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OREGON TOURISM COMMISSION PACKET

September 11-13, 2018
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August 27,2018

Dear Commissioners:

I am looking forward to seeing you at our upcoming Commission meeting in Pendleton — Sept. 11-13th.
Holding our meeting during such an incredible event affords us the opportunity to spend some
extended time together outside of our normal meeting times. A full itinerary with all the details of
where you need to be, how to get there, and how to dress can be found behind this letter in the packet.

Our briefing time on the morning of Sept. 12" has been extended to three hours to give us time to
review:

e Sept.13™ Commission meeting agenda

e Receive abudget update - details behind the Financials tab

e Review draft Regional Cooperative Tourism Program guidelines — which will be sent to you via
separate email during the week of Sept. 3¢

e Other Business - including a brief wildfire update

e Time for any open discussion

On Thursday morning, Sept. 13t we will start our meeting at 8:00 a.m. and plan to spend 2 hours
together. The Commission meeting agenda, included in the packet materials, is comprised of the
opportunity to adopt the RCTP Guidelines and receive updates regarding Eastern Oregon
development opportunities, hear from Global Marketing on campaign results and future campaign
implementation as well as hear an update from our Global Strategic Partnership department on
hosting the International Association of Golf Tour Operators (IAGTO) in Bend this past June.

As always, thank you for your continued service to the Oregon Tourism Commission and to the State
of Oregon. Safe travels and we’ll see you in Pendleton! Should you have questions on any of the
materials provided, please don’t hegitate to contact me prior to our time together.

Best regards,

" Jeop

Todd

QOregon Tourism Commission 250 Church Street SE Suite 100 Salem, Oregon 97301 P 9717176205 F 503.967.1579 traveloregon.com



OREGON TOURISM COMMISSION ITINERARY

September 11-13, 2018
All tickets will be provided and distributed for each event below,
including PBR, Round-Up and Happy Canyon

Tuesday, September 11

4:.00PM Check-In

Oxford Suites Pendleton
2400 SW Court Place, Pendleton, OR 97801
541.2'76.6000

5:00 PM Dinner (transportation: meet in lobby of Oxford Suites for shuttle to dinner)
Informal dinner together for those arriving early
Hamley Steakhouse (wine cellar room)

8 SE Court Ave., Pendleton, OR 97801
541.278.1100

(transportation: we will shuttle you back to Oxford from dinner,
walk to Happy Canyon Arena, approx. 12-minute walk)

8:00PM PBR Classic

Location: Happy Canyon Arena
1205 SW Court Ave., Pendleton OR 97801

Wednesday, September 12

6:00 AM Breakfast service begins at Oxford Suites Pendleton

Optional VFW Outdoor Cowboy Breakfast beginning at 6:00 am

Stillman Park
413 SE Byers Ave., Pendleton

9:00 AM Commission Briefing (transportation: approx. 11-minute walk from Oxford Suites)

Pendleton Convention Center
1601 Westgate - Rooms 1 & 2, Pendleton

12:00 PM Commission Briefing concludes — box lunch available following

1:00PM Round-Up
through Pendleton Round-Up Stadium
5:00 PM 1205 SW Court Ave., Pendleton

TRAVEL . OREGON



https://www.oxfordsuitespendleton.com/
https://www.hamleysteakhouse.com/dining/hamley_steakhouse.php
https://www.pendletonroundup.com/events/location/happy-canyon-arena/path/srcEvent=101
https://www.pendletonconventioncenter.com/
https://www.pendletonroundup.com/p/visit/event-map

5:30 PM Dinner (transportation: shuttle pick up at West Entrance to Round-Up Grounds at 5:30pm)

Oregon Grain Growers Brand Distillery
511 SE Court Ave., Pendleton
541.276.0070

(transportation: we will shuttle back to the Round-Up Grounds from dinner,
in time for the Happy Canyon Night Show)

7:30 PM  Happy Canyon Night Show

Location: Happy Canyon Arena
1205 SW Court Ave., Pendleton OR 97801

Thursday, September 13

6:00 AM Breakfast service begins at Oxford Suites Pendleton

e DPlease come dressed for the Children’s Rodeo (see below)
as we’ll go directly from the Commission Meeting to the Children’s Rodeo
e Check-out of Oxford Suites prior to Commission Meeting

8:00 AM Commission Meeting (transportation: approx. 11-minute walk from Oxford Suites)

Pendleton Convention Center
1601 Westgate - Rooms 1 & 2, Pendleton

10:30 AM Children’s Rodeo (transportation: walk next door to Round-Up Stadium)
Pendleton Round-Up Stadium
1205 SW Court Ave., Pendleton
e Note: Please see this link for information:
https://www.pendletonroundup.com/events/2018/childrens-rodeo
e Dress Code: boots, cowboy hat*, jeans, long sleeved shirts (tucked in)
0 We have 6 cowboy hats available, size 7 1/8, first come — first serve

At this point you are free to head home or enjoy another day at the Pendleton Round-Up

1:00PM  Round-Up (Tough Enough to Wear Pink Day)
through Pendleton Round-Up Stadium
5:00 PM 1205 SW Court Ave., Pendleton

Please feel free to call us at any time:
Sarah at 503.383.8443
Jenny at 503.269.6944

TRAVEL . OREGON



https://www.oregongrain.com/eatery/
https://www.pendletonroundup.com/events/location/happy-canyon-arena/path/srcEvent=101
https://www.pendletonconventioncenter.com/
https://www.pendletonroundup.com/events/2018/childrens-rodeo
https://www.pendletonroundup.com/p/visit/event-map
https://www.pendletonroundup.com/events/2018/childrens-rodeo
https://www.pendletonroundup.com/p/visit/event-map
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OREGON TOURISM COMMISSION BRIEFING

Wednesday, Sept. 12, 2018
9:00 a.m. - 12:00 p.m.

Pendleton Convention Center
1601 Westgate - Rooms 1 & 2
Pendleton, OR 97801

Welcome and Introductions Ryan Snyder
Local Welcome Alice Trindle and
Kristen Dollarhide
Tourism Commission September 13" meeting Todd Davidson
agendareview
Budget Update Todd Davidson &
Jeff Hampton
Regional Cooperative Tourism Program Guidelines Teresa O’Neill &
Harry Dalgaard
Other Business Commissioners
Adjourn Ryan Snyder

Ifyou have any questions or comments related to today’s proceedings or presentations, please email us at
industry@traveloregon.com and indicate “Septmeber 2018 Commission Briefing” in the subject line.

Next Tourism Commission Public Meeting — December 3-4, 2018, McMinnville

TRAVEL . OREGON


mailto:industry@traveloregon.com

OREGON TOURISM COMMISSION MEETING

Thursday, Sept. 13, 2018
8:00 a.m. - 10:00 a.m.

Pendleton Convention Center
1601 Westgate - Rooms 1 & 2
Pendleton, OR 97801

Welcome and Introductions Ryan Snyder
Local Welcome Eastern Oregon partners
Public Comment Ryan Snyder

Please sign in if you wish to provide public comment. To accommodate as many contributors as possible please
abide by requirements stated on sign-in sheet.

Commission Business Ryan Snyder
Review of Commission Packets

Commission Action Ryan Snyder
Approval of Minutes
CEO Evaluation
Adoption of RCTP Guidelines Todd Davidson

Reports, Updates & Discussions

Eastern Oregon Product Development: Scott Bricker
Success, Challenges and Opportunities

Global Marketing
Spring Recap & Fall/Winter Kevin Wright and Katy Clair
IAGTO Recap LisalItel
Adjourn Ryan Snyder

Ifyou have any questions or comments related to today’s proceedings or presentations, please email us at
industry@traveloregon.com and indicate “Sept. 2018 Commission Meeting” in the subject line.

Next Tourism Commission Public Meeting — December 3-4, 2018, McMinnville

TRAVEL OREGON
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TRAVEL OREGON

Oregon Tourism Commission Briefing

June 20, 2018

Lodge at Riverside
900 SE 8* St.
Grants Pass, OR 97526

Chair Snyder calls the Commission meeting to order at 1:08 p.m. Chair Snyder
welcomes the Commission, staff and guests to Grants Pass and provides a summary
for the meeting.

Commissioners present include: Ryan Snyder, Scott Youngblood, Don Anway, Richard
Boyles, Al Munguiq, Kenji Sugahara, Nigel Francisco and Kara Wilson Anglin joins by
phone.

Staff Present include: Todd Davidson, Sarah Watson, Jenny Hill, Scott West, Teresa
O'Neill, Petra Hackworth, Meredith Williams, Lisa Itel, Lorna Davis, Staj Olson, Kevin
Wright, Jeff Hampton, Kate Sappell, Harry Dalgaard, Carole Astley, Kendra Perry, Katy
Clair, Sara Morrisey, Mo Sherifdeen, Ladan Ghahramani.

Tourism Commission June 215t meeting agenda review

Todd reviews the June 21t Commission meeting agenda:

e Local Welcome

e Public Comment

¢ Nominating Committee Report on 18/19 Commission Officer election

¢ No Budget Modification needed as we are on budget. There could be some
additional revenue based on DOR changes, but we can address those at Sept.
meeting.

e Reports, Updates:

0 Regional Solutions Team update

Regional Cooperative Tourism Program

2017 Wildfire Impact Study results

Ashland Welcome Center Update

Global Marketing Campaign Update

Global Sales Road Rally

©O O 0 O ©O



Brand USA Microsite Update

Teresa O'Neill and Nate Huff of Miles Media review the Brand USA microsites for
Travel Oregon and walk the Commission through a Powerpoint showing the Travel
Oregon Brand USA microsite.

Commissioner Sugahara asks about “clicks to date” and what that timeframe is.

Nate states that the pacing on that for some countries are better than others. We
want to ensure we are finding those people actually engaging in the site. From a
delivery perspective — the first couple of weeks is all over the place as we figure out
metrics. States that they would like to see the pacing increase and that he's confident
we will get there - optimizing on quality.

Discussion with Commissioner Youngblood regarding UK forecast numbers.
Todd and Nate discuss forecast vs. performance to date.
Commissioner Boyles asks about the road trip videos and if those are complete.

Nate says they are about 4 weeks away from delivering the road trip videos and that
they will have their own dedicated vendor and metrics to monitor those.

Teresa states that will have opportunity to talk with our domestic team to see what is
working well and how to publish those results.

2019-21 Strateqic Plan Process & Tourism Listening Session Report

Harry Dalgaard and Staj Olson provide the Commission with a Powerpoint report on
the recent 10 Listening Sessions held throughout the state and the findings of this
effort.

Commissioner Sugahara asks about affordable housing concerns mentioned on
listening sessions. Has that become a large need throughout the state?

Staqj states that yes, the need is growing as people are having to move further away
from their place of work to afford housing.

Commissioner Sugahara asks if there are specific regions affected more by affordable
housing needs?

Harry states that affordable housing needs were more significantly discussed on the
north coast, in Central Oregon and in the Hood/Gorge region. Continue Powerpoint
discussion reviewing region specific Listening Session results.

Commissioner Sugahara asks about the Willamette Valley Rare placement and if that
is continuing.



Harry states that yes is it continuing and expanding. Travel Oregon will continue to
support and expand funding for those positions.

Commissioner Sugahara asks if federal funding is still being received for those Rare
placements.

Harry states that Kristin will know that answer and we will be sure to follow-up.

Scott West and Staj Olson provide the Commission with a Powerpoint on the 19-21
Strat Plan process.

Commissioner Boyles asks about the 187 tactics and how we execute and track those.

Staj explains the process in that each team manages those tactics and there could be
some internal team planning on how their work supports the Strat Plan or how the
Strat Plan may mandate a team's work. Clarify that the Staff Reports the Commission
receives for each meeting also report on these tactics.

Commissioner Boyles asks if those tactics may change based on the work and tracking
or if new work needs to be added if tactics are added or changed.

Staqj states that yes, it is a constantly evolving process of tracking and changing based
on the work.

Scott clarifies that Staj is managing this plan and keeping the plan on track. It is
important to us to ensure that staff see themselves in the plan and in the process, so
they can help continue to inform and work based on the plan.

Commissioner Sugahara congratulates the team on the structure and process put in
place to do this based on the growth of Travel Oregon. This tracking and staff
involvement will be critical moving forward.

Scott states that it is important to get the feedback from staff on how to move
forward and what is important as well as industry input and the importance placed on
that.

Commissioner Sugahara asks if we expect slight tweaks to the plan or if there might
be larger changes.

Scott states that while we are managing the plan well, the topics of concern of our
industry are very complex and tourism has a role in those issues so we will continue to
manage it. Introduces Sara Morrisey as our new Public Affairs Manager. As an industry,
when we decide what is important to do — we can do it. Provides example of Gorge
growth and how close it is to Portland and how we manage those tourism issues.

Todd states that working on our Strat Plan in this way is because of the empowerment

given to us by the Commission in statute, to be nimble and market responsive. When
3



we see issues arise, we can move towards that, but how we get there may change. For
instance, how do we use our marketing efforts to help with issues around the state -
transportation, congestion, etc. We create a plan, accountable to the Commission —
but you give us the ability to be nimble to change which is imperative. How are we
achieving our goals, and our learnings so that as we develop the plan and manage the
metrics we help our industry partners develop their plans and their work. The
authorities you've been granted as a Commission, and the authorities you've given
staff and how we capture those achievements and metrics - is a beautiful cyclical
process. Thanks Staj and Scott for their work in their development of the timeline plan
and shepherding of the plan.

Chair Snyder asks if there is any indication to what Oregon's population growth will be.
Scott states he doesn't have it information — but will follow-up and get it to him.
Todd states that our growth relative to other states seem to be very strong.

Commissioner Sugahara asks if there is a comparison between the results of the
Slightly Exaggerated campaign and the 7 Wonders campaign.

Kevin states that they will look at providing that data to the Commission.

Commissioner Youngblood states that staff are managing based on TO's growth is
astounding - creating a whole new organization to manage the increased resources.
The process is so thoughtful based on the investment given - to see how purposeful
this is being managed is amazing.

Chair Snyder states he agrees wholeheartedly. Thanks everyone.

Other Business

No other business cited.

Chair Snyder adjourns the meeting at 2:39 p.m.



TRAVEL OREGON

Oregon Tourism Commission Meeting

June 21, 2018

Bear Hotel
2101 Spalding Ave.
Grants Pass, OR 97526

Chair Snyder calls the Commission meeting to order at 9:06 a.m. Chair Snyder
welcomes the Commission, staff and guests to Grants Pass and provides a summary
for the meeting.

Commissioners present include: Ryan Snyder, Scott Youngblood, Don Anway, Richard
Boyles, Al Munguiq, Kenji Sugahara, Nigel Francisco and Kara Wilson Anglin joins by
phone.

Staff Present include: Todd Davidson, Sarah Watson, Jenny Hill, Scott West, Teresa
O'Neill, Petra Hackworth, Meredith Williams, Lisa Itel, Lorna Davis, Staj Olson, Kevin
Wright, Jeff Hampton, Kate Sappell, Harry Dalgaard, Carole Astley, Kendra Perry, Katy
Clair, Sara Morrisey, Mo Sherifdeen, Ladan Ghahramani, Michael Sturdevant, Scott
Bricker.

Local Welcome

Brad Niva of Travel Southern Oregon welcomes the Commission, staff and guests to
Grants Pass and southern Oregon. With the amount of changes our office has gone
through over the last couple of years, we are working to do the work the Commission is
asking us to do. Travel Southern Oregon has been given funding by Travel Oregon and
we are making a positive impact and investment in tourism in our community. Travel
Southern Oregon will be starting a tourism investment proposal to leverage the Travel
Oregon dollars to build up the tourism economy in Southern Oregon.

Public Comment

Alice Trindle of Eastern Oregon Visitors Association (EOVA) discusses that there are a
number of stakeholders in place to engage in and help expand cultural tourism along
the Oregon Trail - thanks the Commission and Travel Oregon for their support in that
effort. EOVA along with Mt. Hood Territory across the Oregon Trail — are hosting
modern Oregon trail travelers who are bloggers and social media experts Instagram
their adventures along the trail.



Commission Business

Chair Snyder discusses the Commission packets and confirms that everyone has
received their packets including the financials.

Commissioners Francisco thanks the staff for the financial update and states there
were no concerns or questions regarding the current financials and that everything is
on track.

Commissioner Youngblood states that it is incredible to see budgets that are so in line
with forecasts.

Commission Action

Commissioner Sugahara moves to approve the April 29 meeting minutes.
Commissioner Munguia seconds the motion. The April 29, 2018 Commission meeting
minutes are approved by unanimous consent.

Commissioner Boyles provides a report of the Nominating committee that he and
Commissioner Hughson were appointed to carryout. Part of their process was to
review process for one-year term. Commissioner Snyder and Commissioner
Youngblood are finishing their first-term and upon asking their interest in a second
term, they have both accepted that nomination.

Commissioner Francisco moves to approve Commissioner Snyder remain Chair and
Commissioner Youngblood remain Vice-Chair of the Tourism Commission for one more
year, term ending June 30, 2019. Commissioner Sugahara seconds the motion.
Commissioner Snyder to remain Chair and Commissioner Youngblood remain Vice-
Chair of the Tourism Commission for one more year are appointed by unanimous
consent.

Chair Snyder states his appreciation for being elected as Chair again and what a
pleasure it is to work with this staff.

Todd congratulates Chair Snyder on the team he has assembled at Public Coast and
acknowledges the Gold Medal they just won at the World Beer Cup festival in Nashville.

Regional Solutions Team Update

Alex Campbell, Governor's Regional Solutions Coordinator for Southern Oregon
introduces Steve Kiesling of the Gold Hill Whitewater Center and Rick Brown of the
Rogue Rowing Club to provide the Commission with a Powerpoint regarding the
efforts happening in southern Oregon for outdoor recreation tourism and economic
development.



Commissioner Francisco asks if there is total budget for the Gold Hill White Water
Park project.

Steve states that the budget is $2 million.
Commissioner Anway asks what the length of the river to focus on is?

