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Transient Lodging Tax Workgroup

Appendix 1

Meeting materials from
June 30, 2016



First meeting of the workgroup

IL.

I1I.

IV.

VL

Meeting Facilitators: Mazen Malik and Paul Warner: Legislative Revenue Office.

Transient Lodging Tax (HB 4146) Workgroup

Meeting Agenda

June 30, 2016
Capitol Building, 900 Court St.
503-986-1266

1:00-3:00 pm
Hearing Room 350.

Workgroup members:

Senator Rod Monroe

Senator Bill Hansell

Representative Nancy Nathanson

Representative John Davis

Danielle Cowan, Clackamas County Tourism & Cultural Affairs
Carolyn McCormick, Washington County Visitor Association
Mary Pat Parker, Visit Corvallis

Jon Rahl, Seaside Visitors Bureau

Alice Trindle, Eastern Oregon Visitors Association

Alana Hughson, Central Oregon Visitors Association

Scott Youngblood, Embassy Suites Tigard; Oregon Tourism Commission
Bob Hackett, Oregon Shakespeare Festival - Ashland, OR

Jeft Kohnstamm, Timberline Lodge - Mt. Hood

Jeff Miller, Travel Portland

. Introductions of members.

Tasks specified by the bill - (Decision on subgroups or special presentations).

Presentation by The Department of Revenue on the TLT tax collections and statistical
information and profiles.
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Presentation by Travel Oregon on the program and its functions, reports and information

already mandated by other requirements.

. Agenda suggestions for next meeting on July 11th.

Plans for future meetings (number and subgroups).
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Transient Lodqging Tax work group

June 30, 2016 Hearing Room 350
1:00 P.M.
MEMBERS PRESENT:  Sen. Rod Monroe Danielle Cowan
Rep. Nancy Nathanson Jon Rahl
Rep. John Davis Alice Trindle (by phone)
Sen. Hansell (Leg. Aide Alana Hughson (by phone)
Brandon was present) Scott Youngblood

Bob Hackett

Jeff Kohnstamm

Brian Doran, for Jeff Miller
Mary Pat Parker

Carolyn McCormick

STAFF PRESENT: Paul Warner, Legislative Revenue Officer
Mazen Malik, Senior Economist, LRO
Corinne, LRO Office Manager

ISSUES: Introduction of Members
Tasks specified by the bill (HB 4146)
Dep. Of Revenue presentation - TLT tax collections
Travel Oregon presentation

Members of the group introduced themselves

Paul Warner - Legislative Revenue Officer

Rep. Nathanson

Sen. Monroe

Rep. Davis

Danielle Cowan - Clackamas County tourism

Jon Rahm - Seaside tourism

Jeff Kohnstamm - Timberline Lodge

Scott Youngblood - Embassy suites and Tourism commission
Bob Hackett - Ashland - SO Visitor's Assn and Shakespeare Festival
Alana Hughson, Central OR Visitors Assn.

Alice Trindle, Eastern OR visitors Assn.

Mary Pat Parker - Corvallis

Carolyn McCormick - Washington County Tourism

Audience attendees:

Bill Perry
Shannon Jones
Elizabeth Howe
Wendy Johnson
Todd Davidson
Jim Austin
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Dan Jarman

Gwen Baldwin
Elizabeth Edwards
Jillian Harger
Nastassja Pace

Mazen Malik - LRO. Discussion of the tasks specified by the bill.

Rep. Nathanson - Wants to hear from group members. Section 7 (a)

Sen. Monroe - would like to see the controversies of this bill.

Rep. Davis - talked about barriers to expansion in Section 7 (b)

Rep. Nathanson - distribution of tax revenue problems (c), and (d) homeless individuals.
(e) Local add on taxes not being paid. DOR data should be shared.

Rep. Davis - (f) Accountability and return on investment.

Mazen Malik - (g) all other issues.

Xann Culver - DOR - policy analyst
Colleen Chrisinger - DOR - senior economist
Powerpoint Presentation (see presentation for details)

Todd Davidson - Travel Oregon
Powerpoint presentation (see presentation for details)

For next meeting: Presentation by the State Economist and by Local Governments and
the tourism industry.

Next meeting on July 11th at 1:30 pm



TLT Workgroup Thursday, June 30,7946
e Senator Rod Monroe
e Senator Bill Hansell
e Representative Nancy Nathanson,
e Representative John Davis
e Danielle Cowan, Executive Director, Clackamas County Tourism & Cultural Affairs
e Carolyn McCormick, Washington County Visitor Association
e Mary Pat Parker, Visit Corvallis
e Jon Rahl, Seaside Visitors Bureau
e Alice Trindle, Eastern Oregon Visitors Association
e Alana Hughson, CEO, Central Oregon Visitors Association;
e Scott Youngblood, Embassy Suites Tigard; Member, Oregon Tourism Commission
e Bob Hackett, Oregon Shakespeare Festival — Ashland, OR
o Jeff Kohnstamm, Timberline Lodge - Mt. Hood
e Jeff Miller, Travel Portland
First Meeting June 30, 2016 1:00 -3:00 pm, at room 350, Oregon State Capitol.
e Introduction of members
e Tasks specified by the bill (subgroups or special presentations).
e Presentation by Travel Oregon on the program and its functions as well as the reports and
information already mandated by other requirements.
e Presentation by DOR on the TLT tax collections and statistical information and profiles.
e Who else do we want to see next time
Second Meeting July 11, 2016 1:00 -3:00 pm, at room 350, Oregon State Capitol.

State economist on tourism and the economy.
Expedia AirB&B
Cities and counties presentations.

HB 4146
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State Transient Lodging Tax
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Legislative History

HB 2267 (2003) - Established a state transient lodging tax
Imposed at rate of 1% on “consideration rendered” for transient
lodging; required lodging provider to collect the tax.

HB 2197 (2005) - Clarified vacation homes (and other lodging
used for temporary human occupancy) are subject to state
transient lodging tax.

HB 2656 (2013) - Required transient lodging intermediary or
lodging provider to collect transient lodging taxes - whichever
collects payment for occupancy.

HB 4146 (2016) - Increased rate to 1.8% from July 1, 2016 to June
30, 2020 and decreased rate to 1.5% beginning July 1, 2020.
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Program Information

Program Start Date : January 1, 2004

Authority: ORS 320.300 to 320.340 and OAR 150-320.305,
150-320.308

Purpose: To provide funds for the promotion of Oregon’s
tourism programs

Number of active taxpayers: Approximately 3,200

Annual tax revenue: $17.8M in 2015

DOR administration budget: $670,000 in 2015-17

OREGON

R DEPARTMENT
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State Lodging Tax Determination

® Tax Is computed on total retail price paid for

occupancy of transient lodging*, including all charges
other than taxes.

® Tax Is collected by transient lodging tax collector

(provider or intermediary) that receives consideration
rendered (payment).

*ORS 320.300 defines “transient lodging” as hotel, motel, inn dwelling
units, houses, cabins, condominiums, apartment units or other
dwelling units or portions of dwelling units, that are used for
temporary human occupancy or spaces used for recreational vehicles
or tents during periods of human occupancy.
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Exemptions:

Used for temporary occupancy less than 30 days in a year

Leased or occupied by same person for 30 consecutive days
or more

Facilities providing mental health treatment or drug or
alcohol abuse treatment

Hospital, health care facility, or long-term care facility

Non-profit facilities used for the non-profit purpose and
not rented to general public

Funded by federal instrumentality to provide emergency or
temporary shelter

Federal employees on official business

"OREGON
IR EFANT MENT
T~y OF REVENUE
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Regions

OREGON’S TEN REGIONS

1. North Coast 4. Willamette Valley 8. Mt. Hood / Gorge
2. Central Coast 5. Portland Metro 9. Northeastern
3. South Coast 6. Southern 10. Southeastern
, 7. Central
Astoria =
Tillamook*  Portland » The Dalles » Pendleton »
Oregon City.+ La Grande »
Salem * 9
Newport » i
EwWpo Corvallis « Magras = Baker City
— Prinaville =
Ug .
Bend 7 Ontario =
Reedsport » 2 + Cottage Grave
Coos Bay » Burns »
Roseburg »
Port Orford = 3 6 1 0 Jordan Valley «
Medford =
Brookings » Klamath Falls «
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Administration

Tax collected by lodging provider or transient lodging
Intermediary and held in trust for State of Oregon.

Reporting requirements:

e Quarterly reporting required

e |Lodging receipts and tax reported by region

e Tax collector retains 5 percent of gross tax for
administrative burden

DOR reports and distributes revenues to Travel Oregon
‘monthly.

"OREGON
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Administration (cont’d.)

Challenges:

Frequent changes in ownership

Lack of awareness that state lodging tax is different from
local lodging taxes

Multiple owners for single facility

Multisite issues stemming from the program being based on
physical location

Difficulty in determining tax collection responsibility
Limited funding for program administration

Prevented from sharing information with local taxing
authorities o
. " OREGON
IR EER AT M EN 1
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Lodging Tax Receipts by Year
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Share by Accommodation Type
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Share by Region

45% -

40% -

35% -

30% -
[ =
S
¥ 25% -
o
>
]
Q 20% -
£ 2014
(7]

15% - m 2015

10% -

o I I I I I

B om

A & & & Q Q
2 > %> X O 'z> X N
L & C\“ & R & & e,bc}e’ z,bée’




Page 20

For More Information

e www.oregon.qov/DOR/programs/businesses/Pages/lodging.aspx

® http://www.oregon.qgov/DOR/programs/qov-
research/Pages/research-lodging.aspx

If you have additional questions after today please contact:

Xann Culver Colleen Chrisinger

Policy Analyst Senior Economist
xann-marie.f.culver@oregon.gov colleen.chrisinger@oregon.gov
(971) 304-5377 (503) 945-8745

OREGON
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WHO IS OREGON’S
TRAVEL & TOURISM
INDUSTRY?

105,500 OREGONIANS DIRECTLY
EMPLOYED*

« Restaurants, hotels, wineries,
attractions, guiding & ouffitter
businesses, tour operators,
visitor information centers,
convention and visitor
bbureaus

« Indirect: Gas stations, libraries,
community centers, shopping
centers, printers, art galleries
and more...

*2015 figure



OREGON'S TOURISM
INVESTMENT

OREGON'S 2003 TOURISM
BUDGET

« 47 Jowest 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
“Ygrandfathered”

o Future increases in local lodging tax rates require at least 70%
dedicated
to tourism
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OREGON TOURISM PERFORMANCE

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%

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

24%
In-State Visitors

76%
Out-of-State &
International Visitors

Source: Dean Runyan Associates, 2016
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Source: Oregon Travel Impacts 1991-2015, Dean Runyan
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SHARE OF VISITOR SPENDING

$653.7B $928.1B

Source: US Travel Asso., US Bureau of Labor Statistics
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AD ACCOUNTABILITY ROI

Increase in Visitor Increase in State and
Spending Local Tax Revenue

Source: Longwoods Ad Accountability, 2012/13, 2014
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AD ACCOUNTABILITY ROI

Increase in Visitor Increase in State and
Spending Local Tax Revenue

Source: Longwoods Ad Accountability, 2012/13, 2014



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



ORGANIZATIONAL
STRUCTURE

GOVERNOR

l

OREGON TOURISM COMMISSION
9 APPOINTED COMMISSIONERS

l

TRAVEL OREGON
CHIEF EXECUTIVE OFFICER

l

TRAVEL OREGON STAFF
4 DEPARTMENTS
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COMMUNICATION

STATEWIDE
Travel Oregon

l

REGIONAL
RDMO

LOCAL
DMO

LOCAL
Business, Organization, Individual
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TOURISM INDUSTRY
PARTNERING

LOCAL
Business, Organization, Individual

LOCAL
DMO

l

REGIONAL
RDMO

l

STATEWIDE
Travel Oregon
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WHAT IS A DMO?
DESTINATION MARKETING ORGANIZATION
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WHAT IS AN RDMO?

REGIONAL DESTINATION MARKETING
ORGANIZATION

EASTEHN
OREGON
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TRAVEL OREGON
DEPARTMENTS AND PROGRAMS

Industry and Visitor Services Global Sales

« State Welcome Centers « Domestic and int'l travel

« Oregon Tourism Conference frade

. Grants * Infernational media

« Target markets: Americas,
Global Marketing Asia, Europe and Oceana

« Consumer marketing
Destination Development

Integrated and digital
* Oregon Tourism Studios

Branding and creative
* Product development

Research and analytics
» Travel Oregon Forever

Communications
« Regional Cooperative
Tourism Program



INDUSTRY AND VISITOR SERVICES
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TRAVEL OREGON GRANT PROGRAMS

TRAVEL OREGON MATCHING GRANTS PROGRAM

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

« New tourism projects that confribute 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
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OREGON’S CUSTOMER
SERVICE TRAINING
PROGRAM

Travel Oregon and the Oregon
Restaurant & Lodging
Association Education
Foundation have parthered
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
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OREGON GOVERNOR’S
CONFERENCE ON TOURISM

SALEM CONVENTION CENTER | MAY 10-12, 2017/



WELCOME CENTER
BROCHURE PROGRAM

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
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STATE WELCOME CENTERS

TRAVEL OREGON OPERATES EIGHT STATE WELCOME CENTERS
AT KEY ENTRY POINTS INTO OREGON

PDX
SEASIDE

BROOKINGS
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SISKIYOU WELCOME CENTER

COMING FALL 2017



DESTINATION DEVELOPMENT
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DESTINATION DEVELOPMENT

OREGON TOURISM STUDIOS

« Rural Tourism Studio

« Bicycle Tourism Studio

« Culinary & Agritourism Studio

« Tour Operators, Guides, and
Outfitters Trainings

27
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RURAL TOURISM STUDIOS

AND BICYCLE TOURISM STUDIOS
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DESTINATION AND
PRODUCT
DEVELOPMENT

INDUSTRY WORKING GROUPS

« QOregon Bicycle Tourism
Partnership

* QOregon Agritourism Network

« Oregon Outdoor Recreation
Leadership Team
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OUTDOOR RECREATION MEANS BUSINESS

INITIATIVE

We're helping launch an
Outdoor Recreation
(Means Business) Inifiative
June 2016

We envision it being @
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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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 tfravelers.
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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.
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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.



GLOBAL SALES




GLOBAL SALES
OBJECTIVES

« Grow awareness in (and
traffic from) key markets

« Focus on shoulder/low
seqason

« Support winter flight
capacity increases

« Evaluate performance in
key markefts

« Explore potential of
emerging markets:

. Brazil
. India
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DID YOU KNOW?

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 fravel
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WHO DOES OREGON COMPETE WITH?




Oregon outperformed the US in 2015
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Overseas visits to Oregon
arew 4.5% in 2015
compared with Tourism
Economics’ estimate of
just 2.9% for all of the US

41

Annual growth in visitor arrivals, 2015
Percent change

5% -
4% A
3% -
2% -

1% A

0%

4.5%

Total overseas

Source: Tourism Economics; VisaVue

m Oregon
mUS

TOURISM ECONOMICS
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HOW WE WORK TO REACH OUR MARKET



PPPPPP

MEDIA FROM AROUND THE WORLD
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INTERNATIONAL WEBSITES

ACCESS TRAVELOREGON.COM IN
GERMAN, JAPANESE, CHINESE & FRENCH



OREGON ROAD RALLY

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 2, Day 7. Columbia River
Gorge

BY THE NUMBERS

22 Tour Operators from 8 countries
1200 Miles

/ Regions

6 of the 7 Wonders of Oregon

120 Oregon partners, hotels &
atfractions Photo: @schnoff

/ Regional DMO partners
3 In-country reps



INTERNATIONAL POW WOW (IPW)  r==



GLOBAL MARKETING
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GLOBAL MARKETING OBJECTIVES

« 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
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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.



COMMUNICATIONS

WORKING WITH THE REGIONS
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INDUSTRY POLICY & RESEARCH

POLICY: Government affairs, legislative issues, agency &
partner relations

RESEARCH: Development & marketing decisions are based on
research

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
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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



MARKETING SERVICES

Advertising

Data Analysis & Research
Co-Op Programs

Travel Oregon Online Leads
Travel Oregon Regional Pack

Regional Cooperative
Marketing Program

Fulfillment

VISITOR GUIDES & STATE MAPS

industry.tfraveloregon.com/orderform

BIKE MAPS
Oregon State Parks
1.800.551.6949
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TOTAL ANNUAL RESPONSES



TOTAL ANNUAL RESPONSES



PPPPPP

TOTAL ANNUAL RESPONSES
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TOTAL ANNUAL RESPONSES



REGIONAL COOPERATIVE

TOURISM PROGRAM




OREGON’S 7 TOURISM REGIONS




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

PLE
EVER
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AVERAGE REGIONAL DISTRIBUTION 2008-2015

Mt. Eastern
Hood/Gorge 4%
4%

Central
9%

Southern
10%

Willamette

Valley

Greater 12%
Portland
37%
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REGIONAL PROGRAM CHANGES 2015

» [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
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REGIONAL PROGRAM CHANGES 2015 (cont.)

* 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
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CURRENT REGIONAL DISTRIBUTION 2015-16

Eastern
$175,000
10% Coast
$325,000
Mt. Hood/Gorge 19%
$175,000
11%

Central Willamette Valley

$175,000 $225,000
1% 13%

Southern
$175,000 Greater Portland
11% $425,000
25%




REGIONAL PROGRAM PLANNING FRAMEWORK

Background Research Review existing Develop draft metrics for
Sept-Dec 2015 RDMO plans framework
1
[ 1
Regional Consultation
Oct-Nov 2015 R1| R2 | |R3|[R4| [R5 Ré6 || R7
L J
|
Oct-Dec 2015 Develop integrated planning

framework and methodology
1

Regional Stakeholder

Planning Sessions R1/|R2||R3| R4 | [R5 | |R6 || R7
Jan-Feb 2016 ) p
l
Full-day RDMO
Mar 2016 Gathering
L J
I
Integrated Planning Process RDMOs develop 2016-17

Apr-Jul 2016 strategic plans
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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
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REGIONAL STAKEHOLDER FINDINGS

« Capacity to convene and manage projects

Congestion reduction and alternative transportation opfions

Decrease seasonality of visitation

Education and training of frontline staff

Effective collaboration with public land and fransportation 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



Page 95

STATEWIDE TOURISM ENGAGEMENT
SURVEY RESULTS

« 2016 Stakeholder Engagement 18%
survey: March 23-April 4 9%

« 57% respondents represented % 77
small businesses/organization
(1-10 people)

« 74% respondents were 24% 77
managers/executives or owners

219 Respondents by
Geographic Location
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NEW LEGISLATION
AWARENESS AND OPINION

| am aware of the legislature’s recent The legislature's recent approval to increase
approval to increase the state lodging tax. the state lodging tax is good for Oregon'’s
tourism industry.

= No “Yes w FALSE = TRUE
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STATEWIDE OPINION OF NEW
LEGISLATION

The state lodging tax
is because...

