
 

 

 

  

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 the Willamette Valley Region 

with additional statewide results for context. 
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2017 REGIONAL TOURISM 

STAKEHOLDER SURVEY 

WILLAMETTE VALLEY  

SURVEY GOALS 

The 2017 Oregon Tourism Stakeholder Survey was designed on behalf 

of Travel Oregon and regional tourism partners to elicit feedback from 

individuals and organizations linked to the tourism industry.  The goal of 

the study was to obtain feedback and direction for Regional Destination 

Management Organizations (RDMOs).  The survey built on a 

framework of past stakeholder surveys and was developed 

collaboratively by Driftline Consulting, Travel Oregon, and RDMOs. 

METHODOLOGY 

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 the Willamette Valley Region to 

provide relevant insights to the Willamette Valley 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 (83% and 73% agree that they are 

satisfied with the direction of the industry in the state and region respectively). In general, 

respondents from the Willamette Valley are more satisfied than those from elsewhere in the 

state with the direction of tourism in the state and their region (page 4). 

 

• Mature Tourism Destination: In open-ended comments where respondents were asked about 

the health of the tourism industry in Oregon there was a wide breadth of responses.  Land 

stewardship, cooperation among entities, off season promotion and ensuring that the tourism 

industry’s economic impact is understood were all mentioned in the comments.  The nature of 

the comments and their breadth is indicative of a more mature tourism industry in the Willamette 

Valley (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 are these “standout” tactics and the percentages of respondents listing the tactic 

as a “high” or “very high” priority for the region to pursue.   

o Planning/Management: Increase visitation to the region during off-peak seasons (75%) 

o Marketing: Creation of more region-specific stories (74%) 

o Marketing: Leveraging marketing opportunities with Travel Oregon and other tourism 

organizations (73%) 

o Marketing: Develop or enhance current regional destination website (71%) 

o PR: Targeted publications to publication and journalists for the region (71%) 

o Capacity: Increase local capacity for tourism marketing (70%) 

o Capacity: Develop skills, knowledge and networks to build local capacity for developing 

and managing tourism (68%) 

o Development: Provide more opportunities for tourists to experience locally grown and 

produced foods (66%) 

 

• Custom Questions: Destination Development and Marketing “Extremely High Priorities”: 

The Willamette Valley’s Custom Question section asked respondents to prioritize broad 

programming areas for the region.  The area which the largest percentage of respondents 

identified as an “extremely high priority” was Destination Development (35%) followed by 

Marketing (33%). This broad categorization of priorities is slightly different from the prioritization 

of individual tactics from the core survey, where a number of individual marketing tactics were 

given higher prioritization than development tactics (page 17). 
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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 the Willamette Valley are more likely to be in a 

“restaurant/brewer/winery,” and “farm/ranch based agritourism business” though the most commonly 

identified category is “other.” Additional details can be found in the charts below. 

 

 



 

4 

INDUSTRY HEALTH MEASURES 

On measures of overall industry health, respondents from the Willamette Valley indicate high levels of 

satisfaction.  In most cases, larger percentages of Willamette Valley respondents agree that the 

industry is headed in the right direction relative to statewide norms.  Most notable is the high 

percentage of respondents agreeing or strongly agreeing that they are satisfied with the direction of the 

tourism industry in the 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 the Willamette Valley along with the overall ratings for additional 

context. One prominent theme from the wide range of comments is a need for continued efforts to 

emphasize the positive economic impacts of tourism and ensure that the industry has a seat at the 

table. 
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Question: Is there anything else you would like to share about the overall 

health of the tourism industry in Oregon?

My community 

understands the 

value of tourism.

Satisfied w/ 

direction of 

tourism industry 

in my region.

Satisfied w/ 

direction of 

tourism industry 

in Oregon.

Tourism in my 

region positively 

impacts the 

community.

• As an advocate for arts and culture, I would like to see/hear more connections to the tourism 

industry
Agree Agree Agree Strongly Agree

• Collaboration is key, we need more collaboration between regions and within regions. Agree Agree Agree Agree

• Cooperative efforts to promote Polk County tourism are still in the infant stages. Disagree Agree Agree Neutral

• Education for communities to understand the value of tourism to each community and the 

state as a whole.

Strongly 

Disagree
Agree Strongly Agree Strongly Agree

• Encourage people in our larger cities to see Oregon first, no need to fly 3000 miles to relax. Agree Agree Agree Agree

• Hard to get different groups to work together. We either don't have enough time or energy to 

make it happen to help promote each other
Agree Strongly Agree Agree Agree

• I am encouraged by efforts to get people to visit the cultural - heritage attractions in their own 

communities. I would like to see more of this type of tourism facilitated by local destination 

marketing organizations and Travel Oregon.

Disagree Agree Agree Agree

• I am very happy with the state of tourism in Oregon. I am frustrated by the naivete about 

tourism in my small community of Amity

Strongly 

Disagree
Neutral Strongly Agree Strongly Agree

• I believe the growth of Downtown Salem is key in improving the overall Salem/Willamette 

Valley Economy. Adding urban housing in the downtown area is vital to this growth. Approving 

ridesharing services like Uber and Lyft will improve accessibility to all areas of Salem, as well 

as create jobs. Taxi's are unreliable, outdated and too expensive. Supporting and promoting 

local small businesses through tax and regulation cuts, city infrastructure update and 

innovation should be a priority. An accessible, vibrant, diversified, original and centralized 

downtown will solidify the City of Salem as a destination.

