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

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

•

•

Positive Views on Tourism and the Direction of the Industry: Stakeholders view the
direction of tourism positively in the state and the region (70% and 60% agree that they are
satisfied with the direction of the industry in the state and region respectively). Despite this
positive assessment, the percentages of respondents agreeing with the statements are lower
than for other regions. That is, Southern Oregon respondents were generally positive, but not
as positive as respondents from elsewhere in the state (page 4).
Concern About Being a Neglected Region and About Community Lack of Embrace of
Tourism: In open-ended comments where respondents were asked about the health of the
tourism industry in Oregon there was a wide breadth of responses. However, one of the more
common themes to emerge from the comments were a desire to see greater promotion of the
region and the small communities in the region (and a corresponding concern that other more
urban areas receive too much focus). Another theme was that parts of the region do not see
the value in tourism and may be relatively hostile in their approach to the industry (pages 4-6).
Tactics Identified by Over 2/3 of Respondents as High or Very High Priority: There were a
handful of tactics across all categories (Marketing, Development, Management, Capacity
Building, Industry Services, Global Sales) that stood out for their importance to stakeholders.
Listed below with the individual tactics are the percentages of respondents listing the tactic as a
“high” or “very high” priority for the region to pursue. Southern Oregon respondents listed more
tactics as “high” or “very high” priorities than did respondents from other regions. This may
speak to a greater need in the region or unrealistically high expectations of what can be
achieved with limited budgets and staff.
o Planning/Management: Increase visitation to the region during off-peak seasons (81%)
o Marketing: Developing or enhancing current regional destination website (80%)
o Marketing: Leveraging marketing opportunities with Travel Oregon and other tourism
organizations (78%)
o Marketing: Content – creation of more region-specific stories (76%)
o Development: Improve curb appeal of main streets and downtowns (76%)
o Capacity: Increase local capacity for tourism marketing (75%)
o Development: Develop/expand trail systems important for outdoor recreation or multimodal transport (71%)
o Marketing: Enhancing non-paid social media presence for regional social media (69%)
o Development: Provide more opportunities for visitors to experience the region’s
agricultural landscapes (farms, ranches, wineries, etc.) (68%).
o Capacity: Improve quality and professionalism of customer service at tourism related
businesses (68%)
o Marketing: Targeted communications to publications and journalists for the region (67%)
o Capacity: Develop skills, knowledge, and networks to build local capacity for developing
and managing tourism (67%)
o Marketing: Creation of more region-specific photo assets (66%)
o Development: Develop/improve infrastructure for visitors to experience outdoor
recreation and nature based tourism (66%)
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RESPONDENT PROFILE
The figures below present the overall number of respondents as well as the industries in which
respondents work. The question for Organization Type was a multiple response question, allowing
respondents to select more than one industry or organization type. Thus, percentages will not sum to
100%. Relative to other regions, respondents from Southern Oregon are harder to classify, with over a
quarter self-identifying into the “other” category. Additional details can be found in the charts below.
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INDUSTRY HEALTH MEASURES
On measures of overall industry health, respondents from Southern Oregon indicate high levels of
satisfaction, though satisfaction is slightly lower than the overall average from the rest of Oregon on all
but the statement that tourism positively impacts the community. In addition, and relative to the rest of
the state, respondents from Southern Oregon are slightly more likely to “disagree” or “strongly
disagree” with the statement, “Overall, I am satisfied with the direction the tourism industry is headed in
my region.”

In addition to the structured question on the state of the tourism industry, respondents were asked an
open-ended question about the overall health of the tourism industry. Those responses have been
included on the following pages for Southern Oregon along with the overall ratings for additional
context. There are a few prominent themes from the responses, though it should be noted that the
comments represent 44 respondents out of the 144 who answered the ratings question (presented
above).
•

•

Need for to promote rural areas, smaller communities, and small businesses in Southern
Oregon and a feeling that when it comes to marketing there may be too much focus on larger,
more urban parts of the state.
The challenge of getting communities to understand the value of tourism and embrace tourism
as an important economic component of a community. Some comments indicate concern that
there may be regions of Southern Oregon which are openly opposed to tourism.
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Tourism in my
region positively
impacts the
community.

Satisfied w/
direction of tourism
industry in Oregon.

Satisfied w/
direction of tourism
industry in my
region.

My community
understands the
value of tourism.

Question: Is there anything else you would like to share about the overall health of the
tourism industry in Oregon?