The state lodging tax
is because...

owrisk INCreased Funding

Support Community/Business

Project/Grant Development
Funds More Productive Development

Requires Alignment Unknown/Unseen ROI

~ Misrepresented Purpose
Creates Division
Social Driver

Proven RO



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

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

Page 98



TOWN HALLS: LOCATIONS & PARTICIPATION

Scappoose
Astoria
Portland
Gresham @ The Dalles
Hillsboro

Reedsport La Pine
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TOWN HALLS: DEMOGRAPHICS

Organizational Category Organizational Position

Government/NGO _ 35% 6%
Lodging/Property - 15%
DMO/RDMOY Visitor Center [N 14%

Attraction - 6%
Retail . 5%

Food & Beverage . 5%

Publication/Radio . 4%

Sports/Qutdoors . 3%

Parks & Rec [l 3% m Director/Executive Director
m Assistant/Coordinator/Volunteer/Liason
= Manager/Assistant Manager

Business I 3% = Owner

m President/CEQO/VP/Board
m Elected Officials
Education I 2% Other

Other [} 3%

Arts & Entertainment I 3%
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TOWN HALLS: LOCAL PERSPECTIVES

WE'D LIKE YOUR THOUGHTS ON...

How engaged are you with the
tourism partnering structure?¢

Local > DMO > RDMO > Travel
Oregon

What opportunities/challenges
currently face your business or
communitye

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?



Willamette Valley

Seasonality

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

Alignment with Regional Stakeholder Findings
v' Decrease seasonadlity of visitation

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




Willamette Valley

« Transportation, parking and general congestion are an issue

« Support alternative transportation options (i.e. bicycle
tourism)

« Creation of new scenic byway

Workforce  Too few staff to market major assets

Alignment with Regional Stakeholder Findings
v Capacity to convene and manage projects

v' Congestion reduction and alternative transportation options
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TOWN HALLS: KEY THEMES

Education

Grants

Workforce

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.

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.

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.

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 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.

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.

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.



THANK YOU

Stay Engaged
Industry.TravelOregon.com
Contact Us
Industry@TravelOregon.com
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Transient Lodging Tax Workgroup

Appendix 2

Meeting materials from
July 11, 2016
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Transient Lodging Tax (HB 4146) Workgroup

Second Meeting Agenda

July 11, 2016
Capitol Building, 900 Court St.
503-986-1266

1:30-3:30 pm
Hearing Room 350.

Meeting Facilitators: Mazen Malik and Paul Warner - Legislative Revenue Office.

IL.

I1I.

IV.

VL

Introduction and overview of last meeting.

Presentation by the Office of Economic Analysis: The regional/industry footprint of tourism
across the state, and the historical demand trends and the outlook.

e Mark McMullen & Joshua Lehner
Remarks from representatives of the tourism and travel industry.

Tom Pucci, Sr. Director for Tax at Expedia

Beth Adair, Airbnb’s global director of tax

William Perry, Oregon Restaurant and Lodging Association

Scott Youngblood, Embassy Suites Tigard; Oregon Tourism Commission

Presentation by local governments on issues and concerns.

¢ Wendy Johnson, League of Oregon Cities Intergovernmental Relations Associate
e Carolyn Eagan, Bend Economic Development Director

e Nancy Brewer, Corvallis Finance Director

e Association of Oregon Counties - TBD

Decision on meetings (subgroups, full group, or a hybrid). Section 7 on the second page.

Plans for next meetings Formats (dates and locations).
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HB 4146

SECTION 7. (1) The Legislative Revenue Officer shall lead a work group to study the following issues:

(a) Policies related to the distribution of revenue for the regional cooperative tourism program under
ORS 284.131 (4)(c), including but not limited to the establishment of regional tourism boundaries and
the distribution of state transient lodging tax revenue within each tourism region according to the
proportion of total revenue collected in the counties within the region.

(b) Barriers to expansion and maintenance of recreational tourism in each tourism region.

(c) The optimal frequency for distribution of state transient lodging tax revenue and whether a
mandatory distribution schedule should be adopted.

(d) The feasibility of exempting homeless individuals from liability for the state transient lodging tax.

(e) Whether and under what conditions the Department of Revenue may share with local governments
data that reflect payment of the state transient lodging tax in order to assist the local governments with
enforcement of local transient lodging taxes.

(f) Regular reporting by the Oregon Tourism Commission to committees of the Legislative Assembly
on demonstrated return on investment, geographic equity and community support with respect to
awards of moneys and grants by the commission.

(g) Any other issues the Legislative Revenue Officer and the legislative members appointed pursuant
to subsection (2) of this section consider necessary and proper to the conduct of the study.

(2)(a) The President of the Senate shall appoint two members from among members of the Senate to
participate in the work group.

(b) The Speaker of the House of Representatives shall appoint two members from among members of
the House of Representatives to participate in the work group.

(c) The Legislative Revenue Officer and the legislative members of the work group may ask any other
persons to participate in the work group.

(3) The work group shall submit a report in the manner provided in ORS 192.245, and may include
proposals for legislation, to the interim committees of the Legislative Assembly related to revenue no
later than December 9, 2016.

(4) The Legislative Revenue Officer shall provide staff support to the work group, with assistance from
the Oregon Tourism Commission upon request of the officer and the legislative members of the work

group.
(5) All agencies of state government, as defined in ORS 174.111, are directed to assist the work group in
the performance of the duties of the work group and, to the extent permitted by laws relating to

confidentiality, to furnish the information and advice the members of the work group consider
necessary to perform their duties.

Second meeting of the TLT workgroup
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Transient Lodqging Tax work group

July 11, 2016 Hearing Room 350
1:30 P.M.
MEMBERS PRESENT:  Sen. Rod Monroe Danielle Cowan, Executive
Rep. Nancy Nathanson Director, Clackamas
Rep. John Davis County Tourism &
Sen. Hansell Cultural Affairs

Carolyn McCormick,
Washington County
Visitor Association

Mary Pat Parker, Visit Corvallis

Jon Rahl, Seaside Visitors
Bureau

Alice Trindle, Eastern Oregon
Visitors Association

Alana Hughson, CEO, Central
Oregon Visitors
Association;

Scott Youngblood, Embassy
Suites Tigard; Member,
Oregon Tourism
Commission

Bob Hackett, Oregon
Shakespeare Festival —
Ashland, OR

Jeff Kohnstamm, Timberline
Lodge - Mt. Hood

Jeff Miller, Travel Portland

STAFF PRESENT: Paul Warner, Legislative Revenue Officer
Mazen Malik, Senior Economist, LRO
Corinne, LRO Office Manager

ISSUES: Introduction of Members
Office of Economic Analysis - presentation

Members of the group introduced themselves.

The Audience attendees also introduced themselves.

Mark McMullin, State Economist and Josh Lehner of OEA gave a presentation on the
current situation with the tourism industry on Oregon and economic impact. (See
presentation materials).
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Questions were asked on these topic areas:

Danielle Cowan - Tourists spending in many areas while at an event (like in Eugene).

Wage impact on tourism (minimum wage).

Sen. Monroe - Conventions - how much do the attendees go to other parts of Oregon
after their convention, or during it? Travel Oregon does track tourists and their
destinations.

Rep. Davis - What role do the lower wage jobs impact the tourism economy? We do have
all three sectors, but the middle wage sector is missing. Low wage definitely fills a
void that is important to the economy.

Section 7: Wants to know what role the members will play in defining the outcome for
goals in this workgroup. No single answer. The bill (HB 4146) outlines what we will
do?

Rep. Nathanson - Are there higher ed curriculums available for the tourism industry in
Oregon’s community colleges? Rep. would like to see course materials.

Expedia - Tom Pucci: Explained what they do. They facilitate locating a hotel room for
leisure and tourism. They are global, and have hundreds of jurisdictions, and would
like the tax to be administered by the state. Consolidated filing.

Beth Adair, Airbnb’s global director of tax: Explained what Airbnb is, and how their
business has tax challenges also. Standardization is needed.

Questions:

Carolyn M.- Those collecting the taxes are able to retain 5% for admin fees. Wanted to
know if the presenters knew about this.

Rep. Davis: Where is AirBnb exactly, in Oregon? Ans: Four places (OR, Mult, Wash
C0)190 places around the country.

Sen. Monroe: Wants to know if the 5% is a reasonable amount, and if it covers the
expenses? Ans: Having the state collect the tax, and not local entities would be the
biggest help.

Rep. Nathanson - Commented on the local jurisdictions, and their concerns about
collecting, and not being paid by the state.

Scott Youngblood: Section 7 b (or g??). Says lodging tax dollars are very important to
Oregon’s economy. Tourism is not a burden.

Jennifer Yorker: Has a small independent hotel in Newport. Sees more international
tourists coming in to our state and is steadily increasing.

Bill Perry: Lobbyist for restaurant and hotel industry: Talked about wages and cost of
employees in the industry. Insurance and liability going up.

Questions:
Sen. Hansell - Asked Scott Youngblood about his comments about working together.
Bill Perry - talked about stable funding and working together.

League of Oregon Cities: Wendy Johnson: (See presentation materials)
Questions:

Jeff M: section g. Rep. Nathanson says the bill was focused on State lodging tax, not
local collections. Rep. Davis said same.
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Nancy Brewer - Corvallis: local lodging tax is 9%. Does not want to raise local tax to
12% to allow for the 5% to hotels for admin fees. Would like DOR to collect the taxes,
as they are burdened with the auditing functions.

Karen Eagan. Bend: Collects 10 mil in lodging taxes. 11,000 jobs in the tourism
industry. Would like to make their own decisions about how to spend the taxes.
More local control to solve problems.

Questions:

Rep. Nathanson: Land use and zoning. BnB’s with signage and no signs. AirBnb does
not have an owner present in the house. Local Bed and Breakfasts have an owner on
location and responsible for conduct of renters.

For next meeting: Breaking into subgroups. Continued meeting in Salem?
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PETER D. SHEPHERD
Deputy Attorney General

HARDY MYERS
Attorney General

DEPARTMENT OF JUSTICE
GENERAL COUNSEL DIVISION

November 14, 2008

Todd Davidson, Chief Executive Officer
Oregon Tourism Commission

670 Hawthorne Avenue SE, Suite 240
Salem, OR 97301

Re:  Opinion Request OP-2008-3
Dear Mr. Davidson:

In 2003, the legislature enacted ORS 320.300 to 320.990, which govern the collection
and use of state and local transient lodging taxes. Or Laws 2003, ch 818. Transient lodging
taxes are taxes “imposed on any consideration rendered for the sale, service or furnishing of
transient lodging.” ORS 320.305(1). ORS 320.350 restricts how local governments may spend
revenue from lodging taxes imposed or increased on or after July 2, 2003. Specifically, ORS
320.350(5) and (6) require local governments to use at least 70 percent of the net revenue
generated from any new or increased lodging taxes for specified tourism-related purposes (for
simplicity this opinion will refer to the net revenue generated from new and increased taxes as
“new lodging tax revenue.”) One of those tourism-related purposes is funding “tourism-related
facilities.” ORS 320.350(5)(a). You ask whether certain local expenditures qualify as funding
“tourism-related facilities.” Your question, a short answer, and a supporting discussion follow.

QUESTION PRESENTED

Can local infrastructure, such as county roads or city sewers, qualify as “tourism-related
facilities” under ORS 320.350(5)(a) such that local governments may fund them, without
restriction, with new lodging tax revenue? If so, under what circumstances?

SHORT ANSWER

Based on the text, context, and legislative history of ORS 320.300(9) and ORS
320.350(5) and (6), the legislature most likely intended local roads, sewers, sewer plants, and
transportation facilities to qualify as “tourism-related facilities” only if they draw tourists
themselves, directly serve a specific tourist attraction (such as an access road), or are part of the
infrastructure of a specific tourist attraction (such as a restroom and the on-site sewer line.) The
legislature most likely did not intend “tourism-related facilities” to encompass roads and other
infrastructure simply because they are used, even heavily, by tourists as well as locals.

1162 Court Street NE, Salem, OR 97301-4096
Telephone: (503) 947-4520 Fax: (503) 378-3784 TTY: (800) 735-2900 www.doj.state.or.us
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DISCUSSION
1. Method for Interpreting Statutes

To answer your question, we must interpret the relevant statutes with the goal of
determining the legislature’s intent. PGE v. Bureau of Labor and Industries, 317 Or 606, 610,
859 P2d 1143 (1993); ORS 174.020. We begin by examining the statute’s text and considering
statutory and judicially created rules of construction that bear directly on how to read the text,
such as to give words of common usage their “plain, natural and ordinary meaning.” 1d. at 611;
ORS 174.010. We do not examine the text in isolation but in context, including other provisions
of the same statute. Id. at 610; SAIF Corporation v. Walker, 330 Or 102, 108, 996 P2d 979
(2000). Ifthe text and context suggest only one possible meaning, our inquiry ends there. PGE,
317 Or at 610-11. If more than one meaning is possible, we examine legislative history to
determine which meaning the legislature intended. Id. at 611-12.

2. ORS 320.350
a. Text of the Provision
ORS 320.350 provides, in relevant part, that:

(1) A unit of local government that did not impose a local transient lodging tax on
July 1, 2003, may not impose a local transient lodging tax on or after July 2, 2003,
unless the imposition of the local transient lodging tax was approved on or before

July 1, 2003.

(2) A unit of local government that imposed a local transient lodging tax on July
1, 2003, may not increase the rate of the local transient lodging tax on or after
July 2, 2003, to a rate that is greater than the rate in effect on July 1, 2003, unless
the increase was approved on or before July 1, 2003.

* %k ok

(5) Subsections (1) and (2) of this section do not apply to a new or increased local
transient lodging tax if all of the net revenue from the new or increased tax,
following reductions attributed to collection reimbursement charges, is used
consistently with subsection (6) of this section to:

(a) Fund tourism promotion or tourism-related facilities;
(b) Fund city or county services; or
(c) Finance or refinance the debt of tourism-related facilities and pay

reasonable administrative costs incurred in financing or refinancing that
debt * * *,



Page 114
Todd Davidson
November 14, 2008

% %k 3k

(6) At least 70 percent of net revenue from a new or increased local transient
lodging tax shall be used for the purposes described in subsection (5)(a) or (c) of
this section. No more than 30 percent of net revenue from a new or increased
local transient lodging tax may be used for the purpose described in subsection
(5)(b) of this section.

Accordingly, local governments must spend at least 70 percent of new lodging tax
revenue on the identified tourism-related purposes, including funding tourism-related facilities,
and no more than 30 percent to fund “city or county services.” You ask whether local
infrastructure, such as county roads or city sewers, can qualify as “tourism-related facilities”
under ORS 350.320(5)(a) and be funded without limitation by new lodging tax revenue or
whether those facilities are more properly categorized as county and city services subject to the
30 percent funding limitation.

b. City or County Services

We first discuss the meaning of “city or county services.” “Services” is the plural of
“service,” which, used as a noun, has a variety of meanings. Potentially relevant meanings
include “the duties, work, or business performed or discharged by a government official,”
“action or use that furthers some end or purpose: conduct or performance that assists or benefits
someone or something: deeds useful or instrumental toward some object,” “useful labor that does
not produce a tangible commodity — usually used in plural <railroads, telephone companies, and
physicians perform services although they produce no goods>" and “the provision, organization,
or apparatus for conducting a public utility or meeting a general demand.” WEBSTER’S THIRD
NEW INTERNATIONAL DICTIONARY (WEBSTER’S) at 2075 (unabridged 2002).

It is not apparent from the text and context which of those meanings the legislature
intended. For instance, it may be that the legislature intended city or county services to mean the
provision of labor (police, fire, etc.), but not facilities funding or it may have meant the term to
encompass all services provided. In such a circumstance, we consult legislative history to
discern the legislature’s intended meaning.

ORS 320.350(5)(b) was enacted in 2003 as part of HB 2267. Or Laws 2003, ch 818, §
10. Originally, HB 2267 required all new local lodging tax revenue to be spent on tourism. HB
2267, § 11 (Introduced) (2003). Before 2003, local governments had not been restricted in their
use of local lodging tax revenue and they opposed the new restriction. See former ORS 305.824
(governing local lodging taxes before 2003). Lodging and tourism groups and local government
associations eventually compromised and the bill was amended to allow local governments to
use up to 30 percent of new local lodging tax revenue for city and county services. The
legislative history demonstrates that the legislature intended to allow local governments to use
that 30 percent for any expenditure they chose:
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LARRY CAMPBELL: Recognize that, in this Bill, 30 percent of increased local
taxes can be used any way the community wants to. They are not limited to
public service or anything else.

Testimony of Larry Campbell, Oregon Lodging Association (HB 2267), July 23, 2003, tape 223,
side Bat 117.

REPRESENTATIVE VERGER: This bill perhaps strikes [a] balance of being
able to protect 70 percent of that money at the same time [allowing] cities * * * to
do whatever they want to do with the 30 percent.

Testimony of Representative Verger, House Revenue Committee (HB 2267), August 12, 2003,
tape 241, side A at 73.

REPRESENTATIVE SCOTT: [HB 2267] require[s] 70 percent of the new local
tax revenue to be used for tourism purposes [and] up to 30 percent to be used for
the needs of the local jurisdiction at their choice.

Testimony of Representative Scott, House Floor Debate (HB 2267), August 19, 2003, tape 176,
side A at 065.

SENATOR METZGER: [HB 2267] creates a formula requiring 70 percent of
new local room tax revenue to be used for tourism purposes and up to 30 percent
to be used for the needs of the local jurisdiction as they see fit.

Testimony of Senator Metzger, Senate Floor Debate (HB 2267), August 22, 2003, Tape 281, side
Bat 311.

That history demonstrates that the legislature intended ORS 320.350(6) to allow local
governments to use up to 30 percent of new lodging tax revenue in any way they saw fit, but to
require that they spend at least 70 percent on tourism. Therefore, local governments may use up
to 30 percent of new lodging tax revenue to fund local infrastructure, including roads and sewers.
If the road or sewer does not qualify as a “tourism-related facility” the local government can
spend no more. But, if a road or sewer qualifies as a “tourism-related facility”, the 30 percent
limitation is inapplicable and the local government may expend up to100 percent of new lodging
tax revenue to fund the facility. We next consider whether city or county infrastructure such as
roads and sewers can qualify as “tourism-related facilities.”

C. Definition of Tourism-Related Facility
ORS 320.300(9) provides that “tourism-related facility”:

(a) Means a conference center, convention center or visitor information center;
and
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(b) Means other improved real property that has a useful life of 10 or more years
and has a substantial purpose of supporting tourism or accommodating tourist
activities.
“Conference center,” “convention center” and “visitor information center” are defined by ORS
320.300(2), (3) and (13), respectively. Facilities that fit within those categorical statutory
definitions are “tourist-related facilit[ies]” for purposes of ORS 320.350(5)(a). But those
definitions are very restrictive and apply to very few facilities in Oregon. For example, among
other requirements, a convention center must have a room-block relationship with the local
lodging industry and generate a majority of its business income from tourists. ORS 320.300(3).
A conference center must meet the current membership criteria of the International Association
of Conference Centers. ORS 320.300(2).