Disagree Neutral Neutral Strongly Agree

• I do not think my community understands the full positive impact of wine tourism and is 

neutral or resistant to it.
Agree Agree Agree Agree

• I don't have enough facts to let me make a truly informed decision about the direction the 

tourism industry is headed.
Agree Neutral Neutral Agree

• I have concerns about current legislation that threatens the strong momentum in the state.  I 

also have concerns about our coastal partners and how they are dealing with a lack of 

affordable housing.

Agree Neutral Agree Strongly Agree

• I think the mid-willamette valley is behind the times.  We need more outreach and influence on 

city planners, council members and county commissioners.  They don't "get it" just yet.  Being 

from Bend and watching a community rally around recreational tourism has been fantastic.  

Now I'm in Corvallis and it seems the city can only think of itself as OSU and nothing else.  

Visit Corvallis has been doing an EXCELLENT job, but I feel like they could use some support.

Disagree Disagree Agree Strongly Agree

• I think there is a lot of opportunity for tourism growth that I look forward to seeing. Agree Strongly Agree Agree Strongly Agree

• I would like for our area of wine country to have a better draw.  We still need to work hard 

together to make Eugene a destination.
Disagree Agree Agree Strongly Agree

• I would like it to be pushed as much as possible as a cleaner option of revenue and that our 

state can become a special destination for world travelers if we can preserve the forests, 

beaches, peaks and water ways.  I do not think Tourism is mentioned much in the Oregon 

Industry media - it always seems like manufacturing, fishing, logging and Computer 

Development get all the noise.

Disagree Agree Strongly Agree Strongly Agree

• I would like to see more family friendly activities. Neutral Neutral Neutral Neutral

• I'm not sure if Oregon wants to have a big tourism infrastructure, hotels, B & B's, etc.  Its 

common in the northwest.
Neutral Neutral Disagree Neutral

• It is great, but it could be better with a more cohesive and aggressive state strategy and 

implementation with strong local roles
Agree Agree Agree Agree

• Local capacity to support tourism development and marketing is limited in rural communities.
Neutral Disagree Agree Agree

• more communication is needed Agree Neutral Neutral Agree

• More promotion of winter recreation. Especially generating in state tourism. Partnering to 

promote staying active and adventurous in the winter and spring.
Strongly Agree Strongly Agree Strongly Agree Strongly Agree
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Question: Is there anything else you would like to share about the overall 

health of the tourism industry in Oregon?

My community 

understands the 

value of tourism.

Satisfied w/ 

direction of 

tourism industry 

in my region.

Satisfied w/ 

direction of 

tourism industry 

in Oregon.

Tourism in my 

region positively 

impacts the 

community.

• My community seems reluctant to change from a primarily forestry supported economy to one 

more integrated with tourism.
Disagree Agree Agree Agree

• My RDMO (WVVA) and DMO (Travel Yamhill Valley) are not good. That's frustrating for me as 

a tiny business.
Agree Agree Agree Agree

• My RDMO, OMHT, does a great job tying to promote tourism.  My city, Oregon City, gives lip 

service to tourism but makes no real effort to promote the assetts we have locally.
Neutral Disagree Agree Agree

• Need continued focus to bring more benefits to lagging rural areas. Also need to strengthen 

efforts to boost off-season and shoulder season visitation. We're about full in summer, but 

could use more visitors November-March.

Agree Agree Agree Strongly Agree

• Needing to be more aggressive with promotion. Agree Agree Agree Agree

• Oregon communities and regions should develop ways to generate fees and taxes to help 

support our local communities that target visitors while not violating sales tax ideas for 

citizens. My community needs help in understanding and working with tourist.

Strongly 

Disagree

Strongly 

Disagree
Disagree Strongly Agree

• Oregon land use laws need to be strengthened through out the state to insure health of our 

towns/cities and the viability of farming.
Agree Agree Neutral Agree

• Portland is NOT the center of the universe! More attention needs to be given to the other parts 

of the state!
Disagree Agree Agree Strongly Agree

• Since I work in 3 areas. I could only select one. Willamette Valley Neutral to Athletic Events 

with Corvallis being slightly lower than Eugene for Stoke factor, Central Oregon Agree, Coast 

Neutral

Neutral Agree Agree Agree

• Small lodging places are not represented well. Agree Disagree Disagree Strongly Agree

• The long-term health of the tourism industry is directly dependent upon a healthy environment 

and scenic landscape free of clear-cut logging destruction.
Neutral Strongly Agree Strongly Agree Agree

• There is no concern or communication with those implementing hospitality.   Outside efforts 

by Travel Oregon do not related at all with what's going on.
Agree Disagree Disagree Neutral

• Though tourism in our area can be a very healthy form of economy, it often time also results 

in unforeseen consequences to local natural resources.  Working with local land managers 

can help mitigate these effects.

Strongly Agree Agree Agree Agree

• Too many communities fail to appreciate the economic impact of visitor dollars. Disagree Agree Agree Agree

• Tourism still competes somewhat with logging interests on public lands. More effort to sedate 

the Timber Beast is needed to give Tourism a fighting chance in rural timber economies. Agree Strongly Agree Agree Strongly Agree

• Travel Salem does an outstanding job of promoting Salem and surrounding areas. Agree Agree Agree Strongly Agree

• We have a tremendous DMO promoting tourism in Eugene.  This is saying a lot considering I 

have worked in four different markets ranging from the Portland Metro area to Southern 

Oregon.  With that being said, there is still a lack of understanding in the Eugene area when it 

comes to the impact tourism has on the local economy.

Disagree Strongly Agree Strongly Agree Strongly Agree

• We have come a long way in the past 30 years.  Thank you for all the help and 

encouragement.
Agree Agree Agree Strongly Agree

• We know there's a strong interest in experiencing the agrarian life that Oregon has to offer.  I 

am excited by the progress so far, especially with the biking trail access.  I hope to see that 

grow linking more areas of the state.

