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This report summarizes findings from a February, 2017, survey of tourism industry
stakeholders in Oregon. The survey sought feedback from stakeholders to provide guidance
and perspective on priorities for future investments from Regional Destination Management
Organizations. Findings are presented for respondents from Central Oregon with additional
statewide results for context.
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The survey was conducted online and was distributed in February,
2017, via emails and an open URL to Travel Oregon databases with
additional distribution from RDMOs. A total of 1,007 valid responses
were collected. Results presented in this report are segmented by the
region in which the respondent indicated they live or work. That is, this
report aggregates responses from Central Oregon to provide relevant
insights to the Central Oregon RDMO. In addition, questions were
asked in a way (prioritization ratings) such that it is possible to compare
across tactical opportunity categories. In this report the terms
respondent and stakeholder are used interchangeably.

SIGNIFICANCE

Because this survey was not conducted from a random sample it is not
appropriate to perform typical statistical tests on the data. Therefore,
confidence bands are not presented. The survey results should be
viewed as an aggregation of relevant and thoughtful feedback from
constituents. The applicability of findings to real life circumstances may
depend on whether the feedback is from a broad enough (or
representative) swath of stakeholders and whether individual RDMOs
believe they have engaged with enough stakeholders to have a good
gauge of the st akApdssessohentobtiie ingdustiies r i
represented and the overall response numbers suggest that for all
regions a diverse and appropriately sized cross-section of stakeholders
responded, adding confidence to the applicability of results.
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KEY FINDINGS

9 Satisfied with the Direction of Tourism in Central Oregon: Respondents from Central
Oregon indicated high overall satisfaction with the direction of tourism in their region, with 72%
indicating they fAagreedo or fAstrongly agreeo witdt
direction the tourism industryish eaded in my regiono (page 4).

1 Concern about Overcrowding and Distribution of Tourism: In open-ended comments about
the overall health of the tourism industry in Central Oregon a common theme was concern
about overuse and overcrowding. A related concern was that the tourism promotion too
focused on Bend and Sunriver and that work needs to be done to draw visitors out from areas
which are highly trafficked to outlying parts of the region (pages 5, 6, and 16).

1 Above Average Familiarity with the RDMO: Stakeholders in Central Oregon expressed that
t hey were Aver y tivesaaken by tte RDMOwn the Ipastila monthsan much
higher percentages than elsewhere in the state. In addition, respondents were most familiar
with Destination Development and Marketing initiatives (page 6).

9 Highest Priorities Are Identified in Marketing and Development: Across all categories, only
a handf ul of tactics were identified as a fAhigh
respondents from Central Oregon. In the Marketing three tactics met this threshold: content
development, targeted PR efforts, and leveraging opportunities with Travel Oregon and other
DMOs (page 7). In Destination Development, Management and Capacity Building and
additional three tactics met this threshold: working to increase off-season visitation,
management of tourism to preserve local assets, and development/expansion of trail systems
(pages 8 and 9).

1 Product Development and Air Service Revenue Bank Evaluated: In the Central Oregon
custom questions, stakeholders were asked to pri
supportreal-t i me vi sitor informatandémprfeprarmebhloince famd ca
service reduction and development via Revenue Gl
higher prioritization for the investments in real-time visitor information (page 12).

1 Satisfaction with Direction of Tourism is High, though Directly Tracking Business from
COVA Efforts is Relatively Low: In the Central Oregon custom questions, stakeholders
evaluated their satisfaction with COVA and their engagement with COVA. Matching findings
from the beginning of the survey, ®&76r ofistecep@iny
agreedo that they were satisfied wiiwhietahlightlydi r ect
| ower percentage (55%) nAagreed or fAstrongly agr e
efforts of COVA. Interestingly, and despite relatively high levels of satisfaction, a majority (55%)
indicated that their entity had not directly tracked business as a result of COVA marketing efforts
(page 13).
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RESPONDENT PROFILE

The figures below present the overall number of respondents as well as the industries in which
respondents work. The question for Organization Type was a multiple response question, allowing
respondents to select more than one industry or organization type. Thus, percentages will not sum to
100%. Relative to other regions, respondents from Central Oregon were more likely to be in fPublic
Agencies/Governmentoor a fithamber of Commerceodand less likely to be in fEducationoor a
fRestaurant, Breweries, and Wineries.0 Additional details can be found in the charts below.