Other tourism-related facilities also can qualify as “tourism-related facilities” if they meet
certain criteria set out in ORS 320.300(9)(b). Specifically, the facility must be: “other improved
real property”, “ha[ving] a useful life of 10 or more years”; and “a substantial purpose of
supporting tourism or accommodating tourist activities.” We examine each of those criteria in

turn.
1) Other Improved Real Property

The first criterion is that the facility be “other improved real property.” “Other”
obviously means “other than” conference centers, convention centers and visitor information
centers that fit within the categorical statutory definitions.

Turning to “improved real property,” there is no common definition of that phrase.
Parsing the words, the relevant definition of “improve” is “to increase the value of (land or
property) by bringing under cultivation, reclaiming for agriculture or stock raising, erecting
buildings or other structures, laying out streets, or installing utilities (as sewers).” WEBSTER’S at
1138. “Real” in this context means “[1] C: of or relating to things (as lands, tenements) that are
fixed, permanent, or immovable; specifically: of or relating to real estate <real property>.” Id.
at 1890. The fitting definition of “property” is: “2 a: something that is or may be owned or
possessed: WEALTH, GOODS specifically: a piece of real estate[.]” Id. at 1818. Putting those
definitions together, “improved real property” means real estate or land enhanced in value by a
building or other structure, cultivation, reclamation for agriculture or ranching, or by streets and
utilities, such as sewers. Therefore, land enhanced by streets or sewers or other utilities is
“improved real property.”

We note “improved real property” connotes a thing — improved land — rather than a
project. If the improved real property qualifies as a “tourism-related facility” the local
government may “fund” it without limitation pursuant to ORS 320.350(5)(a) and (6). “Fund,”
which is used as a verb in the statute, means “to furnish money for.” THE AMERICAN HERITAGE
DICTIONARY at 342 (3d ed 1994) (we consulted a commonly-used dictionary other than
WEBSTER’S, because it provides no definition that is applicable in this context). Applying that
definition, to “fund” a tourism-related facility is to furnish money for a tourism-related facility.
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Thus if the improved real property qualifies as a tourism-related facility, the local government
may use funds in any way it sees fit on the facility, including to expand or maintain it.

2 Useful Life of 10 or More Years

Roads and sewers and other city or county infrastructure, in the normal instance, have a
useful life of 10 or more years, but that would be a factual matter to be determined on a facility
by facility basis.

3) Substantial Purpose of Supporting Tourism or Accommodating
Tourist Activities

The last criterion — that the property has “a substantial purpose of supporting tourism or
accommodating tourist activities” — is the linchpin of the definition, being the one that makes the
property “tourism-related.” Each of the terms in this criterion requires careful consideration,
beginning with “substantial purpose.”

The pertinent definition of “purpose” is “something that one sets before himself as an
object to be attained: an end or aim to be kept in view in any plan, measure, exertion, or
operation: DESIGN.” WEBSTER’S at 1847. Therefore a “substantial purpose” means a substantial
objective to be attained by the facility.

“Substantial” is used in the statute as an adjective to describe “purpose.” The adjective
“substantial” has a range of meanings, three of which are pertinent. The first is “consisting of,
relating to, sharing the nature of, or constituting substance: * * * MATERIAL.” Id. at 2280.
“Substance” means “essential nature: ESSENCE * * * a fundamental part, quality or aspect:
essential quality or import: the characteristic and essential part.” Id. at 2279. The second
relevant definition of “substantial” is “being of moment: IMPORTANT, ESSENTIAL.” Id. at 2280.
“Important,” in turn, means “marked by or possessing weight or consequence.” Id. at 1135. The
third relevant definition of substantial is “being that specified to a large degree or in the main” as
in “a substantial victory or a substantial lie.” Id. at 2280. The relevant definition of “large” is
“of considerable magnitude: BIG.” Id. at. 1272. And “main” means “outstanding, conspicuous
or first in any respect: GREAT, PREEMINENT: principal.” Id. at 1362.

In short, “substantial purpose” may mean: (1) a fundamental, characteristic or essential
part of the purpose; (2) a weighty, consequential purpose; (3) a purpose of considerable
magnitude; or even, (4) the first purpose. A slight, unimportant or inconsequential purpose
would not be “substantial” under any of those definitions; the purpose must be important and
consequential. Under the last definition, the purpose must even be the “main” — meaning first or
preeminent — purpose.

Context suggests that the legislature may not have meant “substantial” in the sense of the
main or first purpose. ORS 320.300(13), a related statute defining “visitor information center,”
states that it is “a building, or a portion of a building, the main purpose of which is to distribute
or disseminate information to tourists.” (Emphasis added). We generally presume that when the
legislature uses different language in related provisions it intends different meanings. PGE, 317
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Or at 611 (use of term in one section and not in another section of the same statute indicates a
purposeful omission); State v. Guzek, 322 or 245, 265, 906 P2d 272 (1995) (when the legislature
uses different terms in related statutes, we presume that the legislature intended different
meanings.) Applying the presumption, the legislature’s use of “the main purpose” in ORS
320.300(13) and “a substantial purpose” in ORS 320.300(9)(b) presumptively demonstrates that
the legislature did not intend “a substantial purpose” to mean “the main purpose” as in the first or
principal purpose.

Accordingly, “a substantial purpose” likely means an important, weighty, consequential
purpose, but not necessarily the first or chief purpose. “Important, weighty and consequential”
have both qualitative and quantitative aspects. Even in the latter sense, those terms do not lend
themselves to precise quantification. Thus, it is not obvious how to determine whether a
“purpose” is “important, weighty, or consequential.” For that reason, it is appropriate to consult
legislative history for clarification. But first we consider the meanings of “supporting tourism”
and “accommodating tourist activities.”
Beginning with “supporting tourism,” “supporting” means “to uphold by aid[ing] * * *
[or] actively promot[ing] the interests or cause of [.]” WEBSTER’S at 2297. “Tourism” means
“economic activity resulting from tourists.” ORS 320.300(6). Therefore, “supporting tourism”
means aiding or actively promoting economic activity resulting from tourists.

Facilities might aid or actively promote tourist spending in the community in a number of
ways. First, facilities like convention centers, conference centers, and performing arts centers
could hold conventions, conferences and other events that draw tourists — and their tourist dollars
— into the community. Second, tourists could be drawn into the community by the nature of the
facility itself, such as an improved recreational area or a museum. Third, a facility like a
visitor’s center could disseminate information to tourists that would induce them to spend their
money at various places in the community. All of those facilities likely aid or actively promote
tourist spending in the community.

Roads and sewers are not like those facilities; they do not “draw” in tourists or induce
them to spend their money in the community. On the other hand, most roads and sewers may
indirectly aid or promote tourist spending by providing adequate infrastructure to tourists who
are drawn to the community for other reasons. The text and context do not clarify how
attenuated the legislature intended the “aid” or “support” of tourist spending to be and, later in
this opinion, we will look to legislative history for clarification, but first we examine the
meaning of “accommodating tourist activity.”

The relevant definition of “accommodate” is to “furnish with something desired, needed,
or suited.” WEBSTER’S at 12. “Tourist” is defined by ORS 320.300(10) to mean:

a person who, for business, pleasure, recreation or participation in events related
to the arts, heritage or culture, travels from the community in which that person is
a resident to a different community that is separate, distinct from and unrelated to
the person’s community of residence, and that trip:
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(a) Requires the person to travel more than 50 miles from the community of
residence; or

(b) Includes an overnight stay.

“Activity” means “an occupation, pursuit, or recreation in which a person is active —
often used in plural <business activities> <social activities>.” WEBSTER’S at 22. Putting the
definitions of “tourist” and “activities” together, “tourist activities” are business activities,
pleasure and recreation activities, and attending arts, heritage and cultural events when done by
people who travel more than 50 miles from their community of residence or stay overnight in a
community that is distinct from their community of residence to do so. We doubt that the
legislature meant “tourist activities” to include activities of daily living, such as using local
infrastructure like the roads, water, and wastewater systems, because the definition of “tourist” is
limited to visitors who come to a community “for” certain activities. That limitation strongly
suggests that “accommodating tourist activities” means accommodating the listed activities.

Putting it all together, an improved real property has a substantial purpose of
“accommodating tourist activities” if it furnishes something desired, needed or suited for tourists
to engage in business, pleasure or recreational activities or to attend arts, heritage or cultural
events. Obvious examples, because they furnish places that are desired, needed or suited to those
tourists activities, would be convention and conference centers, improved recreational areas,
museums, and performing arts centers.

Once again, local infrastructure is unlike those facilities because it does not directly
accommodate tourist activities. But, again, infrastructure may indirectly accommodate tourist
activities by furnishing something necessary, desired or suited for tourists to use the places that
do accommodate tourist activities. For example, an access road to a recreational facility makes it
possible for tourists to use the facility. It is not clear, however, whether the legislature intended
facilities that provide indirect accommodation to be included.

Based on our examination of text and context, we conclude that roads and sewers fit
within the definition of improved real property, but questions remain about whether they have a
substantial purpose of supporting tourism or accommodating tourist activities. We next examine
the legislative history for clarification.

d. Legislative History Concerning “Substantial Purpose of Supporting
Tourism or Accommodating Tourist Activities

ORS 320.300(9) (defining “tourism-related facility’’), ORS 320.350(5) (specifying the
purposes on which new local lodging tax revenue could be spent) and ORS 320.350(6)
(specifying the percentages that must be used for tourism and may be used for non-tourism
purposes) were enacted in 2003 as part of HB 2267. Or Laws 2003, ch 818, §§ 1, 2 and 8. The
primary purpose of HB 2267 was to establish a state lodging tax dedicated to increasing Oregon
tourism marketing efforts. Again, the legislature originally intended all new local lodging tax
revenue to be used to promote tourism. Although the state tax had wide and enthusiastic
legislative support, the new restriction on how local governments could spend their local tax
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dollars was highly contentious and the subject of numerous proposed amendments, which were
discussed and debated at length. Those discussions resulted in two significant compromises.
The first — allowing local governments to spend 30 percent on any purpose they saw fit — we
discussed earlier. The second compromise was changing the definition of “tourism-related
facility” to make it more inclusive. We now address that change.

The legislature, over the course of seven months, considered 19 different proposed
amendments to HB 2267. Many of them proposed alternative definitions of “tourism-related
facility.” The first definition relevant to our analysis was the one proposed in the -9
amendments, which was:

[A] conference center, convention center, visitor information center or other
improved real property that has a useful life of 10 or more years and the primary
purpose of supporting tourism or accommodating tourist activities.

HB 2267, § 1(9) (-9) (2003) (emphasis added). The House Revenue Committee discussed that
new definition in a work session on June 25, 2003. Much of that discussion focused on the fact
that the definition appeared to require conference centers, convention centers and visitor
information centers that met statutory definitions to also meet the 10-year useful life and primary
purpose criteria. In the course of discussing that problem, Representative Barnhart raised
concerns about the “primary purpose” language:

I have to say I have a big concern about the use of that word “primary” and let me
just give you an illustration of that. The Convention Center in Portland is not
“primarily” used for tourism. It’s — most of the people who use it come from the
neighborhood — certainly within 50 miles — on any given event, it doesn’t matter
what event it is, most of the people come from the neighborhood within 50 miles.

In Eugene, the Hult Center is another good example, obviously a tourist-related
facility, but most of the people coming to events there come from within 50 miles
even though the Bach Festival, for example, has people from 35 states that are
going to be attending starting the end of this week. * * * [ really need to
understand how the use of that word “primary” would not limit the use of these
funds for facilities like those that certainly have a tourist-related function — a very
important one — but are not “primarily” tourism-related facilities.

Testimony of Representative Barnhart, House Revenue Committee (HB 2267), June 25, 2003,
tape 190, side A 411-446. Representative Barnhart interpreted the “primary purpose” criteria to
eliminate facilities that drew most of their patrons from the local community, even if they also
had a very important tourism-related function. That interpretation of “primary purpose” is
consistent with its plain meaning as the relevant plain meaning of “primary” is “first in rank or
importance: CHIEF, PRINCIPAL.” WEBSTER’S at 1800.

No further discussion of the meaning or implications of the “primary purpose”
requirement took place in that work session. But when the committee held its next work session
on July 23, 2003, it considered amendments that changed the definition of tourism-related
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facility to: (1) clarify that conference centers, convention centers and visitor information centers
that met statutory definitions did not have to meet additional criteria; (2) for other facilities,
substitute a “substantial purpose” requirement for the “primary purpose” requirement; and, (3)
expressly exclude “roads, other transportation facilities, [and] sewers or sewer plants” from the
definition. HB 2267, section (1) (9) (a) - (c) (-14 and -15 amendments) (2003).1/

The committee discussed the latter two changes at length. Because that discussion was
so lengthy, we summarize the most pertinent points, beginning with the exclusion of “roads,
other transportation facilities, [and] sewers or sewer plants” from the definition. At the
beginning of the work session, Chair Shetterly told the committee that he intended to remove
“other transportation facilities” from the exclusion. Testimony of Chair Shetterly, House
Revenue Committee (HB 2267), July 23, 2003, tape 223, side A at 380-400. But four committee
members, Representatives Haas, Barnhart, Hobson and Verger, refused to vote for the
amendment even with that change, because it continued to exclude roads, sewers and sewer
plants. Testimony of various legislators, House Revenue Committee (HB 2267), July 23, 2003,
tape 224, side B at 010-070.

None of the legislators explained what roads, sewers, or sewer plants should be included;
their objection to the exclusions was more general. Both Representatives Hobson and Verger
expressed opposition to the exclusion because it “was moving in the wrong direction,” the
“wrong direction” in this context being imposing greater restrictions on local governments. Id.
Representative Barnhart opposed the exclusion because he was concerned about how a city
would be able to raise a local tax and spend 70 percent of it on tourism if the restrictions on the
definition of tourism-related facilities were so substantial. 1d. Representative Hass merely stated

that the exclusion was a source of consternation among his colleagues, who otherwise supported
the bill. Id.

Two non-legislator witnesses discussed roads and sewers more specifically. The first,
Ken Strobeck, representing the League of Oregon Cities, testified that he was concerned about
the exclusion because coastal communities’ sewer systems and roads were heavily impacted by
tourists. He testified that those communities had to build their sewer facilities to accommodate
tourists, not local residents. He gave the example of Cannon Beach, stating that it had a
population of 1500 to 2000, but over 1000 motel rooms. He also testified that he thought the
exclusion would prevent funding public restrooms. Testimony of Ken Strobeck, League of
Oregon Cities, House Revenue Committee (HB 2267), July 23, 2003, tape 223, side A at 059-
314.

On the other hand, Mr. Strobeck appeared to recognize a distinction between “tourism-
related facilities” and funding local infrastructure such as sewers. He testified that new
restrictions on how local governments could spend the revenue were not necessary, because local
governments already were “spen[ding] [50 percent of the revenue from existing taxes] on
tourism promotion, tourism facilities, with the other half * * * on sewers, police, etc..., which are
affected by tourist traffic.” Testimony of Ken Strobeck, League of Oregon Cities, House
Revenue Committee (HB 2267), July 23, 2003, tape 223, side A at 278. In other words, while he
appeared to want local communities to have the flexibility to spend more money on local
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infrastructure, such as sewers and roads, his testimony also appears to acknowledge that such
spending is not funding a tourist-related facility.

The second non-legislator witness, Doug Riggs, representing the Central Oregon Cities
Organization, testified that the exclusion was problematic because a city like Redmond might
want at some future point to expand roads or sewers around the Deschutes County Fairgrounds, a
facility that drew a lot of tourists, specifically to address the needs of the tourist industry.
Testimony of Doug Riggs, Central Oregon Cities Organization, House Revenue Committee (HB
2267), July 23, 2003, tape 223, side A at 318-371.

At the end of the work session, the committee decided not to vote on any proposed
amendments that day, but to attempt to work out a compromise. Testimony of various
legislators, House Revenue Committee (HB 2267), July 23, 2003, tape 224, side A at 371-497.
The resulting compromise was the removal of the express exclusion of “roads, other
transportation facilities, [and] sewers or sewer plants” from the definition of “tourism-related
facility.” The definition otherwise remained the same. HB 2267, § (1) (9) (a) — (c), (-19) (2003).

After that change, when discussing the specific types of facilities that they intended
“tourism-related facilities” to include, legislators mentioned the types of roads and sewers as
follows. In the work session on August 12, 2003, Representative Barnhart stated that: “I am
especially pleased that we left out the piece on sewers and such. I can imagine putting in a
restroom in a park might very well be a substantial promotion of tourism and, of course, that
involves sewer lines among other things.” Testimony of Representative Barnhart, House
Revenue Committee (HB 2267), August 12, 2003, tape 241, side A at 031-113. Second, in the
House Floor Debate, Chair Shetterly stated that “improvements and access to natural resources
and recreational facilities” could very well fall under the definition of “tourism-related facility.”
Statement of Chair Shetterly, House Floor Debate (HB 2267), August 19, 2003, tape 177, side A
at 211. Representative Farr agreed. Statements of Chair Shetterly and Representative Farr,
House Floor Debate (HB 2267), August 19, 2003, tape 177, side A at 237.

In sum, the history shows that the legislature did not intend to categorically exclude
roads, sewers, sewer plants, and other transportation facilities from the definition of “tourism-
related facilities.” If a specific road or sewer, etc., meets the criteria in ORS 320.300(9)(b),
including having a substantial purpose of supporting tourism or accommodating tourist activities,
it would qualify as a “tourism-related facility.” But legislators cited only three very limited types
of roads and sewers that might qualify: roads that provide access to natural and recreational
facilities, other improvements to recreational facilities, which could include sewers, and a
restroom in a park. Those types of roads and sewers either are part of tourist attractions or
directly serve them. In that sense, those facilities might “draw” tourists to the extent that the
attraction itself draws tourists. No legislator stated any intent to include roads and sewers merely
because they are used heavily by tourists. Consequently, the history suggests that the legislature
may have intended local infrastructure such as roads and sewers to be “tourism-related facilities”
only to the extent that they either are part of or directly serve tourist attractions.

For further clarification, we turn to the legislature’s discussion about the meaning of
“substantial purpose.” First, Chair Shetterly explained that the change from a “primary purpose”



Page 123
Todd Davidson
November 14, 2008

test to a “substantial purpose” test was a compromise that benefited local governments by giving
them more flexibility. Testimony of Chair Shetterly, House Revenue Committee (HB 2267),
July 23, 2003, tape 224, side A at 010-497. In other words, ‘““substantial purpose” was a lesser
standard than “primary purpose.” Accordingly, the legislative history on that point is consistent
with the context, which also suggests that “substantial” was not intended to mean the primary or
chief purpose of the facility.