Agree Neutral Agree Disagree

• We need to be more active in protecting the uses of the natural resources that our industry 

sells
Agree Agree Strongly Agree Strongly Agree

• We strongly believe that there needs to be a much stronger emphasis on environmental 

stewardship and minimizing tourism's impact.
Disagree Agree Neutral Agree

• We would really like to see another hotel for the Molalla/Silverton communities. Neutral Agree Agree Agree

• Wine industry seems to be a driving force in many areas of Oregon would be a good focus for 

your efforts
Agree Agree Agree Strongly Agree

• With the Amtrak coming through the valley, I feel like we are missing a unique feature to offer 

travelers on the west coast
Agree Agree Agree Strongly Agree

• With the economy getting better, tourism promotion seems to be increasing. That's a good 

thing.
Strongly Agree Agree Agree Strongly Agree
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Respondents were asked to indicate their familiarity with regional initiatives engaged in by the RDMO 

over the past 12 months.  Willamette Valley respondents were, overall, most familiar with marketing, 

destination development, and PR tactics.  This is common among respondents from all areas of the 

state, and indicates the need for greater communication in the areas with relatively lower familiarity. 

  

Repondents were also asked to describe a specific outcome they would like their region to achieve in 

the next three to five years that would increase the economic impact of tourism or enhance the vitality 

and sustainability of the destination. The table below summarizes the comments (presented in their 

entirety in the Appendix on page 19).  The comments span a wide range, though many focused on 

product development needs as well as specific marketing and messaging objectives. 
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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 the Willamette Valley Region.  

The standout priorities (those with more than two-thirds of respondents indicating a high or very high 

priority) are: story creation, leveraging opportunities with Travel Oregon, enhancement of the regional 

web presence, and targeted PR efforts.  
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DESTINATION DEVELOPMENT AND MANAGEMENT 

Stakeholders in the Willamette Valley were asked to prioritize destination development opportunities 

from an exhaustive list which included destination management, destination development and capacity 

building.  Across those three categories (management, development and capacity), there are four 

tactics which more than two-thirds of respondents identified as a “very high priority” or a “high priority.”  

These four tactics are: “work to increase off-season visitation,” “increase local capacity for tourism 

marketing,” “develop local capacity for tourism management,” and “provide more opportunities for 

tourists to experience locally grown and produced foods.” 
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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.  Familiarization trips for 

welcome center staff, educational opportunities to stakeholders, and customer service training were all 

rated as a “very high priority” or a “high priority” by at least 50% of respondents. 
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GLOBAL SALES 

Using the same rating scale as in previous sections, Willamette Valley stakeholders evaluated several 

tactics related to international sales, development of international markets, international public relations, 

international marketing and travel trade.  More than half of respondents from the Willamette Valley 

placed a high or very high prioritization on the following three tactics: “hosting more FAM trips for travel 

trade,” “developing more PR/media pitches for international markets” and “developing more local 

partners for international sales opportunities.” 
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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.  

 

 

Willamette Valley: In a sentence or two, please describe your understanding of the role of the Willamette 

Valley Regional Destination Management Organization (DMO)?
• ? never heard of

• ??

• ????

• Attract tourism to the Willamette Valley.

• Collects Stats and Projects future traveling numbers

• Coordinate marketing of regional tourism opportunities

• Coordinate, manage and plan tourism marketing and development for the region.

• Coordinates and works with the visitor industry to collectively promote the region within Oregon, and support the work of Travel Oregon.

• Coordinates with the activities of the local CVBs to promote a unified front and market the region as a whole. Answers a traveler's question: 

why would I want to go there?

• Coordinating promotional efforts

• Develop region-wide key messages and marketing plans that region stakeholders can embrace so we are all amplifying the same points to 

potential tourists.  They also provide a portal for region stakeholders for resources, information, training, and opportunities.

• Develop ways to bring tourists here

• Draw visitors to the region and showcase a variety of attractions and services.

• Educate what is available in our area to the public at large. We build on what we have to offer as we grow. Create economic opportunities   

for the region.

• Focus on building a strong hub and spoke model that uses the city as the destination and shows the diversity of activities as jumping off 

points. Now it seems to do the complete opposite.

• Help promote visits to the Willamette Valley and WV tourism in general.

• I am not familiar with the role.

• I am not familiar.

• I am not sure, I have not seen this name before.

• I am not too familiar; I work closely with Travel Lane County. That said, I see WAVA as an aggregator of local DMOs.

• I don't know anything about this organization.

• I feel they have done amazing job

• I hardly know anything about them. I went to a couple of meetings where they gave presentations and tried to introduce myself but they 

seemed a lot more interested in what I could do to help them than in what they could do to help me.

• I have no idea

• I have no idea what there purpose is

• I have no idea what this organization does. Sorry.

• I was unaware that there is a "Willamette Valley" DMO. We work closely with Travel Salem, and I am under the impression that they serve 

the "Willamette Valley"

• Increase awareness of the Willamette Valley area as a valuable destination for recreation and sports.

• It's limited, but think they serve as a convenor.

• Managing & increasing the number of tourism visitors

• Market the WV to increase visitation and economic impact

• Market tourism assets of the greater Willamette Valley region to various target markets.

• Marketing the Willamette Valley as a tourist destination location.

• N/A

• Need a Flow Chart, I have a basic understanding. I wish all DMO's would possible list themselves as Level 1, 2 3 and per area

• Never heard of it

• Never heard of them till I was invited to a meeting.

• No understanding.

• None

• not aware

• Not familiar

• Not familiar with the DMO.