At the state level, Travel Oregon has become aware of the variety of offerings in some of the more rural
Agree
Neutral
Strongly Agree
Agree
areas that can enhance the statewide strength.
At times it seems that Travel Oregon places too much focus on Portland and its immediate surroundings
Neutral
Agree
Agree
Strongly Agree
and neglects the interests of the other parts of Oregon when it comes to promotion and advertising.
Businesses have to be healthy to promote and sustain a vibrant tourism industry. Oregon seems to be at
Strongly Agree
Disagree
Disagree
Agree
odds with that. There is way to much red tape to make it easy to start any new business.
communities need to work more actively and support each other....establish a network of sites to attract
Agree
Disagree
Strongly Agree
Neutral
more tourism
Don't feel that we market to Oregonians to tour Oregon. Most don't know what is in their own area to see
Agree
Disagree
Disagree
Strongly Agree
and do, and they are the most valuable "marketers" to friends and family living out of state, who might
come to Oregon/region.
Greatly appreciate the marketing outreach of Travel Oregon and am focusing on riding on those coat tails.
Agree
Agree
Strongly Agree
Small destinations don't have the scope to deal with the diverse markets TO is targeting. But hopefully can Strongly Agree
still benefit from it.
I am only worried about the overall health of Klamath Falls tourism in particular. Everywhere else I travel in
Disagree
Disagree
Strongly Agree
Strongly Agree
the state seems fantastic!
I believe there is a much bigger potential for the Applegate Valley and I wished it got more notice in the
Neutral
Neutral
Neutral
Neutral
travel media, and not just for the wine tourists!!
I believe those in southern Oregon are working hard to increase tourism awareness among the local
Disagree
Agree
Agree
Strongly Agree
community and business leaders.
I feel like Travel Oregon needs to look at its campaigns through a multicultural lens to be sure the invitation
Agree
Agree
Agree
Strongly Agree
to visit Oregon is real and warm and open to all visitors--with the most diverse state in America right on our
southern border, it is an area of tremendous growth potential for the state.
Disagree
Neutral
Neutral
Strongly Agree
I feel we have not
Disagree
Agree
Strongly Agree
Strongly Agree
I love the Travel Oregon website.
Agree
Neutral
Disagree
Strongly Agree
I think more investment is needed in marketing tourism in the state of Oregon.
I think Oregon is behind other states when it comes behind to ecotourism/voluntourism. I also think they
need to be more engaged in organizations, like TIES. I think we are missing the boat by not doing more
internationally. In addition, we need to get the coast to play better with inland area--they are as critical to
our success as we are theirs. However, the coast is led by a very ineffective person (Marcus) who only
focuses on the northern coast. He's also difficult to deal with, and not a people person. You need open
Agree
Agree
Disagree
Agree
minded energetic personable people in that position. The coast also needs professionals in their DMO
seats...for example, Gold Beach's DMO is a city administrator with no professional marketing or hospitality
experience--she doesn't play well with others, and has gross errors in what she produces. If communities
don't know about tourism well enough to understand how critical the DMO is, I think TO needs to step in
and have those tough conversations with the city councils. It is no wonder communities like Gold Beach
are decaying and considered a 'one time visit'.
I think that rural communities / locals do not want tourists, and do not understand the positive impact
Disagree
Neutral
Agree
Strongly Agree
economic benefits of tourism.
I would like to see money distributed to those areas that have to try harder to get visitors than areas with
Strongly Agree
Neutral
Neutral
Strongly Agree
cooperative marking within their area.
Agree
Neutral
Neutral
Agree
I'm sure every region says this but I certainly would like it if Southern Oregon would get more attention.
I’m concerned about the “build it and they will come” mantra. Once “they” come, the niche of solitude is
Agree
Neutral
Neutral
Agree
lost and that unique opportunity is gone forever…
Neutral
Disagree
Neutral
Disagree
It is hard to navigate in your system. Our area doesn't "pop" out at you!!
Agree
Agree
Agree
Strongly Agree
It seems that it has no where to go but up.
It seems to me that, while tourism is seen as a vital economic engine in other parts of Oregon, Douglas
Strongly Disagree
Disagree
Strongly Disagree Strongly Disagree
County seems openly hostile.
Strongly Agree
Disagree
Disagree
Strongly Disagree
It would be nice if someone visited each city in the region to assess the needs of particular entities.
Klamath Falls area is largely ignored by the state of Oregon. We are a gateway to Crater Lake, have
Disagree
Strongly Disagree
Neutral
Agree
amazing scenic hiking trails, the PCT runs through our county,the list goes on and on yet all we hear or
read about are other areas of Oregon.
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needs increased marketing of events/activities outside of larger metro areas
Reasons I stated neutral on lady two questions is that I feel southern Oregon has not been well
represented by the state.
Regionally, most of Oregon's tourism dollars stay along the Interstate 5 corridor where aggressive
advertising and marketing seek the masses of urban America. The Al-Can Highway (US 97) bisects the
state and has rich historical significance as an international route through Canada and north to Alaska. It
is as unique as the rural communities that exist along it; it is as unique and diverse as Oregon itself.
Southern Oregon relies heavily on Crater Lake. I am looking forward to seeing more diversity in marketing
the other outdoor activity that exists in the region. Southern Oregon's district is huge and has many, many
activities that can be elevated.
Southern Oregon Wine Region needs more recognition. Visitors to Ashland, Oregon are mostly unaware
of our wine region.
The Southern Oregon Region seems to be taking a back seat in some areas of tourism growth. Some tour
operators need to to be shown how great things are down here.
The tourism industry in Oregon seems to focus primarily on Portland and Bend and disregards the growth
of rural Oregon, of which there is a great deal.
The tourism industry isn't standing up to the timber industry and this is resulting in loss of resources that
could be used to attract more tourism into this state. For example, the majority of American residents travel
to enjoy scenery. Clearcuts are not scenic. Why would people come to Oregon to look at mountains that
appear to have been devastated by a nuclear bomb. Tourism contributes a trillion dollars of DIRECT
spending to the nation's economy every year. If you divide a trillion by 50, the number of states in the
union, each should be getting 20 billion dollars. Oregon barely makes 10 billion or about half or our share.
We can't grow our tourism industry when Travel Oregon sits back and lets the timber industry destroys the
values (scenery) that are most important to travelers. No wonder the Oregon tourism industry is
underperforming.
There are excellent minds at work planning strategies for increasing tourism and I'm not sure they are all
talking together about coordinating activities and events. For example: Winter Wings festival brings in
birders - are we doing all we can to bring in businesses that would benefit from this influx of visitors?
There does not seem to be much communication within state agency's and what the game plan is for
Oregon
There is always room for improvement and innovation. We can no longer depend on an attitude of "we've
always done it that way."
To strengthen the overall health of each region more by promoting low seasonality and showcasing low
season strengths and/or for communities to learn what they can do to increase revenue during low
seasonality. Creating reasons to come when its slow. If someone lives in an area with 2 seasons, come to
Oregon to experience all 4 and here's how... If someone lives in a concrete forest and can't see stars,
come to Oregon to see our forests and watch the stars light up and here's where to go...
Tourism dollars will NOT be sufficient to replace our timber industry family wage jobs. Our location to I-5
is helpful, but our Main street businesses struggle to present an attractive reason to stay and spend $ here
Tourism will play a vital role in the economic improvement of Myrtle Creek. Summer seasons see's many
more visitors to our town with the activities going on. For the continued development of Myrtle Creek, I
believe the creation of more events and attractions is necessary.
Travel Oregon has done a masterful job in promoting Oregon to attract visitors from around the globe. But
candidly, it's really time to help the rural areas. Trickle down tourism economics isn't working in this
region. What's good for Portland doesn't matter down in Southern Oregon. Rural Regions, such as
Southern Oregon and Eastern Oregon REALLY need the focus and support of Travel Oregon to drive
business our way.
We need more of Tourism, these dollars will be critical for Oregon.
We need to bring tourists to more small local business and less focus on large businesses like crater lake
that will always draw people in. You should try to spotlight local business eavh month.
Would be nice to have stronger support from our elected officials
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Satisfied w/
direction of tourism
industry in Oregon.

Tourism in my
region positively
impacts the
community.

Neutral
Momentum is on our side and we continue to see strong growth year after year.
Most activities in our area are known by only a few. If you have specific knowledge of an event then you
Neutral
know where to go otherwise we are not known.
My answers are reflective of Douglas County only. The County Commissioners have stated on record that
Strongly Disagree
tourism doesn't supply money to the county and the only solutions is to cut more timber on federal lands.

Satisfied w/
direction of tourism
industry in my
region.

My community
understands the
value of tourism.

Question: Is there anything else you would like to share about the overall health of the
tourism industry in Oregon?

Agree

Agree

Strongly Agree

Neutral

Agree

Strongly Agree

Disagree

Agree

Agree

Neutral

Agree

Agree

Agree

Strongly Agree

Neutral

Neutral

Agree

Disagree

Agree

Agree

Agree

Neutral

Agree

Agree

Agree

Agree

Agree

Agree

Strongly Agree

Neutral

Neutral

Agree

Strongly Agree

Disagree

Disagree

Agree

Agree

Agree

Disagree

Disagree

Strongly Agree

Disagree

Neutral

Agree

Strongly Agree

Agree

Agree

Neutral

Strongly Agree

Strongly Agree

Agree

Agree

Strongly Agree

Agree

Agree

Agree

Strongly Agree

Neutral

Neutral

Neutral

Neutral

Neutral

Disagree

Disagree

Strongly Agree

Agree

Strongly Agree

Agree

Strongly Agree

Disagree

Neutral

Neutral

Strongly Agree

Agree

Neutral

Neutral

Strongly Agree

Disagree

Disagree

Agree

Agree

Respondents were asked to indicate their familiarity with regional initiatives engaged in by the RDMO
over the past 12 months. Southern Oregon respondents were, overall, more liekly to indicate that they
were not familiar with all aspects of RDMO activies, relative to the statewide norm. This result may be a
reflection of the priorities of the RDMO, challenges to communicate across a diverse geographic region,
or it may reflect the priorities and engagement level of the constituients.