Steve states that Muggers Alley is approximately 300 meters of whitewater paddling
in Gold Hill Whitewater Park. States that the artificial course they are looking at
building in California for the Olympics would cost $50M and wouldn't be permanent
site and explains that in an artificial course, water is recirculated with conveyor belt to
bring boats back. A Natural course like the Gold Hill White Water park wouldn't have
some of that convenience and ease, but would create an economic impact that would
carry on far after hosting the Olympics.

Commissioner Youngblood asks what the facility in Tennessee's life has been post
Olympics.

Steve explains that while it was more expensive to build, it's still in use but only run a
couple of weeks a year because of water shortage. Oregon's advantage is that we will
have water in Aug. and Sept. especially if we have the dam and can control the water
flow. Because of sponsorships, Oregon can pick up the tab to bring opportunity of
hosting this event to Oregon.

Todd asks about the certainty of flow of water.

Steve states that because they do save water for the fall fish run. In August and Sept.,
when this Olympic event would be hosted - the water will be available.

Commissioner Sugahara asks if there are other whitewater assets in the area.

Steve states that whitewater it is already a major draw because of 2 other runs near
the same proximity. City of Gold Hill has some ideas of how to build those assets
encouraging use. Provide example to develop area to include rowing on Emigrant Lake,
biking on a greenway and being in world class rapids all in the same areaq, explaining
that there is also the potential of building a bike greenway bridge.

Alex states that in addition to the Rogue river rafting the Commission took part in last
night with Hellgate Jetboat- there are a number of other rafting possibilities.

Commissioner Anway asks about the event that is already held in that area.

Steve discusses the King of the Road race — which runs in all 3 whitewater channels;
Grandmas run, Miners channel and through Big Falls. Explains that the US rafting
championships will be held here next year. Rafting is a great community sport and push



to make it Olympic sport - could be kicked off with this proposal. Could also be a great
and safe innertube ride.

Commissioner Munguia asks if there is any opposition from conservation or other
groups who may not like the idea.

Alex — regarding Emigrant Lake project — we don't know of any opposition. Regarding
the Gold Hill whitewater park project, there are some people who are opposed with
changing the path of a waterway. We have started tribal consultation and other
consultation to ensure we are working with all interested parties.

Commissioner Youngblood asks if there are already drawings for boathouse project.

Rick states that an architect was just chosen last week and in the next month there
should be initial renderings.

Todd thanks Alex, Steve and Rick for their efforts as well as their willingness to work
with tribes and infuse culture into these projects.

Regional Cooperative Tourism Program Update

Harry Dalgaard, RCTP Program Manager, provides the Commission with a Powerpoint
update regarding the mid-biennium efforts of the Regional Cooperative Tourism
Program (RCTP).

Commissioner Sugahara asks what a hand-cranked audio device is.

Harry explains that a hand cranked audio device relies on manual power to provide
narrative in the field at Red Fish Rocks. Harry continues with regional signature
projects and investments.

Commissioner Youngblood asks about Gorge Trailhead ambassadors and if they'll
direct visitors to other trails.

Lizzie states that the program was conceptualized pre-fire season. Some ambassadors
are answering more fire related questions, some are answering other trailhead
suggestions for those closed or congested trails. Explains that they just completed a
new training and now have over 100 Gorge Trailhead ambassador volunteers.

Harry continues with regional signature projects and investments as well as reviews
the RFP details for the next RCTP designations.

Commissioner Sugahara asks about RCTP guideline changes and if lessons learned wiill
be given at high level so we will know.



Harry, state that information can be provided. Guidelines will be to ensure the process
moves forward and is followed for the next designated amount of time. Continues
discussion of RFP details and timeline for process and application.

Commissioner Francisco asks about “progress” slide and if there is a way to tell where
regions "should” be and if they are on track with deployment of resources.

Harry explains that in the regional breakdown pages — there are timelines and where
those investments are on the timelines and progress is shown in that. We will also be
looking at the financials for the regions in August.

Commissioner Anway asks if there are any regions we are worried about with funding.

Harry states that no — they have all responded well and are on track. Still some
learnings, but applaud regional partners for being up to task and taking project
seriously and following through.

Commissioner Youngblood thanks Harry for the regional summaries. States
excitement for EOVA projects and programs as they are "very cool” projects.

Chair Snyder recesses the meeting at 10:18 a.m.
Chair Snyder reconvenes the meeting at 10:33 a.m.

2017 Wildfire Impact Report

Todd welcomes Michael Sturdevant, Global Marketing Services Director and Dean
Runyan of Dean Runyan Associates and cites Travel Oregon’s 30-year relationship with
Dean Runyan.

Michael sites that natural disasters have serious economic impacts to tourism
communities. Understanding those disasters help us better analyze those impacts and
how we can help our regional partners. Michael thanks Ladan Ghahramani, Research
Manager for managing this process and introduces Dean Runyan of Dean Runyan
Associates to provide the Commission with a Powerpoint regarding the 2017 Wildfire
Report that was recently commissioned by Travel Oregon.

Commissioner Youngblood asks about air quality and of the impacts of several fires -
how many different air quality sites were analyzed.

Dean states that there were several different sites near the Portland areq, so data is
hard to track. Continues with 2017 Wildfire report.

Commissioner Youngblood asks how "perceptions” impacted revenue loss, cites Hawaii
example of recent lava flow and visitors cancelling trips to any island. Asks if there was
an overarching perception that all of Oregon was burning.



Dean states that yes although visitors haven't been surveyed, it was the surveyed
industry's perception that visitors believed Oregon was burning. Cites it is a real
concern for Gorge where there are still some trail closures. Continues with 2017
Wildfire report. Concerns looking ahead for industry is the perception that Oregon was
burned and should not be traveled to.

Todd states that managing messaging regarding wildfire perception portrayed by
media on what is happening here — can change consumer behavior. This report shows
us our practical losses, but it doesn't show any lingering perception of devastation that
may cause people to wait to visit. Getting correct messaging out is of utmost
importance.

Commissioner Sugahara asks if there were any revenue offsets found in southern
Oregon where maybe fire fighters were staying in hotels whereas those overnights
were not seen in Portland. Also asks if there was any offset from the eclipse.

Dean states that yes, there was some offset due to fire fighters or service providers or
where people changed their trip from a fire affected area to a less fire affected area.
Those service people could have counteracted some of those offsets, but certainly not
entirely.

Michael explains who the report will be provided to and what happens as the report is
distributed.

Todd follows-up on concern from the last Commission meeting in Brookings asking
that service fees not be implemented in southern Oregon. Forest Service — has asked
for authority to increase the fees but plan on postponing implementation of fees for up
to 2 years for recovery to happen.

Ashland Welcome Center Update

Allison George, Manager of Travel Oregon State Welcome Center program, introduces
Kathy Fry of Mayer Reed and together they provide the Commission with a Powerpoint
regarding the Ashland Welcome Center.

Commissioner Anway states that his initial impression is that there is a counter in the
middle creates a barrier between guests and visitors.

Kathy states that the desk is provided by ODOT and the reasoning behind using that
desk as a central visitor information access point.

Allison states that rarely staff stay behind the counter for very long as it becomes a
very interactive process with visitors and the desk becomes more of a concierge site.

Commissioner Anway states that a desk can be seen as more of an obstacle for staff
than a barrier to guests.



Commissioner Youngblood asks if flooring considerations have been discussed in
relation to the salt that will be used for roadway clearing.

Kathy explains that being co-managed by ODOT, we didn't get a lot of input of that
decision.

Commissioner Anway asks who will get to staff the welcome center.

Todd states that at the other Ashland welcome center - it was Travel Oregon staff and
we anticipate that it will remain the same in this new welcome center.

Commissioner Boyles asks in comparison to other welcome centers how many square
feet the Ashland Welcome Center will be and how many people they anticipate it
holding.

Allison, not sure but cites the PDX welcome center size and how many visitors are
welcomed there in comparison.

Commissioner Sugahara asks if there is an additional outbuilding.
Kathy states there is an additional staff office behind the schematic shown today.

Chair Snyder asks about the 13,000 visitors and if that is an annualized number and if
in summer peak months - that would increase.

Allison states yes, those numbers would increase in the summer months.
Commissioner Sugahara ask where the trucking entry would be.

Todd indicates that the truck access point would be further north on I-5 - for safety
reasons.

Commissioner Anway asks if the police would still have an on-site office?
Allison states that it is anticipated that they would - in the office space.

Global Marketing Campaign Update

Kevin Wright, Vice-President of Global Marketing provides the Commission with a
Powerpoint update on the Global Marketing campaigns.

Commissioner Boyles states that in all the other compared campaigns - they trailed
off in week 21, but Slightly Exaggerated didn't. Asks what the reason behind that is.

Kevin states that in general, campaigns taper off throughout the season, but there
could have been a spike due to a seasonal email. We will look and find out.

Katy Clair states that for the Slightly Exaggerated campaign there were more

interaction points throughout the campaign instead of a big push just at the beginning.
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Kevin states that not all campaigns are of equal length either - so it's hard to line up
together. Kevin continues with Campaign presentation.

Commissioner Anway states that in the listening sessions he attended there was a
concern that our focus was only on the outdoors. Asks if thought has been put into
focusing on cultural assets, for those visitors coming for other reasons.

Kevin states that it is definitely something to consider in the future.

Commissioner Sugahara states his excitement about Tokyo activation and that he
really enjoyed visitors guide. Keep up good work and exciting to see what's next. Could
involve arts and culture.

Global Sales Road Rally

Gabi Duarte, Global Sales Project Manager provide the Commission with a Powerpoint
regarding the recent Global Sales Road Rally that took place in Oregon.

Todd thanks Gabi for her presentation.

Other Business

No other business cited.

Chair Snyder adjourns the meeting at 12:09 p.m.
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August 27, 2018

Dear Commissioners,

[ am pleased to submit this 2017-19 budget and revenue forecast update. We are not seeking
authorization to increase spending or move resources identified in the budget from one
department to another, subsequently, we are not seeking formal Commission action to modify our
budget at this time. In August we closed the books on the 2017-18 FY and included recognition of
final Transient Lodging Tax (TLT)received from the Department of Revenue accrued to the period.

This document represents our formal proposal on use of revenues that have come in ahead of
forecast for the year, but still within the forecast for the biennium, and serves to provide
background and context for the Budget Update discussion and Commission review of financials
during our meetings on Sept. 12 and 13t at the Pendleton Convention Center.

Budget Update - Revenue:

As noted above, we can confirm that we have received $38,017,086 in TLT revenue for 2017-18 FY
against an adopted biennial budget of $75,340,000. The forecast presented for discussion prior to
adoption of our biennial budget included an estimate of $36,790,000 in TLT revenues during the
first year. Our actuals for the period represent a positive variance of $1,227,086. Further, our
forecasting for the biennial budget anticipated a year-over-year increase of 4.8% such that the
revenue estimate for 2018-19 FY was $38,550,000. While revenues have not exceeded the
adopted biennial budget forecast, it is worth noting that using our year-one actual TLT revenues
as basis and assuming the same YOY growth rate of 4.8% were applied, we would expect to end
the biennium having received $77,858,993 in TLT.

If TLT receipts during the current 18-19 FY continue on pace such that actuals exceed $37,322,914
necessary to meet our budget, or in the event revenues fall short of that amount, staff will bring
forward a request for formal Commission action on the 2017-19 budget at that time. It is unlikely
any budget modification will be sought prior to April 2019.

Unanticipated Revenue Allocation:

The recommended allocation of $1,227,086 in unanticipated year-one revenue considers four
primary components: Operating Reserve, Regional Program, Grants Program and Travel Oregon
IOF.

1. Operating Reserve - the Commission currently has adopted a policy of retaining 5% of total

revenue from all sources (except beginning balances) in an operating reserve as cash on
the balance sheet. This 5% reserve fund is approximately equivalent to three months of
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operating expenses. As the operating reserve is based on a percentage of actual revenues,
an increase to the reserve is necessary.

The recommendation is to recognize the formulaic 5% increase to the operating reserve,
and to move an additional $587,897.78 such that a total of $649,252.08 will move from
unanticipated revenue on our P&L to our balance sheet. This recommended increase is in
anticipation and preparation for the tax rate change from a 1.8% rate to a rate of 1.5% that
will occur in 2020.

Budget required (5% of $1,227,086): $61,354.30
Additional amount for reserve: $587,897.78

2. Regional Program - State law requires that 20% of every dollar of TLT revenue received by
Travel Oregon after June 2, 2016 go toward the Regional Cooperative Tourism Program
(RCTP). Travel Oregon “banks” future program funds for the RCTP to be expended. It is our
recommendation that we continue this practice of setting aside 20% of the increase
received during the 2017-18 FY to be included for future RCTP distribution. This timing
ensures that the regional entities designated by the Commission are given actual pro rata
shares and dollar amounts, rather than preliminary estimates. More importantly, this
treatment puts increases in revenues into the RCTP program appropriately.

Budget required (20% of $1,227,086): $245,417.20

3. Grants Program - State law requires that 10% of every dollar of TLT revenue received by
Travel Oregon after June 2, 2016 go toward the Competitive Grants Program (CGP). As
noted previously, the Commission has historically “banked” future program funds in one
fiscal year to be expended in the next and the recommendation is that we continue this
practice and set aside 10% of the revenue received during the 2017-18 FY to be drawn
upon for the 2018-19 CGP program.

Budget required (10% of $1,227,086): $122,708.60
4. Travel Oregon program enhancements are recommended as follows:
Funds placed into immediate opportunity fund (IOF) re-establishes the available IOF
balance to $600,000 and provides for strategic investment as determined by the Travel
Oregon CEO. These funds have been used most recently to support wildfire impact

research.

Budget required I0F: $209,708.34

Total Allocation Proposal: $1,227,086
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Staffing:

Of the positions identified when the Commission adopted the budget in June 2017, Travel Oregon
has (4) positions remaining to be filled. We do not anticipate, nor are we recommending any
increase in staffing due to unanticipated revenues.

[ look forward to our discussion during the Sept. 12th and 13t Commission Briefing and Meeting.

In the meantime, please don’t hesitate to contact me with any questions you may have in advance
of our time together.

Best regards,

N

Todd

Oregon Tourism Commission 530 Center Street NE Suite 200 Salem, OR 97301 P 871.717.6205 F 503.967.1579 traveloregon.com



Oregon Tourism Commission

Profit & Loss Budget vs. Actual
July 1, 2017 - June 30, 2018

Sources:
Lodging Tax Income
Unanticipated Lodging Tax Income
Misc. Revenue
Governor's Conference Revenue
Welcome Center Brochure Program
Federal Grant Income
Total Budgeted Sources:
Beginning Balance - Regional & Grants
Beginning Balance - All other TO programs + IOF
Total Sources

Uses:
Future Programming - Statuatory
Regional - future (net of 5% administrative expense)
Grants- future (net of 5% administrative expense)
Net Change - Total Future Programming - Statuatory

Expense:
Global Marketing
Global Marketing - MSD
Global Strategic Partnerships
Global Strategic Partnerships - RCTP
Global Strategic Partnerships - Grants
Global Sales
Destination Development
Administration & Operations

Total Expense

Total Uses:

Net Income

Wine Country License Plate Program:
Sources:
Wine Country License Plate Sales
Beginning Balance for Distribution: Tourism Promotion
Beginning Balance for Distribution: Grants
Total Sources
Uses:
Tourism Promotion
Grants
Total Uses
Net Income

Total Net Income

July 2017 - June

Over (Under)

2018 Annual Budget Budget % of Budget
36,790,000 36,790,000 - 100.0%
1,227,086 - 1,227,086 100.0%
72,636 - 72,636 100.0%
192,759 150,000 42,759 128.5%
43,016 50,000 (6,984) 86.0%
21,476 - 21,476 100.0%
38,346,973 36,990,000 1,356,973 103.7%
7,878,498 7,878,498 - 100.0%
3,214,099 3,214,099 - 100.0%
49,439,569 48,082,597 1,356,973 102.8%
7,223,246 6,990,100 233,146 103.3%
3,611,623 3,495,050 116,573 103.3%
10,834,870 10,485,150 349,720 103.3%
12,171,981 14,401,655 (2,229,674) 84.5%
1,248,568 3,455,182 (2,206,614) 36.1%
2,164,200 2,369,950 (205,750) 91.3%
5,007,280 5,103,519 (96,239) 98.1%
460,932 3,326,828 (2,865,896) 13.9%
2,984,191 2,988,000 (3,809) 99.9%
1,332,855 1,971,000 (638,145) 67.6%
3,752,071 3,981,312 (229,242) 94.2%
29,122,078 37,597,447 (8,475,369) 77.5%
39,956,948 48,082,597 (8,125,649) 83.1%
9,482,622 - 9,482,622
360,549 - 360,549 100.0%
158,363 158,363 - 100.0%
322,544 322,544 - 100.0%
841,456 480,907 360,549
145,752 158,363 (12,611) 92.0%
105,160 322,544 (217,385) 32.6%
250,912 480,907 (229,995)
590,544 - 590,544
10,073,166 - 10,073,166




Oregon Tourism Commission
Balance Sheet

ASSETS
Current Assets
Checking/Savings
Unrestricted Cash
Restricted Cash - Wine Country Plates
Total Checking/Savings
Accounts Receivable
Other Current Assets
Total Current Assets
Fixed Assets
Other Assets
TOTAL ASSETS

LIABILITIES, EQUITY & FUND BALANCES
Liabilities
Current Liabilities
Accounts Payable
Other Current Liabilities
Total Current Liabilities
Long Term Liabilities
Total Liabilities

Equity & Fund Balances
Regional - future (includes unanticipated)
Grants - future (includes unanticipated)
Grants - awarded, not paid
Grants - medium, 2018-19
Invested in capital assets
Reserved for prepaids
Operating Reserve
Reserved for IOF
Reserved for Siskiyou Welcome Center
Restricted for Wine Country Plates
Equity Balance - for Rollover
Equity Balance - not allocated

