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7,500,000 direct jobs
14,000,000 total jobs

Resulting from visitors traveling the US
and spending $, Euros, Yen, RMB...

$1,800,000,000,000

In total spending



America’s travel and tourism
Industry IS seen as a primary
driver of our nation’s economy

Travel Exports
up 13.7%
in 2011

.'A‘

Travel exports
growing at an

annual rate of
10% in 2012

7 N\
7/ \,

120,000 jobs
created by the
travel and tourism
Industry in 2011

Y N\
v N

81,000 additional
jobs added during ..
2012 o




Total Size of Oregon’s Travel Market

Total Person-Trips* = 73 Million

Day Trips
61%
44.2 Million

Overnight
Trips
39%

28 .8 Million

Oregon 2011 Visitor Report, Longwoods International
*Total volume includes both adults and children Available at: www.Industry.TravelOregon.com®
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B'I‘aégﬁhl Why Tourism Matters

| To Oregon

2012

« $9.2 billion in direct travel spending (+3.2%)
- $2.2 billion in travel generated earnings
« $363 million in local and state taxes (+3.3%)
« GDP of the travel industry = $3.4 billion

» Tourism = one of Oregon’s top export-oriented
Industries

Oregon Travel Impacts 1991-2012, Dean Runyan Associates
Available at: www.Industry.TravelOregon.com



TRAVEL
OREGON

P Rural vs. Urban Impact (2011)

Travel Generated Employment as a % of Total Employment

Urban*

All Other

0% 2% 4% 6% 8%

Oregon Travel Impacts 1991-2012, Dean Runyan Associates
Available at: www.Industry.TravelOregon.com



[OURISM & HOSPITALITY INDUSTRY CLUSTE

Hiking

& Camping Team

Sports

Winger lllg;:’ni\;nl

Sperta Fishing

& Huming
PEREORMENG
INDOOKR ARTS

Seiag QUTIOR

EVENTS
LFESTIVALS
Cycling
RECREATION

CYCEING

Maotarcyde

FRANSPORTATION

HIGHWAY
Moror
WATERWAYS
Light-Rait
Blazs-Rail

PRANSIY

GALLERIES
RETAIL

SHOPMNG
CENTERS

SRR SHOPRING
EDOOICT  DIRTRICTS

RIS

STATICNS

PERROMITNG

AMING

ENTERTAINMENT

CONCERTS

rue OREGON
RIENCE

HISTORICAL
SETES

CULTURAL
& HERITAGE

ARTS

ATTRACTIONS

MUSEREMS

CAMINGROURDS

NECREATIONA]
VEHICLE
PARKS

RESQORTS

ACCOMMODATIONS

FHOTFRLS
SMCITELS

CULINARY

INDIUSTRY.

GROUPS

PUBLIC RELATIONS

ARTINAS
EXIOSTrION
CENTERS

CONVENTION 5=

EERICATION.
INSTITUTT

‘The Induscry Cluster map is designed ro be a visual narrative of the relationships or categories that make up an industry, It immediarely demonstraces the sirategic interdependence thar defines an industry, The map can be
developed on muldple kevels o show additienal coeresponding relatioaships that suppact any ghven sector or the whole industey, (examples: agriculoure, real estare development, production and processing services), This specific map
has been created wo shaw what makes up che warism industry from the sapdpoint of what the consumer experiences and what is sccoally marketed and sold. It is important 1o understand chat the indusery benefies as 2 whole when
each of the categories is healthy and vibrane—it's whar makes Oregon 2 dessinacion poine rather than a stop-over poing
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TRAVEL

OREGON How does this translate In
( Oregon?

~-$ ¥

91,100 Oregonians DIRECTLY employed (2011)

Direct: lodging properties, restaurants,
attractions, guide & outfitter businesses, tour
operators, visitor information centers, convention
and visitor bureaus

41,000 jobs supported INDIRECTLY (2011)

Indirect: farms, wineries, printing services,
professional services, transportation and more...







Oregon’s Tourism Regi
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WILLAMETTE VALLEY TRENDS



Size of the Willamette Valley

Overnight Travel Market

Total Overnight Trips to Oregon* = 28.8 Million

Spent Time in
the
Willamette
Valley Region
17%

*Includes both adults and children

Oregon 2011 Regional Visitor Report, Regional Visitor

Research
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Origin of Overnight Trip

to Willamette Valley(2011)

Porfland, OR

Eugene, OR

Bend, OR

Seattle-Tacoma, WA

San Francisco-Oakland-San Jose, CA
Medford-Klamath Falls, CA/OR

Los Angeles, CA

Phoenix, AZ

Denver, CO

0 20

Percent

40 60

Oregon 2011 Regional Visitor Report
Longwoods International



Total Nights Away on Trip (2011)

 Average © Average
Willamette Valley Oreg_un
= 3.5 Nights = 3.8 Nights
. 36

2 nights
3-4 nights
5-6 nights

7+ nights

0 10 20 30 40

Percent

® Willamette Valley ™ Oregon 2011



Season of Trip (2011)

January - March

April - June

July - September *

1
17

0 10 20 30 40

October -
December

Percent

® Willamette Valley mOregon 2011



Main Purpose of Marketable Trip —

Willamette Valley vs. State Norm (2011)

Special event

QOutdoors

Touring
Casino

Resort

City trip

40 60

Percent

m\Willamette Valley  ®Oregon 2011

Oregon 2011 Regional Visitor Report, Longswoods International



Notable Visitor Activities

Willamette Valley (2011)

. . 23
isorcrioces | -

Cultural activities/attractions
Winery tours/Wine tasting
Exceptional culinary experiences
Eco-tourism

Traveling with grandchildren

0 10 20 30

Percent

m Willamette Valley mOregon 2011



2011 Overnight Spending — by Sector

2011 Willamette Valley Region Spending = $584 Million

Restaurant
Food &
Lodain Beverages
30% e 26%
$178 Million ““'\.\$153 Million

Recreation

Retall
9% 20%
$50 Million , $115 Million
Transportation
15%

$88 Million

Oregon 2011 Regional Visitor Report, Longwoods International



Average per person expenditure on

overnight trips

$21

Lodging Restaurant Food &  Retail Purchases
Beverage

I
Transportation at Recreation/
Destination Sightseeing/
Entertainment

Oregon 2011 Regional Visitor Report, Longwoods International



Local Room Tax Collections, 2008-12

Polk County

Dallas/Monmouth Combined Transient Room Tax by Season, FY2011-FY2014

$70,000

$60,000

$50,000

$40,000

m B W=
$30,000
$20,000
$10,000
S-

FY2011 FY2012 FY2013 FY2014* partial

B Apr-June M July-Sep Oct-Dec M Jan-Mar



Percent of Total Non-Farm Jobs Related to

Tourism, Polk County 2002-2012

2013 Non-farm Employment by Sector, Polk County

Natural Resources & Mining
u Construction
u Manufacturing
Trade
B Transportation, Warehousing & Utilities
Information
Financial Activities
n Professional & Business Services
m  Other Services
Education & Health Services- private sector
Education and Health Services-government

Other Government

T Leisure & Hospitality

Oregon Department of Labor
Oregon Travel Impacts 1991-2012, Dean Runyan Associates