Additionally, repondents were asked to describe a specific outcome they would like their region to
achieve in the next three to five years that would increase the economic impact of tourism or enhance
the vitality and sustainability of the destination. The table below summarizes the comments (presented
in their entirety in the Appendix on page 18). The comments span a wide range, though many focused
on specific marketing objectives and tactics as well as the need for better coordination and
collaboration among various entities in the region.
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MARKETING AND PUBLIC RELATIONS
Respondents were asked to prioritize a variety of marketing tactics for their region. Respondents could
select from a scale of responses, including: “not a priority,” “low priority,” “moderate priority,” “high
priority,” and “very high priority.” The figure below reflects responses for Southern Oregon. The
standout priorities (those with more than two-thirds of respondents indicating a high or very high
priority) are: “developing or enhancing the current regional website,” “leveraging opportunities with
Travel Oregon,” “region-specific content creation,” “organic social media enhancement,” “PR efforts,”
and “photo asset creation for the region.” Relative to other regions, there are more marketing standout
priorities in Southern Oregon.
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DESTINATION DEVELOPMENT AND MANAGEMENT
Stakeholders in Southern Oregon were asked to prioritize destination development opportunities from
lists which included destination management, destination development and capacity building. Across
those three categories (management, capacity and development), there are eight priorities which more
than two-thirds of respondents identified as a “very high priority” or a “high priority.” This is a greater
number than in other regions. These are: “working to increase off-season visitation,” “increase capacity
for tourism marketing,” “improve customer service levels,” “develop tourism management capacity,”
“improve main streets and downtowns,” “develop/expand trail systems,” “provide opportunities to
experience agricultural landscapes,” and “improve outdoor recreation infrastructure.”
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INDUSTRY SERVICES
Stakeholders used the same rating system as in previous sections to prioritize specific industry and
visitor services initiatives. Though no specific activities were considered to be a “very high priority” or a
“high priority” by more than two-thirds of respondents (as in other sections), there are still clear
initiatives which stakeholders have identified as relatively higher priority. Customer service training,
placement of brochures and collateral, educational opportunities to stakeholders, and grant writing
training were all rated as a “very high priority” or a “high priority” by more than half of Southern Oregon
respondents.
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GLOBAL SALES
Using the same rating scale as in previous sections, Southern Oregon stakeholders evaluated several
tactics related to international sales, development of international markets, international public relations,
international marketing and travel trade. Respondents from Southern Oregon prioritized hosting more
familiarization trips the highest. Two other areas also were rated as a “very high priority” or a “high
priority” by over half of respondents: development of more partners and development of targeted PR
pitches. Participation in international tradeshows, provision of educational opportunities and BrandUSA
partnerships were the lowest priorities to respondents from Southern Oregon – a common prioritization
among regions.
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CUSTOM REGIONAL QUESTIONS
Each region had the opportunity to ask a series of custom questions of specific interest to their
stakeholders, challenges, and opportunities. Findings from these custom questions are presented
below. These questions were not required and may therefore have slightly lower respondent totals. The
open-ended question to stakeholders about their greatest need elicited a wide range of responses,
though the most common theme was increased promotion, marketing, and advertising about the
smaller and lesser known parts of the region and the region as a whole.
Southern Oregon: What is your greatest need from a regional and statewide management organization to encourage tourism in
your area this year?
• A conference center.
• Allow some sort of signage program that allows RURAL enterprises to be found.
• articles, articles, articles! use of social media
• Assistance with outreach marketing, making sure Oakland is included in all forms of advertising to keep our little city vital!
• Be a resource for local efforts. Promote Oregon tourism at a national or global scale.
• Be in front of the consumer whether print, web, television. Hook'em with consumer marketing, land 'em to the website, engage them with more information, book
their stay.
• Be the collective hub of the wheel so visitors as well as partners can come and collect information.
• Being advertised and packaged as a destination! And standing out as being different!
• Better cooperation and collaboration between all agencies involved in promoting tourism.
• Better public relations through word-of-mouth sources.
• Better training of "front lines" employees.
• coordination among stakeholders
• Coordination of effort(S) to improve visitor numbers and experiences
• Coordination of marketing to enable group purchase of advertising.
• Don't really have a need
• Easier flight access to our town for visitors from other States and Countries.
• Education of community leaders that visitors can help local businesses of all sorts and help make this a place people want to visit and move to.
• Education on how to improve business.
• Education, business planning, and financial support
• emphasize the quality and value of southern Oregon wine and the many ways to enjoy it: tasting rooms, retail, restaurants, mail order.
• Encourage growth and traffic during winter months only. We have enough in the summer; destination weddings are becoming more popular while our winter
months are becoming sparse.
• Enhancing the shoulder seasons.
• Equal opportunity
• Everyone knows about Crater Lake but we need promote the great cycling in Southern Oregon especially on the East side of the Cascades.
• Exposure
• Exposure of the region to major markets
• FAM Tours for travel writers; video content/stories featureing individual attractions/destinations for social media;
• Financial recognition and understanding diversity.
• Funding
• Funding for external facing messages and original content creation that promotes the natural resources of the Umpqua destination.
• Funding for more advertising.
• Funding so we can host and educate travel writers and industry partnerships
• Help attract new adventure and off season tourists. May and June September thru Winter seasons.
• Help promote the growing wine industry in Southern Oregon.
• Help us manage abandoned and/or unusable properties on our Main Street
• I repeat, signage so they can find us.
• I think the question would be better if you asked what can be done in this community to make us more effective at encouraging tourism in southern Oregon. We
are the gateway community on Highway 199 surrounded by three wilderness areas, wild and scenic rivers, Oregon Caves, and many other resources. We have
the capacity to contribute to overall marketing strength that will bring people into the region where they stay in Grants Pass or Medford lodging and do day trips into
our community. We have the capacity of exerting "drag" on the movement of travelers through this region so they spend more money in southern Oregon
businesses and spend the night in our lodging. We need help with developing these resources to make them accessible, safe, and unique marketing assets.
• I-5 signage.
• Improve web and social marketing to encompass more of the offerings from the region.
• in my industry, more contact with and support of lodging providers
• Include Southern Oregon when
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Southern Oregon: What is your greatest need from a regional and statewide management organization to encourage tourism in
your area this year?
• Increase off-season visitation, encourage sports teams to travel off-peak times.
• Increase promotion of small business
• increased marketing and support in designing structured events or activities
• Infrastructure rehabilitation/development
• Less emphasis on the Portland area and more on the natural and cultural amenities of Southern Oregon. More cooperation between Josephine and Jackson
County.
• Letting folks know how much there is to do in Klamath Falls in each season of the year.
• link tourism marketing to event coordinators
• Local authorities to better understand eco impact of tourism; work with amtrak to promote visitation; develop more "things to do" for visiting families downtown
• local urban development
• Make it easier for potential visitors to plan a trip.
• Make the tough decisions and replace your poor employees. You're not helping the tourism industry by hanging on to the Marcus's of the world.
• Marketing $$$
• Millennials-focused advertising.
• More advertisement on the region on OSF and wineries
• More compelling website and dynamic campaigns
• More reference to Southern Oregon/California border for attracting out of state visitors to our region.
• More training and more exposure to ALL of Oregon's professional Hospitality people. Campaigns that focus on SO
• More visibility at the state, national and international levels
• no or low cost Media buying
• Our RDMO needs to become a true regional resource for marketing, education, and economic development in our region---and speak with a stronger, more
engaged voice.
• Partnering and funding to provide safe, accessible recreational infrastructure for the visiting public including Trails, Trailheads, and Campgrounds.
• Promote our area and develop powerdul digital content on a broader platform.
• Promote the area in all media.
• Promotion
• Promotion of the area and partnership.
• Rebranding
• Recognize that we are here.
• Regional marketing
• Remember that there is a market in the state besides Portland when there are FAM trips from international locations. Don't forget the smaller lodgings i.e. bed
and breakfasts and southern Oregon, when planning FAM trips in the winter/spring months. Hotels are easy, but small inns are personal.
• Resource/grant development
• Share the collective strength via co-op and utilizing the tools of Travel Oregon.
• Split our region between east and west!
• Statewide information out all year long about our area and help with development of off season tourism draws in winter months for our community.
• Technical & financial assistance for improving Main streets.
• The city needs to clean up downtown Klamath Falls, to make it a more attractive place, to dine/shop after they have spent the day exploring the outdoors.
• the opportunity for smaller venues to place Literature, stories, social media links on/with the regional & statewide stakeholders public outreach arms
• The state and region needs to advertise more about what we have in my area.
• To coordinate with the state and provide local marketing assistance.
• To do just that. Thank you.
• To get the word out about the wonderful natural resources. Improve downtown/old town.
• To promoted itineraries that will overnight in our area - the majority of groups drive through Crater Lake and never spend a penny in our county.
• Training for staff members in all types of businesses, not just "tourism" related, as the visitors will always connect with many others.
• understanding of the importance of the industry for the region
• We always need help in telling the rest of the world what we're famous for.
• We need Travel Oregon to step up the focus on Southern Oregon as a destination, which means spending more dollars in our target region(s) - California - to
market/drive tourism to Southern Oregon. 7 Wonders PROVED that when our Region is marketed with volume (e.g. with a budget of a couple million) it attracts
new visitors. Our collective (7 county) marketing budget is barely adequate to promote because our market is Northern California which is an expensive media
placement market.
• year round tourism
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An additional open-ended question asked Southern Oregon respondents to identify areas which Travel
Oregon could develop or facilitate to help increase the economic impact of tourism. The most common
response was increased marketing, promotion, and advertising of specific areas in Southern Oregon
and the region as a whole. Another common theme was increased funding for and investment in the
region.