• Not sure.  I suppose to put heads in beds.
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Willamette Valley: In a sentence or two, please describe your understanding of the role of the Willamette 

Valley Regional Destination Management Organization (DMO)?
• Only know they are a larger organization and we should communicate with them through our local DMO

• Organize, point of contact and help in attracting visitors to our area

• Our DMO is the go between the business and the county tourism dept

• Promote more options for locals and Oregonians to play in our area.

• promote specific destination and support tourism partners.

• Promote the Willamette Valley as a destination

• Promote tourism.

• Promotion of all things positive for the Willamette Valley.  Promotion of both in and outdoor events and activities,.

• Regional tourism partner

• Serve as collaboration coordinator for all local DMOs in region. Develop and implement regional strategies for investing regionally-dedicated 

tourism promotion funds via Travel Oregon.

• Serve as the RDMO  for the region and drive visitor expenditures and economic impact to all parts of the region.

• Some kind of marketing middle-man.  WVVA seems like a mythical creature that everyone knows about but has never seen.  I know they're 

made up of reps from the various DMOs and maybe I mix up what they do and what Travel Salem does, but I couldn't tell you about any 

projects that WVVA has done.

• The multi-regional marketing group that serves as a liaison between our local (Travel Salem) and statewide (Travel Oregon) organizations. 

a great asset to wine country as it crosses many towns and counties, and visitors do not know of or understand these borders.

• The role of the DMO is to work with its members to create individual brands that draw over night visitors to the area.

• The WVRDMO allocates funding for different aspects of the tourism industry throughout our region.  It develops programming and 

opportunities for travel related industry.

• The WVVA supports travel and tourism through coordinated marketing, focused on the areas plethora of wineries.

• The WVVA, as I see it, is the over-arching tourism, marketing engine for the Willamette Valley.

• Their role is to provide support to the local DMO's within the region while also marketing/promoting the region as a whole.

• They are to give information to the local (Travel Yamhill Valley) who is to get the information to its area businesses. Advertising events to all 

areas of WVRD not just working with the Salem Eugene area.

• They SHOULD be the marketing arm that sells our area and individual properties to the media, tour operators and the traveling public.  They 

SHOULD be coordinating with DMOs like Travel Yamhill Valley, or maybe our B&B group.

• To bring visitors to the region and help them enjoy their time while here.

• To create a cohesive message for the region to leverage in a variety of markets.

• To develop tourism, and in turn build the local economy with tourist dollars.

• To entice people, to visit and spend money.

• To grow the tourism industry in Oregon.

• To help bring more visitors to our area.

• To help market the Willamette Valley to potential visitors across the state, region, country and nationally.  To help ensure our local tourism 

assets are sustainable now and into the future.

• To increase economic growth through the tourism industry for their specific region

• To increase tourism in the Willamette Valley area.

• To increase travel to the Willamette Valley.

• to keep up with the events and goings on in our area as well as promote tourism.

• To partner with Travel Oregon for the purpose of attracting visitors to their specific region.

• To promote and support travel to the area.

• To promote tourism and tourism related businesses

• To promote tourism in our region for all types of activities.

• To support the area DMO's and their efforts to market their areas to visitors.

• To support the efforts tourism in the various counties that make up the Willamette Valley.  I believe those would be: Yamhill, Polk, Benton, 

Linn and Marion counties

• Tourism promotion

• Unfamiliar

• Unknown

• Very limited, but will get up to speed

• Weak understanding, need/must know more.

• working with the various local tourism centers to get the most bang for their bucks!

• WVA works well with Visit Corvallis, Travel Salem and Travel Albany.  we are impacted by each.

• WVRDMO should be leading the tourism-oriented organizations and companies in our area by mentoring the organizations and companies 

in industry best practices including marketing, media content, and customer service.
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Willamette Valley: In a sentence or two, please describe what you would like the Willamette Valley Regional 

DMO to achieve in the next three to five years:
• ????

• A stronger drive for agri-tourism since our area is a prime example of a thriving food, wine, beer in the country.  I would like to see organized 

tours of farms, breweries, wineries and tourists given the opportunity to visit the retail outlets for these organizations as well.

• A very noticeable increase in overnight visits in the shoulder & off seasons

• Accommodate influx in travelers

• Again, Bring more "national" events to this area of Oregon.

• Again, I think the most important focus should be on improving transportation networks to rural areas.

• As stated earlier I think it involves advocacy and education.

• As the regional "voice" ~ having more visibility to the general public in the Willamette Valley region would be an achievement and strengthen 

the regional messaging.

• Assist the rural areas.

• Bring in more conferences.

• Build awareness for the Willamette Valley as a premier year-round travel destination through marketing, sales, and destination development.

• Capacity building and content development for the mid-valley.

• Capitalize on the good things we already have: visits to farms, wineries, outdoor concerts and events. Universities.

• Communicate. Bring together the large and small communities to work on plans all are involved in or given the opportunity.

• Continued promotion of our region as a place to eat, drink, play, be outdoors, enjoy the natural resources of the area, be well taken care of, 

want to come back on a return visit.

• create more packages and encourage organizations/businesses to support such

• DMO - dental maintenance organization??

• Drive tourism to Corvallis in the summer.

• Every area building and expanding in an orderly growth pattern of what they would like the community to be.

• Expanding the local winery tour program to also embrace local heritage assets.

• Focus on sustainable development and balancing tourism with quality of environment

• Focus on the South Willamette.

• For our industry, capitalize on the Wine Enthusiast awarded Wine Region of the Year. It's a great opportunity to draw attention to the more 

rural wine counties of the Willamette Valley.

• Grow into a thriving origination helping us fill our tasting room all year long.

• help area businesses to increase knowledge of tourism and customer service and how important those are to the industry.