Total Equity and Fund Balances

TOTAL LIABILITIES, EQUITY & FUND BALANCES

As of June 30, 2018

24,471,348
753,180

25,224,528
1,432,506

94,363

26,751,398
336,666
32,982

27,121,046

1,688,634

396,653

2,085,287

0

2,085,287

8,773,381.68
3,611,623.20
2,688,310.00
192,877.64
336,666.15
127,145.87
1,839,500.00
390,291.66
753,806.41
753,179.52
4,710,015.99
858,960.55

25,035,759

27,121,046




Oregon Tourism Commission

Profit & Loss Budget vs. Actual
July 2018

Sources:
Lodging Tax Income
Unanticipated Lodging Tax Income
Misc. Revenue
Governor's Conference Revenue
Welcome Center Brochure Program
Federal Grant Income
Total Budgeted Sources:
Beginning Balance - Regional & Grants
Beginning Balance - All other TO programs + IOF
Total Sources

Uses:
Future Programming - Statuatory
Regional - future (net of 5% administrative expense)
Grants- future (net of 5% administrative expense)
Net Change - Total Future Programming - Statuatory

Expense:
Global Marketing
Global Marketing - MSD
Global Strategic Partnerships
Global Strategic Partnerships - RCTP
Global Strategic Partnerships - Grants
Global Sales
Destination Development
Administration & Operations

Total Expense

Total Uses:

Net Income

Wine Country License Plate Program:
Sources:
Wine Country License Plate Sales
Beginning Balance for Distribution: Tourism Promotion
Beginning Balance for Distribution: Grants
Total Sources
Uses:
Tourism Promotion
Grants
Total Uses
Net Income

Total Net Income

Over (Under)

July 2018 Annual Budget Budget % of Budget
(145,964) 38,550,000 (38,695,964) -0.4%
(858,960) - (858,960) 100.0%

- - - 0.0%

- 150,000 (150,000) 0.0%

- 50,000 (50,000) 0.0%

- - - 0.0%

(1,004,925) 38,750,000 (39,754,925) -2.6%

13,710,811 13,710,811 - 100.0%

- - - 0.0%

12,705,886 52,460,811 (39,754,925) 24.2%

(27,737) 7,325,500 (7,353,237) -0.4%

(13,867) 3,662,250 (3,676,117) -0.4%

(41,604) 10,987,750 (11,029,354) -0.4%

513,881 13,400,000 (12,886,119) 3.8%

- 2,275,000 (2,275,000) 0.0%

84,962 2,015,750 (1,930,788) 4.2%

7,320,486 7,603,500 (283,014) 96.3%

26,619 6,749,811 (6,723,192) 0.4%

233,327 3,428,000 (3,194,673) 6.8%

84,760 1,821,000 (1,736,240) 4.7%

245,236 4,180,000 (3,934,764) 5.9%

8,509,270 41,473,061 (32,963,791) 20.5%

8,467,666 52,460,811 (43,993,145) 16.1%
4,238,220 - 4,238,220

32,854 - 32,854 100.0%

- - - 0.0%

- - - 0.0%
32,854 - 32,854

- - - 0.0%

1,400 - 1,400 100.0%
1,400 - 1,400
31,454 - 31,454
4,269,674 - 4,269,674




Oregon Tourism Commission
Balance Sheet

ASSETS
Current Assets
Checking/Savings
Unrestricted Cash
Restricted Cash - Wine Country Plates
Total Checking/Savings
Accounts Receivable
Other Current Assets
Total Current Assets
Fixed Assets
Other Assets
TOTAL ASSETS

LIABILITIES, EQUITY & FUND BALANCES
Liabilities
Current Liabilities
Accounts Payable
Other Current Liabilities
Total Current Liabilities
Long Term Liabilities
Total Liabilities

Equity & Fund Balances
Regional - future
Grants - future
Invested in capital assets
Reserved for prepaids
Operating Reserve
Reserved for IOF
Reserved for Siskiyou Welcome Center
Restricted for Wine Country Plates
Program Rollover from 2017-18
Unallocated from 2017-18
Total Fund Balances
Net Income

Total Equity and Fund Balances

TOTAL LIABILITIES, EQUITY & FUND BALANCES

As of July 31, 2018

18,557,626
784,634

19,342,260
87,780

49,552

19,479,592
336,666
32,982

19,849,241

3,899,194

397,028

4,296,222

0

4,296,222

1,527,645
-13,867
336,666
127,145
1,839,500
390,292
753,806
784,634
4,710,016
858,961

11,314,798

4,238,220

15,553,019

19,849,241
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OPTIMIZE STATEWIDE ECONOMIC IMPACT

Drive business from key global markets through integrated
sales/marketing plans leveraged with global partners and
domestic travel trade

STRATEGIC PARTNERSHIPS AND GLOBAL SALES

International Association of Golf Tour Operators

Golftour operators from 25 countries descended on Oregon to celebrate the 10th annual
North America Golf Tourism Convention (NAC). The tour operators participated in a
record number of familiarization tours to experience, first hand, Oregon’s award-winning
golf. The convention, staged by global golf tourism organization IAGTO (International
Association of Golf Tour Operators), was held June 24-27, 2018 at Sunriver Resort, in
Central Oregon, and saw a total of 381 attendees.

All seven regions were highlighted
at the “Taste of Oregon” welcome
reception, Sunday, June 24, 2018.
The event kicked-off the convention =
and allowed attendees to interact
with our partners from around the
state by sampling sips and bites
from each region. In addition to the
tasting lounges, attendees filled
their dinner plates with a menu full
of Oregon ingredients courtesy of
the Oregon Crab Commission,
Olympia Provisions,

Rogue Creamery, Stoller Winery
and many more.
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We know this opportunity to partner
with IAGTO, Central Oregon
Visitors Association and Sunriver
Resort to showcase Oregon’s
spectacular golf has built new
relationships that will develop
visitation for years to come.

TRADESHOWS AND SALES MISSIONS

Flight Centre Expos: Sydney and Melbourne Australia, July 29, 2018 + August 12,2018
Travel Oregon, in partnership with Travel Portland, led and participated in the annual
Flight Centre Discover America Expos in both Sydney and Melbourne. These expos align
with solicited tactical air specials by Flight Centre with all major USA carriers (Delta,
Virgin, United, Air NZ, Qantas, American, Hawaiian) who also exhibit on the show floor.
More than 20,000 Australians attended each individual show to look at the air specials, book
USA holidays and then make their way throughout the show floor for itinerary planning.

Australia & New Zealand Sales Calls and Media Desk Sides: August 18 — 26,2018

Travel Oregon met with airlines, media and tour operators in Sydney, Melbourne, Brisbane
and Auckland. Travel Oregon was invited to participate in United Airlines “trivia night”
promoting Oregon via trivia questions with 120 of United Airlines top producing agencies.

Spotlight on the Northwest: Pendleton, Oregon, August 26-28, 2018

Travel Oregon is a sponsor of Spotlight on the Northwest, a tourism conference which
combines educational seminars, networking functions and a trade show. Operators are
primarily domestic, including Canada, and range from small operations to large receptive
companies.

La Cita: Fort Lauderdale, Florida, September 4-6, 2018

For the first time, Travel Oregon will attend La Cita, a boutique gathering of travel
professionals focused on Latin America. Travel decision-makers will gather for pre-
matched appointments, seminars, and social functions designed to help encourage
networking and new industry partnerships.
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Ailleurs Voyages and Jetset Voyages Consumer Event: France, September 6, 2018

Travel Oregon with Ailleurs Voyages and Jetset Voyages will participate in an Oregon
consumer event in Trets (near Aix-en-Provence). Ailleurs Voyages Trets Director, Sylvie
Basso, was a guest during an Oregon trade fam in the spring of 2017. Following this fam, she
built a 10-day Oregon itinerary for a group of 20 to 25 of her top clients. At the event the
itinerary will be presented as a guaranteed departure to a panel of 60-80 of the company’s
top clients. A fly-drive component will also be presented at the reception.

Visit USA Cinema Roadshow: Germany, September 12-13, 2018

These VUSA shows will take place in cinemas in two cities in Germany, Erfurt and Dresden.
Each show will feature a 15-minute presentation on screen with our German office
presenting to over 65 travel agents. The presentation focuses on the 7 regions and includes
iconic photos, video content, and a table with a display of Oregon collateral, brochures and
maps.

Kuoni - Vacances Fabuleuses Roadshow: France, September 13, 2018

Kuoni - Vacances Fabuleuses is organizing a full day road show in the cities of Rennes and
Nantes in France. In each city, Travel Oregon’s French office will meet with 40 different
travel agencies to introduce Kuoni - Vacances Fabuleuses’ new US products. Kuoni recently
launched their first Oregon fly and drive itinerary. Guests will be top selling agents from
Kuoni throughout France.

Brand USA Sales Mission: India, September 21-28, 2018

Travel Oregon, along with Tualatin Valley and America’s Hub World Tours, will participate
in the Brand USA seventh annual Sales Mission to India. The mission provides the platform
for U.S. Destination Marketing Organizations (DMOs) and suppliers to interact directly
with tour operators, airline representatives, travel agents, MICE (Meetings, Incentives,
Conventions, and Expositions) buyers, and media. The focus is to encourage Indian
visitation to the United States and to educate the Indian travel industry on the limitless
potential of the U.S. as a travel destination. This year Travel Oregon will continue to focus
on travel trade, Indian receptive tour operators, and school group operators.

RESEARCH TRIPS

Brand USA Mexico Fam (media): September 17-20, 2018

Travel Oregon, in partnership with Brand USA, will host a familiarization tour for four
qualified media representatives from Mexico. The tour showcases Portland, the Oregon
Coast and the Willamette Valley.

Brand USA China Fam: September 19-23, 2018

Travel Oregon, in partnership with Brand USA, will host a familiarization tour for nine tour
operator product managers from Chengdu, China. The tour showcases Portland, the Oregon
Coast and the Willamette Valley for these qualified business to business (B2B) travel buyers.
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Brand USA Mexico Fam (trade): September 24-27, 2018

Travel Oregon, in partnership with Brand USA, will host a familiarization tour for eight tour
operator product managers from Mexico. The tour showcases Portland, the Oregon Coast
and the Willamette Valley for these qualified B2B travel buyers.

MEDIAFAMS

Cuatrovientos Magazine: Mexico, June 20-26, 2018
Cuatrovientos Magazine from

Mezxico City features stories on § e
outdoors, gastronomy and culture _ N _
and is targeted to readers ages 18- R - - ‘Ic"Td[e"fid I‘:eed
35. On their trip, they experienced = : . e

Oregon’s scenic outdoor beauty

and Portland’s character, culture
and culinary scene. In addition to
Portland, they visited Pacific City,
the Willamette Valley, Mt. Hood
and the Columbia River Gorge
and documented the visit on 7
Instagram and their website. . S s O

R ——
Food and Travel Mexico: Mexico, _
June 24-28,2018

The Editorial Director and
photographer from Food and
Travel Mexico, the top food and
travel publication in Mexico City,
visited Portland and the
Willamette Valley and stopped at
attractions, farmers markets,
craft breweries/wineries/distilleries, trendy restaurants and learned about the story of the
culinary scene in Portland and neighboring Willamette Valley.

W @mstrialo .

kate_levter Hello! You have great photos

Globetrotter Guide Book: Japan, July 14-18, 2018

An editor from Globetrotter Guidebook Japan traveled to Oregon in July to update the
2019/2020 edition of this trusted guidebook for Japanese travelers. Globetrotter added an
entirely new section to the guide for the Eastern Oregon region. The 2019/20 Globetrotter
Guidebook will be published in Fall 2018.

Vita Magazine: Canada, August 3-6
A writer from Vita Magazine visited Manzanita and spent the weekend exploring the Oregon
coast. Coverage will include shopping, restaurants, and hiking.
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Le Devoir: Canada, August 7-12, 2018

Le Devoir is a daily newspaper in Montreal, Canada with a circulation 0f 1,135,000. The sole
focus of the trip was Eugene and Springfield and will produce a 2-page story. The writer is
covering cycling, outdoor activities, Eugene and Springfield murals, Alton Baker Park,
Shelton-McMurphey-Johnson House and the Saturday market. Information on a day trip to
the coast will also be included.

Goodlife Magazine: Canada, August 24-31, 2018

The Goodlife Magazine is aluxury publication in the Toronto area with a circulation of
40,000+. It is distributed to high income homes. The focus of the story is wineries, both
urban and in the Willamette Valley. Coverage will include where to eat, stay, places to visit
as well as how to get there.

Los Sabores de Mexico y el Mundo: Mexico, September 5-20, 2018

Los Sabores de Mexico y el Mundo is a food and travel website geared toward foodies with a
passion for travel and various food experiences. Based in Mexico City, the site receives
285,320 unique visitors per month. The writer and photographer will report on each hotel,
restaurant and city visited. Prior to attending Feast, the journalists will participatein a
Travel Oregon pre-Feast fam tour.

Enroute Magazine: Canada, September 12-16, 2018

EnRoute Magazine is Air Canada’s inflight publication and has a circulation of more than

1 million. The writer will visit Portland and the Willamette Valley and will cover food, travel,
and city hiking in Forest Park.

Pacific Tours: Scandinavia, September 2018

Travel Oregon has partnered with Pacific Tours, a Travel Agency in Denmark, and Iceland
Air, to host a freelance videographer and vlogger who runs a YouTube and Instagram
channel for lifestyle, travel, and fitness. The content will also appear on Pacific Tours media
channels. The visit to Oregon will focus on the culinary scene, outdoors, nature, horseback
riding, kayaking, craft beers, wine, and coffee culture in Portland, on the Coast and in
Southern Oregon.

TRADE FAMS

Zonvaart Destinations: Netherlands, September 2018

Zonvaart Destinations, a 50-year-old travel agency in The Netherlands that specializes in
tailor-made travel, sent two of their top selling specialists to Oregon to develop Oregon
itineraries for their clients. They will experience the Portland Region, Central and Southern
Oregon and the Oregon Coast.
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MEDIA EXPOSURE

BCAA Magazine: Canada, June 2018

BCAA Magazine highlighted stops along the Oregon Coast as part of an article on taking a
road trip down the Pacific Coast Highway. This magazine has a circulation of 475,000. Visit
the website to read the article here (beginning on page 11):
http://digital.canadawide.com/i/992987-summer-2018/9

CTV: Canada, August 2018

Oregon was featured once again on CTV’s morning segment as a weekend getaway
destination that has “something for everyone”. The segment discussed Cannon Beach,
Oregon wine country, hiking, biking, and white-water rafting in Eastern Oregon, as well as
Portland’s craft breweries and food culture. Visit the website to view the coverage at:
https://be.ctvnews.ca/video?clipld=1453585 (Oregon coverage begins around the 3:00 min.
mark).

NEW PRODUCT

Amplitudes Creator de Voyages, France

As aresult of a French Sales Mission in Toulouse two years ago, Amplitudes Creator de
Voyages changed their previous 3-day itinerary to a 16-day Oregon only itinerary.
Amplitudes is a well-versed French travel creator and is a sustainable company recognized
for the quality and the relevance of its work in its four trades: the group trip, the leisure trip,
the business trip and the adapted trip. Though they tailor-make travel, the new itinerary
suggests 3 nights in Portland, 2 in Newport, 1in Bandon, 1in Grants Pass, 1 at Crater Lake, 2
in Bend, 2 in Fossil, 1 in Baker City, 1 at Wallowa Lake, 1 in Pendleton and 1in Hood River.
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Facilitate the development of world-class tourism product
in partnership with community leaders, tourism businesses
and key agencies

PRODUCT DEVELOPMENT

Oregon Food Trails

In response to the growing interest of visitors in accessing the bounty of Oregon’s
agricultural goods and the growing interest of communities in promoting their local
agricultural goods to visitors, Travel Oregon has developed the Oregon Food Trails program.
The purpose of the Oregon Food Trails program is to provide a template for tourism
communities across Oregon to identify their strongest agritourism providers and to
consistently promote them to Oregon visitors.

To date, Travel Oregon has developed selection
criteria for different types of businesses to be included
into an Oregon Food Trail, created a statewide logo
and brand guidelines toolkit and developed a brochure
template. Looking ahead Travel Oregon is working on OREGON
aFood Trail section for TravelOregon.com to host all

of the Oregon Food Trails in one place for visitors. foo d t rai 1 S

Wild Rivers Coast Food Trail

Travel Oregon worked with the Oregon Coast Visitors Association and the Eat Fresh and
Local Action Teams from the Southern Oregon Coast and Wild Rivers Coast Tourism
Studios to launch the Wild Rivers Coast Food Trail during the first week of July. This was
the first Food Trail that was developed using the Oregon Food Trails brand guidelines.

The Wild Rivers Coast Food Trail extends from Reedsport to Brookings and has a focus on
the region’s berries, seafood and scenic landscapes. The 40 participating businesses include
farms, farm-to-table restaurants, seafood establishments, markets, craft beverage makers,
and artisan producers. Brochures are now available in all Oregon welcome centers, at food
trail businesses and in 101 hotels along the Southern Oregon Coast.