With respect to strategic planning for your business or organization, what do you need to help your business grow over the next 35 years that Travel Oregon can help facilitate or develop?
• 1) Reinforce and increase the correlation between first-time visits and return visits 2) Reinforce and increase the correlation between first-time or return visits and
relocations 3) Become more aggressive at sports marketing (distinguish from "outdoors" opportunities)
• * Guaranteed Grants * Coop Marketing opportunities in California * State-negotiated vendor pricing (e.g. that gets our CPMs down on placement of TV, Radio,
Print, Digital, etc..
• $3 to $5 million would grease the tracks.
• A larger tourism economy here.
• Access to marketing dollars.
• Air fare that is affordable from the Bay Area, besides UAL. Flights to and from Sacramento (big area for tourists to southern Oregon) and Oakland (SFO has
cancellation issues too often!!). Work with Alaska Air Group for a minimum of once a day flights to for these two locations. Santa Rosa is another airport that
would work for many visitors to southern Oregon.
• Always need help
• As a government entity the increased tax base aids in community improvement and services provided.
• As I probably have the largest stock of photographic images in Southern Oregon and Southeastern Oregon with nearly 50 years of documenting and gathering, I
would like to see you use more of the images in an advertorial way.
• assistance in grant program design
• Assistance in obtaining different kinds of grants. We need restoration grants for our museum functions and educational grants for our heritage educational
programs.
• Awareness of our Wine Region, Theater as well as Music.
• Better business plan.
• Continue to help spread the word to support tourism and bring key industries together. In particular wine partners to understand tourism.
• Continue to help with Forest Service and BLM permitting issues - It is getting even harder.
• Continue to promote and drive business from Northern California.
• Continue to subsidize regional and statewide marketing publication; advocate for expanded bike paths in our area and promote bike rentals; continue to advocate
for cycling and continue produce interactive bike maps
• Curb appeal of signage and downtown
• Develop a marketing strategic plan to promote our region
• Develop and advertise other local tourism opportunities
• Dollars.
• Don't be so arrogant. Little guys matter.
• Educate the tourist on public land management and care of the resources.
• Emphasize that Southern Oregon would be an ideal place to visit AND is also a great place for businesses to grow. The more businesses there are, the more
visitors we have, and travel follows.
• Expanded shoulder seasons and staff training.
• Feature articles in tourism collateral that showcase our business in the context of the region.
• Funding for external facing messages and original content creation that promotes the natural resources of the Umpqua destination.
• Good training and more regional and national exposure.
• Hands on training in technical aspects of website and social media - or direction to online resources in order to keep up to date
• Help build and provide training to this community network of service providers previously described.
• I am not part of a business, but the non-profits I am part of could use help with how to best promote our area for bicycle rides in general, The Vineyard Tour
specifically, as well as bicycle tourism.
• I don't see a need for Travel Oregon to do much to make our business grow; simply having more people in the community, who may decide to call this home,
makes us busier.
• I would love to see cottage industry thriving in the area. There is a need for accommodations that appeal to urbanites. Offer incentives for small B&B proposals
• I'm a coffeehouse and convenient for I-5 travelers...freeway signage has been incredibly important to us. Expand freeway signs so more businesses my have
access. Keep cost down.
• If tourist who enjoy wine participate at several levels of wine tourism: restaurants, retail, tasting rooms, mail order, then the in=dustry will thrive,
• in South Western Oregon, better advertising of our rich cultural and natural tourism attractions, both nationally and internationally--Ashland, Jacksonville, and
Grants Pass should be known across the country and hemisphere; and more competitive transportation costs (air fares & airport shuttle/taxi services) for our
clients
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With respect to strategic planning for your business or organization, what do you need to help your business grow over the next 35 years that Travel Oregon can help facilitate or develop?
• Include us in the advertising of more than one region- The Coast does not identify me or my town- We need Southern OR to know us as well.
• Increase development of marketing outside of the region - statewide & countrywide
• Increase marketing opportunity and training on how to do so for small businesses that don't have marketing departments.
• Increasing the awareness of the university
• Inform and educate visitors to the fact that there are two National Park sites in Southern Oregon.
• Knowledge of available grant opportunities.
• Larger focus on the international market.
• Make your services available to DMOs that are not non-profit.
• Marketing each special city separately and as a part of the region. Please don't forget us little locations with rich history and features, we need help to get the
word out!
• Marketing strategies Increased staffing
• Marketing, and revitalization education.
• More dollars - co op opportunities and programs that will drive business to our area.
• More focus on Klamath Falls. Highly under represented
• More folks coming thru our town all year long!!
• More knowledge of other adventures in the area
• More recognition of Southern Oregon, particularly with East Coast and International tourist.
• More Southern Oregon promotions
• More visibility and promotion. When they know about us - they come.
• N/A
• Not sure.
• Our region being seen as not the same as Jackson and west counties and being our own specific region with different attractions
• Promote the Rogue River and the whitewater industry.
• Promoting cycling in the area, bike friendly business.
• Promoting destination cycling in the Klamath Falls area.
• Promotion of Douglas County with destination development and tourism marketing. Our business will grown if Douglas County tourism business grew.
• Promotion of outdoor tourism, especially bicycle tourism.
• Reach out to cultural adventurers to come experience the richness of Oregon's artistic expressions---close ties with culinary and cultural adventurers.
• Recognition that we exist and have something unique to offer which exposes the diversity of Oregon.
• share and connect with our content to drive it up the food chain.
• Signage Promotional Marketing
• Technical assistance to create master plans for Main Street improvements, actual contacts to perform work, etc. we are all volunteers in these small
communities. Create an actual program with staffing to assist with these programs We do not need to learn how to write a grant.
• Travel Oregon can bring more people to our region, where they will learn that they can purchase a home inexpensively, which will cause them to move here and
have their dental needs filled at my wife's office. (OK, so we're not the specific demographic you're looking at, but we make a reasonable case).
• Travel Oregon can greatly assist in coordinating greater communication and dialogue between all members of the travel promotion community.
• understanding of the importance of the industry for the region; funding; incentives; education
• Updating our existing 1970's based infrastructure to current health and accessibility standards.
• We are a non-profit community trail, so growth is not our goal. We need help maintaining our trail system.
• We benefit from almost anything that Travel Oregon does even though we are just south of the CA border, so I don't feel I can answer this question specifically for
this Forest Service district.
• We don't need to grow our business. It is doing fine.
• We need a new baseball field at the Cave Junction city park so we can start hosting little league and city league tournaments and Challenger League
tournaments. We need to expand our disc golf course to 18 baskets so we can start holding tournaments. We need help with developing a mountain bike park at
Page Mountain (it is currently a snow park but only used during the winter. The infrastructure is there, all we need to do is build the trails). A mountain bike park
gives us a new marketing tool and opens the door for doing state competitions. We need help with building the Coast-Crest Trail, a route that will connect the
Pacific Crest Trail to Redwood National Park. We only need to build eight miles of trail to create a route that hikers can follow from Redwood National Park to
Crater Lake.
• Winter promotion and development to maintain a year round flow of travelers to the region.
• winter recreation opportunities, trails facilities improvement for the public in the public owned facilities.
• You have done a good job of bring people to the state, we need more of them to enjoy the entire state. But with the current LACK of a workforce we can not
sustain much more growth. NOT every High School kid is going to go to college. They need to receive training and then jobs in hospitality. Kids graduating from
high school have NO work ethic, can't add a column of numbers (even with a calculator), don't understand a chain of command, and have NO idea on how to
treat the public. We need the equivalent of "Q" training at the High School level. Bring back respect and responsibility.
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Q. In a sentence or two, please describe a specific outcome you would like your region to achieve in
the next three to five years that would increase the economic impact of tourism or enhance the
vitality and sustainability of your destination.