But no legislator provided a definition of “substantial purpose” and there appeared to be
considerable confusion amongst the legislators about what facilities would meet that test. Rather
than clarifying the meaning of “substantial purpose,” Chair Shetterly attempted to demonstrate
the legislature’s intent by describing on the record the kinds of facilities that were meant to be
included. Other legislators appeared to agree with his assessment, although Representative
Barnhart appeared to intend the definition to be interpreted as broadly as possible. The following
are excerpts of legislators’ statements from the time that the “substantial purpose” language was
introduced to statements made during the House floor debates. We begin with committee
discussions following the introduction of the “substantial purpose” language on July 23, 2003:

CHAIR SHETTERLY: I will say on the record that I think the Hult center,
because it accommodates the Bach Festival, and when it is not accommodating
the Bach Festival, there is the Eugene Opera and there are concerts that are
advertised and I know | have traveled several times to events at the Hult Center.
I think that there is no doubt in my mind that the Hult Center and other regional
facilities that bring people in are going to qualify under the substantial purpose
test. Keller Auditorium. I don’t know how many times a year [ am up at the
Keller Auditorium in Portland and I live more than 50 miles from Portland, and
I’ll bet that you’ve got a substantial number of people who are in there every
time there is a show that live more than 50 miles away. | think those are the
facilities that in fact do come under the substantial purpose test * * * which is,
again, exactly why it has been such a difficult test for the lodging association and
the proponents of the Bill to move towards. * * * And I think Brownsville, the
Brownsville Museum, or some of those kinds of things, if those are even owned
or funded by municipalities I think those would qualify. Again, | have traveled to
the Brownsville Museum on several occasions to see them [sic]. They have a
sign by the freeway that draws people in off the freeway and | am sure that that
would qualify under any reasonable standard of “substantial purpose.” So I
think there is more flexibility than what you are granting in your testimony with
that move toward the “substantial purpose” test.

% %k ok

* * * [A] convention center that we do have in Salem now, that we have
gatherings of statewide organizations on a regular basis * * * would qualify as
a substantial purposel.]

REPRESENTATIVE SCOTT: * * * We talk about, Doug you have spoken to
the Redmond facility and everyone is talking about how folks come to these and
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where they get the money to operate these. And now we are talking about the
tourism industry that collects a tax and should that bear the burden of the facility.
I think we need to look at really how many people affect those facilities,
wherever they may be.

* %k ok

REPRESENTATIVE FARR: You know, we have had Mr. Chair, you placed on
the record during this discussion that you feel that “substantial” includes the Hult
Center and “substantial” includes the Deschutes facility and the Astoria facility
and I think that placing that on record goes a long way to the interpretation of the
intent of the amendments and the intent of the language of this bill.

* %k ok

REPRESENTATIVE WILLIAMS: * * * My own concern that the “substantial”
language modifying the word tourism in that sentence still creates in my mind
some question as to whether some of the facilities that have been discussed today
would, in fact, be protected.

Testimony of various witnesses, House Revenue Committee (HB 2267), July 23, 2003, tape
223, side A, 380-400, tape 223, side B 300-436; tape 224, side A, 010-497, and tape 224, side
B, 010-070 (emphasis added).

The following are excerpts from the committee work session on August 12, 2003
following the removal of language expressly excluding “roads, other transportation facilities,
[and] sewers or sewer plants”:

CHAIR SHETTERLY: There was concern still about the language of
“substantial purpose” and what kind of facilities [would meet that test.]

* %k ok

I just want to confirm my inclination for the record that these are the kinds of
things that we would be looking around [at] statewide: performing arts centers,
we talked about the Hult Center, I think your convention center in Salem that
might not qualify as a convention center within the specific language of the
statute, but that nevertheless was designed to facilitate statewide conferences
and conventions, I think would be one that would fall under that substantial
purpose test. I can see recreational facilities, improved recreational facilities,
performing arts centers, cultural facilities, those kinds of things would be my
intent as long as you have folks coming in from out of the area and can
establish that there is a substantial number of those, whatever that is. That is
going to be a locally-driven test, but I think there is flexibility on all sides.

% sk %k
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REPRESENTATIVE BARNHART: * * * [ was in Pennsylvania a few weeks
ago for a family reunion and one of the things that we did while we were there
was to visit some sights in the little town that the Barnhart family came from.
Among the things that we saw were historical houses; there is a genealogy library
set up as part of the county library there and, of course, parks, historical railroad
stations, and a variety of other things. It seems to me that within the right context
all of those might be considered to be tourist, might be facilities that support
tourism or accommodate tourist activities. After all, while we were there, we
spent money in the local restaurants and in lodging and so forth in Pennsylvania.
So, I think and I hope that this is considered to be a very broad definition. 1 am
especially pleased that we left out the piece on sewers and such; I can imagine
putting in a restroom in a park, might very well be a substantial promotion of
tourism and, of course, that involves sewer lines among other things. I think,
otherwise, the Chair has mentioned most of the areas, most of the issues that I am
interested in. It is hard for us to know all of the things that bring tourists to
town and | hope that anyone interpreting this language will interpret it very,
very broadly.

REPRESENTATIVE FARR: * * * [ just want to make sure that the
understanding [is] that, for instance, fairgrounds are included in tourism facilities.

CHAIR SHETTERLY: Well, I guess my thinking would be that they are not
excluded. Again, I think it is going to be a facility-by-facility test and, depending
on the nature of the crowd that comes, | think they very well could be.

Testimony of various legislators, House Revenue Committee, August 12, 2003, tape 241, side A,
031-113 (emphasis added).

Following that discussion, the committee unanimously voted to send the bill to the floor
with a do pass recommendation. These statements followed in the House floor debate:

CHAIR SHETTERLY: As you know, if you followed this Bill, one of the most
contentious issues was the element of the rumination on the use of new tourism
tax dollars by local communities.

% %k 3k

Examples of a tourism-related facility that local communities can fund out of their
70 percent share that is restricted under this bill would include such things as the
Hult Center in Eugene. That draws and has the substantial purpose of
attracting tourists to the Eugene community. Keller Auditorium in Portland. I
know my wife and I travel up there as often as we can. We are tourists under the
definition of this Bill. And even here in Salem, the planned convention and
conference center that’s going to be drawing conferences from around the state;
statewide conferences and meetings. Those are the kinds of facilities at the
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local level that would fall under this tourism facility. County fairgrounds could
very well fall under this definition as well as cultural and historical facilities that
draw people from elsewhere in the state. And also, improvements and access to
natural resources and recreational facilities. There is flexibility in this for local
communities and, at the same time, there is a guarantee that to the extent that
flexibility is used, it is going to be used for facilities that draw tourists and that
have as their substantial purpose that tourism promotionl.]

REPRESENTATITVE BARNHART: One of the key issues in this was the
repeated working and reworking of what it was that cities and counties could
spend any new transient room taxes that they might raise on and whether, not
going into the specific details of what we ended up with in the bill, except to say
that, as we worked through this, we came to realize that the cities and counties
needed to have a very broad definition of what is was that they were going to be
allowed to spend the 70 percent of their new or expanded tax that had to be
spent on tourism promotion or tourism-related facilities. The “substantial
purpose” which is referred to in the bill having to do with tourism-related
facilities turned out to be a very important phrase for us as we worked on this bill,
because it deals, of course, with not only facilities that are designed to primarily
draw tourists, but facilities which are useful to the local community to do local
things, but also, as a part of their operation and nature, will have a substantial
purpose of supporting tourism and accommodating tourist activities.

* %k ok

[While in Pennsylvania] we visited * * * a couple of local museums and the
library. And, as the committee dealt with this issue of “substantial purpose” |
would submit, and I believe the other committee members would agree that those
facilities, small facilities that they were, because they do in fact draw tourists
from far away, that they have, along with other reasonable purposes, they have a
“substantial purpose” of supporting tourism or accommodating tourist activities.

Testimony of Chair Shetterly, House Floor Debate, August 19, 2003, tape 177, side A at 211
(emphasis added); Testimony of Representative Barnhart, House Floor Debate (HB 2267),
August 19, 2003, tape 176, side B at 09 (emphasis added).

That history demonstrates that the types of facilities that legislators intended to include
were things like performing arts centers, convention centers and other facilities that, by their
nature and operation draw “substantial numbers” (a locally-driven and flexible test) of tourists to
the community.Z/ Roads and sewers, while they do serve tourists, do not, by their nature and
operation, draw tourists.

But the legislative history also is clear that legislators did not want to exclude roads and
sewers from the definition; the only possible conclusion to be drawn from that fact is that they
believed that at least some types of roads and sewers would qualify. Legislators mentioned three
that might: “improvements and access to natural and recreational facilities” and “a restroom in a
park.” Those facilities might be said to draw tourists as they are part of the infrastructure of a
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tourist attraction or directly serve a specific tourist attraction. No legislator expressed an intent to
include local infrastructure that does not have that direct nexus to a tourist attraction simply
because it is used heavily by tourists. The legislature likely intended local governments to use
their 30 percent unrestricted funds to pay for those facilities.

CONCLUSION

We conclude, based on the text, context and history of ORS 320.300(9) and ORS
320.350(5) and (6) that the legislature most likely intended local roads, sewers, sewer plants, and
transportation facilities to qualify as “tourism-related facilities” only if they drew tourists in
themselves, directly serve a specific tourist attraction (such as an access road), or are part of the
infrastructure of a specific tourist attraction (such as a restroom and the on-site sewer line). The
legislature most likely did not intend “tourism-related facilities” to encompass roads and other
infrastructure simply because they are used, even heavily, by tourists as well as locals.

Sincerely,

Donald C. Arnold
Chief Counsel
General Counsel Division

DCA:JTM:AEA:mcg/645803

Y At the beginning of the work session, Chair Shetterly mentioned a July 1, 2003 memo that he
had circulated to the committee that “addressed changing ‘primary’ to ‘substantial.”” Testimony of Chair
Shetterly, House Revenue Committee (HB 2267), July 23, 2003, tape 223, side A 006-022. That memo is
not included in the legislative history materials and the Office of Legislative Counsel does not have a
copy of that memo in its file, so we do not know what discussion, if any, it contained about the reason for
the change from “primary purpose” to “substantial purpose.” The only memo from Chair Shetterly to the
committee members concerning that change is dated July 23, 2003 and it merely tells committee members
about the change without explaining the reason for it. Minutes, House Revenue Committee (HB 2267),
July 23, 2003, Exhibit 4.

% There was no discussion of visitor information centers which aid tourism spending by
disseminating information, likely because those facilities are unique and fit within the categorical
statutory definition.
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Local Lodging Taxes:

Legal Requirements and Changes Needed

Taxes: ORS 320.300 —320.990
Tourism Commission: ORS 284.101 — 284.146 and OAR 976-001-0010 et seq
Local: City/County adopted ordinances, charters

Wendy Johnson
Intergovernmental Relations Associate, League of Oregon Cities
(Tax, Finance & Economic Development Portfolio)



Local Lodging Tax.... Basic Facts (1)

e Lodging taxes are a local option & rate is set by city/county

e 2015 report counted 85 of the 242 cities and 15 of the 36 counties
with a local lodging tax.

* Tax must be computed on the total retail price. (ORS 320.350(7))

e Tax generally is a percentage of lodging charges incurred by the
customer. (Some may do a flat fee.)

* Today, tax rate ranges are 2% to 13.5%. (Most are 6-9%.)
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Local Lodging Tax...Basic Facts (2)

» Subject to tax: Facilities that are taxed vary by jurisdiction but most
seem to apply state definitions and exemptions. (Exemption of
private rental houses seems most common. Some prohibit short term
residential rentals.)

* Timing: Collection schedule requirements are set by local jurisdiction-
some are quarterly and some are monthly.

 Where to file: File with taxing district. However, some counties and
cities have agreements to collect for each other or share revenues.

e Registration: Locals set own registration and/or licensing
requirements for lodging providers and collectors of tax.
Requirements vary.
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State regulation of local government: (1)

e Collector reimbursement charges: state imposed moratorium on existing local
reimbursement charge provisions AND local governments that impose a new
tax after Jan. 1, 2001 or increase tax after that date must allow a lodging tax
collector at least a 5% deduction from taxes (ORS 320.345)

* Thus, reimbursement amount is highly variable around the state (0-5%+).
Collectors get another 5% reimbursement from the state!

(This preemption occurred with 2003 legislation.)
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State regulation of local government: (2)

 Moratorium on use of local transient lodging tax revenues: may not
decrease percentage of total TLT revenues that were actually
expended or agreed to be expended to fund “tourism promotion” or
“tourism-related facilities” as of July 2, 2003. (ORS 320.350)

Frozen at 2003 percentage
dedicated to tourism!

e Exception: if local government financing debt with TLT revenues on Nov. 26,
2003, must continue to finance debt until retirement of debt.
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State regulation of local government: (3)

If local government increases lodging tax or imposes a new tax Distribution
(post-2003):

Restrictions on New

. or Increased Local TLT
e 70% of net revenue from the new or increased tax shall be used for:

“tourism promotion” or “tourism-related facilities” or
finance/refinance debt of “tourism-related facilities”

e No more than 30% may used to fund city or county services (See
2008 AG opinion re local infrastructure qualification)

m Tourism = City or county services

Thus, total percentage of local tax revenues that are restricted to

tourism is highly variable around the state. (Need pre and post- 2003
percentages to figure out number)

(Preemptions on local revenue use occurred with 2003 legislation.)
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4 Key Definitions: (ORS 320.300):

#H1

(7) “Tourism promotion ” means any of the following activities:

(a) Advertising, publicizing or distributing information for the purpose of
attracting and welcoming tourists;

(b) Conducting strategic planning and research necessary to stimulate
future tourism development;

(c) Operating tourism promotion agencies; and
(d) Marketing special events and festivals designed to attract tourists.




Page 135

4 Key Definitions: (ORS 320.300)

(9) “Tourism-related facility ” means:
(a) A conference center, convention center or visitor information center; and

(b) Other improved real property that has a useful life of 10 or more years and has a
substantial purpose of supporting tourism or accommodating tourist activities.

* Many cities and counties don’t have a facility as defined by (9)(a)

e Subsection (b) is the catch-all for permitted use of revenues in the 70% category. It was
intended to provide flexibility to cover roads, sewers, restrooms, etc. associated with
tourism support. Still, it isn’t as clear or as flexible as local governments would like. It has
3 components to qualify: 1) real property; 2) useful life of 10 or more years; and 3)
substantial furpose of supporting tourism or accommodating tourist activities. (See 2008

AG opinion) (Complex!)



4 Key Definitions: (ORS 320.300)
H3 & 4

(6) “Tourism” means economic activity resulting from tourists.

(10) “Tourist” means a person who, for business, pleasure, recreation or
participation in events related to the arts, heritage or culture, travels from
the community in which that person is a resident to a different community
that is separate, distinct from and unrelated to the person’s community of
residence, and that trip:

(a) Requires the person to travel more than 50 miles from the community of
residence; or

(b) Includes an overnight stay.
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State preemption on use of revenues has
created basic services problems in some places

Prior to the state preemption, the

“majority of spending in all regions was in the categories of general
services, tourism facilities, and tourism marketing,; the proportion of TLT
revenues spent by category varied across regions in Oregon. Use of
local TLT revenues to fund general services was highest in Central
Oregon, Southern Oregon, the Oregon Coast, and the Columbia River
Gorge. Jurisdictions in these regions may be more dependent on
tourism and TLT revenues to fund basic services, as well as funding and

promoting tourism.”
-- ECONorthwest Report (2008)




Local Lodging Tax Revenues

e In FY 2014, local lodging tax revenue totals were

approximately $136 million—cities brought in just

over S87 million

e Local lodging tax receipts continue to increase
around the state. Total receipts increased by
15.2% from FY 2013 to FY 2014.

 There was a significant total increase recently as
the Tourism Improvement District in Portland
began levying an additional 2% on lodging
establishments with more than 50 rooms on
October 1, 2012.

-- source 2015 Dean Runyan Report
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Estimated Yearly Lodging Tax
Revenues

4

m State Lodging Tax Revenues- $17 million

m Local Lodging Tax Revenues- $136 million
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Excerpt
source:
Oregon Travel
Impacts 1991-
2014, Dean
Runyan
Report, issued
April 2015,
prepared for
Oregon
Tourism
Commission,
page 213



Examples of Local Lodging Tax Page 140
Revenues in three counties Local Lodging Tax Receipts by Jurisdiction
from 2004 to 2013: Frcaly ;
iscal Year ending June 30
Amounts in $000
Current Rate 2004 2005 2006 2007 2008 2009 2010 2011 2012 2013
DESCHUTES COUNTY
Bend 10.0% 2,502 2,799 3,107 3,303 3427 2938 2,960 3,280 3,524 3,888
Redmond 9.0% 388 406 463 493 509 436 458 504 503 533
Sisters 8.0% 146 184 213 224 267 280 275 288 308 331
Unincorporated 70% 3,017 3,056 3,231 3,304 3,511 3270 2960 3,139 3258 3,691
LINCOLN COUNTY
Depoe Bay 8.0% 348 390 441 403 401 378 457 453 473 505
Lincoln City 9.5% 2,796 3,138 3,083 3,438 3,704 4417 4352 4260 4234 514
Newport 9.5% 1,716 1,866 2,113 2272 2,357 2228 2256 2,291 2323 2408
Waldport 7.0% 23 22 23 23 23 23 23 23 30 34
Yachats 7.0% 394 418 442 503 520 496 477 429 451 481
Unincorporated 9.0% 874 968 1,078 1,119 1,389 1,599 1556 1,673 1,696 1,801

Excerpt source: Oregon Travel Impacts 1991-2014, Dean Runyan Report, issued
April 2015, prepared for Oregon Tourism Commission (See pages 214-218 for

county/city details)



State Tax Stats (don’t have local tax

break down by accommodation type)

N

Source: DOR Report (rev. April 2016)

https://www.oregon.gov/DOR/programs/gov-

Intermediary
category is seeing
largest growth.

research/Documents/state-lodging-report_604-
005.pdf
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Tax Comparisons
(property taxes and lodging taxes)

City Revenue from Permanent Rate Revenue from Revenue from
Permanent Rate Bonds & Local Lodging Taxes
Option
Gearhart S474,546 $1.01 $644,529 ($1.37) $167,000
Lincoln City S6 million $4.10 $1.3 million S5 million
Ashland $9.9 million S4.20 $516,000 S2.1 million
Bend $26 million $2.80 $3.9 million S4.7 million
Hood River S2 million $2.81 $527,000 $1.2 million
Eugene $91.2 million S7.01 $14.4 million S4 million
Astoria $5.5 million $8.17 SO $1.3 million

Revenue resources and expenses vary by community. One size doesn’t fit all.
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State Lodging Tax.... Basic Facts

e Lodging tax collectors must register with the Oregon Dept. of Revenue (ODOR).