Number of Respondents

Gentral Oregon (] s

Eastern Oregon |133
Greater Portland | 149
Mt. Hood / Gorge |122
Oregon Coast | 103
Southern Oregon 150
Willamette Valley | 187
0 20 40 60 80 100 120 140 160 180 200

Number of Respondents

Organization Type of Respondents [ Central Oregon

[] All Other Regions Combined
Q. Your responses will be aggregated and analyzed by region, helping to inform strategies and investments for one specific
region. In which region do you work or in which region is your business/organization/attraction located?

Public Agency/Government [ T 239
Lodging I %
Other Organization [ 1%
Attraction I 8%
Chamber of Commerce [ e 16%
Destination Management Organization — 16%
Retail [ e 159
Economic Development Agency ! 1%
Arts and Cultural Heritage [0 10%
Farm/ranch based agritourism business — 10%
Restaurant, Brewery, Winery [0 10% |

Tour Operator, Guide, Outfitter T 1b%

Tribal Entity [ IR 10%
Welcome Center [ I 10%
Media [ 79
Education [ 59% |
0% 5% 10% 15% 20% 25%

Percentage of Respondents




INDUSTRY HEALTH MEAS URES

On measures of overall industry health, respondents from Central Oregon indicate high levels of
satisfaction. Relative to the rest of the state, respondents are more satisfied with the direction of the
tourism industry. While the level of respondents indicating that they agree that tourism positively
impacts the region is quite high (86%) it is lower than the aggregate of responses from the rest of the

state.

[T Central Oregon
[] All Other Regions Combined

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

Tourism Industry Health

Disagree & Strongly Disagree Agree & Strongly Agree
—L ]
Overall, | am satisfied with the direction the . .
tourism industry is headed in my region. 14% 72%
— I
Overall, | am satisfied with the direction the !
tourism industry is headed in the state of ' | 5o, 81%
Oregon. |
Overall, my community understands the value of ) .
tourism. 19% 62%

Overall, tourism in my region positively impacts

the community. % 86%

.
[e2)

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

In addition to the structured question on the state of the tourism industry, respondents were asked an
open-ended question about the overall health of the tourism industry. Those responses have been
included on the following page for Central Oregon along with the overall ratings for additional context.
One prominent theme from these comments is a concern about overcrowding or over-use of natural
and community resources. Some respondents indicate that they are not concerned about this, but
have heard others in the community who may be worried about the impacts.
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AAreai |Ike. ours need more education. There is a "Not in our town" "Keep those city folks in Neutral Neutral Agree Strongly Agree
Bend" philosophy here.
ABasic infrastructure needs are in need of financing Neutral Agree Agree Agree
AHea!thy ‘tourlsm industry sylpports local economy and should also support local tourist Agree Agree Agree Agree
destinations and opportunities.
Al believe in Central Oregon too many homes are rented to tourists and not enough affordable
housing is available. The infrastructure needs to be updated as well. It seems many more Disagree Neutral Agree Agree
people from WA, CA and ID are driving here. | dread the tourist traffic. It's awful.
Al believe more emphasis on Arts and Cultural Tourism would be helpful. Disagree Agree Strongly Agree Agree
Al believe we are beginning to constructively reframe how we deliver destination marketing,
recognizing some areas have limited capacity to handle more tourism during certain times of Neutral Agree Agree Strongly Agree
the year.
Al lve in a pretty remote area and don't really see the effects of tourism in our entire state. Agree Neutral Neutral Agree
Al think the appeal for many people who live in La Pine is isolation. Increasing tourism can be )
a tough sell to some. We will need to do some work in this area. Disagree Strongly Agree Agree Strongly Agree
Aln Central Oregon tourism is very important to the local economy and tourism efforts have
been very successful. It's challenged the resources of local communities to continue and
provide somewhat affordable housing- or enough housing at all. It's also challenged the ability Strongly Agree Neutral Agree Neutral
of public land management agencies that continue to receive budget cuts to recreation
programs to manage the impacts of all the use. It's a double-edged sword.
Aln our area, it is extremely healthy. Agree Disagree Neutral Agree
Alnterest in visitation to Oregon continues to grow, and it is exciting! Disagree Agree Agree Agree
Altis good but as in our community, there are mixed feelings ~ NIMBYism, dislike of increased
traffic, etc., but enjoy the businesses that have grown as a result of more people to frequent Agree Agree Agree Strongly Agree

businesses or consume their products.