Pg.8


https://www.wrcfoodtrail.com/

September Commission Meeting
Pendleton, OR

Pacific Harbor Light Restaurant

Ocean 960 Hwy 101, Reedsport
(541) 271-3848 - harborlightrestaurant.com
Open daily - Breakfast. lunch and dinner, seafcod,
ellc burgers. local beers and spirits, desserts
Wildflour Catering & Cafe
1989 Sherman Ave.. North Bend

North Bend (541) 808-2632 - wildflour-catering.com

Wild Ri C
1 ivers Coast e @ Open six days o week - Breakfast and lunch, caterng.
FOOD TRAIL Coos Bay L fresh-baked goods
o) Nostar Kitchen
273 Curtis Ave., Coos Bay
Charleston m (541) 808-3999 - nosterkitchen.com

Open five days aweek - Smoothies, braakfost and
lunch. vegan friendly. patio
BERRY BYWAY ITINERARY T
13 48396 Hwy 101, Langlois
(541) 348-1015 - thespoonlanglois.com
Rambie along the berry trail from Port Orford to ® Coquille Open daily - Breakfast classics, specialty dinners,

Bandon for a bucketful of sweet tastes. (TR, D (P
= . The Vista Pub

K e sk at PALFielied ComesiinIny o iy Holl Bandon B8 1008 Chetco Ava., Brookings
adelightful harvest of picaic provisions, including organic (541) 813-1638 - facebook com/The-Vista-Pub
R Ea ke A R ] Myrtle Point Open six days a week - Burgers, rotating taps, pub
handpicked strawherries, raspberries and blackberries ) fare, music
from Valley Flora Farm. Head north on 115 101 to 0 “Gbite R Oxenfré Public House
Peters Cranberries farm stand in Sixes for fresh, tart, iver 631 Chetco Ave., Brookings
sustainahly grown cranberries as well as jams and berry 21 (541) 813-1985 - oxenpub.com
i ek b 22 Open daily - Dinner, specialty cocktails, games, music
Plan on 1 late breakfast at The Spaon in Langlois with @‘ ILanglois Fat Irish Restaurant & Pub

. R 16403 Lower Harbor Rd., Brookings
griddie hot pancakes and French toast drizzled in locally (541) 254-3292 - fosirishpub.com
‘made cranberry syrup. Next door, the Floras Creek Coffee Opan daily - Pub fare, oystars, local beers
Company’s house-raasted Incal mocha will fusl your
hunt for sweet blusberrizs at family farme like Valentine 2
Blueberries, Tswin Creek Ranch and Jensen's Blusberries. SEAFOOD
Spread your picnic blanket in the sunshine at Dragonfiy |EJ Umpqua Triangle Oysters
Farm & Nursery in Langlois and enjoy a post-lunch stroll 930 723 Ork Rock Rd., Winchester Bay
through the verdant grounds and greenhouses whare you Port.Orford (541) 271-5684

can pick out young blueberry bushes to plant at home. Open daily - Oysters, crab, fish, gift shop

InOld Town Bandon. quaff a fruity pre-dinner drink at one ) Shark Bites Seafood Cafe

s - :
_ /8 - of the local watering holes — fruit wine st Bandon Wine 240 South Broadway Ave., Coos Bay
Company, crant Stillwmgon Distil (541) 269-7475 - sharkbites.cafe

i i & ot Open six days a week - Fish tacos. burgers. ocean fare.

. F
A - 5,
'BEEH'IES, F;pOD, = cranberry cider at Bandon Brewing Company. e i

' SCENIC LANDSCAPES® [ Tony's Crab Shack
2 = n .-

155 1st St. SE, Bandon
- L

&

# (541) 347-2875 - tonyscrabshack.com
Ros v;\qﬁ Open daily - Ocean fare, live crab, patio,
Bue @ gear and boat rentals, tackie. gifts, pet friendly
Ej] Redfish

517 laffarcan Sf Dart Orfard

Great Umpqua Food Trail

Travel Oregon worked with the Umpqua Economic Development Partnership, the City of
Roseburg and the Agritourism Action Team from the Umpqua Valley Tourism Studio to
launch the Great Umpqua Food Trail in August. The trail includes 65 agritourism
businesses throughout Douglas County and highlights the region’s farmers markets,
boutique wine and riverscapes. Umpqua Food Trail brochures are now available at all
Oregon Welcome Centers, participating businesses and at 100 hotels in Douglas County. An
article highlighting the Great Umpqua Food Trail was published on TravelOregon.com on
August 7.

East Gorge Food Trail

Travel Oregon worked with the Columbia Gorge Tourism Alliance and the Culinary and
Agritourism action team from the Gorge Tourism Studio to launch the East Gorge Food
Trail in August. The trail extends from Mosier to The Dalles and into Dufur and highlights
the region’s orchard fruits, wheat country and cascade volcanos. The 30 participating
businesses include craft beverages, lodging, farms and orchards, farm to table restaurants
and markets. East Gorge Food Trail brochures are now available at Oregon Welcome
Centers, participating food trail businesses and at 73 hotels in the Columbia River Gorge
National Scenic Area.

Mt. Hood/Sandy/Estacada Visitor Profile Study

Travel Oregon partnered with Oregon’s Mt. Hood Territory and local communities to
conduct a visitor profile study along this highway corridor and down to Estacada. The
primary objective of the study is to provide information about visitors to Mt. Hood area for
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strategic marketing, destination development and management efforts. This research also
describes the transportation preferences of visitors which will influence future
transportation planning efforts for “around-the-mountain” slated to start later in 2018. The
project is currently being finalized, but below are key project development statistics
available at this time:
e Sample size: 995
e Surveys were collected in 17 different locations throughout the region between
March 2 and June 26.
e Analysis was grouped into four major locations: Sandy, Estacada, ski resorts, and
other locations along Highway 26.
e Analysis was grouped into two seasons: spring and summer
e The presentation deck is in final stages of development and will be delivered to
Travel Oregon by the end of August.
e The project team will accept feedback from stakeholders until September 14, after
which point a final written report and presentation deck will be created.

Guide tourism in a way that achieves the optimal balance of
visitation, economic impact, natural resources conservation
and livability

ELECTRIC VEHICLE TRANSPORTATION

2018 EV Roadmap Road Trip

This past June Travel Oregon partnered with Forth Mobility, a Portland based organization
that advocates for electric and autonomous transportation, and BYD Auto, a leading electric
vehicle manufacturer, to host a pre-conference electric vehicle road trip in conjunction with
Forth’s EV Roadmap 11 event in Portland.

This year’s road trip brought 32 conference attendees from across the county to taste wine
at Stoller Family Estate and Winderlea Vineyard and Winery in an electric bus. The purpose
of the road trip was to incorporate leisure travel into the conference experience for the
attendees and to provide attendees an opportunity to learn more about how Oregon is
leading the way in electric vehicle travel. Both wineries are part of the Plug + Pinot network
in Oregon and have electric vehicle charging stations available for customers on site. The
road trip was successful at showing off the wonders of Oregon tourism while also providing
areplicable experience to the Willamette Valley in a non-combustion passenger vehicle.
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Inspire overnight leisure travel through industry-leading
branding, marketing and communications

PUBLISHING & CONTENT

South Willamette Valley Trip Idea

Travel Oregon worked with the South Willamette Valley Tourism Studio action team to
develop a trip idea that highlights the key visitor ready experiences that were identified
and discussed through the South Willamette Valley Culinary and Agritourism studio that
occurred in March 2018. The Treasures of the South Willamette Valley trip idea promotes a
three-day agritourism journey through Creswell, Veneta, Junction City, Alsea and
surrounding areas in between. All the activities and business services highlighted were
either discussed during the tourism studio as key assets or priorities for the area.

The development of this trip idea falls under the Tourism Studio Marketing Roadmap
efforts that are a collaboration between Travel Oregon’s Destination Development and
Global Marketing departments to accurately promote Travel Oregon’s tourism studio
communities using content that is developed in partnership with local partners.

SPRING 2018 FINAL CAMPAIGN RESULTS (MARCH 12 - MAY 6)

The “Only Slightly Exaggerated” (OSE) campaign launched on March 12 and used
enchanting animation to inspire travelers to come find happiness off the beaten path, all
over Oregon. We created a:90 second hero video, four :15s cutdowns and seven :06s
cutdowns which were utilized throughout our owned, earned and paid channels. This
campaign drove immediate viral success with over 4 million views of the :90s within the
first week and over 10 million views by the end of the campaign - over 85% of views were
organic. By the end of the campaign we were up over 39% in website sessions, the bounce
rate was down by almost 36%, and we drove over 675 million impressions across paid, social
and earned media. These numbers, and the over-delivery in almost every media category,
reinforced the belief that compelling creative can drive strong results on all platforms.

Paid Media Results Overview
The spring campaign results for OSE were very strong. Below is a recap of our performance
by channel.

e Digital Video: Premium digital video generated 10.7 million video views (:90s, :15s &
:06s) with a video completion rate (VCR) of 94.7%, which was higher than industry
benchmarks (78.2%) and last year’s spring campaign (69%).

e Digital display and programmatic video: Average click through rate (CTR) for all
partners was 0.40%, which beat the industry average (0.10%) and edged out the
Spring 2017 campaign (0.39%).

e (Custom content: Partnerships with Atlas Obscura and Thrillist produced over one
million views and an additional 4.4K clicks.
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OTA partnerships:
0 On Sojern, we earned 597K views with a 99.1% video completion rate (above
benchmark of 90%).
0 The TripAdvisor buy showed a 0.12% CTR, which was better than the
industry average of 0.1%.
TV: Delivered 56 million impressions across broadcast and cable programming due
to hit shows like The Voice, American Idol and local sports coverage. This buy
overdelivered by 18% (equivalent to $122,000 spend)
Cinema: Over-delivered 455K impressions for a total of 2.4 million impressions
using a proven strategy of two two-week pulses over our spring flight and
surrounding blockbusters and key franchises
Out-of-Home (OOH): Over-delivered impressions by 25 million for a total of 70
million impressions (the over-delivery was equivalent to a $335,000 spend)
Paid search: This continued to be a consistent and cost-effective traffic driver. We
maintained an outstanding cost per click (CPC) of $0.63, which matched last Spring’s
results and generated over 166K clicks to TravelOregon.com, which beat last year by
127%.

Arrivalist

Adara

Compared to our advertising control group, people who saw one of our ads were 1.7x
more likely to travel to Oregon. They also stayed an additional 6 hours longer in
market.

Average time between first media impression and subsequent arrival in Oregon was
37 days.

Digital media drove $1.5 million in hotel revenue via 6,375 hotel bookings

0 OTA drove 63% of hotel revenue

0 Non-OTA drove 37% of revenue
Average length of stay for this campaign (1.64 nights) was up 1.2% compared to the
winter campaign.

Key Learnings - Paid Media:

For digital display and video, contextually relevant content continued to successfully
reach consumers.

On social, Instagram takeovers (as executed via Instagram Stories) provided a
limited timeframe to promote via paid media and resulted in a high cost per
engagement (CPE). We will lengthen the takeovers in the future to allow for more
paid media coverage.

Towards the end of the campaign, we tested different remarketing strategies with
our search agency (Logical Position) to learn how our creative performed with
different audiences. We will take those learnings into our next winter and spring
campaigns.

We also tested buttoned versus non-buttoned versions on some of our banner ads to
test whether a call-to-action (CTA) lead to more clicks. While the results were very
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close, the buttoned version slightly beat out the non-button version. Further testing
must be done before making any concrete decisions.

Campaign Landing Page (hub)

As stated in the previous report, the goal of the hub on TavelOregon.com was to immerse
audiences in the experiences showcased by our creative and bring the magic of Oregon to life
with campaign related content.

YoY - All Users 2018 2017 Week 8

3/12-5/6 3/12-5/6 Change
Number of sessions 715,068 513,006 39.4%
Number of users 547,497 403,143 35.8%
Pageviews 2,632,527 1,192,094 120.8%
Pages/Session 3.68 2.32 58.6%
Avg Session Duration 2:09 2:23 -9.8%
Bounce Rate 37.7% 58.9% -36.0%
% New Sessions 72.0% 73.5% -2.0%

The hub took visitors on a journey through Oregon, complete with animations (a
combination of GIFs, parallax and html5 video) and calls-to-action (CTAs). The scenes and
CTAslinked to deeper content — Trip Ideas (the connections to real places that aligned with
ad creative) - as users moved along the path. When this campaign hub is compared to the
hub from last year (Robot Fish), we see that:

e Overall user sessions were up 40% and page views were up 120%. While time on site
was down slightly (9.8%), our bounce rate was lowered considerably by 36%. This is
likely because we had deeper content supporting the campaign themes this year; time
spent is lower because last year’s site was video heavy,

e Traffic to the hub page was approximately 11% of overall traffic; winter, by
comparison, accounted for approximately 3% of overall traffic.

Key Learnings:

o 25% of visitors to the hub page scrolled down 75% of the page to view content, while
41% of hub page visitors clicked for deeper content. This was the first time we
utilized scroll depth on the new site, and we will use this number as a baseline for the
future.

e The animated version of the page using parallax, GIF's and video did not boost page
engagement over the static version of the page. Scroll depth remained consistent at
the 25% mark over the course of the 12-week campaign.
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Only Slightly Exaggerated (OSE) garnered outstanding media coverage following its
March 12 launch. There were 154 media articles (127 online features and 27 broadcast and
radio segments) with a circulation of 479.5 million and an average story score of 8.23 out of

10.

In comparison, Travel Oregon: The Game (TOTG) garnered 39 media articles reaching an
audience of more than 200.6 million with an average story score of 8.7 out of 10. Prior to
OSE, TOTG was our biggest PR campaign success to date.

OREGON LOOKS LIKE
SOMETHINGOUTOFA
MIYAZAKI FILMIN THIS
MAGICAL TRAVELAD

In May, the Communications team travelled to
New York City for appointments with top tier
media. Leaving a piece of the OSE magic in their
wake, media were given a gift basket of Oregon
goodies that included handmade felted characters
from the :90s.

Key Learnings — Public Relations:

e The unique creative brought the sense of
wonder to life for national media. The
photo package, with still images from the
campaign video and real-life photos used
by media, resulted in strong visuals in
coverage.

Ione{/plonet

A trippy and magical animation may
inspire you to visit Orego

PORTLAND, Ore. - Oregon's natural beauty is
being showcased in a colorful new video.

The creators, from Travel Oregon and
Wieden+Kennedy, say the whole point of the video
is to show people that Oregon is the place to visit

e Tocal mediawas excited to cover the launch event that showcased the partnership

with Travel Oregon and Wieden+Kennedy.

e With many people glued to their phones and worried about the news, the campaign
message that people can find happiness in Oregon resonated with travel media and

entertainment media alike.
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Paid Social Media

Spring 2018 had three key strategies driving three social KPIs: video views, clicks to
TravelOregon.com and engagement. (see Appendix A for background on the Spring 2018
social media strategy)

The spring campaign results for social media were exceptionally strong and overdelivered
on goals. Below is a snapshot of the paid distribution performance:

Ad Unit Views or Clicks Goal Cost Per View (CPV)
or Click (CPC)

:90 Hero Spot 733,944 views 270,000 views $0.01 CPV

:15 +:06 Spots 396,946 views 270,000 views $0.01 CPV

Article Click Ads 69,202 clicks 40,392 clicks $0.01 CPC

The OSE campaign quickly became a viral hit. Despite organic reach diminishing on
Facebook, the viral nature and shareability of the video resulted in organic views
responsible for delivering 92% of overall reach. For comparison, organic views for the
salmon and Travel Oregon: The Game accounted for 5% and 28% of reach respectively.

Influencer Tour

To bring the magic of OSE to life, we sent 13 influencers across Oregon to showcase the
activities and destinations featured in the campaign. We had 619,333 total impressions and
total reach of 97,044. We collaborated with regional partners to pick locations, and the
content went live in April through May. Influencers took over the Travel Oregon Instagram
channel and supplied still images for our use. The chosen influencers reflected the
welcoming spirit of the campaign and featured a range of people and abilities.

For example, influencer @roxy_de_la_torre brought the Willamette Valley (and the
campaign creative) to life though an Instagram story that showed her touring waterfalls,
wine tasting, and experiencing wine country from a hot air balloon. At the end of her
experience our audience was directed to the featured stories on the region at the OSE hub

page.
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Snapshots of her Instagram story are below:

Ending our first day
with this beautiful
sunset.

«wani.Taking a quick stroll
through the vineyards

| L i lerestatevineyard

'J ,' )
gl

-Brmg Oregon S ﬂ
»magic to life in the g
Willamette Valley

Seenby 7180 Share Highfight Maore Seen by 7398 Sha Highlight Mare
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For a full list of influencers and the regions and activities featured, see the table below.

Instagram Handle Region Activities

@unlikelyhikers Hood/Gorge Rowena wildflowers; Mosier Creek;
Columbia Gorge Discovery Center

@fatgirlshiking Willamette Valley Wooden Shoe tulips; Silver Falls hike;

wine; beer

@findmeoutside Eastern Oregon Hiking in the Wallowas; barn tour; Joseph
restaurants

(@noeldxng Eastern Oregon Winding Rivers rafting trip; Hells Canyon

(@alivialatimer Portland Region Downtown; parks; bridges; Mississippi
Ave; Pittock Mansion

@miaflora?2 Central Oregon Lower Deschutes; fishing

@thestolenword Southern Oregon Biking Spence Mtn., Moore Mtn.; Klamath

Falls; drone footage

@roxy_de_la_torre

Willamette Valley

Wine tasting; hot air balloon; waterfall
hike; Spanish-language

@medford.mom Southern Oregon Crater Lake; zipline; Running Y; family

@justin_bailie Hood/Gorge Salmon River; Tiberline; Zigzag; Timothy
Lake; fishing; camping

@chaney Central Oregon Canoeing; hiking; Riley Ranch

@brooke_weeber Oregon Coast Scenic corridor; Cape Blanco; Meyers
Beach; Oregon redwoods; dog spots

@ClimbingNColor Oregon Coast Camping; Whaleshead beach; lighthouse;

Prehistoric Gardens
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Other Support
We sustained the enthusiasm at the end of Q Tl Origion (Dersity sheifed &b
the campaign by finding new ways to engage Fikshe o Pl 1@

fans of characters and scenes from the

You're bound to encounter some of Cregon’s magic in our outdoor
wonderiand. Do you recognize these characters?

camp aigns across our platforms. Comment below with your favorite magical location in Oregon.

Felted Character (feltie) Distribution:
Feltie versions of characters from the
OSE video were teased on social, and
fans were asked to share their favorite
magical places in Oregon. We chose
16 highly engaged fans by surprising
and delighting them with their very
own feltie.

The diverse list of recipients included
an environmental writer in Portland
to Olympic decathlete Ashton Eaton,
who enthusiastically responded:

“I think the same reason you created
the video is the same reason I shared
it. Oregon is special for all the reasons you outlined in the video but also because the
people who are from there actually believe it is that fantastical.”

The promoted post reached 153,054 people, and 1,257 people responded by reacting,
commenting and sharing their own magical places in Oregon.