* ODOR collects tax. Taxes must be paid quarterly and are due 30 days after end
of quarter.

* Tax must be computed on the total full retail price.

e If you collect payment for transient lodging directly from customers, than you
must collect and remit the state tax. (Includes OTCs and intermediaries)

e Lodging tax collectors are permitted to withhold 5% of the state lodging taxes
collected to cover costs for record keeping, reporting and collecting the tax.




State transient lodging includes

e Hotels and motels;

e Bed and breakfast facilities;

e RV sites in RV parks or campgrounds;

e Resorts and inns;

e Lodges and guest ranches;

e Cabins;

e Condominiums;

e Short-term rental apartments and duplexes;

e \Vacation rental houses;

e Tent sites and yurts in private and public campgrounds; and
e Any other dwelling unit, or portion of a dwelling unit,
used for temporary overnight stays. (< 30 days)
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Note: original 2003
definition was
expanded in 2005
to include more
than just hotels,
motels and inns.
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State lodging tax exemptions:

Facilities:

e Health care facilities, including hospitals and long care facilities
e Drug/alcohol abuse treatment facilities

 Mental health treatment facilities

 Facilities that have < 30 days of rentals in a year

 Emergency temporary shelters funded by the government

* Nonprofit youth & church camps, conference centers and other qualifying
nonprofit facilities

Persons:
e Lodgers who spend > 30 days at the same facilities
e Federal employees on federal business
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State Lodging Tax Revenues

e 1.8% tax
Distribution:

e At least 65% to be used to fund state tourism™* programs (*marketing deleted
with 2016 bill)

* 10% for matching grants, for projects that improve economic development of

the visitor industry, which may include tourism-related facilities and tourism-
generating events, including sporting events)

e 20% must be used to fund a regional cooperative tourism™ program (marketing
deleted with 2016 bill) (RCMP)

e Aregional allocation formula distributes revenues to regions, the boundaries of which are
established by the Oregon Tourism Commission, in proportion to the amount of TLT

revenues collected in each region. Commission has established 7 regions. (Note: Regions
are different than the tax regions.)




Online Travel Companies/Intermediaries) (aka OTCS)

2012
e Online companies sue Portland (to stop collection of city tax)
2013 Legislation (HB 2656--Effective October 7, 2013) %

e Bill intended to require online travel companies to pay the state and local transient lodging tax on the sale price of the .
rooms they sell, rather than the discounted price at which they contract for rooms. EXpEdla

* Inaddition, intermediaries required to pay tax directly rather than forwarding tax to the lodging provider. That s, “ta:
shall be collected by the transient lodging tax collector that receives the consideration rendered for occupancy of the
transient lodging.”

November 2013
priceline.com
* Online companies sue State of Oregon (DOR) in Oregon Tax Court over HB 2656 (legality of tax on intermediaries)
2014
AIRBNB
e Portland agreement, July 2014 &

airbnb

* DOR payments begin, September 2014

* Washington County agreement, effective July 1, 2016
2015

Settlement in online companies’ case against State of Oregon (DOR)
October 2015

* Some OTCs first start paying tax directly to DOR and some local governments after years of dispute. Some litigation/
difference in practice continues. Letter sent to may cities and counties. Back taxes paid from October 7, 2013 to
present in some cases.
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Intermediaries.... (Oregon law from 2013 to present)

Definitions: (Apply to State and Local TLT):

“Transient lodging intermediary” means a person other than a transient lodging provider that facilitates the retail sale of
transient lodging and charges for occupancy of the transient lodging. ORS 320.300(12)

“Transient lodging provider” means a person that furnishes transient lodging. ORS 320.300(13)
“Transient lodging tax collector” means a transient lodging provider or a transient lodging intermediary. ORS 320.300(14)

State TLT:
“The tax shall be collected by the transient lodging tax collector that receives the consideration rendered for the
occupancy of the transient lodging.” ORS 320.305(1)(c)

“Every transient lodging tax collector is responsible for collecting the tax imposed under ORS 320.305 and shall file a
return with the Department of Revenue, ....” ORS 320.315(1)

Local TLT:
“The tax shall be collected by the transient lodging tax collector that receives the consideration rendered for the
occupancy of the transient lodging.” ORS 320.350(7)(b)
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Intermediaries continued....

Source- DOR Report (rev. April 2016)

Problem: the legislature’s intent in 2013 is still not being carried out. The legal requirements are still
being debated. Most local governments have not received taxes from many intermediaries or are
not receiving information requested for tax verifications.
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Changes NEEDED:

e Provide funding for DOR auditing and enforcement of TLT; zip code and property detail

* Allow DOR to collect local lodging taxes if local government enters into IGA (ORS 350.620)
e Revise state/local reimbursement fees— lower or eliminate 5% deduction requirements
Allow sharing of information between DOR and locals (need exception to ORS 320.340)

e Fix filing requirements for OTCs

e Fix recreational immunity on public lands (Johnson v. Gibson)

o Lift pr’eefmptlilons on local lodging tax revenue restrictions & allow local control— one size
doesn’t fit a

Short of that:
e Eliminate or revise the pre-2003 frozen percentage dedicated back to tourism
e Eliminate or lower the 70/30% revenue split on new/increased taxes

e Expand the definitions of “tourism promotion” and “tourism-related facility” that apply the
70/30% definitions to cover: roads, public safety, water/sewer, events & beautification that is
visitor industry related (less marketing focused)

* Increase infrastructure funding for cities— revenue reform, grants (OBDD), etc.
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Hitting the Road

Tourism Share of Personal Consumption Expenditures, %

13 O(y Tourism Spending Includes:
V70 Sporting equipment, supplies, guns, and ammo
Sports and recreational vehicles
Luggage and similar personal items
Public transportation
Membership clubs, sports centers, parks, theaters, and museums
12.5% Gambling
Package tours, maintenance of RVs and sports equipment
Purchased meals
Alcohol in purchased meals & at bars
Hotels and motels
12.09%  Foreign travel by U.S. residents

11.5%

11.0%

Source: BEA

10.5%
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Hotel & Motel Spending

Hotel & Motel Share of Personal Consumption
Expenditures, %

0.8%

0.7%

0.6%

0.5%

0.4% .,
OFFICE OF ECONOMIC ANA 1980 1985 1990 1995 2000 2005 2010 2015



Oregon Trends




Back to Peak Employment




Oregon Boom & Bust

Oregon in Perspective

Oregon as a Share of U.S. Employment

1.4%
1.3%
— . /\__v/
1.2%
Travel and Tourism
1.1%

Jan-02 Jan-09 Jan-16
orrice o econom  Latest Data: Dec '15, QCEW, 12 Month Avg | Source: BLS, Oregon Office of Economic Analysis



Regional Overview




Manual Work is Low Productivity

Oregon Value-Added Per Worker
2014 State GDP and Employment Data
Thousands

S- S50 $100 $150 $200 $250

Manufacturing [
Information [
Total Private [ $90,500
Prof/Biz [
Construction S
Health Care N
Agriculture [N
Travel/Tourism | $25.400

9
orrceorecc  Source: U.S. Bureau of Economic Analysis, Oregon Office of Economic Analysis 3



Result is (Very) Low Wages

Travel and Tourism Average Wagesby Region
Share of Local Average Wage, 2015

70%
Statewide Avg: $48,300
60% 57% .
Travel/Tourism: $20,600
51% .
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Presenter
Presentation Notes
>60% of jobs paying minimum wage are Retail or Leisure/Hospitality
High low-wage jobs in Lincoln, Hood River


Large Employment Sector

Travel and Tourism Employment by Region
Share of All Local Employment, 2015
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26%
25%
0
20% 179%
15% . 13% 9
() o 13% 13% 13% 12% 12%
10%
10%
5%
0%
X AN X X
» & ¢ & F S F S & S
¢ & ¥ P & & SRR
« S A £
S F & P & F PN
< Q~O O c_)O QO

OFFICE OF ECONC



Spread Throughout the State

Geographic Footprintis Large
Share of All Oregon Jobs by Sector that are Outside of the
Portland Metro and the Willamette Valley

0% 10% 20% 30%
Travel and Tourism 28%

Government

Health Care
Total Employment 24%

Construction

Manufacturing

Professional/Business

OFFICE OF ECONOA  Data: 2015 QCEW Annual Averages | Source: Oregon Employment Department, Oregon Office of Economic Analysis @



Can Be Very Important Sector

Taxable Lodging Sales per Capita, 2012
$0 $500  $1,000 $1,500 $2,000 $2,500

North Coast
South Coast
Central Oregon
Columbia Gorge
Statewide
Southeast Oregon
Portland MSA
Northeast Oregon

Southern Oregon
Willamette Valley
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Broader Impacts Too




Outlook
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11%

10%
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Tourism Spending By Age

Under
25
years

Total Tourism Spending, 2014

% share of total spending
B % share of income

25-34 35-44 45-54 55-64
years years years years

Sources: Oregon Office of Economic Analysis, BLS

65-74 75 years

years and older .I



Lodging Spending by Age

Spending on Lodging Away from Home
2.0%

1.8% % share of total spending
: (6]

B % share of income
1.6%
1.4%
1.2%
1.0%
0.8%
0.6% i = I

Under 25-34 35-44 45-54 55-64 65-74 75 years

25 years years years years years and older
years Sources: Oregon Office of Economic Analysis, BLS
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Boomers Account For Half of

Spending on Lodging

Share of Spending Across All Groups, 2014

60%
Spending on Tourism
(o)

>0% B Spending on Lodging Away From Home
40%
30%
20%
- . .

0%

Millenial Generation X Boomers Silent Generation Greatest
(1981 and later) (1965 to 1980) (1946 to 1964) (1929 to 1945) Generation (1928 »
and earlier)



Lodging Taxes Are Less Regressive

Than Most Other Sales Taxes...

Spending on Lodging Away From Home, 2014

3.0% .
B % share of total spending

2.5%
2.0%
1.5%
o || 11
0.5% — [] -~ [ . ] .
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units . .
Spending on Lodging Away From Home, 2014

2.5%

B % share of income
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1.5%
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...But More Volatile

Spending on Hotels & Motels, % change vs. year ago
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Demographics and the Outlook

Hotel Spending Profile Based on Age Mix Over Time
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For More Information

Standard Contact:
155 Cottage Street NE
Salem, OR 97301
(503) 378-3405

oea.info@state.or.us

www.oregon.gov/das/oea

Social Media:
www.OregonEconomicAnalysis.com
@OR_EconAnalysis
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Transient Lodging Tax Workgroup

Appendix 3

Meeting materials from
August 31, 2016
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Transient Lodging Tax (HB 4146) Workgroup

Third Meeting Agenda

August 31, 2016
Capitol Building, 900 Court St.
503-986-1266

1:00-3:00 pm
Hearing Room 343.

Meeting Facilitators: Mazen Malik and Paul Warner: Legislative Revenue Office.

II.

I1I.

IV.

VL

VIL

VIIIL

IX.

Introduction and overview of last meeting.

The feasibility of exempting homeless individuals from liability for the state transient lodging
tax.

(Rep. Parrish, DHS, OHCS, and members the workgroup)

Whether and under what conditions the Department of Revenue may share with local
government’s data that reflect payment of the state transient lodging tax in order to assist the
local governments with enforcement of local transient lodging taxes.

(DOR, local governments and the workgroup)

Regular reporting by the Oregon Tourism Commission to committees of the Legislative
Assembly on demonstrated return on investment, geographic equity and community support
with respect to awards of moneys and grants by the commission.

(Travel Oregon and workgroup)

Future meetings (dates, changes, and locations)

Meeting 4: Tuesday Sept, 20th 1:00-3:00 (time conflict) in Salem
Meeting 5: Thursday Oct, 13th 1:30-3:30 (Portland, Salem, or Eugene)
Meeting 6: First week of November. (Portland, Salem, or Eugene)

Meeting 7: (If needed) Mid-November in Salem
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HB 4146

SECTION 7. (1) The Legislative Revenue Officer shall lead a work group to study the following issues:

(a) Policies related to the distribution of revenue for the regional cooperative tourism program under
ORS 284.131 (4)(c), including but not limited to the establishment of regional tourism boundaries and
the distribution of state transient lodging tax revenue within each tourism region according to the
proportion of total revenue collected in the counties within the region.

(b) Barriers to expansion and maintenance of recreational tourism in each tourism region.

(c) The optimal frequency for distribution of state transient lodging tax revenue and whether a
mandatory distribution schedule should be adopted.

(d) The feasibility of exempting homeless individuals from liability for the state transient lodging tax.

(e) Whether and under what conditions the Department of Revenue may share with local governments
data that reflect payment of the state transient lodging tax in order to assist the local governments with
enforcement of local transient lodging taxes.

(f) Regular reporting by the Oregon Tourism Commission to committees of the Legislative Assembly
on demonstrated return on investment, geographic equity and community support with respect to
awards of moneys and grants by the commission.

(g) Any other issues the Legislative Revenue Officer and the legislative members appointed pursuant
to subsection (2) of this section consider necessary and proper to the conduct of the study.

(2)(a) The President of the Senate shall appoint two members from among members of the Senate to
participate in the work group.

(b) The Speaker of the House of Representatives shall appoint two members from among members of
the House of Representatives to participate in the work group.

(c) The Legislative Revenue Officer and the legislative members of the work group may ask any other
persons to participate in the work group.

(3) The work group shall submit a report in the manner provided in ORS 192.245, and may include
proposals for legislation, to the interim committees of the Legislative Assembly related to revenue no
later than December 9, 2016.

(4) The Legislative Revenue Officer shall provide staff support to the work group, with assistance from
the Oregon Tourism Commission upon request of the officer and the legislative members of the work

group.
(5) All agencies of state government, as defined in ORS 174.111, are directed to assist the work group in
the performance of the duties of the work group and, to the extent permitted by laws relating to

confidentiality, to furnish the information and advice the members of the work group consider
necessary to perform their duties.

Third meeting of the TLT workgroup
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Transient Lodqging Tax work group

August 31, 2016 Hearing Room 343

1:30 P.M.

MEMBERS PRESENT: Rep. Nancy Nathanson  Danielle Cowan, Executive

Rep. John Davis Director, Clackamas

Sen. Hansell County Tourism &
Cultural Affairs (on
phone)

Carolyn McCormick, Washington
County Visitor
Association

Mary Pat Parker, Visit Corvallis

Alice Trindle, Eastern Oregon
Visitors Association

Alana Hughson, CEO, Central
Oregon Visitors
Association;

Scott Youngblood, Embassy
Suites Tigard; Member,
Oregon Tourism
Commission

Bob Hackett, Oregon
Shakespeare Festival —
Ashland, OR (on phone)

Jeff Kohnstamm, Timberline
Lodge - Mt. Hood

Jeff Miller, Travel Portland

STAFF PRESENT: Paul Warner, Legislative Revenue Officer

ISSUES:

Mazen Malik, Senior Economist, LRO
Corinne Gavette LRO Office Manager

Feasibility of exempting homeless for transient lodging tax
DOR sharing data with local governments
OTC reporting, and demonstrated return on investment

Paul Warner, LRO opened the meeting.

Rep. Nathanson proposed that the group state their points of view at this meeting. She
proposed an outline for the meeting agenda items.

Mazen Malik gave an overview of last meeting’s items and discussions.

Jill Grey, Leg coordinator, and Dawn Meyers of DHS gave an overview of the
homeless definition, and population. Says it is difficult to get an exact number
of homeless people, due to many different circumstances.
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The discussion on this topic covered the demands on the hotelier, the cost of getting
vouchers out to the homeless. The DHS folks did not have data on how much the
voucher system cost. LRO will follow up with the action agencies on the actual costs
of this.

1. Consensus was that the group thinks the administrative costs are too high for
the amount saved to the homeless.
2. Challenges in Identifying homeless individuals
3. Community action agencies and how they give out vouchers.
Rep. Parrish gave testimony concerning hoteliers and identifying homeless.

Il. Dept. of Revenue staff explained that ORS 320 and 340 says they cannot share
information with local governments. The disclosure law must be changed in
order for them to do so. Use of zip codes in collecting the tax would expedite
payments to counties/cities and enforcement of the law.

1. State change to allow data sharing
2. Compliance and enforcement of new law.

(\VA Scott West, Jeff Hampton from Travel Oregon outlined the OTC strategic plan
and budget. The new requirements by HB 4146 will be included in the new
report that will be coming out October 1st every year to LFO.

Next scheduled meeting is proposed for Tuesday, Sept 20th, 3:00 - 5:00 pm.

Jeff Kohnstamm destributed some material about hotel industry data.
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CAFR Questionnaire
and Disclosure Forms
Year Ended June 30, 2015

From: 97600 Oregon Tourism Commission
Agency No. Agency Name

Instructions: Your agency's information is reviewed by Statewide Accounting and Reporting
Services (SARS) and incorporated into the statewide financial statements. The following
questions are designed to provide information and to identify areas where additional information
may be needed for the notes to the financial statements. Please complete disclosure forms 1
through 3 and answer the questions below for the year ended June 30, 2015. Return your
completed general questionnaire and disclosure forms to SARS by August 21, 2015, If you
have any questions, you can reach your SARS analyst.

1) Does your agency have investments? Yes [] No X

If the answer to this question is yes, please complete disclosure form #4.A, B and C.

2) Does your agency have prepaid items? Yes No [

If the answer to this question is yes, please complete disclosure form #5.A.

3) Does your agency have inventory on hand? Yes [ No (X

If the answer to this question is yes, please complete disclosure form #5.B.

4) Does your agency own capital assets? Yes No [

If the answer to this question is yes, please complete disclosure form #6.

5) Does your agency have any long term receivables? Yes [] No [X]

If the answer to this question is yes, please complete disclosure form #7.

B) Is your agency subject to any operating iease agreements? Yes [X No (JJ

If the answer to this question is yes, please complete disclosure form #8.
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7) Have agency employees earned paid vacation or compensatory time that they have not
taken yet? Yes X Noe [

If the answer to this question is yes, please provide the dollar value of these compensated

absences. $201,468.67
Are the employees at your agency members of the Public Employees Retirement System
{PERS)? Yes X No [J

8) For accounts receivable, what is the dollar amount of those accounts for which collection is

doubtful? $0.00

9) Has your agency had any short term debt activity this year, for example through the use ofa
bank loan or line of credit? Yes [] No

10) Does your agency have any long term debt, for example contracts, mortgages, or notes

payable? Yes No [
11) Does your agency expend federal grant or contract money? Yes [X No [J

12) Have you completed disclosure forms 1 through 3?  If not, please do so.

Agency Certification of Accuracy and Completeness

| certify that to the best of my knowledge the transmitted information accurately and completely
reflects the agency’s financial activities for the fiscal year noted above, and that this information
agrees with the ending account balances in the agency's financial accounting system. In
addition, | certify that to the best of my knowledge the agency's financial activity is accurately
and completely reflected in the agency's financial accounting system in conformity with
generally accepted accounting principles and legal requirements. Any differences between the
balances reported in the transmitted disclosures and the agency's financial accounting system
have been communicated in writing to the agency’s SARS analyst.