• Help organize businesses get together to help each other

• I don't know the answer, but I realize that "maps" of the region usually include only those businesses who have paid to be on the map.    I 

would like to see another way of approaching this.  It used to bother me that they weren't even necessarily the highest-rated businesses, but 

I realize now that visitors can easily look up ratings.

• I don't know what they're doing now.  This area is so dependent on the federal government for money...I think the goal should be to try to 

minimize that and find other ways to fund programs such as tourism.

• I don't know what this organization does.

• I don't know what to tell you

• I like what they are doing - building up the eclipse and the bike trec through Silver Creek - Connecting with community groups to join and 

share the meds vehicle you have in place

• I would like to see better representation of the ENTIRE Willamette Valley.  Currently the WVVA hangs its hat on wine tourism.  The majority 

of wine tourism is centered in Yamhill County, yet the system is set up currently, in such a way that Yamhill County does not have a proper 

seat at the table.  McMinnville currently as more TLT funding funneling into marketing the Heart of Oregon wine country than all the other 

cities combined in Yamhill county.  Things are out of balance and I hope there are more opportunities for alignment moving forward with 

more input from the region that is driving the majority of WVVA's messaging and resources.

• I would like to see greater engagement at the regional level with outdoor recreation providers; Travel Lane County is a good model to 

emulate.

• I would like to see the regional DMO take more of a leading role.  People know who their local DMO is and who travel Portland is, but not a 

lot of people know about Willamette Valley Regional DMO.

• I would love for them to build up their presence in the northern Willamette Valley and to come alongside struggling DMOs (like Travel Yamhill 

Valley) to help them succeed.  If the struggling DMos cannot succeed, find other ways to connect with properties within the struggling DMOs 

area.  Travel Yamhill Valley has sucked since we've been in business, 9 years.

• Identify, develop and spearhead resource sharing across private and public sector in tourism initiatives.

• Include the Cascade foothills in the mix, since we are at the geographic edge of the lines on the map.

• Increase a coordinated, area wide approach to tourism.
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Willamette Valley: In a sentence or two, please describe what you would like the Willamette Valley Regional 

DMO to achieve in the next three to five years:
• Increase focus on the lesser traveled corners of the WV.  There are great wineries, trails and towns all over the valley.

• increase off season travel - January February march

• Increase the convenience for travelers to come visit all the attractions in the valley so that there is an increase of visitors drive a short way 

as well as taking a flight to get here.

• Increase tourism, leverage more and better lodging options, improve public transit, encourage uber/lift,

• Increase visits to our area

• increase visits to the mid Willamette valley wineries, especially the Heart of the Willamette Valley, and the vicinity/attractions nearby.

• Increased promotion of outdoor recreational based businesses and traditional outdoor sports similar to the "Pure Michigan" programs

• Increased tourism to the area Dec - April

• It is surprising that I have never heard of it...would like the organization to be much more well known among stakeholders.

• It would be great to see the WV Regional DMO adapt its brand to highlight more than just wineries - it is so much more than wine country. 

Additional support for capacity building in small rural communities would help improve local conditions and boost the region's economy.

• keep up the good work!

• Make more impact on small towns.

• Make Salem a strong destination and improve the livability of the community from an economic, social and cultural perspective through 

tourism.

• Market Oakridge and other rural, former timber economies as recreation destinations.

• More interactive mapping and wayfinding.

• More of everything! Kind of a vague, lofty goal I know, but that's what I think is needed.

• N/A

• Not certain what to suggest here

• Not familiar with what they do

• Not knowing what the WVR DMO is or does, it's difficult to suggest improvements.

• Not sure if feasible but would like a public land person or role to help us improve economy of rural communities in Linn and Marion counties. 

TLC has Lane Co covered.

• Not sure.

• Promote the Willamette Valley as a destination

• Provide a greater local/regional forum for networking and exchange of information.

• Scheduled regular meetings at the local level

• see previous note

• See that the information is distributed to all businesses of TYV member or not.

• Specialize their regional management organization to show what is unique to that region to draw in outside visitors from other regions

• Sustainable visitor population levels identified.  Tourism breeds infrastructure and quality of life issues so it has to be balanced.  Don't try to 

do what Napa did and become Disneyland in the summers.

• Teach people that the freeway also run south!

• That the Willamette Valley is more than Albany, Corvallis and Eugene

• That WVRDMO set a goal that a percentage of its members will be able to increase their marketing capacity and visitor experience saavy 

that will be reflected in quantifiable numbers by the end of three years.

• The Willamette valley is the nations most inviting recreation area and the best wine region on earth..

• To bring more visitors to the area but also help destinations hare more money to cope with the additional visitors.

• To expand the marketing reach through increased use of new and trending technologies.

• To see a large increase in visitors with overnight stays.

• Unknown

• Use your experience and train folks in small towns to market and brand based on their strengths/resources.

• Visitor counts & spend % growth to outpace other Oregon regions

• We'd like to see increased communication with stakeholders and region DMOs, we'd like to see concrete marketing plans that include key 

messages everyone in the region can embrace, we'd like to see minutes from every meeting.

• Work closely with public land management agencies to coordinate marketing messages for tourism on public lands.

• Work with rural communities to be realistic and help them identify what they can do to attract visitors and therefore commerce.

• Would like to see enhanced efforts to coordinate/inform work activities of local DMOs to find and exploit efficiencies, and economies of 

scale in national and international marketing efforts. Regularly convene regional leaders in government and business to engage them on the 

value of tourism and on unmet challenges that are limiting potential economic impacts.
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Willamette Valley: Priorities Other Extremely High Priority (please specify)
• Again, international relationships.

• Better organizaition of Travel Yamhill Valley

• community capacity building

• Coordinate/Lead Visitor Organizations

• Coordinating an area wide, coordinated approach to how we tell our toursim story and how we brand our market.