Altis taking a sharp uber-turn, as OTAs move in, causing small businesses to adapt to the way
people travel now, by smart phones.

AMight be interesting to look at the other regions to detect if they are experiencing any

Strongly Agree  Strongly Agree

backlash from too much tourism...some residents in CO are becoming negative toward the Agree Agree
peak summer tourism season.
Aneed more stewardship messaging Agree Agree
ANeed more visitor transportation options. Agree Agree
ANeeds be "less" restrictions re: access/use of public lands Agree Disagree
AOregon is quite talented as hosts to our visitors. Strongly Agree Agree

Aovercrowding is becoming an issue here in central Oregon, but it does bring in the dollars
and hugely supports the local economy. | like how we are helping to promote the more rural
parts of the state and the cottage industries that bring fresh food, wine, beer, and creative Strongly Agree Agree
arts, travel/tours, and unique offerings that focus on the natural and cultural history of a
specific place.

ASmaller towns need more support and coverage regarding their areas and getting tourists to

. Agree Neutral
visit
AThe industry is great in and around Bend, Sisters, and places like Smith Rock, Lava Lands,
or Newberry National Volcanic Monument, but some communities, such as Warm Springs Disagree Agree
and Madras are not successful at bringing in tourist dollars.
AThe shoulder seasons are beginning to fill with leisure golfer travel from April-October which
Agree Strongly Agree

helps the shoulder seasons.

AThe tourism center in Springfield/ Eugene area is excellent and tourism information is
available from staff.

AThe tourism industry health must consider the health and sustainability of the specific

Disagree Strongly Disagree

destinations advertised on public lands to get visitors here. Agree Disagree
AThe value of tourism on our community is somewhat misunderstood, under-valued and

sometimes feared. More information and data on the how important tourism is to the Neutral Agree

economy of a community and how low impact it usually is, to the average person, to help over

come fear. It seldom negatively impacts the lifestyle of local residents...
AThere is some push-back from Bend to reduce tourism activity, which | disagree with. Agree Agree
AThere needs to be a more inclusive plan for the state and local communities. Disagree Disagree
ATo include WS Tribe in the tourism industry in Oregon. Disagree Neutral
ATourism is not the end all but is part of a balanced community. Disagree Neutral
ATourism provides great benefit and impact. Overcrowding and resource impact is a concern. .

Agree Disagree

Awith the significant increase of tourism in Central Oregon over the last few years, there

seams to be questions and maybe concerns about the amount of tourism and maybe that can Neutral Agree

be justified with more PR on the value of tourism for the area. Just a thought and comments |

have heard.
Aworkforce housing is a big obstacle. Agree Agree
AWould like to see more outfitter and guide industry promotion. Strongly Agree  Strongly Agree

Strongly Agree  Strongly Agree

Agree Agree
Agree Agree
Agree Agree
Neutral Agree
Agree Strongly Agree
Agree Agree
Agree Strongly Agree
Agree Agree

Strongly Agree  Strongly Agree

Agree Agree
Agree Neutral
Agree Strongly Agree
Agree Strongly Agree
Neutral Disagree
Disagree Disagree
Neutral Strongly Disagree
Disagree Agree
Agree Agree
Agree Strongly Agree
Agree Strongly Agree



Respondents were asked to indicate their familiarity with regional initiatives engaged in by the RDMO
over the past 12 months. Central Oregon respondents were, overall, more familiar with the activities of
the RDMO. Respondents were most familiar with the marketing and development initiatives of the
RDMO. This result may be a reflection of the priorities of the RDMO or it may reflect the priorities of the
constituients. Additionally, future investments in Global Sales, Training, and Capacity Building are
likely to need additional communication and outreach efforts in order to be better recognized and
understood by stakeholders.

e . . eyr g [ Central Oregon
Familiarity with Regional Initiatives ] All Other Regions Combined