Industry Coordination

APPENDIX – OPEN ENDED RESPONSES

Southern Oregon
• It would be wonderful to have Timbershores filled in the view from the highway is spectacular! Klamath Falls as a must stop
and experience destination!
• 1) Continue to leverage limited tourism dollars through partnerships. 2) Quickly increase the quality and professionalism of
customer service at visitor-facing businesses (focus on why tourism is important and why their own personal interactions
make a difference, rather than specifically how to deliver customer service).
• 1)Expanded network of paved bike trails into and around downtown and connecting downtown to outdoor rec sites.2) Develop
the lakeside real estate sw of Veterens' Park with multi purpose retail,amusement, recreation(cafes,local goods stores, mini
golf, arcade, waterpark, botanical gardens)
• (1) Have a website that sells the region in English, Spanish, Chinese text; encourages visitors to upload photos for
consideration; offers resources and toolkits for partners for the go-to place for local help in the area. (2) Increase consumer
marketing whether print, social media and TV.
• A three- to five-year goal should include a greater emphasis on hands-on activities, such as hiking and biking at Spence
Mountain and at the abundance of outdoor areas.
• Again, communication with each city in the region to assess the features and events provided by each to help improve tourism
in their location. Assistance on the local level is necessary to accomplish a satisfactory regional ad campaign. There are
many parts to the region each with it's own identity as a tourism attraction, those ALL need to play into the future ventures into
tourism.
• An actual Main St. Improvement program which offers an architect or graphic design person to do an artist rendering of what
the downtown could look like & offer the actual funds to do the improvements.
• An integrated, region-wide approach to tourism marketing, followed by targeted follow-though with public-private partnerships.
Land-use legislation that allows for a 500% increase in rural dispersed hospitality development (e.g., up to 20-person lodging
facilities at wineries or remote 10-room bed and breakfast or lodge developments
• As a National Resource, we can bring visitors to the region that would not normally come. To that end, we would like to
support others to extend the stay.
• Attractive theme based downtown area Well developed agricultural tourism connections Highly skilled customer service
workers that interact with visitors
• Balance tourism growth with capacity of communities and resources
• Become a destination for folks looking for natural and cultural visits.
• Better communication amongst ourselves so we have a common front to share the influx of tourists.
• Better events focused on bringing in out of area people to taste and drink what makes us one of the best.
• Build the perception that Southern Oregon is an entertainment destination.
• Clean Industry that promote living wage jobs.
• Clean up infrastructure downtown.
• Cohesive and organized marketing efforts that treat all areas of the region fairly.
• Collaboration among the various entities attracting tourists.
• Continue to influence visitors to experience the multitude of southern oregen experiences using High visitation anchors such
as attractions and building smaller visitor opportunities around them.
• Cooperative growth for all participants and a synergistic message that covers all in the tourism field.
• Create a strong regional voice and point of view in the destination marketplace and execute campaigns that push a Southern
Oregon brand into the inspiration and travel planning cycles of visitor's trips.
• Create tools to make it easier for travelers to plan vacations to the region. It is an amazing place with a ton of things to do, but
there is no easy, centralized place to plan a trip.
• creation of regional destination infrastructure to keep people here and provide 'structured' activities
• Develop a single message that we all can subscribe to and support.
• Develop major funding opportunities to enhance/upgrade existing infrastructure in high-use recreational areas while decreasing
unserviceable recreational infrastructure in low use areas.
• Develop more trails for non motorized winter recreation and improve the overall motorized trail use experience in our area.
• Development of a community network of service providers; public agencies, locally based government agencies, and private
sector industry and business service providers. There is currently nothing happening in the Umpqua for these folks to come
together. That and elect officials that get tourism because ours don't.
• Diversify travel opportunities for tourists
• Embrace social media to increase tourism. Work locally with business and local officials to increase recreational opportunities.
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Q. In a sentence or two, please describe a specific outcome you would like your region to achieve in
the next three to five years that would increase the economic impact of tourism or enhance the
vitality and sustainability of your destination.