Gt D Ponnt— 3 [2afrors

CAFR Accountant Date

/ iée/w_'f
Cbié’fﬁfgcal Offic

2l Officer or Director Date



Page 181

CAFR GENERAL DISCLOSURES
YEAR ENDED JUNE 30, 2015

Agency # 976

1.

NO

VIOLATIONS OF LEGAL OR CONTRACTUAL PROVISIONS (#C)

Did you have any violations of legal or contractual provisions during the fiscal year?

If yes, please attach a description of violation(s) incurred.

Examples of violations include: (a) Expending revenues for purposes other than outlined in
constitutional provisions; (b} Exceeding a legislatively approved appropriation or limitation
which is a legal violation; (c) Expending federal funds for purposes other than allowable
under a grant agreement which is a contractual violation; and (d) Violating legal restrictions
governing deposits and investments.
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CAFR GENERAL DISCLOSURES
YEAR ENDED JUNE 30, 2015

Agency # 976

2. COMPONENT UNITS (#D)

Certain organizations warrant inclusion as part of the financial reporting entity because of the
nature and significance of their relationship with the primary government (State of Oregon),
including their ongoing financial support of the State or its other component units. A legally
separate, tax-exempt organization should be reported as a component unit within the reporting

entity if all of the following criteria are met:

1. The economic resources received or held by the separate organization are entirely or
almost entirely for the direct benefit of the State, its component units, or its constituents.

2. The State, or one of its component units, is entitled to, or has the ability to otherwise
access, a majority of the economic resources received or held by the separate
organization.

3. The economic resources received or held by an individual organization that the State, or
one of its component units, is entitled to, or has the ability to otherwise access, are
significant to the State.

During the fiscal year, was your agency associated with any fund-raising or other organizations
that would qualify for inclusion in the State's Comprehensive Annual Financial Report?

Yes [ No [X

If you checked yes based on the criteria above, list any qualifying organizations established
during the past fiscal year as well as all component units reported in previous years. Please
provide the name of each organization and a brief description of its relationship with your agency.

If you checked yes, please provide financial information (balance sheet and operating statement)
for each organization's most recently completed fiscal year.

Your agency is responsible to obtain financial information from each organization. If financial
information for a qualifying organization is not yet available, please indicate date on which the
information will be available.
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CAFR GENERAL DISCLOSURES
YEAR ENDED JUNE 30, 2015
Agency # 976

3.A CASH BALANCES AT FINANCIAL INSTITUTIONS OTHER THAN OREGON
STATE TREASURY (#1.A}

Please complete the schedules below to indicate your agency's bank and book balances at fiscal
year end.

Name of Bank Book Balance | Bank Balance
US BANK $3,012,793.58 $3,386,085.01
$0.00 $0.00
$0.00 $0.00
$0.00 $0.00
Totals $0.00 $0.00

Of the total bank balances above, please indicate the amounts in each category of risk as defined
below:

Custodial Credit Risk Bank Balance

Insured (typically first $250,000 per account is insured by FDIC): $1,226,891.54
Collateralized:

Held by State's agent in the State's name: $0.00

Held by pledging bank's trust department in the State’s name: $2,159,193.47

Held by pledging bank's trust department but notin the State’'s name: $0.00
Uninsured and Uncollateralized: e
Total Bank Balance (should agree to bank balance above) $3386085.01

Note: The total bank balances should equal the book balances unless there are reconciling
items due to timing differences.

3.B CASH BALANCES AT OREGON STATE TREASURY OR PETTY CASH

Cash Category Book Balance Bank Balance
Cash on Deposit - Oregon State Treasury $0.00 $0.00
Cash on Hand/Petty Cash $216.83 $216.83

Note: The total bank balances should equal the book balances unless there are reconciling items
due to timing differences.



CAFR GENERAL DISCLOSURES
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4. A INVESTMENTS (#1.F)
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Please comp ete the schedule be ow to 1st by nvestment type the book balance and fair value of your
agency's Investments as of fisca year end Please ensure each nvestment listed is classified into the

proper risk category

Custodial Credit Risk Category *

Investment e
U S Government Securities

U S Agenc Secunties

Cor orate Stocks
_Corporate Bonds

Municipal Bonds

Unclassified as to Risk

Total*
Carrying/
Reported

Balance

Total Fair
Value

Mutual Funds n/a n/a n/a

Real Estate & Real Estate Mortg. n/a n/a n/a

Annuity Contracts n/a n/a n/a
Total

*  Investments should be class ' d into the ol ow ng thr

r sk categories (if you are unsure

which category to c assify you nvestment n co tact your broker or dealer):
Category 1 - Insured or registered, or secunties held by the agency or its agent in the

agency's name

Category 2 Uninsured and unregistered, with securities held by the counterparty or the
counterparty's trust department or agent in the agency's name.
Category 3 - Uninsured and unregistered, with securities held by the counterparty, or the
counterparty's trust department or agent, but not in the agency's name.
**  For those investments subject to far va ue report ng under GASB Statement No 31, the
carrying and fair values shotld be the same
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CAFR GENERAL DISCLOSURES
YEAR ENDED JUNE 30, 2015
Agency # 976

4.B INVESTMENTS (#1.G)
Segmented Time Distribution of Maturities and Credit Ratings for Investments

Please comp ete the schedule below to i1st by investment type the credit rat ng, maturity distribution, and
fair va ue of your agency s investments held outside of the State Treasury as of fiscal year end.

* The groupings by credit rating should be aggregated. For example, if $400,000 of Corporate
bonds are rated AA and $300,000 of Corporate bonds are rated A, they should be displayed on
separate lines

¢ Aggregated credit ratings should be the lower of Moody's, Standard & Poors, or Fitch.

e US Treasuries and obligations explicitly guaranteed by the U.S. government are considered to
have no credit nsk; therefore, they are the highest credit quality, AAA or Aaa.

Investment Maturities {in years)

Total

Credit Less More than Fair Value

Investment Type Rating than 1 year 1.5 years 6-10 years 10 years

Notes about Investment credit ratings:

The highest credit quality is Aaa (Moody's), AAA (S&P) and AAA (Fitch s)

very high credit is Aa (Moody's), AA (S&P) and AA (Fitch s)

high credit rating is A (Moody's, S&P, and Fitch's), good credit rating is Baa (Moody’s), BBB (S&P)
and BBB (Fitch’s), and speculative grade rating is Ba (Moody's), BB (S&P and Fitch's).

4.C INVESTMENTS {(#1.L)
Concentration of Credit Risk

Do investments in any one issuer exceed 5% or more of total investments? [f so, identify the
issuer, investment type (e.g., Corporate bonds), and fair value of such holdings. Excluded from
this calculation are U.S. Treasuries, U.S. Agency securities explicitly guaranteed by the U.S.
government, and mutual funds. For debt securities, the issuer is the entity that is legally
obligated to make principal and interest payments to bond holders. For equity securities, the
issuer is the entity that has the authority to distribute a security or other investment.

Issuer Investment Type Fair Value
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CAFR GENERAL DISCLOSURES

YEAR ENDED JUNE 30, 2015

Agency # 976

5.A CHANGE IN PREPAID ITEMS (for example subscriptions, insurance, legal fees, etc.)

Prepaid balance as of July 1, 2014

Increases (description)
EAP Services for 2015-17

Total Increases

Decreases (description)

Total Decreases

Prepaid balance as of June 30, 2015

$0.00
Amount
$1,145.52
$1145.52
Amount
$0.00
$0.00
$1,145.62

5.8 CHANGE IN INVENTORY (ex. - office supplies, brochures, merchandise for sale, etc.)

Inventory balance as of July 1, 2014
Increases (description)

$0.00

Amount

Total Increases

Decreases (description)

Amount

Total Decreases

Inventory balance as of June 30, 2015
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CAFR GENERAL DISCLOSURES
YEAR ENDED JUNE 30, 2015
Agency # 976

6. CAPITAL ASSETS

Please complete the table below to provide information about your agency's capital
assets. Capital assets are assets used in agency operations that have initial estimated
useful lives beyond a single year and an initial cost (inclusive of ancillary charges) of at
least $5,000.

Asset Beginning Ending
Category Balance Increases Decreasas Balance
Egquipment & Machinery 42,506.92| 117,641.82 0.00] 160,148.74
Motor Vehicles 0.00
Data Processing Software
Data Processing Hardware 50,032.76 21,679.76 28,353.00
Land 0.00
Building & Building
Improvements 717,702.40 0.00 0.00{ 717,702.40
Land Improvements
Leasehold Improvements 0.00 0.00
Intangible Assets 333,000.00 0.00 0.00] 333,000.00
. 1,143,242.0 1,239,204.1
UL et 8| 117.641.82] 21,679.76 4
Less Accumulated
Depreciation 675,399.00 94,760.11 68,107.00f 702,052.11
Capital Assets, Net 467,843.08) 22,881.71 46,724.24| 537,152.03
Current year depreciation expense $52,103.26

During the fiscal year, were there any significant and unexpected declines in the service
utility related to capital assets owned or leased (capital lease) by your agency?

Yes [ No X
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CAFR GENERAL DISCLOSURES
YEAR ENDED JUNE 30, 2015

Agency # 976
7. CHANGE IN LONG TERM RECEIVABLE (#15.A)

Balance as of July 1, 2014 $0.00

Increases (description) Amount

Total Increases

Decreases (description) Amount

Total Decreases

Balance as of June 30, 2015 0




CAFR GENERAL DISCLOSURES
YEAR ENDED JUNE 30, 2015

Agency # 976

OPERATING LEASE COMMITMENTS (#12.A)

Schedule of Future Lease Payments
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Please complete the schedule below for all non-cancelable operating leases that your
agency has. Do not include rent agreements with the Department of Administrative Services
for office space. Include only those amounts that reflect actual commitments under a lease
agreement (vs. a month to month rental). These amounts will be used for a financial
statement note to disclose the amount of operating lease commitments the State has at fiscal

year end.

Operating Leases

Schedule of Minimum Future Lease Payments

All Funds

Fiscal Year Ended:
June 30, 2016
June 30, 2017
June 30, 2018
June 30, 2019
June 30, 2020

June 30, 2021-2025

June 30, 2026-2030

June 30, 2031-2035

June 30, 2036-2040

June 30, 2041-2045

June 30, 2046-2050

June 30, 2051-2055

Total Future Minimum Lease
Payments

Current Year Operating
Lease Costs

$192,985.17

$199554.33

$155,534.22

$30,508.80

$0.00

$578,582.52

$185,131.71




ASSETS

Cash and Cash Equivalents
Investments

State of Oregon

Oregon Tourism Commission

Balance Sheet
June 30, 2015
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Unaudited

GAAP Fund XXXX GAAP Fund 8500

$

Cash and Securities Held in Trust
Accounts and Interest Receivable

Taxes Receivable

Due fram Other Funds/Agencies

Due from Other Governments

Inventories

Prepaid ltems

Contracts, Mortgages and Notes Receivable

Loans Receivable

Building, Property, and Equipment (& Intangibles)

Less Accumulated Depreciation and Amortization

Total Assets

3,013,010.41

27,094.15
131,616.81

125,325.20

1,145.52

1,239,204.14
{702,052.11)

$ =

LIABILITIES AND FUND BALANCES

Liabilities:

Accounts and Interest Payable

Due to Other Funds/Agencies
Due to Other Governments

Contracts, Mortgages and Notes Payable

Trust Funds Payable

Advances from Other Funds/Agencies

Deferred Revenue
Compensated Absences Payable

Total Liabilities

Fund Balances:

invested in Capital Assets

3,835,344.12

712,845.12
43,078.00
(1,846.44)
42,910.40

201,468.67

998,455.75

Nonspendable Fund Balance-Prepaid ltems
Nonspendable Fund Balance-Inventories
Nonspendable Fund Balance-Revolving Accounts
Nonspendable Fund Balance-Loans Receivable
Nonspendable Fund Balance-Long Term Receivables

Restricted Fund Balance-Enabling Legislation
Total Fund Balances

467,843.08
1,145.52

2,367,899.77

2,836,888.37

Total Liabilities and Fund Balances b

3,835,344.12 $ c
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Unaudited
State of Oregon
Oregon Tourism Commission
Statement of Revenues, Expenditures and Changes in Fund Balances
For the Year Ending June 30, 2015

GAAP Fund XXXX GAAP Fund 8500

Revenues:
Taxes 8 15,508,79966 $ -
Licenses and Fees -
Federal 244,442.00

Charges for Services S
Fines and Forfeitures -
Rents and Royalties -
Investment Income -
Donations and Grants (Wine Country Plates) 263,135.96

Sales 236,300.00

Other 13,773.17
Total Revenues 16,266,450.79 -
Expenditures:

Salaries and Wages 4,053,136.19

Services and Supplies 10,589,825.03

Capital Outlay

Distributions to Other Governments -
Special Payments -
Depreciation and Amortization 52,103.26

Total Expenditures 14,695,064.48 -
Excess (Deficiency) of Revenues Over (Under) Expenditures 1,571,386.31 -

Other Financing Sources (Uses):
Transfers from Other Funds/Agencies
Transfers to Other Funds/Agencies ;

Total Other Financing Sources (Uses) - -

Net Change in Fund Balance 1,571,386.31 -
Fund Balance - Beginning 1,137,285.80 -
Prior Period Adjustments 128,216.26

Fund Balance - Beginning - As Restated 1,265,502.06 -

Fund Balance - Ending 3 2,836,888.37 _ % -
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Engaging Explorers

TRAVEL OREGON 2015-2017 STRATEGIC PLAN
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INTRODUCTION

It’s working.

The world is taking note of Oregon. More people than ever are choosing to come to Oregon, and they
are traveling farther than ever to get here. They are coming to enjoy the things we love: natural beauty,
wilderness, adventure, amazing fresh food, wine, craft beer, world-class sports, and a vibrant arts and
culture community. The result of all these visitors is a long list of powerful statistics and measures that
show the profound economic power of tourism in Oregon.

And now Oregonians are taking note of the potential of tourism to develop sustainable local economies
throughout the state. Since the last iteration of this plan in 2013, we have seen more people see the
value of the tourism industry, and more people see themselves as a part of the industry.

We are seeing the bets we made in marketing and product development payoff in very big ways. In
several markets we are running at capacity in prime season. The operational tempo of the industry is
incredible. Even a cursory glance at the activity level in Oregon’s travel industry shows there’s a lot going
on 24/7/365 all around the state.

You might say that we are at the end of the beginning. We have established a data driven, 21* century-
ready, marketing-sales-and-development infrastructure. We are facilitating coordination with partners
around the state to optimize public and private resources. And we have set clear priorities to keep us
focused.

It’s working, and we are just getting started.
Travel Oregon’s vision is: “A better life for Oregonians through strong, sustainable local economies.”

That is what this plan is all about. Over 2013-15 we have been working fervently to achieve this vision
though focusing on four strategic imperatives:

1. Optimize statewide economic impact
2. Support and empower our partners
3. Champion the value of tourism

4. Run an effective business

In 2015-17, Travel Oregon will continue to pursue these four imperatives, with a special focus on
building aggressive regional partnerships to achieve industry goals. This doesn’t mean we’ll slack off on
our commitment to champion the value of tourism through highly effective marketing and promotional
efforts. But it does mean we are doubling down on our efforts to build a strong foundation of support
and collaboration across the industry.
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2014-16 Oregon Tourism Industry Action Plan

In 2014, Oregon’s Tourism and Hospitality Industry
Consortium (Consortium), in partnership with Travel
Oregon, invited stakeholders from a variety of Oregon
tourism industry groups and guilds to participate in an
industry survey and a series of focus group sessions
designed to identify key priorities for a statewide Oregon
Tourism Industry Action Plan for 2014-16. This effort was
an extension of the regional industry “Listening Sessions”
conducted across the state in 2013 to incorporate
regional-specific perspectives, needs and desires into the
Travel Oregon 2013-15 Strategic Plan. The resulting 2014-
16 Industry Action Plan calls out vital points of focus and
shared values across the industry in order to prioritize
action steps that industry leaders are willing and able to
engage in.

The 2014-16 Tourism Industry Action Plan

Two-Year Cycles. The 2014-16 Industry Action Plan and 2015-17 Travel Oregon Strategic Plan will work
in alignment, with alternating planning years for mutual reinforcement. They are meant to work
together. For that reason, The Industry Action Plan will be referenced frequently in this strategic plan.
You can find the Action Plan here:
industry.traveloregon.com/content/uploads/2015/04/IndustryActionPlan.pdf

Industry Alignment and Collaboration

Travel Oregon is twelve years old at the writing of this plan. Among the many lessons we have learned
over the years is that when people work together with a clear, common purpose in mind—amazing
things happen.

The quality of a visitor's experience depends on the coordination of a thousand variables and
interactions. And we know that this coordination is achieved through ongoing communication,
preparation, alignment of values and goals, and the ability to act on those intentions. That’s why we
believe it is so critical for this strategic plan and the Industry Action Plan to be in sync. The more
alignment we achieve between these two plans, and the more we can support collaborative efforts
across the region to bring these plans to life, the more we can rise above our individual limitations and
gain the momentum that comes from achieving one success after another together.


http://industry.traveloregon.com/content/uploads/2015/04/IndustryActionPlanTravelTourismFINAL.pdf
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STRATEGIC ANCHORS

With everything changing so fast it’s easy to wonder about the value of a long-term plan. Certainly a big
part of the thinking in this plan is to build change-readiness into our industry to ensure adaptability and
success for the long term. But another part of the planning process—indeed maybe the most important
part of the process—is to identify those things we don’t want to change very much. The strategic
anchors, the mission, the brand and core values remain more or less in place and they are the central
lens through which we make choices and measure success. In other words, this stuff is important and
we refer to it every day.

OUR VISION

A Better Life for Oregonians through Strong, Sustainable Local Economies

This vision puts local economies at the center of the bulls-eye for success. In other words, increases in
travel and tourism are good things to the degree that they help create better lives and make a positive
impact in the form of job creation, and sustainable economic growth. We believe that positive results
will flourish in the context of local involvement, innovation and collaboration.

To this end, Travel Oregon is
committed to reaching out to
communities around the state
and helping to build tourism
resources from the basics. We
will continue to offer support for
communities working to get
their message out  with
consistency, and with training
designed to ensure that every
community can offer a world-
class experience for people who

explore Oregon.
A 2015 training for tour operators, guides & operators attracted more

than 50 guides from across Oregon to help hone their business acumen

With this vision in mind, Travel Oregon has made commitments to:

*  Build from basics

* Leverage opportunity from existing actions and events

* Align with key partners and stakeholders locally

*  Optimize alignment of resources with Oregon’s Travel and Tourism Industry
* Identify long term product development cycles

* Establish specific pilot efforts and measure results

* Clarify local and state key performance indicators (KPIs)
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Each of these commitments will be pursued with an eye toward supporting the Industry Action Plan and
priority efforts identified over the next two years by Action Plan stakeholders and work groups.