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

Not Familiar Somewhat Familiar Very Familiar
Familiarity: Regional Destination
Development Tactics 226

8%

43% 35%

Familiarity: Regional Marketing Tactics 50% 32%

°
B

Familiarity: Regional PR Tactics 25 51% 24%

Familiarity: Regional Capacity Building b .
Tactics 46% 34% 21%

Familiarity: Regional Training Tactics 50% 18%

w
N
S

Familiarity: Regional Global Sales Tactics 43% 43% 15%

0% 20% 40% 60% 0% 20% 40% 60% 0% 20% 40% 60%

Repondents were also asked to describe a specific outcome they would like their region to achieve in
the next three to five years that would increase the economic impact of tourism or enhance the vitality
and sustainability of the destination. The table below summarizes the comments (presented in their
entirety in the Appendix on page 16). Encouraging visitors to move from overburdened areas to lesser
visited parts of the region was a desire commonly expressed by stakeholders.

Open Ended Regional Goals: Comments Categorized for Analysis

In a sentence or two, please describe a specific outcome you would like your region to achieve in the next three to five years that would increase the economic
impact of tourism or enhance the vitality and sustainability of your destination.

Topic Addressed in Comments

Other [ 8%
Promotion of More Rural/Less Visited Areas [ 21%
Crowding/Resource Use I ] 19%
Off Season Visitation [ 13%
Sustainability ] 10%
Transportation T ] 8%
Air Connections [ 4%
Housing ] 4%
Increased Visitation [T 4%
Marketing [T 4%
0% 5% 10% 15% 20% 25% 30% 35% 40%
Percentage
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MARKETING AND PUBLIC RELATION S

Respondents were asked to prioritize a variety of marketing tactics for their region. Respondents could
select from a scale of responses, including: fnot a priority,0flow priority,6fmoderate priority,0fhigh
priority,0and fivery high priority.0 The figure below reflects responses for Central Oregon. The standout
priorities (those with more than two-thirds of respondents indicating a high or very high priority) are
leveraging opportunities with Travel Oregon, targeted PR efforts, and content creation.

Marketing Questions I Central Oregon
[] All Other Regions Combined

Q. Thinking from the perspective of your regional tourism marketing/management organization, please indicate how you would prioritize the following tactical MARKETING
OPPORTUNITIES to advance the economic impact of tourism and ensure the vitality and sustainability of your region over the next 3-5 years. With limited resources available not all items
should be considered to be an extremely high priority and some may not even be feasible given budget realities. Please differentiate between tactics which you believe deserve
new/continued investment and those areas which you believe to be less important for your region. The goal of your prioritization is to provide guidance to your regional destination
marketing/management entity.

Marketing: Leveraging Marketing Opportunities with

Travel Oregon and other tourism organizations 80%

Marketing: PR or Communications - Targeted

communications to publications and journalists for the 74%
region

Marketing: Content - Creation of more region specific 67%
stories

Marketing: Website - Developing or enhancing current o

regional destination website 63%
Marketing: Social - Enhancing non-paid social media o

presence for regional social channels 63%

Marketing: Content - Creation of more region-specific

video assets 61%

Marketing: Content - Creation of more region-specific

photo assets 60%

Marketing: Market Research - Conducting research that

will help inform target advertising market 59%

Marketing: Media - Digital Advertisement Buying for

region-specific advertisement 56%

Marketing: Media - Paid Social Media Buying for

region-specific advertisement 47%

Marketing: Content - Create and distribute more

region-specific printed guides and other printed assets for 31%
visitors

Marketing: Media - Print Advertisement Buying for 0
region-specific advertisement 30%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%
% Indicating High or Very High Priority for RDMO



DESTINATION DEVELOPM  ENT AND MANAGEMENT

Stakeholders in Central Oregon were asked to prioritize destination development opportunities from an
exhaustive list which included destination management, destination development and capacity building.

Across the three macro-categories (management, development, and capacity), there are three priorities

which more than two-thirds of respondents identifiedasafiver y hi ghafifhr igdr iptry@rorn y.
three are: working to increase off-season visitation, management of tourism to preserve local assets,

and development/expansion of trail systems.