• Help struggling DMOs succeed

•
Highway 58 is the shortest route from PDX to Crater Lake National Park, please advise and inform those in a position to refer 

people to use this route.

• Infrastructure is always important before moving forward

• Land use laws impede destination development in wine/farm country. How can we resolve that?

• Market and promote our strengths.

• Networking and communicating with small communities (as opposed to established tourism centers) and tourism opportunities

• Networking/capacity building of member organizations.

• Off Season travel!

• Public transportation options from Portland & Salem

• small town success stories

• Support for the McKenzie Interpretive Center

• unsure what "infrastructure constraints" is, unless it refers to limitations of road systems to handle large influx of people.
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APPENDIX – OPEN ENDED RESPONSES 

 

 

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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Willamette Valley
• A increase in overnight visits in the shoulder seasons 1 1

• Additional hospitality industry offerings, increased visibility of Polk Co. ag, esp. wine, increased signed cycling opportunities. 1 1 1

• Amplify and expand the international regional marketing efforts for PR and travel trade. 1

• Become the number one destination for food & wine in the state. 1 1

• better infrastructure for tourists to stay, places to eat will help bring people to the area 1 1

• Bicycle-friendly businesses and development of safer bicycle paths along state highways (HWY 99, HWY20, HWY 36 & 126) 1

• Bring in more tourism by including all business of tourism with the same respect and worth. Quit offending the small business 

owners.
1

• Bringing more tourists to our area by using all the various methods available 1

• Capacity increased for large and small communities to capture tourists and move them around the region. Ability to work 

together, regionally develop or purchase tools we all can use.
1 1

• Capitalize on current attention to Willamette Valley for wine production, with attention to local food and other beverage 

production as a centerpiece to stay and play. Couple this with agritourism and outdoor tourism in the valley and on its fringes 

(Coast Range to the Cascades)

1 1 1

• Capitalize on what we already have: the Willamette River, excellent wineries, hiking and biking trails, creeks and parks for 

picnicing
1 1

• Collaboration with the Forest Service, BLM, State and private land owners to local trail groups to enhance existing and future 

opportunities for all trail users. To maintain the experience that each user group desires and each visitor needs.
1 1

• Complete the McKenzie Hatchery museum. Sanitary sewer system for Blue River. 1

• Coordinate efforts to promote a major project for completion in 2020 1 1

• Develop a map specific to agro-tourism sites in Washington county. Signage specific to the sites could be posted along the 

route. (The Lavender Association has a map specific to Oregon Lavender Farms)
1 1

• Develop the old Mckenzie Fish Hatchery museum site 1

• Encouarage experience visitation:  walk, picnic, taste, tour, immerse in the local culture and beauty of it's attractions.  Find out 

what is in an area, stay the night(s) and plunge in.
1 1

• Encourage more visitors from the Portland metro area and  from out of state to visit the mid Willamette Valley 1 1

• Enhanced opportunities to have successful hunting and fishing outings as they relate to guide, outfitting businesses and 

personal recreational pursuits.
1

• Expanding the local winery tour program to also embrace local heritage assets. 1 1

• Focus on getting an airport hotel in Eugene. 1

• Focus on the areas of the tourism industry that haven't been seeing as large of growth and manage the areas that have been 

seeing exponential growth to make sure they are sustainable in the future.
1

• Foster cooperation between existing tourism assets. 1 1

• Fund raising to construct and operate a McKenzie River Interpretive Center, focusing on the unique features of the watershed 

including the McKenzie River drift boat and guides, the fish, and the geology and hydrology specific to the region.
1

• Greater national and international visibility for our wines and natural beauty. 1 1

• Have a developed strategy for the region that would encourage and coordinate the interrelated working of various cities in the 

area to work together to develop a brand and coordinated approach to tourism.
1 1

• Help Molalla dress it's self up, so we can attract visitors.  I personally, wouldn't want to stay in Molalla as a visitor... 1

• I can see a support and advocacy role being important.  Travel Oregon does a great job with the international and statewide 

promotion.  DMO's do a really good job within their regions and so I can see an education and advocacy role being important. 1

• I have noticed that since there seems to be a significant about of turnover in downtown business, that the "Shop Downtown" 

(Salem) brochures become outdated quickly.  I realized I was sharing brochures in which numerous of the businesses listed 

were no longer in existence.  Could there be formal update/reprint process for these?

1

• I think there are very specific destinations with in the region who do a great job of marketing their specific area.  However, as a 

region the message is not cohesive.  I would like the see the Willamette Valley develop a more unified marketing campaign. 1 1

• I would like more of the tourism in our region to tie into educational opportunities and specific programmatic workshops for 

tourists. I would also like to see more of a focus on equity and inclusion in the tourism industry.
1

• I would like my region to highlight all of the opportunities in West Lane County more strongly. Specifically, the wineries 

surrounding Veneta, and other recreational opportunities.
1 1

• I would like the leadership on a regional level to communicate more effectively and transparently to their stakeholders, i.e.- 

newsletter, minutes, etc.  With the current breakdown in the " WVVA tourism chain", Travel Yamhill Valley provides no benefits 

or active representation of the actual Yamhill Valley.  We sit as an island, disconnected from resources going both directions 

up and down the chain.

1 1
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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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Willamette Valley
• I would like the Willamette Valley to become one of the top 25 food/wine and or recreational destinations in the U.S. 1

• I would like them to look at niche markets rather than trying to draw "all purpose" visitors. 1

• I would like to see better sidewalks bikeways paths and family friendly activities in our area 1

• I would like to see Eugene's food and wine scene become an Oregon destination that rivals the Portland area. 1 1 1

• I would like to see international exchange student and exchange family programs grow.  I would like to see advertising in other 

countries for people to come here and see the culture and wilderness we have.  I would like to see a website of walking 

tours/biking tours with historical interest plaques, art we have developed in our community and wildlife viewing online or around 

town.  I have found walking tours very popular in other countries.