Digital Wallpapers: Because Q Travel Oregon (Default)
fans enthusiastically asked Pyt s 8

for a piece of the animation
to keep as their own, we
allowed fans access to
downloadable phone and
desktop wallpapers from the
campaign.

Add a piece of Oregon’'s magic to your home screen with these free
wallpapers.

We created a landing page
that allowed fans to access
the downloads after sharing
their email address with us.
Wallpapers were created for
multiple devices and sizes.

FORMS TRAVELOREGON COM
Bring Oregon’s magic to your screen.
Bring Oregon’s Magic to Your Screen. Can't stop dreaming of Cregon®? (...
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More than 2,300 fans completed the process, resulting in 6,000 wallpaper downloads.

Both efforts were supported by a small media buy across our platforms.

IAd Unit Impressions Spend Clicks Cost Per Click
Felties 476,062 $3,000 N/A N/A
\Wallpaper 269,931 $831.07 1,730 $0.48 CPC

Key Learnings — Social Media
e Video content:
0 Interms of engagement, the :90s became the most engaged piece of content in
Travel Oregon social history before paid media was applied.
0 Short form content provided the most efficient ad unit cross platform. The
percentage viewed of the :90s spot was consistent with longer videos we have
created like the 360 videos for spring 20171
0 Duetoitslarge reach, the :90s spot developed most of the retargeting audience
for click ads and shorter form content.
e C(Click Ads:
0 Retargeted content provided an efficient method of delivering articles to an
already engaged audience.
0 Twitter provided the lowest CPC of any platform.

Regional Co-Op

The partner co-op for spring leveraged the OSE campaign by re-targeting consumers
exposed to the OSE videos through Sojen (YouTube) with custom regional creative.
Consumers were exposed to the custom regional :06s and companion banners, and the
banners drove directly to regional pages with campaign creative. The stories on the regional
page showed how consumers could experience the activities in the region, and we matched
the co-op buy at 50%.

! The average percent viewed of each spot- :90s = 0.09%; :15s = 37.28%; :06s = 64.78%
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SOJERN CO-OP:

THAVEL . oREsoM

Landing page with custom itinerary

:06 video with regional end card Regional banner ads

The buy over-delivered on impressions and video views for all partners:

Region ‘ Spend | ‘ Goal ‘ Delivered
$6.000 Banner Impressions 500,000 654,153
Eastern (inciu din Banner Clicks 1,572
g Video Views 500,000 514,584
match) - -
Video Clicks 435
$12.000 Banner Impressions 1,000,000 1,112,236
Hood/Gorge (inclildin Banner Clicks 3,450
g & [Video Views 1,000,000 1,036,526
match) - -
Video Clicks 938
Oregon’s Mt. $12.000 Banner Impressions 1,000,000 1,049,045
Hood Territory (inclil din Banner Clicks 2,158
(for Portland match) g Video Views 1,000,000 1,048,320
Region) Video Clicks 957
$15.000 Banner Impressions 1,250,000 1,384,849
Travel Southern (inclil din Banner Clicks 2,551
Oregon & | Video Views 1,250,000 1,275,047
match) : -
Video Clicks 1,223
. Banner Impressions 1,250,000 1,383,615
Willamette $15,000 Banner Clicks 4,482
Valley Visi includi ’
ey Visitors (including 1 Niews 1,250,000 1,260,320
Association match) : -
Video Clicks 1,063
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Posters

The compelling illustrations were a natural fit for poster distribution. We created seven
movie size posters that will be distributed at state and regional welcome centers this
summer and fall.

=%

Murals

We are working with a non-profit, Forest for the Trees Northwest, to create seven regional
murals across the state using images of the OSE campaign. The Travel Oregon team will
build out earned media, social media, content, and sales opportunities around the murals.

The locations of the murals are within an approximate 60-minute drive of a regional media
market that has completed a tourism studio and has alignment with the creative.
Installation will begin late this summer in the following locations:
e Eastern - Ontario
Southern — Roseburg
Coast - Tillamook
Central - Prineville
Hood/Gorge — The Dalles
Portland - Tualatin Valley/Forest Grove
Valley — Oakridge

Welcome Centers
OSE campaign elements were deployed to all seven welcome centers, including pop-up
banners, postcards, stickers, and coloring sheets. Welcome Center staff received positive
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comments from visitors about the campaign and visitors were especially delighted by the
campaign-themed mementos distributed in the centers.

Only Slight Exaggerated graphics installed at the Oregon Welcome Center at PDX

Japan
This summer we tasked Wieden+Kennedy to find a spectacular way to launch the “Only

Slightly Exaggerated” campaign in Oregon’s 2nd largest overseas market — Japan.

We use the word “spectacular” intentionally due to the naturally theatrical quality of
everyday life in Japan - brands must be creative, captivating and fresh if they want to impact
this market. We are currently working with the Global Sales team, BUSA, Delta,
Wieden+Kennedy Tokyo, and our in-market reps to bring this idea to life in Spring of 2019.

WINTER 2018/2019 CAMPAIGN

In FY 18/19 we have a year-round campaign strategy to drive efficiency and provide longer
lead times for partner cooperative marketing opportunities. In the Spring we will drive
awareness of Oregon as a destination and drive traffic to Travel Oregon’s owned channels.
In the Fall and Winter we will design marketing efforts to activate the communities built in
the Spring (those communities being on social media, e-newsletter subscriber list, etc.) and
retarget media towards those who engaged with Spring marketing efforts.
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Fall Spring

Timing October — December 2018 March - May 2019

Market Niche (Oregon + drive Broad (PDX, SF, SEA, PHX +

arkets markets) national targeting)

Visitor Lifecycle Planning, Booking Inspiration

Phase (s)
Travel Oregon Fans (social

Primary Audience | media, e-news subscribers, Active Adventurer (see Appendix B)
etc.)

This winter we will be inspiring Oregonians and nearby drive markets to explore Oregon
with the animated style of the OSE campaign.

We will leverage the OSE campaign creative to breathe life into our social channels for
winter like we did for TV and OOH in spring. Using the tone and aesthetics of our Spring
campaign, we will create weekly content highlighting each region with unique activities only
available in Oregon’s winter season.

Travel Oregon has held regional webinars and worked with partners to develop content
recommendations for the campaign. We will launch this campaign October 15 and run paid
media through December.

PROMOTIONS

Capitol Christmas Tree Project

Travel Oregon continues work with the Willamette National Forest (WNF), Willamette
Valley Visitors Association (WVVA) and Chose Outdoors (CO) to promote the 2018 U.S.
Capitol Christmas Tree which is coming from the WNF.

In November 2018, a modern-day wagon train carrying the Christmas tree and ornaments
will begin its eastward journey from Sweet Home, OR following the path of the Oregon Trail
in reverse. The wagon train will make stops in communities across Oregon and the country
before arriving in Washington, D.C. Travel Oregon will work with the WNF and CO to have a
presence at these events promoting outdoor recreation in Oregon through media outreach.
The Public Affairs and Strategic Partnerships teams will be at the Washington, D.C. events
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and are working with Oregon partners to represent the state at each event. The travel route,
schedule and special events will be available at www.capitolchristmastree.com.

Travel Oregon will create content highlighting outdoor recreation opportunities in the WNF
to leverage this opportunity. The content will highlight the four districts in the WNF and
talk about the 50*" Anniversary of the National Trails Act. Travel Oregon has created a
communications plan with Weinstein PR to promote the events along the Oregon Trail as
the tree heads to Washington, DC.

Oregon Trail 175" Anniversary

We continue to work with the Oregon Trail Coalition which is a collection of RDMOs, DMOs
and state agency partner groups that are directly involved with the Oregon Trail and are
interested in the commemoration. The coalition includes Eastern Oregon Visitor
Association (EOVA), Hood/Gorge, Travel Oregon, Travel Portland, Oregon Mount Hood
Territory, Oregon Travel Experience, Oregon State Parks, Oregon Department of
Transportation and Oregon Heritage Commission.

To support this effort Travel Oregon developed a print, digital and social program with 1859
Magazine which will run the September/October issue. The promotion tells the story of
biking, hiking and camping the Oregon Trail including a brief history of the Oregon Trail.
The core of this 10-page pullout section is a feature that follows the Oregon Trail through
Eastern Oregon and into Oregon City with a fun and updated way to engage in history
through hiking, biking and camping the Oregon Trail in summer and fall featuring Farewell
Bend, Baker City, Pendleton, The Dalles, Barlow Road, and Oregon City.

e Online, we will have an interactive map showing the route, recreation areas,
historical sites, an Eat Stay Play guide, plus events. This will also appear in print.

e We will augment the package in social with trivia posts on 1859 and 1889’s? Facebook
pages, as well as a photo contest that will play out on Instagram under the tag
#OregonTraill175.

e Advertising opportunities were made available for the partners at discounted rates.

21889 is the Washington state publication
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DIGITAL CONSUMER PLATFORMS

TravelOregon.com

Website Traffic Trend Monthly - June
500K FY 2017 FY 2018
[ 447,817 416,296  -7.0%
400K
g 300K /\ /’/ Quarter - Q4
@ . FY2017  FY2018
& 500k ~ 1,227,009 1,246,384 1.6%
100% FY 2016
BMryz017 Web Sess Yr
0K W FyY2018

FY 2017 FY 2018
Jul  Aug Sep Oct Nov Dec Jan Feb Mar Apr May  Jun 3,766,250 4,009,705 6.5%

Q4

In Q4 (April-June) traffic to TravelOregon.com was up 1.6% compared to the same period
last year. Engagement trends held up well with Pageviews up 63%, bounce rates down 39%
and session duration up 1.9%.

Annual

For FY 17/18, we closed out the year strong with a 6.5% bump in traffic to close at a record
breaking 4 million sessions (our goal was 3.8 million sessions). Pageviews were up 146%
(driven primarily by Travel Oregon: The Game, which had a higher than normal pages per
session by design) and bounce rates were down 31% while session duration was up 10%.

We were very happy meeting these goals despite decreases in organic traffic. While organic
traffic continued to be the biggest driver of site traffic (47%), it continued to trend down
with FY 17/18 down 14% compared to F'Y 16/17. We are continuing to work with Miles
Partnership to mitigate the loses in organic search. We are receiving quarterly reports on
our search rankings and Miles provides us with a report of how our top keyworks perform.
The content team uses these insights during content planning to optimize page tags and
headers. Long term we will continue to work to ensure that Travel Oregon’s content is
positioned as expert content as visitors obtain content outside our platforms (e.g. via Google
search console etc.).

A comprehensive report on search efforts to date will be documented at the next
commission report.
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TravelOregon.com Platform Updates:

Site Search/Mapping: As referenced in the Q3 staff report, the initial feature release of
multipoint maps3 went live on April 24, 2018. There were four subsequent releases (every
other week), post-launch, which included several user experience (UX) refinements to both
the List and Map results sets.

We updated the functionality of the selected result so it now slides to the top of the list.
Pagination functionality and design was updated to be more intuitive. We exposed partner
programs by default (and without clicking) when you view results in List or Map view. We
added a new “See on a map” CTA to make it easier to see a specific result within the context
of the map. In addition, we released geolocation-based search, enabling you to pin based on
your exact location. The team also tidied up the design (colors, fonts, field sizes, and pin
formatting) of both the List and Map views.

The team continued to log refinements and feature ideas for review and prioritization in the
future. However, we are pausing further enhancements until we have a better
understanding of how visitors are using the search and mapping functionality. We pushed
event tracking live for the search experience on June 16th and look forward to additional
insight.

U.S. Travel Mercury Awards, Travel Website, Nominee: TravelOregon.com was selected
as afinalist to receive the Mercury Award for Travel Website (our third nomination in 12
years).

Industry Website Update: We are embarking on an overhaul of the industry website this
fall. An agency-wide stakeholder team is being assembled to represent the organization and
execute the project. We plan to kick off the process in late August and have the website live
by the 2019 Oregon Governor’s Conference on Tourism.

As in past years, we surveyed Travel Oregon staff to assess perceptions and gain a better
understanding of how the website can better support needs. Once the project officially kicks
off, we will then survey the industry.

Below are a handful of survey learnings.
1. Overall, TO staff are “mostly satisfied” with the industry site (51.22%) with a
quarter of survey respondents “somewhat dissatisfied” (24.39%).
2. Staff are using the site regularly (daily, weekly and monthly), with 39.02% using it
weekly.

8 Multipoint Maps is an internal reference to an enhancement to the search results on a map, which now
showcases line data for points of interest (i.e. a bike route). This enables us to display point-to-point mapping
on the site and search using “near-by” functionality.
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3. Most staff are looking for Industry Resources (75.61%) and Research (58.54%).
They also look for staff info (48.78%) and events (41.46%). Staff are also looking
at Press room, News and Commissioner Info - each garnering around 30%. The
rest splits evenly across the rest of the category options, with photos/video being
the highest of the lower scores.

4. 34.15% of staff rarely use the search function, 26.83% occasionally use it and
12.2% never use it.

5. Most staff are satisfied with two factors that they find to be very important (the
organization of content and how informative the content is); however, staff
underscore the need to make the site easier to navigate and getting it up to brand

standards.
Social Media
Social Reach Trend Monthly - June
FY 2016 FY 2017 FY 2018
8M M FY 2017 2,757,911 1,043,697 -62.2%
M Fy 2018

o Quarterly - Q4

FY 2017 FY 2018
10,554,933 4,386,476  -58.4%

2M i : < FYD
oM —— - FY2017  FY2018

22,645,948 22,609,763 -0.2%

4

Total Facebook Reach

Jul Aug  Sep Oct Nov  Dec Jan Feb  Mar Apr May  Jun

Overall social engagement remained strong in Q4 despite reach being down 58% and down
62% for the FY 17/18.

There are primarily two reason for the decline:
1. Declining organic reach on Facebook, which means that brands and publishers need
to spend more to get the same level of reach they once received for free.
2. Facebook continues to tweak its News Feed algorithm to reduce brand and publisher
visibility in the feed.

While these continuous Facebook algorithm tweaks are making reach and engagement
metrics unpredictable, Instagram and Twitter continue to show strong engagement. We are
working with our Marketing Services team to review our metrics to ensure we are
measuring and accounting for measurables we are most concerned about and able to control
(clicks to TravelOregon.com, content engagement, video views etc.).

Takeaways from auditing our social content for FY 17/18:

e Facebook provided our largest audience (436,555 - compared to 228,000 on
Instagram and 127,492 on Twitter) and yielded the highest engagement.
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e We outperformed industry standards for Instagram Stories with an average of 9% of
our audience engaging (viewing and clicking) with content compared to the industry
standard of 6%.

e The Oregon Coast continued to be a key attraction for the state, consistently driving
clicks and engagement across all social platforms.

Key focus areas for social in FY18/19:

o Experiment with posting frequency on Instagram while sharing user generated
content (UGC) and Instagram Stories that have varied objectives and lengths (i.e.
how-to content, first person experiences, live events etc.)

e Explore monetization and co-op opportunities for partners with Instagram Stories —
given the popularity of our sponsored content program (Your Trips) we are exploring
how that concept can be extended to social.

e Explore the viability of Facebook Groups to boost engagement and develop exclusive
sub-groups within our community. The first step will be to explore groups that
currently exist in the Oregon tourism space and review how other brands are
involved in these conversations.

Email Marketing

Consumer Email Trend Monthly - June

FY 2017 FY 2018
/\ 20,821 304 101.5%
0K —

w
"
é Quarterly - Q4
=
'g FY 2017 FY 2018
« 10K -20,991 4,202 120.0%
2 FY 2016
M FY 2017
M FY 2018 FYTD
-20K FY 2017 FY 2018
Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun 7,962 15,336 292.6%

Travel Oregon’s consumer email marketing programs were identified as a key initiative for
FY 17/18. The email programs allowed for ongoing communication with potential travelers
to keep Oregon top of mind.

Total subscriptions were up 120% for Q4 compared to the prior year. The main reason for
this result is due to list cleansing that we performed at the end of last year to maintain CASL
(Canada Anti-Spam Legislation) compliance. From an engagement standpoint for the
quarter, our general newsletter saw YOY improvements in clicks and a slight decrease in
opens. Our culinary list saw YOY gains for both opens and clicks, while the outdoor list
improved opens, but saw a dip in clicks.

For FY 17/18, we saw a 292% increase in subscriptions over FY 16/17. However, this
improvement was tied closely to the CASL cleanse.
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Across the board, our email program beat both our open and click rate goals. In addition, our
open rates were on par while our click rates were well above travel and publishing industry
standards®. Results for FY 17/18 to date are below:

Email Open Rate Actual Click Rate | Actual
Goal (average) Goal (average)
Core 16% 19% 10% 17%
Culinary 23% 26% 15% 22%
Outdoor 23% 26% 15% 22%
Seasonal Features 16% 18% 10% 22%

The VLM project is poised to overhaul our email marketing platform and provide strategic
improvements to our email content, and we anticipate improved results for the next fiscal
year.

PUBLISHING & CONTENT

Content Highlights

We oversaw the development, production and distribution of 62 stories in Q4. The
publishing lineup included:

e 8feature stories: This included summer features and other long form content
designed to evoke an emotional response and ignite a desire to travel to Oregon.

e 17 news stories: These stories were informational and designed to keep Oregon “top-
of-mind” with information about events and happenings within three months.

e 13 blogger stories: Stories from local Oregon personalities and content partners using
their independent voice.

e 24 special project stories: Stories produced to support special partner request and/or
specific partner events, including 17 sponsored stories.

Summer seasonal features included stories about off-the-grid road trips, a weekend at the
Britt Festival in Jacksonville, a video about legendary drag queen Poison Waters, checklists

of things to do around the state this summer and lake retreats, and a father-daughter trip to
the Wallowas.

Other Content Highlights
We worked with local Instagram influencer Laura Arbo to create content on our social
media channels and this story to support Oregon Wine Month.