Southern Oregon
• Establish a Welcome Center on Highway 199. Currently, visitors entering Oregon from California, many of which turn on
Highway 199 to travel to Crater Lake, must go out of their way to the Brookings Welcome Center to get information about
Oregon. Most people are not going to invest valuable vacation time laboring to get travel information. As a result, visitors
entering the Southern Oregon Region are significantly less informed about recreation and cultural resources and this has a
negative impact on tourism dependent businesses and entrepreneurs in the Southern Oregon Region. You can publish travel
information about the Southern Oregon Region but it won't do much good if you fail to get it into the hands of visitors. I
understand that having two Welcome Centers close together may appear to be an ineffective investment, but if you look
closely at the map, you will see the Welcome Center in Brookings is the gateway visitor center for the Coast Region. Highway
199 is the gateway for the Southern Oregon Region as well as a significant travel corridor bringing travel dollars into the State
of Oregon.
• Expand off season tourism and promote more local/region awareness.
• Finishing the I5 Ashland Welcome Center would be an excellent start! Ashland has a south and north entrance. Most
enhancements are centered around the south entrance, yet many visitors enter off the I5 North entrance where there is little
beautification, welcome or holiday decor by either the state or city along the Rogue Valley highway (old 99/N. Main St.).
• Focus on our natural assets to increase tourism. Possibly making Klamath Lake a more viable tourist attraction. Make Main
Street a more appealing area for tourists. Increase local artisan street fairs. And reintroduce Third Thursday event with better
management.
• For the Umpqua Valley to be known nationally and internationally for exceptional outdoor and agricultural experiences.
• grape growers alliance, working together every day (could put a tasting room in downtown Roseburg where every vineyard is
featured. work with Safari to get folks interested in adding a trip to Roseburg, or the N. Umpqua to their visit.
• I would like our region to expand our selection of good tourist attractions. We have a handful of good venues (things to do,
places to eat, places to stay), but our selection is limited.
• I would like to see a change in the people of Klamath County's perception of tourists from "outsiders" to sources of revenue
who provide jobs, raise property values, and keep our children and grandchildren from leaving our community. I know it might
seem a stretch to use the children and grandchildren argument, but it's very much the truth, and the truth is still very much
effective.
• I would like to see a solid, cohesive marketing plan and branding that ties together the Southern Oregon region.
• I would like to see aesthetic improvements in our downtown corridor with the occupancy of buildings increasing.
• I would like to see all systems and opportunities work together not against one another.
• I would like to see an increase in tourism in very rural, low income areas of the state.
• I would like to see an increase in tourism specific businesses to make us a sought after destination spot, fix our town image,
decrease the red tape, and increase the ability to use our natural resources.
• I would like to see Medford Airport increase air traffic capacity to be able to offer easier access to our region. I would like to see
a Welcome Center or Visitors Center. L
• I would like to see more events created on our off season
• I would like to see more shoulder season visitation to the coastal area of Southern Oregon
• I would like to see our historical Main St. restored. It should help when homeless are provided space away from Main St.
• I would like to see our region split for east and west of cascades. We do not get fair or equal representation from our RDMO!
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• I would like to see stories developed sharing the uniquely attractive features of our upper South Umpqua basin. I would like to
see a 10-15% increase in revenue to our region due to our efforts.
• I would like to see the Northern part of the state embrace our area by supporting events and conferences.
• I would like to see the Rogue Valley communities unite and promote tourism together.
• I would like to see tourism efforts spread out among all the things Southern Oregon has to offer.
• I'd like to see more travel during the winter/off-peak season and shift the congestion during our spring-summer/high-peak
season to the those vital months.
• IMO, there needs to be an open discussion and willingness to explore partnering across State lines. For instance, the
California Counties of Siskiyou and Modoc are more closely aligned with much of Southern Oregon, than say the Coastal
Oregon areas. 2) A second issue that needs to be addressed is a simple fix but Travel Oregon seems unwilling to address it.
For the Counties of Coos & Curry, T.O. needs to split the Lodging Tax RCTP dollars 50/50 to OCVA & TSO. These two
counties ARE part of Southern Oregon's Region but OCVA gets the Lodging Tax. This is unfair and splitting the dollars allows
Tourism Partners in those two counties the ability to comfortably work with both OCVA and TSO without conflict.
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• Increase foot traffic in the region.
• Increase local awareness of residents to the tourism plan. Locals do not see ads placed in travel magazines. They're not
targeted online for display ads. Most successful advertising is aimed at the employees to focus them to the mission. The
dollars are scarce for educating a community but without the coordination there are two separate groups--tourists and locals.
Locals will have more investment in a a solution if they are a part of it. In a region like Klamath County, where the tourism is
focused on Crater Lake by and large, it's not apparent from just living here what the tourism identity is. Locals would benefit
from knowing that, and how they can support it. Everyone is a sales person to their communities on social media. An exciting
persona for a home region can inspire locals to take part, which turns into free advertising.
• Increase staff capacity to address marketing and support to tourism related businesses.
• Increase the LOCAL public awareness about region-specific activities and events. They are your greatest asset to obtain
outside visitors.
• Increase visibility of our region in competition with larger cities along the Hwy 97 corridor for outdoor activities and resorts.
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Q. In a sentence or two, please describe a specific outcome you would like your region to achieve in
the next three to five years that would increase the economic impact of tourism or enhance the
vitality and sustainability of your destination.

Southern Oregon
• Increased awareness of the region at the national and international level. Capturing those people interested in Oregon and
attracting them to Southern Oregon.
• Increased investment by 50% in marketing the local attractions to a likely targeted audience.
• Increased visitation, especially in non-summer months, by more wealthy tourists who are willing to stay longer and spend
more on their experiences.
• Increases in promotion of our areas assets for tourism, build on the reason to stop, stay, shop and play in southern Oregon.
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• Interconnection of biking, hiking, walking trails around Klamath county. Numerous trails would encourage more people to
come and use them for a week rather than a day.
• Jim Chadderdon with Discover Klamath understands the value of tourism to rural Oregon. He is the epitome of collaboration
through partnership, and he has the vision and expertise to take this southeastern region of your described "Southern Oregon
District" to a new level. He needs funding, but not much more than that. He knows the outdoor recreational and general
tourism potential for this area and he knows where the target audience is located. Give him the financial resources and watch
where he leverages those funds and builds the industry and economy on the back of tourists looking for something different.
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• Keeping the entrance roads to Crater Lake National Park cleared of snow and debris for a longer season. Also, providing more
activities at the park during the off season.
• Like to see a very thriving downtown atmosphere, that lends itself to be a part of the destination. Having tattoo parlors, and
restaurants that are not open at night, doesn't really help a visitor with food choices. The boarded up grocery store is an
eyesore. Shuttle services to outdoor opportunities/recreation.
• Longer stays and more cultural tourism
• Make "Applegate Valley" more known and spark curiosity about the area as "the next big thing with still untouched authenticity"
• Make Southern Oregon/Northern California a bicycling destination similar to southern Utah - Moab. We could link cities to
National Forests, National Parks, Refuges through bicycling.
• Make the region known for tourism
• More advertising out of the area to bring folks into the area. Involve more locals in providing tourist guide services...for instance,
birding tours/photography in the Klamath Basin.
• More cultural amenities for visitors and locals, restaurants and bars, shopping, music venues.
• More focus on smaller businesses and less expensive advertising for small mom and pop operstions.
• More publications (social media and printed) touting our area of oregon that many don't even know exists !!
• More publicity of rural destinations in S. Oregon. Less for urban destinations.
• More small conferences to showcase our region and encourage longer stays. Promotions that showcase our region's
agricultural richness and diversity including farms, wineries and cannabis.
• More tourism,
• More travel promotion to our shoulder seasons. Better knowledge of how our tourism dollars and membership fees are used to
promote tourism in our specific area.
• move back to being more of a marketing partner with local businesses.
• My region had a great leader, but I'm concerned now that she's gone that we won't get someone who is as passionate or
committed. I want my region to become such a dynamic, aggressive force, that the rest of the state envies the great things we
accomplish here.
• Outcomes... grow cycling tourism by 10% per year. Grow outdoor recreation by 10% per year.
• Personally, my greatest need is for the development of a qualified, reliable professional cleaning service for my cottage rental. I
think the improvement of off-season (OSF) tourism would attract such a small business with high professional standards and
an increased pool of well-trained workers. I've seen it in Austin, where my daughter lives.
• Place greater emphasis on generating visitors from the 11 Western states, and gradually extending further across country
every year, which may then be expanded via international promotions.
• Reasonably priced transportation for wine tasting and increased tourism education with Umpqua Community College.
• Receive recognition from the Northern end of the state. We do exist down here and we have something pretty special. More
training and tourism meetings in Southern Oregon, more classes in SO. The state does NOT stop at Salem or Eugene.
Northerners come down and are WOWed at what we have; because all they ever hear is how great the north is; which it is.
But DON'T forget us, we do have the ONLY National Park in Oregon. If the rest of the tourism professionals in Oregon can
accept and speak well of the south; EVERYBODY will win.
• Recognition that visitors and locals want to see and experience our area, including the wineries, downtowns, trails, farms,
bicycle routes, etc.
• Reduce number of vacant store fronts/ run down buildings/ unattractive landscapes/ dangerous areas in Main Street.
• Reduce transient / homeless population in tourism areas.
• Remove Umpqua from Southern Oregon Region and bifurcate Coast to better represent the reality of visitation on the ground.
The view from Portland is askew.
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Q. In a sentence or two, please describe a specific outcome you would like your region to achieve in
the next three to five years that would increase the economic impact of tourism or enhance the
vitality and sustainability of your destination.
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Southern Oregon
• Southern Oregon still feel undiscovered; I would like to our wine region continue to be recognized as a true destination
• Southern Oregon tourism will benefit greatly from an increased emphasis placed on better cooperation and collaboration
between all sectors of the tourism promotion industry.
• Strengthen our shoulder seasons and to continue to build on the positive direction and outlook of Grants Pass
• Substantially reduce the connection with the Medford Chamber of Commerce
• That they liked what they saw well enough that they tell their friends; "You otta see that"
• The Klamath Basin needs to be recognized as the "outdoor/adventure" gateway to Crater Lake vs the "Shakespeare/wine"
gateway from the Rogue Valley.
• tourist demographic that is more aware of what exists in our region beyond the well known destinations
• Turning Lava Beds National Monument into a National Park. Continue to work on packaged travel to bring more Chinese to our
area and international guests.
• We are poised for an opportunity to really shine as a region. Herd the cats together to capitalize on this opportunity
• We will not sustain our economic viability on tourist $$ alone. Tourism will be a result of, and enhanced when our rural
communities have core industry providing family wage jobs.
• Would like better promotion of our weekly farmer's market, our county fair, Oregon Caves, our back to the 50s celebration and
boatnik
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Global Sales Open-Ended Tactical Comments: Southern Oregon
Q. Please indicate any other areas of global sales and international travel trade and media which you believe should be an
extremely high priority for your regional destination management organization in order to advance the economic impact of
tourism in your region:
•
•
•
•
•
•
•
•
•
•
•