1 1

• I would like to see more transportation options for getting tourists out to the Willamette Valley (Portland to McMinnville / 99W) - 

tour companies, guided tours, wine tasting / farm / restaurants loops, Uber/Lyft, or private tours, buses that have direct routes 

to and from Wine Country.

1 1

• I would like to see the Willamette Valley become the premier destination for luxury wine and food tourism. 1

• I'd like to see Da Vinci Days back (well-funded) and well- advertised outside of the area, and to see more tourists coming in as 

groups in the summer (through OSU programs or other).
1 1

• I'd like to see our region continue to solidify the quantity of funds dedicated for tourism promotion and to strengthen 

partnerships/collaboration to better leverage resources, minimize overlap. Also would like to see focused efforts to manage 

volume of summer visitation specifically, and overall visitation generally, to maintain/enhance the quality of the experience, 

minimize traffic congestion and better distribute the positive impacts geographically and calendar-wise.

1 1 1 1

• I'd love to see more bicycle touring/camping opportunities for all riders and expanding trail networks for mountain biking. 1

• Improved transportation to rural destinations. Hwy 99W is a MESS and is a huge disincentive for people to travel from Portland 

to areas in the W. valley south of Dundee. My fantasy would be development of a weekend tourist train that would use the 

Southern Pacific tracks, complemented by local van service to rural destinations.  But there are many other, more achievable, 

alternatives.

1 1

• Improvement of streets and downtown areas in regards to foot traffic as well as improvements of streets and traffic for visitors 

to get in and out of downtown areas and communities.
1

• Include educational messages for Leave No Trace type ethics for visitors to public lands 1

• increase in off season travel/visits to Willamette Valley - January, February, March. 1

• Increase the level of professionalism in attractions and train attraction staff and volunteers to work with visitors and understand 

the tourism industry.
1

• Increase the number of restaurants and lodging in the Eola-Amity Hills.  We have thousands of consumers who come wine 

tasting and leave our region because they are hungry and have no place to stay.  Salem simply is NOT catering to a huge 

number of wine tourists - a HUGE MISSED OPPORTUNITY.

1 1

• Increased efforts and support of off season events, marketing and PR in order to increase tourism to the Valley Dec - April. 1

• Increased engagement and entrepreneurial leadership in the tourism related businesses.  Impact-increased TRT. 1

• Increased local capacity in rural communities. 1

• Increased lodging and restaurants/retail available in area. 1

• Increased shoulder-season visitation. 1

• Increased visibility for the variety of activities the region has to offer. And use creative marketing strategies to increase visitor 

numbers during the off season.
1 1

• It would be great to see our region partner with the other regions to elevate the marketing efforts of all. 1

• Land management agencies need help with managing crowds and ensuring our recreation opportunities are high quality and 

worth re-visiting and telling others about.  How can tourism $$ more directly help land managers (or their partners)?
1

• Leverage more tourism dollars to enhance and maintain  the vitality and sustainability of more small town downtown areas. 1

• Market activities that are grouped together that might drive a variety of tourism to our region 1

• Market Oakridge as the premier MTB destination for the region. Offer "Introduction to Oakridge Riding" packages that offer 

guided tours, trail work volunteerism, hotel or camping, meals...
1 1

• More awareness of the the Newberg area as a gateway to Oregon wine country and agri-tourism opportunities. 1 1

• More collaboration between wineries and fine arts. Galleries, performances in tasting rooms and wineries. 1 1

• More content.  We have lots of amenities and assets, but we need more stories, pictures, videos, etc. to link them all together.  

Itinerary development is enough of its own niche that it feels hard for an inexperienced person to do well.  Maybe we just need 

an itinerary development workshop?  Everyone comes from all the regions and practices conceptualizing and writing about 

several itineraries.

1 1

• More interface with smaller local businesses. Catalog those stories to promote a unique experience for the user. 1 1

• More packaged trips that encompass the rural communities of the valley. 1

• More rooms. Also,we need to developers a strategy to deal with the international backlash against Trump. 1 1

• More success stories in economically challenged rural Oregon towns!  Then a map linking them so visitors can find their way, 

plan an entire vacation around these success stories.  Start "small" with hope and community because that is what folks are 

really asking to experience.  The beauty, the activities, the food, those are all part of the experience but the heart and soul 

happens by connecting with the people behind the story, the people living the dream.  They will come for this in droves.

1 1

• More trails to show off our natural assets. 1
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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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Willamette Valley
• More visitors to your vineyard/winery tasting room all year long. 1 1

• New hotel construction. Renovation of hotels. 1

• None come to mind. 1

• Oakridge needs to rebuild it's infrastructure that supports tourism: restaurants, retail stores, centers of activity, public 

restrooms, better lodging.
1 1

• Oregon State Parks are going into the third year of very high visitor numbers to the parks. Many parks are trying to cope with 

numbers that they were never created to have to deal with.
1

• Over five years I would expect my traffic in the tasting room to double 1

• Overall development of more tourism-related things to experience. I think we need more of such things as restaurants, tour 

operators, wineries, agri-tourism, etc.
1 1

• participate at a higher level with Travel Oregon's opportunities 1

• Partnering with Travel Oregon to assist in getting our recreation opportunities to visitors worldwide. 1

• Partnership between Travel Oregon and communities with underutilized tourism assets to plan for future capital improvements.
1