While the vision tells us where we want to go; the mission and our unique value position describes
exactly what we will do and why we are ready for the job.

OUR MISSION

We inspire travel that drives economic development. Through innovation and partnerships, we share
the stories of Oregon’s people and places, deliver world-class experiences and ensure the
preservation of Oregon’s way of life and its natural places.

We commit to sharing the stories of Oregon that promote industry success, but that’s not the only
reason why we share them. Driving economic development means sharing stories that inspire and
improve local business, provide good quality jobs, support entrepreneurs, and promote a sense of place
and community. It’s about more than just inspiring travel: it’s about preserving Oregon’s unique vitality
and spirit.

The stories of Oregon, innovations and partnerships are also about recognizing the interplay between
the people and their natural surroundings. It's a connection that demands authenticity, and a curious
mix of reverence and irreverence, as we tell the stories of the people and places that make Oregon so
inspiring. We understand we are in a position of stewardship, and we must protect the natural resources
that this industry depends on.

We have worked hard to build a strong and inspiring story of Oregon that touches people in a visceral,
moving way, eliciting an emotional connection to our state, people and culture. We know our Travel

Oregon marketing and story-telling work is inspiring consumers to choose Oregon.

In 2013, we partnered with Wieden+Kennedy to build out
our Oregon Explorer vision and create the enormously
successful “7 Wonders of Oregon” marketing campaign. In
many ways, the 7 Wonders campaign epitomized our
chance to “bring it all together.” The effort was rooted in
substantial industry research and marketing analysis. There
were clear strategic objectives for the campaign. We were
able to work with world-class partners. We engaged the
substantial power of social media. And, we measured

results and made adjustments all along the way.

7 Wonders represents what is possible when we act
decisively and in unison. For all of its success, it, too, is just

a first step.
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OUR UNIQUE VALUE

Travel Oregon delivers unequaled tourism expertise to the entire state and tells Oregon’s story to the
world.

More than a decade of hard work is paying off now in the form of improved visitor levels across the
state. Since 2004 visitor spending in Oregon has increased more than 49%. More importantly, we have
developed the expertise and the infrastructure to optimize our efforts and drive even better
performance in the future. Travel Oregon’s industry-leading sales, marketing and development expertise
continues to put Oregon on the map for explorers around the world. In the coming years we will
continue to invite global visitors to come and spend time in our great state and experience our beautiful,
wide open spaces; unique products; unparalleled restaurants and lodging; and tax-free shopping.

OUR BRAND INTENTION

Travel Oregon’s partners feel connected, informed, empowered, optimistic and inspired.

Great brands offer a clear promise to the customer of the experience they will have with their people,
products or service. At Travel Oregon, we are committed to providing support, education and resources
to ensure our industry partners feel connected, informed, empowered, optimistic and inspired
whenever they interact with us. We know the values of our organization must reflect what we value as a
people and as a state. This close attention to who we are makes Travel Oregon the kind of partner the
industry wants and needs. This does not mean there won’t be times when we have differences of
opinion. That kind of creative tension is often the catalyst for revelation and deeper respect. What it
means is that our relationships are built on trust and a healthy, practical understanding of expectations.

2015-17 STRATEGIC IMPERATIVES

A good strategic plan is accessible and manageable. It offers clarity and focus. It is explicit about
priorities and desired outcomes. The plan is supported by performance measures that reflect its
priorities.

There are four strategic imperatives in this plan. Each is backed up with specific actions and initiatives
that will help spin the flywheel and build momentum. Each area of focus will generate specific measures
and performance indicators; these are the answers to the question, “How do we know if the plan is
working?”

The four areas are:

Optimize statewide economic impact
Support and empower our partners
Champion the value of tourism

el A

Run an effective business
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Hopefully you look at those areas of focus and think, “Yeah, those make sense.” If you look at them
again, you might even comment on the obvious interdependence between them: “They tie together.” If
you’ve had a lot of coffee, or you are just prone to overanalyze things, you might call out their catalytic
or synergistic potential—how they should work together to create an outcome greater than the sum of
their individual parts.

And, if you look at them one more time you may realize that there is no way Travel Oregon can achieve
these goals alone. Each will depend on stakeholders, partners, subject matter experts, public officials,
business owners, and of course the traveling public. This plan, more than any other, is designed to
connect with priorities and rhythms of Oregon’s travel industry and our statewide partners. We know
that there is a spirit of competition between parts of the state, but we also know that our sense of unity
and cooperation is far stronger. This plan celebrates the potential of working better together.

It is no accident that statewide economic impact is at the top of the list. Many counties and
communities around Oregon are still struggling to find a foothold in the post-recession global economy.
The industries that carried the day in the last 50 years may be weakened—or gone altogether. Most
agree that continued economic recovery and development works best with a blend of service,
manufacturing, and agricultural industries. Candidly, we know many people question the potential of
travel and tourism to be a powerful, long term engine for Oregon’s economic development, but the
numbers across the state tell a different story.

Championing the value of the travel and tourism industry is easy once we look at the details. The
numbers speak for themselves. Oregon hosts nearly 26.8 million overnight person-trips annually." Every
dollar that Travel Oregon spends marketing the state generates an incremental trip and vyields an
average of $237 in visitor spending in Oregon and $11 in local and state tax revenue.” And, taking the
industry as a whole, travel spending creates enough economic activity to support more than 100,000
jobs. You don’t need to be a financial analyst to see the power of the industry and the effectiveness of
our investments. So what will it take to optimize the potential of the travel and tourism industry to drive
statewide economic development in Oregon? In the next two years Travel Oregon will:

* Inspire overnight leisure travel through industry-leading branding, marketing and
communications.

* Develop world-class tourism product in partnership with community leaders, tourism
businesses and key agencies.

* Align and optimize strategies for integrating sales, marketing and destination
development efforts at the local level.

* Drive business from key international markets. Deliver integrated sales/marketing plans
leveraged with global partners.

! Oregon Travel Impacts: 2014, Dean Runyan Associates
2 Advertising Accountability Study: 2013, Longwoods International
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Oregon is becoming increasingly known as a place where majestic beauty meets creativity. This sort of X
factor captivates imaginations, whether it’s that of a New York Times writer or the millions who say they
plan on visiting this year. Because it's difficult to comprehend great beer, wine, food, art, epic
recreation, gorgeous nature, and friendly and civic minded people merging in a single place.

Oregon is too good to be true. That’s not a bad problem to have.

It is this inspirational quality that is captured in our brand. People come here not to get away, but to
bring something back with them. The folks who choose to visit Oregon are a lot like Oregonians
themselves—they are explorers who value what they’ve seen, what they’ve done, and what they have
found along the way. Explorers pride themselves on tracking down experiences that make for great
stories, and products that become the envy of their friends. Explorers see these discoveries as both fun
and meaningful.

The great news is that Travel Oregon’s campaign efforts have been and continue to be successful.

Overall, Oregon’s international markets (Asia, Europe, Oceania

and Canada) have been trending upwards for the past five

years. Infact, in 2014 the increase year over year was 9%.

Canada continues to be Oregon’s No. 1 international market.

Emerging markets continue to demonstrate significant growth.

China is Oregon’s fastest growing international market with a

35% increase in 2014 vs. 2013, and is now Oregon’s No. 1

overseas market. It’s also the state’s top-spending overseas

market at more than $48 million in 2014, up more than 30%

YOY. The European Markets continue to demonstrate both

stability and growth. Air service from Europe to PDX has

increased, with three non-stop flights, one year round and two seasonal. Travel Oregon’s leveraging of
these flights support the mature markets of U.K., Germany, France, Benelux and Scandinavia. Oceania
has transitioned from an emerging to a stable market, and through targeted trade and media
opportunities will continue to gain market share. Working with Brand USA and West Coast partners in
the Brazil, India and Mexico markets will ensure increased market share for Oregon. Domestic tour
operator product is important for economic development in rural Oregon and has expanded with the
creation of itineraries throughout the state.

International Arrivals to Oregon Increase 9% in 2014

2013 2014
Total: All International Markets 1,870,000 2,034,000
Total: Top 15 International Markets 1,681,000 1,804,000
Canada 1,355,000 1,439,000
China 46,000 62,000
Japan 47,000 52,000
UK 40,000 43,000
Germany (+A,CH) 36,000 38,000
Australia, N2 35,000 38,000
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Scandinavia 24,000 25,000
Mexico 21,000 24,000
Korea 21,000 21,000
France 15,000 16,000
Brazil 11,000 13,000
Taiwan 11,000 12,000
India 9,000 10,000
Benelux 7,000 7,000
Italy 6,000 6,000

Travel Oregon estimates are based on and extrapolated from aggregate card usage data provided by VisaVue® Travel. They incorporated data from
other independent research sources. Spending amounts and patterns are based on face-to- face Visa card transactions in Oregon. Transactions
utilizing cash, pre-paid, phone, internet and other credit/debit cards are not included. Conversion factors are used to extrapolate arrivals, but
spending per visitor is in its raw form (only Visa card purchases). Amounts on this sheet are rounded, with associated rounding errors. All calculations
are done on un- rounded data.

The point is, you shouldn’t be surprised to see busloads of ecstatic visitors from China shopping at the
Woodburn Premium Outlets or visitors from Brazil standing in awe as they take in the panorama of
Crater Lake on a bright summer day. Those economic activities don’t just happen; they are the result of
investments in travel and tourism as one of Oregon’s vital industries.

More and more people from across the state, country and world are discovering the “Wonders” of
Oregon. The 7 Wonders campaign, launched last spring, is resonating with visitors and Oregonians alike.
The overall objectives of the campaign are to inspire people to consider Oregon as a prime travel
destination and to encourage exploration throughout the entire state. The campaign has led to
economic impact in communities and regions throughout the state. Consumer requests for Visitor
Guides and information for every tourism region of the state was up 28-49% over 2013, indicating that
more potential travelers are acting on their intentions to choose Oregon as their vacation destination in
2014,

What’s more, Travel Oregon’s fan base grew by more than 120,000 and TravelOregon.com experienced
a record number of unique visitors during the campaign, giving a new audience a view of all Oregon has

to offer in an ongoing and engaging manner. We've invited this new fan base to share their photos of

10


http://traveloregon.com/
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Oregon’s Wonders on social media using the hashtag #traveloregon. The best of these images are
showcased on Travel Oregon content channels (TravelOregon.com, Facebook and Instagram) to inspire
others long after the paid media portion of the campaign concludes. In 2014, people tagged more than
86,000 photos with the #traveloregon hashtag.

Another powerful testament to the strength of
our marketing is the recognition of our peers
across the country. To highlight a few recent
accolades: in 2013, our culinary campaign,
Oregon Bounty, was named the best overall
campaign in the country and TravelOregon.com
won the best state tourism website in the
country, both awarded by the U.S. Travel
Association. And it’s not just Travel Oregon’s
Sales and Marketing programs that are gaining

Travel Oregon accepting the HSMAI/National Geographic
attention. It’s also our Destination Development

Platinum Award for Sustainable Tourism
program that was recognized as a Platinum-level

“Leader in Sustainable Tourism” by the Hospitality Sales and Marketing Association International
(HSMAI) and National Geographic Traveler for its work implementing Oregon’s Rural Tourism Studio.
The Destination Development Program was also awarded a World Responsible Travel Award at the
World Travel Market in London in 2014 for “Best Short Film for Responsible Tourism” for its
Communities Powered by Travel video featuring the John Day River Territory. The award recognizes the
residents of the John Day River Territory in Eastern Oregon and their collaborative work to improve the

region through tourism.
Local Economic Development

We know that there are hundreds of great ideas out in Oregon’s local markets. The question is how do
we get them off the ground? To be blunt, local markets in Oregon will never have enough time or money
on their own to get their message out to the right potential travelers for the experiences they can
deliver. Supporting local efforts is a primary focus for this strategic plan and the Industry Action Plan
priorities. In order to support the efforts of the Industry Action Plan, Travel Oregon will place a high
priority on facilitating and supporting efforts to increase regional collaboration and partnerships that
help leverage local efforts, develop and showcase local products. Building strong bridges to the local
markets is one of the biggest “aha moments,” that came from the 2013 Listening Tour and the 2014
Industry Action Plan sessions.

Resource Management

Our industry focus group sessions in 2014 served to reiterate the dynamic between our state’s tourism
business and the policies regulating land-use and resource management. Through partnership with the
Consortium we will continue to review and define the specific places where Travel Oregon can make a
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difference in opening up the state’s tourism potential while ensuring continued stewardship of our
natural resources. The challenges and opportunities associated with land use policies and regulations
are addressed in the Industry Action Plan and will be an ongoing consideration in Travel Oregon’s
support of action priorities over the next two years.

Excellent Data and Analytics

From day one, Travel Oregon has put stock into research, measurements and analysis. Over the years
our belief in the power of research, data gathering and measurement has only increased. The more
things change, the more important data becomes. So how will we know if we are succeeding in our goal
for statewide economic impact?

Travel Oregon will measure the following Key Performance Indicators (KPIs):

e All regions show increase in year over year statewide lodging demand. Up 2.5% by 2016 and
up an additional 2.5% by 2017.

e Establish a baseline measure for value of partner investment.

e Increase media impact index (earned, paid, owned).

Optimizing economic impact isn’t only about building awareness and demand. It’s about fostering and
sustaining the critical partnerships that bring results across the state.

From the one or two person entrepreneurial businesses teaching fly-fishing or making artisan baked
goods, to the large state or federal agencies working to manage transportation or wildlife habitat,
Oregon is incredibly lucky to have so many talented people working on her behalf. A quick glance at our
industry partners and you will be struck by the diversity they represent. The industry offers an
employment continuum from entry-level jobs to strong career paths, requiring deep experience and
advanced education from service industries to the sciences.

If you look a little deeper you will see that for all the diversity of the industry, it’s incredibly skilled in the
arts of collaboration, project management and team development. We get together. We talk—all the
time—about issues big and small. We are an industry that believes deeply in the power of ongoing
transparent communication with one another.

This strategic plan and the Industry Action Plan are examples of our industry commitment to
collaboration and transparency. These values are absolutely essential to any vision of success in
achieving statewide economic impact. We know we have much more we can do to grow and strengthen
our industry partnerships to build a foundation of collaborators who have passion, time, resources and
commitment to rise to action for increased success across communities. We have only begun to realize
what is possible. When we can do a better job of clarifying and sharing goals and acknowledging the
interdependence that binds our fates together, we will gain the maximum impact from our resources.
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This plan is about continuing to build alignment across the industry that will firmly place Oregon as one
of America’s premier global tourist destinations welcoming millions of visitors every year; each one
leaving with an appreciation for the wine, beer, artisan food, history, culture, natural beauty and
adventure lifestyle that makes Oregon so special.

A great example of the power of partnerships is how Travel
Oregon was able to leverage the movie WILD beyond anything
we could have achieved on our own. We worked with the
Governor’s Office of Film and Television, Brand USA, iconic
Oregon brands, and regional partners throughout the state to
showcase Oregon’s starring role in the movie that Reese
Witherspoon called her “love letter to Oregon.” These valuable
collaborations with our partners gave Oregon a greater
presence around the film than could have been achieved
alone. The L.A. premiere of WILD was fashioned to look like a
walk through Oregon’s portion of the Pacific Crest Trail, replete
with a “Welcome to Oregon” sign that capped the red carpet,
and a reception that featured Oregon wine, craft beers and
spirits exclusively. Strategic partnerships with Oregon outdoor
gear brands like Danner Boots gave movie goers a taste of
what it feels like to take a walk through the stunning Oregon
wilderness.

What’s more, the partnership with Brand USA gave Travel Oregon the opportunity to showcase
Oregon’s outdoors to an international audience, with the 30-second 7 Wonders Anthem showing to
audiences in Germany and Scandinavia directly before the beginning of the film.

Travel Oregon’s title sponsorship of Feast Portland, A Celebration of Oregon’s Bounty helps us spread
the word about what makes Oregon a premier culinary travel destination to a whole new audience of
consumers, media and influencers in the food world. But even more

than that, it’s an internationally-acclaimed food festival where our

partners from across the state can showcase all of the many

culinary experiences and flavors that make every region of Oregon

taste so good.

When partners interact with Travel Oregon, we want them to feel
connected, informed, empowered, optimistic and inspired. We are
committed to those relationships, and know they will lead to real
economic impact, exciting and sustainable jobs, a built-in protection
mechanism for our eco-systems, and permission to live fully and
authentically for those of us lucky enough to call Oregon home. Industry Partners are our greatest

assets to help us showcase the very
best of Oregon
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Supporting the Statewide Tourism Industry Action Plan

The 2014-16 Industry Action Plan reflects a practical product development approach aligned with “guild-
specific” and regionally-focused, industry priorities. It is crafted from the input of guides, winemakers,
government officials, hoteliers, restaurateurs, artists, travel professionals, athletes, and entrepreneurs.
All of these smart people contributed to a compelling and focused view of what must be accomplished
in order to empower the entire industry. They contributed their ideas as stewards, looking well beyond
the purview of their own particular professional point of view. They also considered the practical
challenges of accomplishing anything else—when many are over-tasked and under-resourced.

Making the Industry Action Plan work raises specific challenges for harnessing resources, leadership and
commitment. But failure is not an option. It is not about a “burning platform” or about “swinging for the
fences.” It is about systematically aligning and mobilizing resources to make incremental progress year
over year. It will work through a combination of formal project charters and informal agreements to get
things done. Like everything else, the Action Plan depends on the good will and commitment of the
people like you who are reading this plan. Travel Oregon recognizes that we have a special role as the
connective tissue that will ensure the Action Plan gains traction in the next two years.

While Industry Action Plan projects will be chartered and supported under the leadership of the Tourism
& Hospitality Industry Consortium, Travel Oregon will also play a critical role in facilitating and
supporting the formation and implementation of action efforts across local communities.

Travel Oregon is ready to go to the next level in supporting collaborative industry work with clearer
goals, more opportunity, and better aligned resources. In the past we have achieved success because we
were able to count on the heroic commitment of a handful of individuals and partners around the state.
The next two years will be about focusing efforts toward growing and expanding coalitions, project
teams, and cross-industry efforts to build a long term economic engine for the future of Oregon travel
and tourism. We will explore what is really possible when we work better together with practical plans.