1) Our Region needs funding and Political influence to help "Activate" our Sister-Park Agreement between Crater Lake NP & Mt. Wuyi NP in China.
Again, market all areas of the region fairly.
Apparently, we need to reassure our foreign markets that they are welcome here! And, that they will be treated well while they are visiting. Ugh!
Birding, hunting and fishing, and outdoor sports are the key to tourism in our area. Any opportunity to promote these for areas that don't have such
opportunities is worth the time.
Emphasize the promotion method of itineraries, how accessible is an itinerary, are there imbedded links to suppliers/attractions/DMOs. Are their videos in
an itinerary that can be pushed out to travel trade buyers?
For international visitors, Crater Lake is a main attraction---challenge is to build out itineraries for more regional exploration and discovery beyond Crater
Lake National Park.
How might we attract manufacturing to our area?
I apologize I don't know what Brand USA is so I couldn't speak to it's importance
I believe we need to market our area to more domestic targets. I am surprised by the number of people living in Oregon who don't know where Oakland,
Oregon is!
include calendars of events happening in the region and make southern Oregon a destination with specific things to do. Not just wineries - but winery
events. Not just bicycling - but a race or family event.
It would be nice to be the recipient of a few more international visitors to our resort and area. In two to 3 days you could cover a lot of what Our region has
to offer. Tour operators looking for a destination region to explore ie Southern Oregon, a day at the lake a day in the vineyards, a day ziplining in the
Cascades. Or more adventurous type travelers could go ziplining, and snowshoeing one day and rafting and a vineyard tour the same day. Adventure
tourism with a soft side. Find the tourists who don't mind a rainy day and want to experience things out of the ordinary. Our region has a lot to offer.

• Just make sure the folks you're educating and sending really will do something with what they learned. And, make sure more than Portland gets the
benefits of that trip/effort.
• Southern Oregon continues to find traction with a domestic traveler and not an international traveler. Perhaps someday international will be more
important, but we must attack the low hanging fruit first.
• The majority of our foreign visitors are Australian, Canadian, and European. We like to have an even better presence in those arenas.
• The volcanic and geologic legacy of the Pacific Rim states is prime for exposure and rich in content. Tourism in general and especially seasonal
recreational tourism potential is a huge regional market that is only recognized fully by those professionals who live and work in the area.
• There are opportunities with NTA and the NPS that could be enhanced.
• We are the real deal in country living.... a lot of international folks would love to see what we see on a daily basis!!
• Would like to focus on smaller group tours of 15 - 30 people.
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Marketing Open-Ended Tactical Comments: Southern Oregon
Q. Please indicate any other areas of marketing which you believe should be an extremely high priority for your regional
destination management organization in order to advance the economic impact of tourism in your region:
•
•
•
•
•
•
•
•
•
•
•
•