4 Travel Industry Open Rate 20.03%; Click Rate 2%; Media & Publishing, Open Rate, 21.92%; Click Rate 4.55%
via Mailchimp March 2018 Benchmarks
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Created alanding page to promote rides on Oregon Scenic Bikeways
Supported ongoing development efforts with email newsletter stories that
highlighted car-free travel and the North Coast Food Trail.
Took alook back at Oregon Travel, Then and Now to support National Travel &
Tourism Week
Wrote a Summit to Sea Stack itinerary for the Global Sales team and repurposed into
an itinerary for TravelOregon.com.
Incorporated key messaging about wildfire prevention, crowding and outdoors ethics
into this popular email newsletter story about How to Summer like an Oregonian.
In preparation for summer, collaborated with other state and land management
agencies to create a FAQ-style story about wildfires in Oregon.
Supported the Pacific Northwest Bumble Bee Atlas project with a feature-length
narrative story On the Bumble Bee Trail.
Published two additional feature stories to support the Only Slightly Exaggerated
campaign:

0 How to Bring Oregon’s Magic to Life in response to the overwhelming interest

in the “behind-the-scenes” of the animation and creative process.
0 The Creation of Crater Lake, which explored the natural history of the park as
well as Native American legends surrounding the lake.

Published content to support Ski Oregon, including this story about mountain biking
at Oregon ski areas.

CONSUMER COMMUNICATIONS

Consumer PR - Avg Story Score Trend Monthly - June
10 FY 2017 FY 2018
8.2 8.4
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In Q4, the Communications team garnered 358.6 million in circulation from 58 stories.
These stories put us on track for reaching our goal of achieving a story-score average of 8

points.
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https://traveloregon.com/things-to-do/events/bicycling-events/join-oregon-scenic-bikeway-rides/
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https://traveloregon.com/things-to-do/eat-drink/culinary-experiences/explore-north-coast-food-trail/
https://traveloregon.com/things-to-do/culture-history/oregon-travel-then-now/
https://traveloregon.com/things-to-do/trip-ideas/favorite-trips/summit-sea-stack-coastal-adventure/
https://traveloregon.com/things-to-do/trip-ideas/favorite-trips/summer-like-oregonian/
https://traveloregon.com/things-to-do/events/nature-wildlife-events/bumble-bee-trail/
https://traveloregon.com/things-to-do/trip-ideas/favorite-trips/bring-oregons-magic-to-life/
https://traveloregon.com/things-to-do/destinations/lakes-reservoirs/creation-crater-lake/
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Annual Reporting

We secured 214 stories reaching a total circulation of 1.222M and an average story score of
8.3. We had a slight decrease in story numbers from FY16/17 to FY17/18 (4 percent lower)
but met our goals in circulation and story score.

Consumer Media Results (2017-2018 VS. FYTD 2016-2017)

26
2016 173
981,666,667,

2.3
2017 224
1,133,000,000

2.3
2018 214
1,222,000,000

m Averzge Consumer Media Score m Consumer M edia Stories mConsumer M ediaCiroul=tion

Below are consumer highlights and successes from Q4:

Buick Partnership

We partnered with Buick, who was inspired by Travel Oregon: The Game, to promote the
release of its new Regal TourX. The team worked with regional partners to plan a two-day
press trip on April 22-23 where we hosted 10 top-tier media who visited Portland and then
made their way to Eugene, the Willamette Valley and the Coast, engaging in activities like
kombucha tasting, hiking/biking and goat yoga.

Coverage generated from Buick partnership:
o  UnnamedProject.com, “Ninkasi Brewing--Eugene, Oregon.”

o JustLuxe.com, “Surviving The Oregon Trail in The 2018 Buick Regal TourX.”
e Zimbio.com, “5 Ways ‘The Oregon Trail’ Is Awesome Now (And Won’t Kill You).”
e Resident.com, “A Modern Take on The Oregon Trail.”
e PopSugar.com, “8 Oregon Travel Experiences You Can’t Miss.”
New York City Media Tour

We conducted deskside briefings with 13 top-tier journalists in May in New York City.
Below is the coverage garnered from the trip thus far:
o USAToday.com: “Agriturismo, American style: 8 farm and food experiences in the
USA.” Willow-Witt Ranch in Southern Oregon is included.
e PureWow.com, “The Best Food Cities Around the World for Vegans.” Portland is
listed.
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e RD.com (Reader’s Digest), “The Best Budget-Friendly Beach Destinations.” Features
Cannon Beach.

e Brides.com, “Why Willamette Valley Is the Next Big U.S. Wine Destination.” A
feature story about why the Willamette Valley is a premiere wine destination.

e  PureWow.com, “The 20 Best Bed-and-Breakfast Across the Country.” Includes
Portland’s White House

e Brides.com,"These Far-Fling Luxury Lodges Are So Worth the Trek” A round up of
luxury adventure lodges including Minam River Lodge.

Additional Earned Media Coverage for Q4:
Another success was the multi-story piece that ran in the San Francisco Chronicle (both
online and print) that highlighted Ashland/Southern Oregon. These stories were a direct
result of SATW and our ongoing relationship with travel editor, Spud Hilton.

e “Oregon’s volcanic byway offers views of where lava shaped the land”

e “The pint’s the thing: Charting a course through Ashland’s best brewpubs”

e “5 must-see vineyards around Oregon’s Rogue Valley”

e “Bard-land on abudget: Experiencing Ashland with 2 people for 2 days on $200”

The team also garnered front page coverage in the Chicago Tribune travel section with the
story “Oregon Odyssey: Following in footsteps—or wagon ruts—of pioneers’ historic trail” on
Sunday, June 10 following Terri Colby’s April press trip. The story was also picked up by the
Baltimore Sun (print) and BostonHerald.com (online).

MARKETING SERVICES

Research

Oregon 2017 visitor research:

Travel Oregon worked with Longwoods International to identify the profile of Oregon’s
domestic visitors in 2017. Key findings from this research were as follows:

e The number of marketable trips® to Oregon increased by 31% compared to 2015.

e Over eighty percent (81%) of visitors on an overnight trip to Oregon were very
satisfied with the overall trip experience. The next highest-ranking categories for
satisfaction were friendliness of the local people (69%) and safety and security
(69%).

e The top five activities and experiences during an overnight trip to Oregon across all
the markets were shopping, going to the beach or a waterfront, visiting a national or
state park, landmark/historic site visits, and fine dining.

e The average number of nights spent in Oregon on an overnight trip was 2.9 nights,
remaining steady from 2015. The average travel party size was 2.9 persons.

5 Marketable trips are defined as those trip types that can be influenced by marketing efforts. 51% of Oregon
overnight trips currently fall under this category.
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e About three-quarters (77%) of overnight Oregon travelers arrived by personal
car/truck.

e Over two-thirds of Oregon visitors (71%) traveled with a spouse or partner, and 29%
traveled with children. Fourteen percent (14%) traveled alone.

Visitor Life Cycle Management (VLIM)

Our visitor lifecycle management project guides consumers through the travel decision
making process. By improving key platforms within our marketing technology stack, we are
able to better identify where travelers are in the visitor lifecycle and simultaneously provide
them with the right content at the right time to move them to the next stop of their journey.

We have narrowed our marketing automation platform (MAP) vendors down to two local
finalists, Act-On and Marketo. We are currently nearing the end of our evaluation process
thanks to the help of our consultant, Bonfire Marketing. We hope to have a winner selected
this month and move on to the contracting phase of the project.

General Data Protection Regulation (GDPR)

The team continued preparing for the effects of GDPR. We updated our privacy policy to
comply with the new EU regulations and will adjust the policy as more instructions are
revealed. We also plan to implement a pop-up banner on the site in September which
notifies users that we use cookies.

SUPPORT AND EMPOWER OREGON'S TOURISM
INDUSTRY

Provide development and training opportunities to meet the
evolving tourism industry needs

INDUSTRY SERVICES

2019 Oregon Governor’s Conference on Tourism
Travel Oregon has gone through an internal strategic planning exercise for the Governor’s
Conference that will help clarify the mission and vision of the event both internally and
externally. Key findings that we will focus on:
e Create ahigh-level Governor’s Conference Work Group made up of staff from each
Travel Oregon team who will help guide planning decisions from September 2018 -
April 2019
e TFocus on elevating the level of the conference education and aligning the sessions
and speakers with Travel Oregon’s Strategic Initiatives and Programs
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The first 2019 planning meeting was held with Travel Lane County in July. Event details
were discussed including several possible Monday night-out venues. The conference
headquarter hotel, Hilton Eugene, will be rebranded as the Graduate Eugene in

January 2019. The interaction with the new ownership team is going well and the
conference will be one of the first events held in the newly renovated meeting spaces and
sleeping rooms. Overflow hotels nearby to the Hilton/Graduate for attendees will be offered
as a sellout of the conference is anticipated at the headquarter hotel soon after the room
block opens.

Travel Oregon 101

The Travel Oregon 101, a free Oregon travel and tourism industry overview seminar, will be
presented prior to the Oregon Restaurant & Lodging Association Convention in September
at the Embassy Suites in Tigard and twice in conjunction with the People’s Coast Summit in
October in Waldport. Both seminar registrations are open to the public; attendees are not
required to be registered for the partner events they are in conjunction with if they are only
attending the seminar. 101 seminars will also be held in Pendleton in November and
McMinnville in December.

OREGON TOURISM STUDIOS

North Coast Destination Management Studio

The Destination Development team will be delivering the North Coast Tourism Studio
between September 2018 — January 2019. For the purpose of this studio, this region is
defined by the 90 miles of coastline from Astoria to Pacific City, and from the ocean’s edge
through the Oregon Coast Range. This studio will focus on issues related to destination
management such as congestion, seasonality of visitation, environmental stewardship, and
spreading visitation through the development of new visitor experiences.

On September 25, Travel Oregon will host the North Coast Tourism Summit in Garibaldi.
This program will engage the public in a meaningful conversation about the future of
tourism in the region. We encourage a wide array of local stakeholders to attend including
businesses, public officials, and local residents. We will facilitate the development of a 15-
year vision to help guide stakeholders as they pursue tourism development and implement
destination management solutions in the region. More information about this tourism
studio is available online at Industry.TravelOregon.com/NorthCoast. This includes the
North Coast tourism studio program flyer and brochure.
The full program schedule is listed below:

e September 25: North Coast Tourism Summit Networking Event — Garibaldi

e October 16: Destination Stewardship Think-tank Networking Event — Seaside

e October 17: Visitor Transportation for High-Use Destinations Workshop - Seaside

e November 13: Adventure Travel & Outdoor Recreation Networking Event - Cannon

Beach
e November 14: Adventure Travel & Outdoor Recreation Workshop — Cannon Beach
e December 4: Cultural Heritage Tourism Networking Event — Tillamook
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e December 5: Cultural Heritage Tourism Workshop - Tillamook

e January 15: Visitor Communications & Destination Marketing Workshop - Astoria
e January 16: Igniting Tourism Action Teams Workshop - Astoria

e January 16: Community Kickoff Event — Astoria

Updated Oregon Tourism Studio Application Process

The Destination Development team has developed a new process for accepting applications
for the Oregon Tourism Studio program. When stakeholders express interest in the Oregon
Tourism Studio program, they are invited to fill out the newly-created Oregon Tourism
Studio Intake Form. The form is used as an initial screening tool to help evaluate
community readiness and capacity for a potential tourism studio. If a tourism studio is a
proper fit to catalyze development goals of a community, they are invited to fill out a full
Oregon Tourism Studio application.

The Destination Development team will accept intake forms on a rolling basis and review
them bi-monthly. The initial and most recent deadline to submit intake forms was June 22;
six intake forms were received. Evaluation of these forms is currently underway for
consideration within the upcoming cycle of tourism studio planning. Once communities
submit full applications, Travel Oregon will engage in a cross-departmental decision-
making process regarding future studios to evaluate a community’s readiness, strength of a
local steering committee, and Travel Oregon staff capacity.

Cultural Heritage Workshop

On June 12 and 13, Destination Development staff collaborated with the Oregon Heritage
Commission (OHC) to deliver workshops in Klamath and Yambhill Counties designed to
introduce Travel Oregon’s available resources for heritage tourism development. The two
workshops engaged a total of 60 participants: 25 in Klamath Falls and 35 in Newberg.

The OHC specifically selected Klamath Falls as a workshop location because of the level of
readiness established during and after the Klamath Basin Tourism Studio delivered in the
Fall of 2017. The goal of this workshop was to introduce new resources, reconvene
stakeholders, and offer additional case studies on heritage-tourism best-practices in
Oregon. Panelists primarily represented local organizations which had integrated heritage
tourism with other niche product development areas such as art, downtown revitalization,
and agricultural tourism.

This reinfusion of energy directed through the workshop also supported the existing
Klamath Basin action team focused on heritage and agritourism. This action team is
developing GPS-based audio tours that highlight the Klamath Basin’s agricultural history,
geological features, and heritage stories that root visitors in a sense of place.

Destination Development’s involvement in OHC workshops has opened the door for
additional, future engagements and collaboration opportunities. Although Destination
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Development does not currently have a heritage tourism initiative in place, the department
is investing time and resource in development conversations and looks forward to
strengthening collaboration with the Oregon Heritage Commission, Oregon Cultural Trust
and other heritage partners around the state.

Projects Completed by Oregon Tourism Studio Action Teams

John Day River Territory

The John Day River Territory Tourism Studio Steering Committee completed the
installation of their visitor kiosk project — the four kiosks are now placed at key entry points
into the region in the communities of Arlington, Mitchell, Prairie City and Wasco. The key
primary objective was to make it easier for visitors to find their way around the large, rural
region as well as to support tourism business and attractions. The partners that were
actively engaged were Sherman County, Wheeler County, Grant County Chamber of
Commerce, Gilliam County, Condon Chamber of Commerce, Eastern Oregon Visitors
Association, Mid-Columbia Economic Development District, Travel Oregon, Oregon
Department of Transportation and city representatives of each of the four kiosk sites. See
photos of each below.

North Santiam

The North Santiam Steering Committee finished out their 2018 tourism studio grant after
completing their River Fusion 22 event, “22 to Do” regional activity Rack Card, and a sizzle
reel video. River Fusion 22 was the first regional tourism event to take place in North
Santiam River Country, a multi-location weekend-long collaborative fusion of water, music,
art and recreation designed to showcase recreation and small-town assets during the
weekend of the Great American Eclipse of 2017. The lead organization that acted as the
main convener and implementer was Grow-EDC (North Santiam Canyon Economic
Development Corporation) based in Mill City. The Santiam Canyon area includes the
communities of Aumsville, Scio, Stayton, Sublimity, Lyons, Mill City, Gates, Detroit, and
Idanha. The region was highly focused on capturing visitation during the eclipse.
Historically, the connectivity of communities along the river was limited & siloed.

This was one of the first collaborative projects that the region has accomplished that unites

the whole highway 22 corridor. In addition to the 100+ community volunteers that engaged
during the event itself, there were nearly 40 local, regional and statewide partners that were
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actively engaged. Due to the success and visible cross-sector collaboration, GROW-EDC &
River Fusion 22 won “Festival of the Year (budget under $150,000)” from Oregon Festivals
& Events Association in early March 2017 Travel Salem “Most Inspired” Award.

- %22 TO DO”

“"ALONG HIGHWAY 22

L & ——
oTﬂKi“HI“—E:pemme&egcﬂsbxbumhew

Escape & Celebrate

() CATCH A FISH — Cazt your Ine It mikea of pristine
vers, streams and lees.

(E) WALK BEHIND & WATERFALL —This amzing

(D) FLOAT DOWN A RIVER — Keyol ra. o tibe = on

your own o witha guds.

Onmlmlmimun Find cuthy
Scio 13 e the “Conered Srdge Capital of Oregen™

Gsrmvounvmins Crallenge yourseifon Cascading
Fivers Sceric B r tagged mourtain bike ol

Q) CHILL OUT — Snomshos. snorwmabile rooumiyor
downhil =kt i the foothills and in the Cascades.

OEEOF—MF r clubs or toss a disc at several
aceric

Olqnxmm'r!ulm—umym vautles behnd
et ot g et . g ot
— 2 tnue Cregon expensnce. Butcall in sdvance —
b cuteartt

‘Dnubmmw u-‘p4 gu'vdrden:h atent znby

lenoum“m Discesver the Cancade®s high
peake and spactacular wewsd
(E) TAKE YOUR BEST SHOT — Wit curunimied retural
benuey poullwant b0 ke prtures, Share your works of art
wah the world: #NerthSortiom
@Junpmaun I
‘ofer cxool, chear wariera. For 2l the amentiies, Detrok i e choice.
@pmcnamx—a‘u,w meal by the river, nhe
wacds, or In o f many charming smalltown parce.
euummmmn—um el o e
gt huriig, searching
follow cluszto find sngraved DetroftRocke
GGWUP—MmmBmmmmpm

Oumn ROUND CAMP — Mske memares sround a
cheeriul firs, with hundreds of campati=s to choose | llum

(D) HIT THE ROAD —Esch seascn bnngs s oun beauy
along scenkc Highwey 27, and all from your car windaw.

(D) SPOT WILDLIFE — 522 our iz your woy — fram

.ehu=tx-:.armrm_ Dald Eagles, Ozprey,

Hﬂm Bl and Deer abound.

@nn(nnuimx—mm r spectaculer wews

ke

f majesiic Mt. JeFerscn fram wantsg, aleng

B e ’rd THAVELD OREGON {W mv%
ElpseE

@Emamum See big trout, sal
B-FUSION-8—
tuckypos  BEEESE .

stelhead befors they e released o the

il
hatcheries st Marien Forks and Roaring Riv ercsar.n
(Z) PLAY IN THEWATER — e ore the playgmourd for your
matorboat, leyyok, cance, salboat, padde board, and jet-sid.

Julie Miller Hired as Oregon South Coast Regional Tourism Network Manager

The Oregon South Coast Regional Tourism Network is a region-wide and cross-sector
collaboration of independent individuals and organizations that are committed to
sustainably developing tourism through collaborated efforts to enhance the economic
vitality of the Oregon South Coast Region. The region, as defined by members, extends from
the Umpqua River Basin south to the Oregon-California border and is bounded to the east by
the coastal range and west by the Pacific Ocean.