Deliver Professional Industry Development and Training Opportunities

During the listening tour in 2013, and in the focus groups of 2014, we heard again and again that there is
an ongoing need for training and human resource development across the state. Oregon’s amazing
bounty and world class marketing will fall flat if the traveler’s experience is not supported with talented,
travel-savvy professionals. Over the last two years we worked hard to raise the bar on the service
experience our travelers find in Oregon. Travel Oregon has developed a top-quality suite of professional
development opportunities in the form of online training and resources as well as customized programs
for niche markets. We will continue our commitment to promoting best practices for great service
experiences and local business development across the state. And we will continue to improve and
evolve the educational opportunities from programs like the annual Governor’s Conference on Tourism,
Global Sales Travel Trade Workshops and through the ongoing delivery of Travel Oregon 101 and
Tourism Studios.
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You need look no farther than the success of our Rural Tourism Studios and Bike Tourism Studios to see
how communities like Oakridge and the McKenzie River Valley have been fundamentally transformed by
embracing mountain bikers and outdoor enthusiasts from around the world. Or, how South Lincoln
County, a recent Rural Tourism Studio alumni, is actively working to broaden the travel appeal of its
coastal region by creating a local recreation trail system that is both land and marine based.

Realize Statewide Strategic Integration of Technology

One of the hallmarks separating Oregon from other states’ efforts to optimize tourism is its passion for
research, data and information technologies. Travel Oregon continues to be an industry leader in
leveraging technology to lure and support visitors. Travel Oregon’s website is remarkable for its design,
user interface, and the freshness of its information. It’s clear this website wants to really help travelers,
and is a trusted tool for planning and inspiration.

Oregon seems to attract explorers—and these are the very same people who push the boundaries in
their use of mobile and social media technology to inform most every aspect of their travel experiences.
We are seeing a world where our digital tools and resources offer more clear and actionable views of
who is coming to our state, where they’re coming from, why they come—and what they expect. We're
poised to deliver more customized content through our industry database, based on this digital
intelligence. We are also able to see more of what they say about Oregon when they go home and how
they make recommendations to their social networks, spinning a virtuous cycle and driving success for
our tourism efforts.

This biennium we will leverage new technology to gain deeper insights into our consumers’ needs to
receive content more closely matched and customized to their interests. Knowing what type of device a
visitor to TravelOregon.com is using, or what their specific interests are, will help us provide improved
experiences for each user. Deeper understanding of how consumers engage in our channels will help us
segment and personalize our outreach through retargeting, e-communications, social media and other
owned channels. The goal of this is to increase the relevance of the Oregon travel message, engage
consumers with world-class content, and encourage Explorers to get out and travel the state of Oregon.
Furthermore, we’ll be able to use this consumer insight to better serve qualified leads to our partners.

As far as we have come, there is still a long way to go. We recognize that information management is
going to be a key capacity for Travel Oregon and our partners across the state. It is not enough that we
have accurate and comprehensive information, we need to ensure that Destination Marketing
Organizations and trade group partners are also equipped with the relevant analysis to help make
smarter, more aligned decisions.
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The Orb allows our industry partners to input data directly to share on several platforms

Our ability to mine data from our online visitor interactions allows us to get smarter every month, serve
up what visitors need, and anticipate important consumer trends. Every day the database at Travel
Oregon, nicknamed the Orb, is growing to feed not only TravelOregon.com, but also websites across the
state and country, with places to eat, drink, stay and things to do. It is about efficiency and making smart
choices with limited resources. But it is also about being relevant and engaging in real-time interaction
with the modern traveler. Our goal moving forward is to use this information backbone to help drive
confidence for resource investment and to measure performance in a way that allows us to make small
changes that yield big results.

To that end we are committed to:

e Statewide integration of the Orb with Destination Marketing Organizations and trade
group partners.

e lLaunch a business intelligence platform that surfaces marketing analytics and consumer
insights to benefit Oregon’s tourism industry.

Implement an Industry-Leading Visitor Information Network

As we hinted above, travelers in Oregon are becoming increasingly sophisticated in their use of mobile
and social technology. A quick look at any high-tech magazine will confirm that the trend of driving
everything to “the cloud”, empowering people to monitor their homes, cars, blood pressure, weather,
and practically anything else, will not slow down.

While we have no illusions about the complexity of optimizing this high tech future, we also know we
have the benefit of great momentum and early success. The combined expertise of our partners and the
increasing sophistication of the Orb will coalesce to allow Travel Oregon to launch a state-of-the-art
Visitor Information Network. This effort will be a perfect example of how Travel Oregon is able to
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develop and deploy strategic resources that no single agency or business could achieve on its own. It’s a
resource that will benefit everyone, beginning with the traveler. In the world of cloud-based services,
there is a reciprocal value relationship between the traveler who benefits from the rich information
resources we can provide and our ability to better understand the desires and patterns of the travelers.

The best place to start this dialogue is to leverage the Welcome Center
program, one of the primary ways Travel Oregon interacts with visitors while
in the state. It’s important to understand that these centers are simply one
piece of the state’s overall visitor information environment. This environment
contains regional and local destination centers, as well as private sector
locations also functioning as visitor information outlets. The mission of this
environment is to deliver first class customer service and information to
Oregon visitors. The desired outcome is to enhance visitor experience in
hopes of extending stays and creating return customers. In the next two
years, we plan to help create a stronger overall information environment by:

e Assessing the overall opportunities of the existing environment,
including integration of Ask Oregon and We Speak programs.

e Support the development of the planned Siskiyou Welcome Center in
Ashland and planning for needed upgrades at the Welcome Center in
Ontario.

Key Measures for Supporting and Empowering our Partners

Travel Oregon will be successful when our industry partners are engaged and collaborating actively to
help Oregon reach its potential as a world-class destination. We will be doing our job if people feel
confidence, clarity, and momentum. They will see real results showing up at a bottom-line level.

We’ll be measuring the local engagement baseline and looking at the utilization of our tools and
resources by our partners and travelers. And we will create measures to effectively monitor the success
of the Orb as well as the visitor information network. But really, we will know right away if we are
missing the mark. We know our industry partners are smart, and they are not shy. Like we said at the
top of this section, we are in communication with our partners every day and we treasure that
interaction and candor. We sleep well when we have done our very best for the industry. So, “a good
night’s sleep” is also a reasonable performance measure.

In a world dominated by bad news and pessimism, travel and tourism is a great go-to good news story
for Oregon. The data is amazing, showing year over year growth statewide. It’s not a fluke. It’s evidence
of a powerful economic engine that can stand side by side with manufacturing, agriculture, education
and health care as a platform for Oregon’s economic future.
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e In 2014, visitors to Oregon spent $10.3 billion, employing more than 101,000 Oregonians and
contributing more than $429 million in tax revenue to the state.

e In 2014, tourism contributed $3.9 billion in GDP, making it one of the top three industries in rural
Oregon

e A 2011 research project looking at consumer behavior of Oregon visitors found that 56% of them
bought Oregon products once they returned home and nearly 3% said they would be interested in
relocating or starting a business here (which equates to several hundred thousand prospects)

Travel Oregon will continue to work with research firms to bring up-to-date evidence of the industry’s
performance. Data is crucial to our understanding of how the travel industry is maturing in Oregon and
how we can better anticipate the market trends and opportunities in the global marketplace.

Conduct Research and Build Toolkits to Enable Partners to Take Action

We will continue ad accountability studies to understand how our advertising is shaping perceptions of
Oregon and driving travel to the state. We will constantly refine our ad spends and messaging strategies
to optimize every dollar spent. We will cooperate with agencies like Oregon State Parks and Oregon
Department of Fish and Wildlife, among others, to combine data and analyses to maximize our
stewardship and the opportunity for travelers to find the hidden gems in Oregon. And we will continue
to share what we know. Our local partners rely on us for up-to-date information that not only promotes
Oregon tourism at the state level, but can be adapted easily for relevant local advocacy and planning
efforts.

We are discovering that championing the value of travel and tourism can be a challenge. Even armed
with great facts and evidence of economic success, there are many who continue to see tourism as a
lesser priority to other “tough” economic and political issues. This is why telling the story of this plan
and the vision of economic impact statewide is up to all of us. For all the momentum that we have, we
can’t rest in our efforts to educate local politicians and opinion leaders about the transformative power
of tourism.

Develop and Deliver Key Value of Tourism Messages

We also need to develop and focus on key messaging points
that can galvanize the industry. With that, Travel Oregon
created more internal capacity to promote the power of
tourism with the media and policy makers throughout the
state. We'll work to strengthen relationships with local media
and the state’s policy makers and we’ll serve as a resource for
industry partners in need of advocacy in the travel and tourism
industry realm. This includes building and implementing a new
Policy-Maker  Engagement Plan and an  Industry
Communications and Media Outreach Plan. We will perform
analyses and will support key policy changes that positively
impact Oregon’s tourism industry. Finally, we will work to
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support the industry with intelligent engagement and research on policy positions that could help or
hinder the growth of the tourism industry.

Ironically, these efforts will often take the form of limiting and summarizing information to what’s most
important. Through the listening tour we heard that one of the difficulties with Travel Oregon is that
there is too much information, too many reports, and the data can be extremely complicated. While we
want to keep the transparency and access for those who like to “go deep” into the data (you know who
you are), we are also committed to packaging and publishing data in a way that is more locally relevant
and actionable.

Key Measures for Championing the Value of Tourism

We know we will be on the right track when we see industry partners and opinion leaders reaching out
to Travel Oregon and utilizing the resources and toolkits we are producing on their behalf. We want to
see the research echoed in city council and town hall meetings. We want to hear tourism talking points

finding their way into plans and speeches for economic development

Toolkits and Industry E-Newsletters allow Travel Oregon to deliver
important key messages and campaign assets to industry partners

throughout Oregon. We want to be invited to meetings, debates,

and discussions focusing on developing jobs and economic prosperity in Oregon.

We also want to see the earned media impact index increase. We will continue to share the message of
our powerful industry with local and regional media, engaging them in storytelling about Oregon’s
tourism community, and reporting on the positive impact it’s having on creating better lives for
Oregonians. And we will continue to execute on our plan to eliminate identified policy barriers that
hinder the achievement of these goals.
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Expand Participation in Travel Oregon Forever Programs

An interesting outcome of the Seven Wonders campaign is that we had to confront the question of our
success. What if lots more people go to Crater Lake, or Multnomah Falls, or Smith Rock? Is it possible
that we are endangering the very wonders we are seeking to protect? For many Oregonians, calling
these locations “Wonders of the World” is not hyperbole; these places are sacred, magical and
irreplaceable.

It is a distinctly Oregonian issue. A look back at Oregon’s history reflects a state that has been conflicted
over its stewardship of amazing timber, water, mineral, and agricultural resources. From the comedic
environmental obsessiveness referenced in episodes of Portlandia to economically critical debates over
land use, Oregonians are operating with the belief that our environment is foundational—and there are
better ways to do things. Oregon now stands as a state fully dedicated to finding a balance between the
needs of people and the needs of the environment. Certainly this is one of the major attractions to the
potential of travel and tourism as a sustainable economic driver for Oregon. Travel and tourism offer a
win-win opportunity in that there are clear economic advantages to preserving the natural wonders of
Oregon. It is no longer an “either/or” issue; either jobs or the environment it is a “both/and” issue;
create jobs and protect the environment.

Our commitment to balance and sustainability
shows up strongly in the Travel Oregon Forever
programs. More than 55 million Americans
think of themselves as sustainable travelers.
Most people want to do the right thing—if they
know what to do. Travel Oregon Forever
programs connect people and businesses with
the resources they need to participate in
sustainable business practices and further
enhance their triple bottom line (people, profit,
planet).

Travel Oregon’s Sustainable Business Challenge

allows  partners to share their
sustainability commitment with the world
and our Oregon Travel Philanthropy
Fund allows visitors to financially
contribute directly to local projects.
Travel Oregon leads the nation’s tourism
efforts in this field simply because it is the
right thing to do.

Simply put: Travel Oregon’s goal is that Oregon is a premier destination for sustainable travel and the
Oregon tourism industry is recognized globally, and by Oregonians, for its leadership in sustainable
development.

20



Page 225

Working with the team at Travel Oregon, it is easy to get swept up in the quick pace of activity and the
compelling values that ground what we do. The work is dynamic, changing from one place and one
season to the next. It can feel like we are dealing with different worlds as we talk to a city official on the
coast, a rancher in Eastern Oregon and a wine maker in Dundee all in the same hour.

As much as we think about big ideas and big values; we also recognize that Travel Oregon must operate
with the pace and intensity of a world class competitive business—and the transparency and public
interest of a high performing government agency. It means that we take our jobs very seriously and we
are very conscious of the integrity that must be a part of every business decision.

Over the years we have refined “what works” at Travel Oregon. We know our people are the heart and
soul of our business; their intelligence, experience, rapport and talent to get things done is what drives
the business. We know we need to work systematically, with constant connections to our strategic goals
on hand at all times. We have learned to love data, feedback, information, and charts and graphs of all
kinds because these feedback points help us make subtle (and sometimes substantial) course
corrections in real time. And we recognize that, more than ever, we depend on key technologies to keep
our partners, the public and ourselves empowered and informed.

That is why we will continue to focus on the following four areas for the upcoming biennium:

e Measure and drive improvement in employee engagement
e Perform strategic portfolio management

e Develop and deliver strategic dashboard

¢ Implement and evolve the technology roadmap

Measure and Drive Improvement in Employee Engagement

Within Travel Oregon there is a lot of talk about “going to the next level.” As the agency has found
success, they have also found the stakes going up. Oregon has captured the attention of other state
tourism programs and is considered a national leader for innovation and world-class marketing. As such,
Travel Oregon is committed to making sure that team members have the opportunity to learn and grow
from formal development programs as well as ongoing informal “on the court” coaching.

Perform Strategic Portfolio Management

Like many modern organizations, Travel Oregon recognizes that the world doesn’t always work in a way
consistent with departmental boundaries. As such, Travel Oregon is committed to managing its work
along the lines of strategic portfolio management. Every department will work towards each of the
areas of strategic focus. This will result in the deployment of cross-departmental project teams that will
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come together as needed to optimize results. It's a new way to work, but it’s not unfamiliar to the team
at Travel Oregon to flow and adapt to the work and do what is necessary to get the job done right.

Develop and Deliver a Strategic Dashboard

Sure, the idea of a strategic “dashboard” is a well-worn metaphor, but we think the metaphor is more
apt than ever. Travel Oregon is currently managing terabytes of data; images, maps, analytics, plans,
surveys, research, videos, etc. It’s all in there. The trick is curating that information with an eye towards
the practical needs of real people doing real jobs all over the state. Nobody needs a thousand pages of
numbers; they need clear trends, clear thresholds of opportunity and risk, clear answers. So yes, a
dashboard that could be configured to suit the particular needs of an industry or regional partner who
could monitor progress at a glance—or be warned when performance is slipping below par would be
extremely helpful.

Like most things that are intuitive to use and apparently simple—building a dynamic information
reporting dashboard for the industry is an extremely complex task. But it’s a task that we believe is
essential to the long term success of the industry and well worth the effort and iterations. It’'s not just
about “pushing out information.” It’s about understanding what people need and developing an
appetite for trended data. It is about educating people about what information we have, the trends we
can see, and learning to make inferences from those data about new situations and opportunities.

We understand that this kind of effort isn’t just complicated—it’s complex. By complex we mean
changing, dynamic, with quick and confusing cycles of cause and effect. A complicated system can be
worked out...eventually. A complex system requires ongoing adjustment and iteration. It demands that
we ask new questions year over year and not fall into the trap of believing we have it all figured out.

Over the next two years you will see more efforts to dynamically gather and report data for the travel
and tourism industry. From the new Action Plan Engagement tool being rolled out at the 2015
Governor’s Conference to compelling tools that can be used by professionals around the state, we are
committed to getting more actionable data into the hands of our partners.

Implement the Technology Road Map

Throughout this plan you have seen references to digital consumer trends that demand 24/7 interaction
on mobile devices. At Travel Oregon we see technology as one of our greatest strategic strengths—
allowing us to achieve quality and scale. That said, we are aware that the pace of change in the world of
digital technology is incredibly fast.

Over the next two years Travel Oregon will refine and implement our technology roadmap, allowing us
to optimize our current investments in technology and take steps in a market-wise fashion to improve
our service quality and efficiency. This plan will take into account the priorities of the Industry Action
Plan as well as the needs of our industry partners. It will ensure that we invest time and money in the
hardware and software resources that will take us where we want to go. Getting out in front of
technology issues is a critical factor in running an effective business.
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Key Measures for Running an Effective Business

Travel Oregon has a history of “gold stars” from third-party auditors. You will frequently hear employees
talking about “the highest and best use of resources.” This value shows up in smart decision making and
unflinching integrity in the management of resources. Travel Oregon will continue to employ the highest
level of business ethics and pay close attention to the details that

create an atmosphere of care and professionalism.

Travel Oregon will continue to increase employee engagement across
the organization, with special areas of need clearly identified. And we
will also continue to participate in Oregon Business Magazine’s “Top
100 Nonprofits to Work for In Oregon” survey. This in-depth survey
allows Travel Oregon to get an anonymous, unvarnished look at how
their employees feel about their work—and how they compare with
other industry leaders. You might guess that our real goal is to be the
best nonprofit workplace in the state.

So, here we are. Two years of conversations and thousands of miles traveled boiled down to 20+ pages
filled with important words, sophisticated metrics, industry awards and images from around the world.
Yes; all important stuff. Yet, when all is said and done, what we really discover (or more likely
rediscover) from the time on the road is how much we treasure Oregon and our fellow Oregonians. We
realize it’s why we do what we do. We love the essential idea of Oregon and know that by sharing that
idea, in fact, that ideal, we find the path back to ourselves. We do it because Oregon is worth it; and, as
we find, so are we.
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State Lodging Tax Revenue $34,671,472
Other Sources $1,268,800

TOTAL $35,940,272
Global Marketing $17,211,250
Global Sales $5,139,026
Destination Development $4,833,540
Industry & Visitor Services $2,952,022
Operations $5,804,434

TOTAL $35,940,272

Nine commissioners oversee the activities of the Oregon Tourism Commission. The Governor appoints
all Commission members with five representing Oregon’s lodging industry, three representing the
tourism industry at-large and one representing the public-at-large:

Karen Utz, Chair

Alana Hughson, Vice-Chair
Don Anway

Nigel Francisco

Al Munguia

Ryan Snyder

Kenji Sugahara

Kara Wilson Anglin

Scott Youngblood
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Travel Oregon
2015- 2017 Strategic Clarity Overview

OUR STRATEGIC ANCHORS 2015—2017 STRATEGIC IMPERATIVES

OUR VISION: A better life for Oregonians L . . 5
through strong, sustainable local egconomies. @ Optimize statewide ®Support and empower ® Champion the value @ Run an effective

o ) economic impact. our partners. of tourism. business.
OUR MISSION: We inspire travel that drives

economic development. Through innovation 2015—2017 KEY INITIATIVES

and partnerships, we share the stories of

Oregon’s people and places, deliver world- * Inspire overnight leisure travel « Support implementation of + Conduct research and build * Measure and drive
class experiences and ensure the preservation through industry-leading statewide tourism master plan toolkits to enable partners to improvement in employee
of Oregon’s way of life and natural places. branding, marketing and « Enhance existing niche take action engagement
communications ; : e i ’ * Perform strategic portfolio
OUR UNIQUE VALUE: Tra