINATION 

MARKETING ORGANIZATIONS 

• Travel Portland (Greater Portland) 

• Oregon Coast Visitors Association  

• Willamette Valley Visitors Association 

• Central Oregon Visitors Association 

• Eastern Oregon Visitors Association 

• Oregon’s Mt. Hood Territory (Mt. Hood/Gorge) 

• Travel Southern Oregon 
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Coast 

24% 

Willamette 

Valley 

12% Greater 

Portland 

37% 

Southern 

10% 

Central 

9% 

Mt. 

Hood/Gorge 

4% 

Eastern 

4% 

AVERAGE REGIONAL DISTRIBUTION 2008-2015 
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• Initiated in response to working with the Oregon tourism industry over 

a two-year period to develop the Oregon Tourism Industry Action 

Plan. The need to add capacity to the regional program was 

identified during this process 

• Baseline funding  set at $175,000 per region  

• Regions can spend funds on funds on full suite of tourism 

development, marketing, and sales activities – not just restricted to 

out of state marketing and sales anymore 

• Regions can allocate funding for human capacity (up to $50,000) to 

carry out opportunities identified in plans 

REGIONAL PROGRAM CHANGES 2015 
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• Increased flexibility in how funds can be allocated 

• Increased regional discretion in terms of how regional funds can be 

allocated 

• Simplified reporting and metrics requirements for RDMOs 

• New position created at Travel Oregon to serve as a single point of 

contact. Role to focus on advocating for local and regional 

perspectives, helping connect partners with funding and grant 

opportunities, and monitoring policy issues that affect successful 

execution of initiatives and economic development

REGIONAL PROGRAM CHANGES 2015 (cont.) 
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CURRENT REGIONAL DISTRIBUTION 2015-16 

Coast 

$325,000 

19% 

Willamette Valley 

$225,000 

13% 

Greater Portland 

$425,000 

25% 

Southern 

$175,000 

11% 

Central  

$175,000 

11% 

Mt. Hood/Gorge 

$175,000 

11% 

Eastern  

$175,000 

10% 
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Full-day RDMO 
Gathering 

R3 

Develop integrated planning 
framework and methodology 

Review existing 
RDMO plans 

Develop draft metrics for 
framework 

Background Research  

 Sept-Dec 2015 

Mar 2016 

RDMOs develop 2016-17 
strategic plans 

Regional Consultation 

Oct-Nov 2015 

REGIONAL PROGRAM PLANNING FRAMEWORK  

R1 R5 R6 R7 R4 R2 

Oct-Dec 2015 

Regional Stakeholder 

 Planning Sessions 

Jan-Feb 2016 

Integrated Planning Process  

Apr-Jul 2016 

R3 R1 R5 R6 R7 R4 R2 

71 



72 



GATHERING INPUT 

FROM OREGON’S 

TOURISM INDUSTRY 
 2016 REGIONAL STAKEHOLDER 

ENGAGEMENTS 

• Willamette Valley – January 20 

• Mt. Hood / Gorge – January 25 

• Greater Portland – January 26 

• Central Oregon – January 29 

• Eastern Oregon – February 4 

• Oregon Coast – February 29 

• Statewide Gathering – March 2 

• Southern Oregon – March 6 
Larry Geddis 
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REGIONAL STAKEHOLDER FINDINGS  

• Capacity to convene and manage projects  

• Congestion reduction and alternative transportation options 

• Decrease seasonality of visitation 

• Education and training of frontline staff 

• Effective collaboration with public land and transportation agencies 

• Ensure all lodging providers are collecting/remitting TRT appropriately  

• Leverage Travel Oregon’s marketing campaigns/programs 

• Some destinations reaching carrying capacity 

• Visitor wayfinding and signage  

74 



STATEWIDE TOURISM ENGAGEMENT 

SURVEY RESULTS 

• 2016 Stakeholder Engagement  

survey: March 23-April 4 

 

• 57% respondents represented  

small businesses/organization 

(1-10 people) 

 

• 74% respondents were 

managers/executives or owners 

24% 

25% 

7% 

9% 7% 

9% 

18% 

219 Respondents by  

Geographic Location 
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NEW LEGISLATION 

AWARENESS AND OPINION 

6% 

94% 

I am aware of the legislature’s recent  

approval to increase the state lodging tax. 

No Yes

16% 

84% 

The legislature's recent approval to increase  

the state lodging tax is good for Oregon's  

tourism industry. 

FALSE TRUE
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STATEWIDE OPINION OF NEW 

LEGISLATION 

 84%  
The state lodging tax  

is good because... 

16% 
The state lodging tax  

is not good because... 