•
•
•
•
•
•
•
•
•
•

1) Travel Southern Oregon is currently investing in a Regional Rebranding Initiative that will begin to pay dividends in late 2017 and more fully in 2018.
advertise in specific organization's websites or magazines for example: Lake of the Woods run in Runner's World.
All fantastic because it's all focused on millennials.
An in depth analysis--like a secret shopper--of the DMOs.
Creation of a unified brand and message for DMOs within each region, with a focus on linking local messaging to regional and statewide initiatives.
Direct marketing to target consumers, both physical, in person, and through digital media.
Doesn't make sense to be marketing a small number of attractions and let the timber industry take away all hope of growing and diversifying what Oregon
has to offer. We cannot grow an industry by letting ourselves be backed into a corner and survive on crumbs.
How do we attract new industry? What are new investors looking for in a community? How do we revitalize our downtown center?
I think our regional tourism does a great job. Our local businesses need help with improving their communication messages, content, and websites.
Tourists and younger crowds seek information online and there are not many attractive websites to attract people to our area.
Leverage marketing opportunities with tourism experts in extreme northern California area where Highway 97 intersects with Interstate 5. Collaborate and
leverage.
Modification of the ODOT highway sign policies. Oregon activities are for the most rural in nature yet to put up any kind direction sign is not currently
possible or so constrained as to be useless.
More economical marketing opportunities for individual businesses in a specific region. Develop a campaign that brings tourism to areas that are
economically depressed other than tourist opportunities. Tourism may be the thing that brings economic success for Klamath County and Klamath Falls,
we all know know it's not timber anymore but some are still stuck on it. Adventure tourism is a small but growing segment of the folks that come to our
business and it would be nice to attract more folks who gear up and enjoy the outdoors year round. Snow rain or shine the weather is always just fine
where we live!
Our RDMO does a great job of marketing SOME of the region, over and over and over. It needs to treat all areas of the region fairly in all marketing
activities. Could be based on lodging tax dollars per area, beds per area, etc. THIS HAS NOT BEEN DONE CONSISTENTLY IN THE PAST.
Please don't forget the smaller struggling towns when advertising the region...we are here!!!
Presence in airline magazines Advertisements on television
Prioritize digital versus print. Evaluate TV ads
The RDMO website needs to imporve drastically to serve as the landing site for all marketign campaigns, become a regional tourism hub for all visitors to
help plan their trip and learn more about Oregon as a whole, and serve as an industry resource to regional partners.
The training offered at conferences is too high level. I would like a series of sessions that continue hands one training in deploying marketing content.
Understand all the opportunities and consider the visitor to the region.
Visitors Center
Website, print ads, content (photo and video assets)
Winter and shoulder season activities/attractions to boost the off season.
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Industry Services Open-Ended Tactical Comments: Southern Oregon
Q. Please indicate any other areas of of industry services which you believe should be an extremely high priority for your
regional destination management organization in order to advance the economic impact of tourism in your region:
• 1) IMO, Visitor Services is a cost that should be increasingly born upon local merchants/events/venues, etc.. - Not the DMO or RDMO. Their dollars
should be for marketing.
• As stated previously our main issue is one of signage, if they can't find us, they do us no good.
• Broaden the opportunities for publicity of the region. Show other activities that would be enjoyed beyond Crater Lake.
• Coaching on what features of our area have the most resonance with travelers and how best to position them.
• Collaborative marketing piece representing the regional area.
• Don't feel that we market to Oregonians to tour Oregon. Most don't know what is in their own area to see and do, and they are the most valuable
"marketers" to friends and family living out of state, who might come to Oregon/region.
• Education to employees is huge, but, most of our smaller ones can't afford to educate the meployees. They can't afford to pay an employee to get trained-if the state throws scholarship money anywhere, give it to those businesses eager to get better educated employees that otherwise can't afford to. Also,
state welcome center employees need major training! The center at the coast's south end is terrible, so was the one in Brookings at the Port. When
complaints were made to TO by the county DMO, the county was treated poorly. TO staff also need more training on how government works, and the
need to be personable to tourism partners. TO employees should not be so arrogant--many o9f their partners have decades more of experience and
know what they're talking about. TO is considered a 'man's clique'...its not a good image to have.
• Explore new types of tourism to the area, including wine, beer, marijuana, arts, music.
• Have familiarization tours for local staff people at hotels, restaurants, etc. so they are better aware of the area
• Have them focus on things other than Crater Lake.
• I believe one of the biggest problems Klamath County faces is that it culturally suffers from a small town aversion to outsiders (and unfortunately, 100% of
tourists are outsiders). So since you've asked me to prioritize, I would ask that Travel Oregon to assist us by, first, spending some time and money to
help redirect Klamath's cultural perception of tourists as "outsiders" into the perception of income sources, who employ us, raise our property values, and
keep our children and grandchildren from having to move away for economic reason. Education is our greatest need.
• I think this area knows the value of tourism. We lack the financial and infrastructure to reap the benefits of tourism.
• Identify key natural and cultural resources that can be developed to meet the experiential and recreational activities that tourists seek. Identify opportunities
to partner with private and public land management agencies to expand recreation opportunities.
• It is critical to partner with the local community colleges and four year educational institutions. Community colleges in Oregon and California are the
Community's college and for the most part provide career technical education to local people who are genuinely vested in that community; they are the
knowledge and employee base that will give for the betterment of the community they call home.
• More engagement with all local businesses that contribute to the economic growth of the region. We attract folks from many out of the area locations and
continuing to do so to get them to spend money in Southern Oregon is a top priority. If we all work together to get these visitors to spend more time and
money in the region it benefits us all.
• Offer online guest service training to high school juniors and seniors to enter the workforce. Provide readiness training to welcome centers/visitor info
centers to better market their area. Secret shop visitor centers/welcome center to rate performance and know where training needed.
• Open offices conducting Certified Tourism Ambassador certification classes.(CA and CO are doing it)
• Overall maps and documents linking the various cultural activities in an area. Both digital and printed.
• RDMO should be able to initiate communications with all chambers of commerce (Oakland has an Oakland Ecomonic Development group in lieu of a
chamber) to review local features, include each entity in the "regional" approach to tourism instead of letting each one of our cities struggle on their own.
More RDMO outreach would be very productive.
• Review the states tourism goals with ODOT and their very restrictive signage rules and regulations
• Safety, for pedis and cyclists, atv, and motorcycles
• Strategies to overcoming stagnating effects of empty & deteriorating buildings that hinder progress in attracting tourists to stay and shop in our downtown
businesses.
• Umpqua Community College is a great asset to this community and could be a good partner for education, training and learning about tourism.
• understanding how regular businesses impact and support tourism functions
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Q. Please indicate any other areas of planning, management, development, training, or capacity building which you believe
should be an extremely high priority for your regional destination management organization in order to advance the
economic impact of tourism in your region:
• 1) "Bringing It All Together" in communities - Connecting all the dots (e.g. tourism stakeholders) and getting them working in harmony toward common
goals.
• Again this is for Douglas County only. I did not understand what is meant by Increase capacity of local project management and convening roles
• as mentioned before - coordinate calendars of events with tourism marketers. Bring in event coordinators to meet with tourism professionals.
• City and County need to work together
• Coordination with neighboring destinations
• Develop a cohesive signage program so that we don't junk up the area but present a common look and feel to make the visitors comfortable and directed
in their pursuits.
• Front line training on the experiences available in our region.
• Grant funds are minimal so don't invest too much on providing grant writing assistance. Amen to this page of the survey--I've been screaming it for years-no one wants to visit when your community looks run down!!! Give me boardwalks parallel to the coast (example, Gold Beach would 'pop' if you could
actually see or walk the beach), develop sidewalks and street amenities to encourage pedestrian traffic from hotels to restaurants and shops, develop
themes and utilize street art, etc. All 'must experience' attractions should have uniform state signage so the visitor knows when they see that emblem, its
a 'must do'.
• I believe that we need to increase marketing to millennials, focusing more specifically on activities (particularly outdoor activities) that millennials and their
children prefer. Currently, it seems Klamath focuses more exclusively on aging sportsmen's activities to the detriment of the massive millennial
demographic.
• I would like to see an inventory of our region's features, those that are being marketed and those needing attention. It would be nice to have a direct handson meeting with the RDMO from time to time to receive city-specific assistance.
• Meet and discuss all the opportunities - from all around the region. The Medford Airport is a critical player and transportation to and from it is an important
issue.
• More connection to the volunteer groups and service clubs who seek to do a lot of what my answers above indicated. There are numerous non profits
operating doing wonderful things to enhance recreation like the Local snomobile and ski clubs. Who so think grooms the winter trails. OSSA and Klamath
Basin Snowdrifters Snowmobile club grooms or tries to groom 360 mile of winter trails and we do it all with volunteer labor. We're currently trying to get
grants to improve winter recreation trails in our region. We don't get enough cooperation from land agencies but lately it is improving. All we hear from the
Forest Service is that they don't have money to do the things they used to do. Our club maintains trails and grooms trails , anything we do to make the
trails better is a direct boost to winter tourism in our areas.
• More cooperation between local industries and tourism. Wine making for example.
• The regional experts are here. Educating and honing their interpretive and information sharing skills will require some expertise that may or may not be
here now.
• The small scale destination managers can use hand-on training in areas of social media, online marketing, and overall pr.
• There needs to be work done in the area of employers and private citizens understanding that if they want to attract talent to support the tourism industry,
a) wages need to be decent and b) affordable housing within a reasonable commuting distance to your job is essential. PAY YOUR TALENT. Otherwise,
they leave and high turnover makes for a poor customer service experience.
• Tourism center should be open 7 days a week! Public restrooms would be great! Maybe a Top-10 list of spots to check out - food related in town?
• WE have NO workforce! High School and Colleges don't teach living skill sets let alone hospitality and or Customer service. This has to change or we will
have zero workforce that is willing to work.
• Wine and weed growers may be the 'future' industry, but for now we must have a sustainable harvest of wood and attract other industry and investment.
• Work with our high schools and community colleges to train people to provide tourism related services. We are DESPERATE for people who are able to
do the most basic jobs. We need computer literate staff for the office and people with entry level workforce abilities for the restaurant. We need people
who can read and follow directions and who understand the need to follow standard workplace rules.
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