The Oregon South Coast Regional Tourism Network is a direct outgrowth of the sustained
momentum and community engagement stemmed from the Wild Rivers Coast and Southern
Oregon Coast Rural Tourism Studios. After an extensive and competitive hiring process, the
network hired Julie Miller, formerly the Executive Director of the Bandon Chamber of
Commerce, to serve as the Network Manager; she stepped into her role at the end of May.

The tourism network was recently featured in Coos Bay’s The World newspaper article
which highlighted the collaboration on the South Coast. In the article, Julie shared: “[The
network] will focus on leveraging relationships, opportunities and dollars. We will work to
create consensus around priorities that will set up other tourism organizations for success.
And we will focus our regional tourism organizations in a direction that will lay the
groundwork to develop the Southern Oregon Coast into a destination.”
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Julie’s position was co-funded by multiple tourism development, economic development,
and regional/statewide partners including Travel Oregon and Wild Rivers Coast Alliance.
As network manager, Julie will be to help build a cohesive, resilient network that supports
the mission of the Oregon South Coast Tourism Network. Julie’s role is designed to help the
network convene, communicate, and collaborate around its shared purpose while
cultivating trust. This is a two to three-year position that operates independently of groups
within the network and does not report to one single entity.

Resource Assistance for Rural Environments (RARE) Placements

Destination Development is kicking-off a third-year partnership with the University of
Oregon to support the Resource Assistance for Rural Environments (RARE) program, an
AmeriCorps program. As in years past, highly qualified RARE placements are assigned to
support communities where an Oregon Tourism Studio has been delivered. The placements
work to amplify and leverage resources and technical assistance in support of the 15-year
visions established in the tourism studio. Within the program, six placements are available
for tourism development and each one has been confirmed to support a post-tourism studio
community. See below for details related to three placements that will begin work in
September.

1. The Klamath Basin RARE placement will be working with Jim Chadderdon and
Raena Rodgers at Discover Klamath. The placement will be supporting Klamath
Basin Tourism Studio action teams focused on outdoor Recreation, heritage and
agritourism. To build stronger collaboration, this placement will act as a liaison
between regional partners and specifically engage with Travel Southern Oregon to
build communication and information sharing processes.

2. The John Day River Territory (JDRT) RARE placement will be supervised by Rachel
Weinstein of the Gilliam County Community Development Department. The
placement will support the JDRT steering committee and will provide added
capacity for cycling and agritourism-related projects. The JDRT encompasses a large
geographic area including Wheeler, Gilliam, Grant and Sherman Counties; because of
this, the region has rallied to find the placement housing as well as multiple remote
office locations to ensure collaboration and an equitable use of time.

3. The Visit Tillamook Coast RARE placement will be supervised by Executive
Director, Nan Devlin. This placement will have the opportunity to work on multiple
culinary and agritourism projects, such as supporting the North Coast Food Trail,
coordinating agritourism product development, and developing a food brand in
collaboration with local partners. This placement will also support Nan in her role of
steering committee lead for the upcoming North Coast Destination Management
Studio.

Destination Development is fortunate to announce that three RARESs from the 2017-2018
service term will remain in their tourism-focused support roles to continue building the
momentum towards sustainable capacity and product development experiences. See details
for each below.
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1. Lauren Kolojejchick-Kotch will continue to serve the Columbia Gorge Tourism
Alliance and support priorities from the Gorge Tourism Studio. Lauren will be
working with the marketing, culinary and agritourism, outdoor recreation, car-free
transportation and cultural heritage action teams. Her role will also support regular
convenings of the Columbia Gorge Tourism Alliance.

2. Elizabeth Gronert will continue to serve the Oregon Coast Visitors Association and
priorities from both the Wild Rivers Coast and Southern Oregon Coast Rural
Tourism Studios.

3. Michael Walker will continue to serve both the Washington County Visitors
Association (WCVA) and the City of Banks. His role is expanding to support the
priorities and action teams of the Greater Tualatin Valley Tourism Studio. The
action teams are working toward development of world-class mountain biking, road
and gravel routes through Washington County and southern Columbia County.

OUTDOOR RECREATION DEVELOPMENT

The Oregon Outdoor Recreation Initiative leadership team will be meeting at the end of
August in Portland. Five new members will be joining the existing leadership team. The
focus of this meeting will be to share the structure of the new core team (see below), update
on the work of the seven action teams, and introduce Cailin O’'Brien-Feeney as the new
director of Oregon’s Office of Outdoor Recreation.

Oregon Outdoor Recreation Initiative Core Team Network Development

The goal of the core team is to guide the ongoing work of the Oregon Outdoor Recreation
Initiative through Phase IT and beyond. This work will leverage the expertise, relationships
and resources of the network to expand access and sustain impact. Updates include:

e Network development consultant, David Sawyer spent a half-day with the core team
in early August to discuss team structure and expectations going forward.

e The core team will be a working group, meeting weekly to guide the work of the OORI
going forward. The core team will also build out a statewide network to help various
regions of the state connect around the topic of outdoor recreation.

e Members of the core team include representatives from Oregon Parks & Recreation
Department, Oregon State University, US Forest Service, Bureau of Land
Management, KEEN and Mazamas.

Oregon Outdoor Recreation Initiative Action Teams
The Economic Impact Action Team was created to conduct a statewide economic impact
study of outdoor recreation in Oregon. To prepare for this, preliminary work entailed a
literature review of existing and planned research on outdoor recreation in the Pacific
Northwest. Recent updates include:
e Toresolve questions of scope and definition related to the economic impact study of
the outdoor recreation economy in Oregon, as well as avoid any duplicated efforts
within the state, Travel Oregon has contracted with Temple University to conduct a
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literature review to establish definitions and look at existing and planned research on
outdoor recreation in the Pacific Northwest.

Temple University provided the first draft of their literature review in July. Travel
Oregon provided feedback, and Temple presented the final version in late August.

As a next step, we will move forward with fundraising efforts and develop an RFP
process for a comprehensive Oregon outdoor recreation study.

The Communications Action Team (formerly Marketing & Communications Action Team)
was created to develop and deploy a statewide communications plan for responsible
recreation in Oregon. This plan will include a communications toolkit to ensure messaging
can be adopted and easily integrated within regional, local and agency communication.
Recent updates include:

Travel Oregon has increased efforts to include messaging related to safety,
stewardship and responsible recreation in newsletters to the public, and has begun
pushing out content regarding facets of the OORI through Travel Oregon channels
and through partnerships with other publications.

The action team has continued working with Maxwell PR to develop a
communications plan and toolkit centered on responsible recreation. Maxwell
presented this draft to Travel Oregon in late August.

In partnership with Oregon Business Magazine, a short video was produced to
introduce the initiative and provide insight into one component of the Diversity in
the Outdoors Action Team: Oregon Outdoor Recreation Initiative Video

The Transportation Action Team was created to complete a statewide transportation
strategy that identifies tourism and outdoor recreation transportation solutions for high-
use areas. Recent updates include:

The action team has partnered with a team of six graduate students in the Masters of
Urban and Regional Planning (MURP) program at Portland State University who
have now completed the Cascadia Connect Toolkit assessing car-free access options
for three of Oregon’s top destinations for outdoor recreation.

Following the Cascadia Connect workshop in May, the MURP team gave a final
presentation summarizing their project in June.

The next steps for the action team are to meet, debrief on the Cascadia Connect
project and determine the next phase of the work.

The Signature Trails Action Team was created to identify and collectively support the
development and ongoing maintenance of priority signature trail systems that have the
potential to be world-class and, when completed, will make a major difference in Oregon.
Recent updates include:

The action team has now met eight times, resulting in a working definition of
signature trails and identifying six potential trail systems around the state.

Recent work has centered on utilizing the Oregon Coast Trail (OCT) to demonstrate
the concept and components of a signature trail. The goal is to develop a mock digital
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guidebook to depict the vision of a completed OCT with integrated services including
transportation, online booking with tour operators, etc.

e Theteamis planning to present an update at the Oregon Trails Summit, October 4-5
in Bend. Registration for the Summit is now open.

The Network Design Action Team was created to cultivate and regularly convene a network
of outdoor recreation stakeholders (businesses in the industry, community leaders working
on projects, tourism, policymakers, etc.) throughout the state. Recent updates include:
e This action team has worked with consultant David Sawyer to create a core team that
will help guide and drive the work of the OORI going forward (see update above).

The Oregon Office of Outdoor Recreation Action Team was created to implement legislative
strategy to form and staff an “Office of Outdoor Recreation” so that someone wakes up every
day living and breathing our collective impact areas. Recent updates include:

e The Oregon Parks and Recreation Department hired Cailin O’'Brien-Feeney as
Director of the Office of Outdoor Recreation. Previously, Cailin worked for the
Outdoor Industry Association as their local recreation advocacy manager.

e In July, an Oregon delegation including Cailin and Travel Oregon traveled to
Asheville, North Carolina to meet with representatives from seven other states with
offices of outdoor recreation. The meeting yielded the Confluence Accords, areas of
common agreement across all eight states (WA, OR, MT, WY, UT, CO, VT, NC).

The Diversity in the Outdoors Action Team was created to develop a plan to identify and
reduce barriers for people getting outdoors and increase the engagement of non-traditional
users through strategies that include improved infrastructure, transportation, education
and marketing. Recent updates include:

e TFollowing the Roadmap to the Outdoors Symposium, a related working group, led by
First Gentlemen Dan Little, has now met three times.

e The mostrecent meeting focused on setting near-term priority projects that can be
implemented over the next two to three years. A subset of the action team is working
to compile these projects, which will be shared out with the larger group in late
September.

BICYCLE TOURISM DEVELOPMENT

Fat Tire Biking on the (Central Oregon) Coast is ESTO Award Finalist

The Fat Tire Biking the Oregon Coast brochure (see a photo below) was selected as an ESTO
Mercury Award Finalist. The brochure and associated on-line content provide visitors with
inspiration to try out an accessible and awarding cycling experience.
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CULINARY & AGRITOURISM DEVELOPMENT

Oregon Agritourism Coordination Meeting

On July 10, Travel Oregon hosted a group of 26 Oregon agritourism leaders that represented
agencies and organizations that have been working to support farmers, ranchers and fishers
in their development of agritourism in Oregon. The base goal of the meeting was to identify
the obstacles to agritourism and begin to chart a coordinated strategy to remove them
collaboratively.

According to Travel Oregon’s recent agritourism survey, participating businesses reported
that agritourism continues to expand. And while there are numerous agencies and
organizations that support the development of agritourism and are required to sign off on
these activities, the coordination among these agencies and organizations is limited. We also
believe that interagency coordination and communication is paramount to advance the
agritourism industry in Oregon in a sustainable manner.

Five key areas of advancement were identified during the meeting. Travel Oregon is
committed to continuing development work over the next year:

1. Educate county and regional agencies as well as policy makers about the benefits of
agritourism and the associated activities that are currently permissible. Encourage
the development of an easy-to-understand and transparent process for operators to
legally expand their businesses to include agritourism. Establish best practices to
support counties in bringing their codes current.

2. Provide technical assistance for agritourism operators so that they can effectively
navigate and be in compliance with laws, codes and permitting requirements.
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3. Develop a marketing and communications strategy to advance agritourism in Oregon
and provide operators with support on how to engage with that framework.

4. Provide opportunities for operators to network, learn, and gain assistance with
business planning from other operators and resources providers.

5. Improve interagency coordination to support the sustainable development of
agritourism.

Technical Assistance for Agritourism Businesses

In recognition of the numerous regulatory requirements that agritourism businesses must
comply with to legally operate and the barriers to entry they can sometimes pose, Travel
Oregon now contracts with Erika Polmar to provide one-on-one technical assistance for
agritourism businesses. To date, Erika has provided support to 37 businesses and 12
agencies.

Implement industry leading visitor information network

WELCOME CENTERS
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The 2018 welcome center season officially opened May 1, and Q4 visitor counts were up
3.3% compared to last year. All seven centers are now operating at full-time hours through
October. In preparation for the season, Travel Oregon provided training and educational
opportunities to assist our front-line visitor information services staff.

Visitor Information Training and Education
Travel Oregon partnered with Visit Bend to offer Oregon’s front-line visitor information

services staff the opportunity to experience attractions in Bend on an all-day familiarization
(FAM) tour on Saturday, April 28, prior to the Oregon Governor’s Conference on Tourism.
Attendees on the FAM included staff from our state welcome centers in addition to
representatives of regional and local visitor centers throughout the state.
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On Sunday, April 29, the state welcome center staff met to receive critical season updates
from organizations such as State Parks, the Friends of the Columbia Gorge, and RDMO
leaders to better serve and assist visitors in the 2018 season.

This season, we are also providing printed “Ready, Set, GOrge” maps in all our state welcome
centers to improve the visitor experience in the Columbia River Gorge National Scenic Area.
This map is the product of a multi-agency effort and provides details about the publicly
accessible areas of the Gorge, along with the impacted/closed areas.

Annual

Overall walk-in visitor counts across all centers were up 14.3% for FY 17/18. This increase
was largely due to the August 2017 eclipse, and August was up 42% over August 2016(40,085
vs. 28,190). Itis also important to note that September 2017 visitor counts dropped
compared to 2016 in Brookings (40% decrease) and Klamath Falls (19% decrease), likely due
to wildfire smoke.

Welcome Center Brochure Program:

Travel Oregon’s partnership with Certified Folder Display, Inc. (Certified) for the sales and
servicing of our welcome center brochure program continued to be successful. Certified’s
service throughout Oregon allowed our partners to streamline the shipping and distribution
process with one point of contact and one central warehouse. The participating advertisers
in the program increased 34.6% over last season. The program’s net income for FY 17/18
was $30,976, a 28% increase over FY 16/17.

Ashland Welcome Center:

Welcome Center project design firm Mayer/Reed presented a mid-progress design
presentation to Travel Oregon on August 9, 2018, to further define the design of the outside
display boards, interior welcome center, and interior office. After this, we will provide
feedback and Mayer/Reed will follow up with a final design presentation in October.

Fully realize statewide, strategic integration of OTIS
(Oregon Tourism Information System)

OREGON TOURISM INFORMATION SYSTEM (OTIS)

Platform Enhancements
As mentioned in the Q3 Staff Report, the team focused on several large, complex
enhancements to the OTIS platform. Bulk upload, recurring events and enhanced
permissions (e.g. admin actions) are now live and available to all users in OTIS.
e Bulk Upload: OTIS now enables users to upload multiple listings (via an Excel
spreadsheet) to any content in the database. Key features include:
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0 Recurring Events: Like Outlook, this feature enables users to add a single,
date-based listing and create a series at the same time. When the listing and
recurrence are submitted, OTIS will automatically create an individual listing
for each instance.

0 Enhanced Permissions: With this release, users can now designate other
individuals to be editors on listings they own (e.g. listings you specifically
created). Users can do this at the individual listing level or in bulk. In addition,
OTIS administrators are now able to create groups with specific permissions.

Platform Trainings
The team trained 14 people in Q4, bringing our total for this fiscal year to 82 people

(including 21 Travel Oregon staff).

Platform Support

Since launching OTIS in September 2017, the team has focused on rolling out features
critical to the core platform. Starting July 1, 2018 through September 30, 2018, the team will
switch its focus to platform support. While some development will continue, it will be driven
less by features and more by refinements and bug fixes.

Support includes enhancing content (new sources, updating/appending existing content,
etc.), refining platform documentation, creating instructional content as well as training and
onboarding materials.

Additionally, we are working on a plan to engage with the industry to increase the number of
partners leveraging the platform.

The goal of switching from feature-focused quarters to support-focused quarters is to help
the team prioritize and provide dedicated space to tackle features, content partnerships and
support the platform in ways we’ve not been able to in the past.

Deploy tourism programs (e.g. RCTP, Competitive Grants)
in a powerful way that fulfills unique opportunities and
challenges as defined by the tourism industry

COMPETITIVE GRANT PROGRAM

Oregon21 Competitive Grant Update

In December 2017 the Oregon Tourism Commission awarded a large competitive grant to
Oregon?21 with the stipulation that the grant funds would be distributed over the course of
four years with $2.5M distributed for each fiscal year for the periods 0of 2017-18, 2018-19,
2019-20 and 2020-21 and following the successful execution of a large grant agreement with
Oregon21. Travel Oregon has been working with the Oregon Department of Justice to
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finalize the agreement. To date, no large grant funds awarded to Oregon21 have been
distributed. We anticipate completion of this process to take place shortly and once
executed, Oregon21 may submit an invoice for the initial funding for 2017-18. Oregon21 will
be required to provide updated reporting on an annual basis. Disbursement of award
funding annually will be predicated by receipt of that annual reporting.

In the last biennium, Travel Oregon entered into an MOU with Oregon21 for $2M. This
leveraged funding was within the Marketing Sales Development fund (MSD) and is
restricted for uses only in support of the IAAF world track and field championships bid that
Oregon was awarded for 2021. The allowable use includes work to promote Oregon and our
role as hosts of the IAAF event at the 2017 London championships and at the upcoming 2019
championships in Doha. Effectively, we are working to position Oregon on the global stage
leveraging these events as a means to drive additional awareness of Oregon as a

destination. Travel Oregon received an update on the use of those funds in June. We are
working with Brand USA and other regional partners to leverage the expertise of Travel
Oregon’s Sales, Marketing and Partnerships staff in optimizing use of these funds in key
international markets and with messaging that aligns with the Oregon brand. To date,
Oregon?21 reports that approximately 25% of the distributed MSD funds have been used.
Travel Oregon collaborated with Oregon21 for their “3 year-out” social media campaign,
which ran on the Oregon?21 social channels August 6-15, 2018. Travel Oregon gave a recap of
the London activation from last year and shared marketing best practices prior to their
campaign going live.

Todd Davidson attended a Steering Committee on August 21, 2018 in Eugene. A draft
communications toolkit was shared. The toolkit is intended to help provide stakeholders
and partners with basic, up-to-date, and relevant event information regarding the IAAF
World Championships Oregon21. This toolkit specifically reflects the current landscape of
our preparation for the event and it will be updated as that landscape changes. The toolkit
will be shared with the Commission as soon as it is final.