Support Community/Business 
Development 

Proven ROI 

Low Risk 

Economic Driver 

More Productive Development 

Social Driver 

Project/Grant 

Funds 

Increased Marketing 

Resources 

Increased Funding Inequitable Distribution 
Requires Alignment 

Reduced Demand 
Misrepresented Purpose 

Creates Division 

Unknown/Unseen ROI 
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OREGON TOURISM TOWN HALLS 

Astoria - May 3 

Portland - May 4 

Gresham - May 5 

Lakeview - May 9 

Klamath Falls - May 10 

The Dalles - May 10 

Corvallis - May 11 

Scappoose - May 11 

Sandy - May 12 

Reedsport - May 12 

Brookings -  May 12 
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Hillsboro - May 12 

Burns - May 12 

Prineville - May 16 

La Pine - May 17  

La Grande - May 18 

Ontario - May 18  

Silverton - May 19 

Springfield - Jun 27 

Roseburg - Jun 27 

Ashland - Jun 28 
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Brookings 

30 Astoria  

Burns 

Corvallis 

Gresham 

11 Hillsboro 

 

Klamath Falls 

La Grande 

La Pine 

Lakeview 

Ontario 

 

Portland  

Prineville 

 

Reedsport 

Sandy 

The Dalles 

32 

9 

16 

27 

Silverton 19 

15 

20 

28 

11 

10 

35 
10 

24 

11 

31 

13 
Scappoose 

TOWN HALLS: LOCATIONS & PARTICIPATION 

Rogue Valley 

25 

Roseburg 18 

Springfield
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TOWN HALLS:  DEMOGRAPHICS 

80 

23 

Klamath Falls Lakeview 

24 
19 8 

2% 

3% 

3% 

3% 

3% 

3% 

4% 

5% 

5% 

6% 

14% 

15% 

35% 

Education

Arts & Entertainment

Business

Other

Parks & Rec

Sports/Outdoors

Publication/Radio

Food & Beverage

Retail

Attraction

DMO/RDMO/Visitor Center

Lodging/Property

Government/NGO

Organizational Category 

22% 

17% 

17% 

17% 

15% 

7% 

6% 

Organizational Position 

Director/Executive Director

Assistant/Coordinator/Volunteer/Liason

Manager/Assistant Manager

Owner

President/CEO/VP/Board

Elected Officials

Other



 

• How engaged are you with the 

tourism partnering structure?  

 
    Local > DMO >  RDMO > Travel 

Oregon  

 

• What opportunities/challenges 

currently face your business or 

community? 

 

• What excites you about the role 

tourism plays in your future? 

 

• What 1-3 priorities do you want us 

to consider as we build the Travel 

Oregon 2017-2019 strategic plan? 
 

TOWN HALLS: LOCAL PERSPECTIVES 
WE’D LIKE YOUR THOUGHTS ON… 
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Willamette Valley 

Alignment with Regional Stakeholder Findings 
 Decrease seasonality of visitation 

 Leverage Travel Oregon’s marketing campaigns/programs 
 Some destinations reaching carrying capacity 

 
 
 

 
• Leverage the excitement around existing tourism assets (Wineries etc.) 
• Infrastructure is in disrepair 
• More focus on agri-tourism 

• Increase marketing to enhance their “dot” on the map 
• Need for increased hotel/convening space 

 
 

• More partnerships between DMOs and chambers of commerce 
• Collaboration needed between wineries, vineyards, and farmers 

markets 
• Improve cooperation and cross promotion of lodging, small businesses 

and small communities 
• Assistance with marketing expertise/collateral, especially in rural areas 

 
 

• Increase tourism in the wet, winter months  
 
 

Seasonality 

Partnerships 

Development 
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Willamette Valley 

Alignment with Regional Stakeholder Findings 
 Capacity to convene and manage projects  
 Congestion reduction and alternative transportation options 

 

 

 
• Transportation, parking and general congestion are an issue 

• Support alternative transportation options (i.e. bicycle 

tourism) 

• Creation of new scenic byway 

 

 

 
• Too few staff to market major assets 

 
 
 

Transportation 

Workforce 
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TOWN HALLS: KEY THEMES 

 

 

 

Development 

Oregon is blessed with an abundance of tourism assets. Stakeholders want to see more lodging 

development in rural areas, as well as an emphasis placed on agri-tourism, outdoor adventures 

and “lesser known” natural attractions. Sustainable development, capacity management, and 

support through focused marketing efforts were also discussion themes. 

Education 

Many communities need help in educating local leaders on the role of tourism and its impact 

on local and regional economies. In addition, assistance with local marketing/branding and 

increased frontline staff training are in demand to foster positive a visitor experience, especially 

among small businesses. 

Grants 
Stakeholders find some aspects of the grant process to be complicated and limiting.  They 

would like to see a more simplified, accessible and inclusive process that is clearly 

communicated. 

Partnerships 
A rising tide floats all boats. Stakeholders suggest that more structured partnerships across 
regions, communities and businesses could improve the overall tourism economy through 

enhanced communication and cooperative marketing efforts.  

Seasonality 
Seasonality puts pressure on Oregon tourism communities.  Stakeholders would like to see fewer 

“peaks and valleys” with an increased focus on options for winter and shoulder season 

visitation.  

Transportation 
Improvements to transportation infrastructure was a major theme of the regional town halls. 

Discussions included mitigation of congestion, improved signage and way-finding, and pursuing 

alternative, car-free, methods of transportation between rural destinations and attractions. 

Workforce 
Ensuring that a quality tourism workforce is both available and sustainable is top of mind across 

the state. Low wages, lack of affordable housing and fluctuating seasonal populations were all 

challenges to attract and retain the workforce necessary for tourism growth.  84 



THANK YOU 
Stay Engaged 
Industry.TravelOregon.com 

Contact Us 
Industry@TravelOregon.com 85 