Competitive Medium Grants

On July 23,2018, Travel Oregon awarded 12 projects a total of $853,000 during the
inaugural cycle of Competitive Medium Grants (requests between $20,000-$100,000). Five
of the awarded projects received $100,000. Four awardees were applicants that had applied
for funds during the Competitive Large Grants cycle. View the awardee list.

2018-2019 Competitive Small Grants

Applications are currently being accepted for Travel Oregon’s Competitive Small Grants
program (requests up to $20,000). As of August 13, 2018, a total of 18 applications have been
started in the online application platform, with a request of close to $300,000. Prior to
submitting the final application (due August 29, 2018), applicants must submit a project
idea form to their RDMO. This process was implemented during the Medium Grants cycle.
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To date, 75 project ideas have been submitted over a 14-day span. The grant award
announcement for this program is set for October 17, 2018.

2017-2018 Competitive Small Grants Awardee Highlight

Travel Oregon’s Grants Manager attended an unveiling of the first of three public “Art of
loving Oregon” projects that were funded in part by a Competitive Small Grant awarded to
the Oregon Environmental Council. The August 12, 2018
invitation-only event was held at Sokol Blosser Winery, a
fitting home to the artwork representing the passage of
Senate Bill 100 in 1973, Oregon’s landmark land use 3 —“as o

legislation. The “Framian” project provides a doorway to the Il 2emeCuon

hillside where Oregon’s first Pinot Noir grapes were planted. | B 1 b 1960, Croors vine iy bogen g i

Dundee Hills surrcunding you here at Sokel Blosser and across e

. .y s o . . fence line at Eyrie Vineyards, At the same lime, encroaching development

Later this year additional pieces of art will be unveiled to e p.n,mim: muy'éhﬂ:z&gumﬂ.t fjrmwﬁﬁfad ’i::*‘.'
Tamian sits was previou: esignal ror rurcil res eve| 8n|

represent the Blke Blll (Portland) and the Bottle Bill (Salem). 2",;“:.:JL‘:°k:;;“:t:ﬁ::::.?:’:d:i‘;:m;“ T s

rwith the Oregon Ervircnmental Council to help pass Senate Bill
100 Oregon’s landmark land use legislation, This transformative
poh:y eslﬂthshad a new way for Oregon. [t set aside land for cifies,
forms, ond special places, protecting the Oragon we all love-and share:

“| began to imagine Senate Bill 100 as a constellation of language
shaping a vision of possibllity - a shared dream carried by profectors and
translalors. serving within each successive generation. | saw this living
thing as o shope or physical form: a doorway or window of percepfion -
or threshold or liminal space...It is the outline of our love and the
passageway to our hope.” - Jason Rens, Artist

Title: "Framian" (Old English: “to benefit, make progress® or
prolo-Germanic "to further’)

This is the first of a series of art projects by Oregon Environmental
Council celebrating erdinary people making an extracrdinary difference.
Maore at: LovingOregon.ong. Tag yourself: #lovingOregon #fisYourOregan

Dedicated August 2018. Created through the leadership of Oregon
Environmental Council, with 1000 Friends of Oregon and Pacific
Northwest Collage of Ar.

Spensored by Sokol Blosser Winery, Maryellen and Michael MeCulloch,
Shiels Obletz Johnsen, Katherine Mills, Stephanie Hallock Cummins
and a grant from Travel Oregon.

Grants, Grants, and More Grants

During the last 12 months, Travel Oregon opened five different grant cycles and awarded 56
projects a total of $4,027,200.

REGIONAL COOPERATIVE TOURISM PROGRAM

Financial Review
The Regional Cooperative Tourism Program team at Travel Oregon has been working with
Aldrich Advisors LLC to perform a financial review of 2017-2018 RCTP investments. Each
region was asked to provide Aldrich with the following financial details:

e Budget vs: Actuals summary

e Transaction listing or detail of expenditures for selected RCTP investments

The final reports from this financial review will be sent to commissioners by email.
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WILDFIRE RESPONSE

Cross-Functional Wildfire Team
In May 2018, Travel Oregon assembled an internal cross-functional wildfire team to lead the
agency in the following work:
e Develop an Oregon wildfire tool kit for industry partners
e Create a Travel Alerts page with current wildfire information
e Provide daily wildfire updates to share with Travel Oregon Staff and welcome
centers
e Develop an internal Wildfire/Natural Disaster Communications Plan
e Reach out to RDMOs to get up-to-date information on wildfires in each impacted
region
e Share information about attendance at wildfire related meetings, such as a Regional
Solutions community resource meeting in The Dalles
e Proactively respond to impacted regions with marketing opportunities,
communication messaging, and general support
e Update agency leadership regarding wildfire impacts and responses

Wildfire Impact Report
The wildfire season of 2017 burned 1.2 million acres and was notable for its effects on some
of the state’s most significant visitor destinations. To serve the communities and businesses
impacted by the fires, and to understand the economic consequences of these fires on the
state’s travel and tourism industry, Travel Oregon worked with Dean Runyan Associates
and Destination Analysts to conduct a study. The final report was released in July and
included the following key takeaways:
e There was a $51.5 million loss in visitor spending attributable to Oregon wildfires in
2017.
e $16 million in earnings for employees and working proprietors was lost, as was
$368,000 and $1.5 million in local and state tax receipts, respectively.
e Interms of absolute sales lost, impacts were largest in Deschutes and Multnomah
Counties, followed by Curry and Jackson Counties.
e Interms of proportional sales lost, impacts were greatest in Central Oregon and the
Columbia River Gorge.

The report was distributed to the Governor’s Office, the Regional Solutions teams, and the
tourism industry. The full report and executive summary can be found here:
http://industry.traveloregon.com/industry-resources/toolkits/oregon-wildfire-

information/

General Wildfire Updates
The wildfire season in Oregon started early and is impacting several tourism regions.
Central Oregon, particularly near Maupin, has been impacted with over 200,000 acres of
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wildfire. Multiple river closures and the perception of constant fires has impacted the
fishers, boaters, outfitters, rafters and guides on the river. Additionally, the wildfires have
left the lower Deschutes heavily impacted as recreational campsites were burned in recent
events. Southern Oregon has also been impacted, primarily with the constant presence of
heavy smoke. The air quality in southern Oregon has been ranked amongst the worst in the
nation which has caused outdoor events, including the Oregon Shakespeare Festival in
Ashland, Britt Festival in Jacksonville, and others to be canceled or moved to smaller
venues. Crater Lake has also had reduced visibility and due to smoke.

Much of our wildfire work was modeled on the eclipse, engaging state, federal and local
partners to align messaging and raise awareness of fire and smoke impacts in the state. This
model was recognized nationally in August when the Global Marketing team was honored
with a National Council of State Tourism Directors Mercury Award.

CHAMPION THE VALUE OF TOURISM

Grow and align strategic partnerships to leverage resources
and capacity to address key issues

STRATEGIC PARTNERSHIPS

Oregon Cultural Trust

Travel Oregon is partnering with the Oregon Cultural Trust to address the many areas of
alignment statewide in the arts and cultural tourism space. The Oregon Cultural Trust has
key working groups and strong connections in communities around the state that can offer
strategic and grant opportunities to our key partners. Travel Oregon is pleased to share that
the Cultural Trust Partners have awarded a Cooperative Grant Award to Travel Oregon for
$10,000 in support of the statewide Travel Oregon Mural Project.

Klamath Independent Film Festival (KIFF)

Travel Oregon, Oregon Film and other key media partners support The Klamath
Independent Film Festival, September 14-16, 2018 in Klamath Falls. The festival is the only
full festival experience dedicated to Oregon films and filmmakers. This year’s KIFF became
the top recipient of submissions from our state, further establishing KIFF as the place to see
and experience Oregon independent film. The partnership is also an opportunity to align
with statewide independent filmmakers and learn more about bringing in independent films
to communities across the state.
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OUT-OF-STATE PARTNERSHIP OPPORTUNITIES

2018 Arizona Governor’s Conference on Tourism

The Arizona Office of Tourism invited Travel Oregon’s Destination Development team to
speak at its annual Governor’s Conference on Tourism. Andrew Grossmann, Destination
Management Specialist at Travel Oregon, joined a panel session titled “Put Tourists on Your
Trail: How to Develop Outdoor Adventure Concepts That Appeal to Niche Visitors” along
with Sirena Dufault from Trails Inspire and Maya Azzi from Local First Arizona. Andrew’s
presentation highlighted Travel Oregon’s work to advance fat biking along the Oregon Coast.

Empower and equip Oregon’s tourism industry with power
of travel and issue-oriented messages

INDUSTRY COMMUNICATIONS
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The Communications team garnered 141 stories with a circulation of 139.6 million and an
average story score of 7.8 points in Q4. The high volume of stories was largely due to
coverage from National Travel and Tourism Week (NTTW) and Capitol Christmas Tree and
Destination Development projects. We slightly missed our average story goal of 8 for the
quarter because we had a handful of lower scoring stories that ran in smaller, regional
publications with fewer links and visuals. However, we exceeded the goal for FY 17/18
overall.

Examples of lower scoring stories for reference:
e 5/2/18- OPBradioran aradio story four separate times mentioning the new
economic impact numbers. (radio interview, no links or visual)
e 5/3/18, DailyAstorian.com, “Travel Oregon hosts forums on sustainable tourism”
(brief story, no photos or links)
e 5/25/18, TillamookCountyPioneer.net, “Oregon Marine Reserves Summit Partially
sponsored by Travel Oregon” (low circulation, brief mention of Travel Oregon)
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Note: All radio interviews score lower because there are no visuals or links. Also, many of the
stories score lower where the initiative is Destination Development because they typically
run in tier two outlets, they are only brief articles/mentions, and they may have fewer links
and visuals.

Annual

During FY 17/18, Travel Oregon secured a record-breaking 543 industry articles with a
circulation sum of 1,267M and an average story score of 8.1. We exceeded our goals in all
three KPIs; increasing story numbers by 73.5 percent, circulation by 41.9 percent and
average story score by 4.7 percent, compared to FY16-17.

Industry Media Results (2017-2018 VS. FYTD 2016-2017)

7.5
2016 233
311,300,000

78
2017 313
893,600,000

2018 543
1,267,700,000

m Averzge Industry MediaScore m Industry Media Stories m Industry Media Circulation

Below are some of the industry coverage highlights and successes from Q4:

National Travel and Tourism Week (NTTW)

Todd Davidson and Linea Gagliano set out on a statewide media tour for National Travel
and Tourism Week (May 6-12), sharing the positive impacts of the tourism industry in each
region. This tour garnered significant regional and national coverage (highlights below):

e RegisterGuard.com, “Travel is good for the soul--and the economy.”

e  OregonLive.com, “Where in the world do Oregon tourists come from? Here are the top

12 places.” Also featured on the cover of the Sunday paper.

e DailyAstorian.com, “Oregon sees record year in international tourism.” Picked up by
the Associated Press and ran on USNews.com and SeattleTimes.com (among others).
MailTribune.com, “Tourism up--and up even more locally.”

Kobis.com, “Tourism numbers show increase in visitors to Southern Oregon.”
EastOregonian.com, “Umatilla County tourism jumps in 2017.”
Broadcast segments on KGW, KATU and OPB
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Capitol Christmas Tree
In May the Willamette Valley Visitors Association launched a sweepstakes, hiding 200
handmade glass ornaments in the Willamette National Forest (WNF) in celebration of the
Capitol Christmas Tree. This story was picked up by several publications (regional and
national):
e KVAL.com,“Ornaments hidden on Willamette forest trails as part of 2018 Capitol
Christmas Tree.”
o StatesmanJournal.com, “200 Christmas ornaments to be hidden in Willamette
National Forest.”
e MNN.com, “Why hundreds of glass ornaments have been hidden in Willamette
National Forest.”
e  MSN.com,“200 Hundred Christmas Ornaments Have Been Hidden In Willamette
National Forest.”

RUN AN EFFECTIVE BUSINESS

Prioritize the implementation of technology to make Travel
Oregon more effective and efficient

INDUSTRY SERVICES

Cvent Recognizes Travel Oregon as a Leader in the Meetings & Events Industry

In July, Travel Oregon was highlighted at the Cvent Connect conference, in Co-Founder,
Chuck Ghoorah’s, keynote address. Chuck spoke to the collaborative leadership Travel
Oregon has with partners on statewide events such as the Eclipse Press Conference and the
Special Use Permit Workshop, both planned in partnership with the Governor’s Office.

Travel Oregon also received Cvent’s Power of the Platform Excellence Award at the
conference. This award recognizes the great strides Travel Oregon has made in our online
event presence from registration to on-site social wall to innovative interaction with event
attendees through the conference mobile app and on-site appointments. It was truly an
honor to be recognized in the same category as large national companies of Lincoln
Financial Group, Pacific Life Insurance Company and Cievents. The press release about the
award can be found here: https://www.cvent.com/en/press-release/cvent-excellence-
award-winners-honored-cvent-connect-2018
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CRM DATABASE

Salesforce

Travel Oregon has adopted Salesforce as the shared industry CRM platform. Customized
build-out of the tool has been completed and as user rollout and adoption continues. The
information in Salesforce will continue ongoing improvements as staff edit with real time
updates to this robust industry database. Among other things, the platform will allow staff
to coordinate work with industry, retain data on industry engagement, communicate key
interactions and learnings as well as providing a dynamic contact database.

Attract, develop and retain top talent

STAFFING

Global Marketing Structure

To better support managing both our creative and campaign work, Global Marketing has
added another studio to its structure. Katy Clair has been promoted to Director of the new
studio. Katy has been an instrumental contributor to Travel Oregon’s marketing success
over the years and we’re excited to see her contribution evolve in this new studio.

Recruitment Update

Our Global Sales team successfully completed their search for a Coordinator. Gabriella
Linquist was selected to fill the role and joined our team on July 9. Gabriella worked most
recently at the Portland Art Museum where her role focused on organization, logistical
planning and facilitating the large volunteer program, as well as welcoming tour groups from
all over the world.
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The Operations team is in the final stages of recruiting for our Office Manager position and
we expect to have a new hire join the team by mid- to late-September.

Additional roles that were budgeted and approved for 2017-19 include that of a VLM
Coordinator (Global Marketing) and a Manager of Community-Based Services role
(Destination Development). We have begun the process of building and refining job
descriptions and expect recruiting to take place before the end of the calendar year.

Work Visa Update

We're happy to provide an update on the visa process for Travel Oregon Global Marketing
Research Analyst, Ladan Ghahramani. We received notification that U.S. Customs and
Immigration Service (USCIS) has approved her H-1B Visa application! This is great news
for Travel Oregon as it allows Ladan to transition from the more limited student work visa
authorization to H-1B which will afford Ladan the opportunity to continue to work with
Travel Oregon through the end of the next biennium with a possible renewal providing an
additional three years beyond that. In her short time with Travel Oregon, Ladan’s expertise
has significantly improved our ability to analyze data and understand implications of
research results, drawing conclusions from which future agency decisions are based.

Continuously review, improve and document policies and
processes/procedures

CROSS FUNCTIONAL FOCUS GROUPS

Policy Review
As aresult of previous employee engagement work, three focus groups have been identified.

One of which is a team to review Travel Oregon policies and procedures. The other two
groups will focus on making the most use of staff time through effective and impactful
meetings and working to support an improved focus on Diversity, Equity and Inclusion. The
DEI and Policy focus groups met for initial kick off discussions. The policy review will be
concluded by the end of the second fiscal quarter and recommended actions will be provided
to Travel Oregon’s leadership team as well as reported out to all staff. While we will train on
various policies throughout the year, following conclusion of the cross functional review
team work HR will finalize a comprehensive policy review and update of our employee
materials for delivery at the start of our next fiscal year.
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Improve internal alignment amongst Travel Oregon
departments

Leadership Development

The Travel Oregon department leadership team, (consisting of CEO, CSO and each
department head) have determined to engage in specific training intended to sharpen
individual leadership skills and increase alignment. This important work is impactful not
only for the direct participants, but more importantly, we believe the results of this work will
drive improvements impacting all employees at Travel Oregon. As with so much of the
work, this effort ties in with several key initiatives and focus areas identified in the Strategic
Plan. This is an element of running an effective business, is directly related to ongoing staff
development, is expected to improve alignhment internally and positively impact employee
engagement and satisfaction in the long term.

Measure and drive employee engagement and satisfaction

PROFESSIONAL DEVELOPMENT

All Staff Training

Deb Jeffries, an HR educator and facilitator from HR Answers, delivered an impactful
Respectful Workplace training to all staff on July 11th. The curriculum was designed to
educate and support staff not only in the Travel Oregon workplace, but also in our work with
the broader tourism industry as well. Additionally, the session included a separate breakout
group for managers and supervisors to cover the finer points of their responsibility for
ensuring a safe and respectful workplace for all.
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Appendix A

Spring 2018 Social Media Strategy

Spring 2018 has three key strategies driving three social KPIs: video views, clicks to
TravelOregon.com and engagement. Social media content was positioned to connect the
animation with real experiences in Oregon.

e Organic Content Distribution: Maximizing organic distribution to drive an additional
level of awareness and traffic to TravelOregon.com

o Paid Media: video view ads and click ads: Paid media to support the :90, :15 and :06

e Influencer Tour: Using local influencers to bring the magic of Oregon to life though
their experiences

The campaign was delivered across two phases:

Phase |

Phase Il

Morch Agarit Bery
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Appendix B

Active Adventurer

Activities They Hiking, bike riding, golf, skiing and snowboarding, outdoor
Enjoy sports, visiting beaches, shopping, fine dining
Travel Attitudes Prefer traveling to places they’'ve never been

Love doing research on alocation before they go on vacation
Would rather book a trip over the internet than meet with a
travel agent

Choose active vacations with lots to do

More likely than average adult to be a travel influencer

Travel Oregon
Market Research

They prioritize travel

They travel for work and come back for pleasure

When traveling they want to know what they can’t miss but
also leave room for exploration

They travel for adventure
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