• Positive experiences that tie natural resources and local communities together, are memorable and surpass visitor 

expectations.
1

• Progress in differentiating the southern Willamette Valley from its northern neighbors in terms of destination branding. 1

• Promote our area as a top cultural, artistic, wine experience in partnership with local businesses, and help structure 

educational options where business, and city organizations can work together symbiotically.
1 1 1

• Promote Salem with special events both during the Winter months and summer months.  Partner with other local historic 

landmarks to showcase Salem.  (i.e., Elsinore Theatre)
1 1

• Promoting the smaller properties that don't have PR employees or budget, getting more business to them, especially in the 

slower seasons.
1 1

• Raise funds for McKenzie River Interpretive Center. 1

• Reach a sustainable number of visitors each year based on hotel occupancy.  If you have 1,000 hotel rooms in your   region, 

the goal would equate to 80% occupancy year round.  365,000 X 80% per year.  It doesn't account for the drive market which 

would probably be twice that number.  I just thought of this.

1 1

• Reduce the number of the homeless in our area it makes guests uncomfortable and worry. 1

• Regional transit to tourism destinations such as wineries and breweries that promote local goods and develop a reputation for 

the region as a fun destination that has no hassle tourism.
1 1

• Road expansion 1 1

• Slow down traffic on Main St. (Hwy 20), clean up Main St.  give tourists a reason to stop 1

• Sustainable tourism: We love visitors to our public lands - help us help them to visit responsibly and safely 1

• The development of a series of maps showing the variety of options available - current brochures are much too narrow in their 

focus and often too broad. Need local loops that address a variety of interests.
1

• The Growth of Downtown Salem, through expanded urban living, ridesharing, infrastructure updates, regulation and tax cuts for 

small business. Development of Downtown is the key to Salem's tourism and residential growth.
1

• The Willamette valley is the nations most inviting recreation area and the best wine region on earth.. 1 1

• The Willamette Valley offers many different visitor experiences. In three to five years, knowing that the visitors are aware of the 

options, and taking advantage of them by extending the stay or actively planning and booking a return trip is a desired outcome. 

Grow the destination through the visitor experience.

1

• The Willamette Valley region tourist destinations- from small historic towns and farms to wineries to outdoor venues and larger 

family oriented venues, with the right tools and training and with some financial support, should be able to provide visitor 

adventurers with satisfying, value-packed, hospitality-driven visitor experiences that will ensure that these visitors will come 

back to Oregon again and again.

1

• Through cooperative promotion, I would like more visitors to discover Polk County and stay awhile to explore it. 1 1

• To become a travel destination for regional, national and international associations. 1

• To put Polk County back on the map, it seems like no one knows what we have to offer 1

• To see overnight visits keep increasing every year in our area 1

• Travel Salem needs to do a better job of focusing on the core area of Salem and be a partner in supporting the vibrancy of the 

central city. It focuses too much on tourist areas outside of town. Marketing materials of the recent past do not highlight and 

focus on the community and push people 10 to 30 miles away from the area.

1 1

• visibility!  Right now people just think of the University.  We have much, much more going on than just the University.  

Vineyards, Mountain biking, Rafting, Kayaking, SUP tours, etc. etc. etc.
1 1

• We need more quality visitors. 1

• What knowledge I have I feel they have done amazing job with the funds they and the desire to further tourisum 1

• What this area needs is an employer/industrial foundation that would draw international interest in what Eugene/Springfield 

offers and maintains the same belief system that this area holds.  While Track Town is trying to elevate Eugene/Springfield this 

way, it is not there yet.

1

• Work to help rural communities tie in to all Travel Oregon is trying to achieve with our tax dollars. 1

• Work with Oakridge lodging owners to refer overflow guests from Track Town events and solve transportation and parking 

barriers.
1 1

• Year round tours of the covered bridge's. Guided or self guided. A visitor's center. Small hotel. Camping. Cafe's & restaurant's. 

Walking paths.
1
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Global Sales Open-Ended Tactical Comments: Willamette Valley

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:
• As a very tiny component of the overall tourism trade in Oregon, I wish there were a way for regional and state-wide efforts to be 

more aware of and helpful to tiny organizations like ours

• Educational opportunities for local attractions about international visitors would be very helpful. I must admit I know that people 

visit from other countries but know very little about what they are interested in and how to better serve their needs.

• Focus on domestic first, then international - in my opinion.

• I'm not real familiar with international tourism issues

• In our community we have a high number of foreign students whose families may appreciate custon-fit tour packages.

• Look for creative and fun ways to incorporate good outdoor ethics in any marketing related to outdoor recreation.

• more things for families to do together

• no global or international travel ideas

• Strong effort needs to be made abroad to convince people that the USA is a safe destination, their visas will not be revoked at a 

whim, and that people of color will not be subject to harassment and violence.

• Target Trails internationally and focus on Oregon's Assets. Further define the experience for the Domestic travelers

• The FAM trips and itineraries need to focus on smaller properties (I love The Allison, but there are lots of other lodging 

opportunities!!!!!)

• We don't have a large enough venue for a bus load of folks and we don't have well developed itineraries for Oakridge.

• wine industry, cycling opportunities

• You didn't mention the airlines in your partnerships.  Airlines bring tourists who stay longer and spend more money.  It's a smaller 

slice of your tourism market but reaches a more affluent traveler.

Marketing Open-Ended Tactical Comments: Willamette Valley

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:
• A high percentage of visitors come to Salem to visit family and friends. It would be nice to help inform area residents on what 

local opportunities are available.

• Ads in Travel Salem publications are too expensive and we have not had a very good return on our investment.

• Good job on the 'Go Oakridge' campaign!

• Google and Facebook have become dominant and money is moving in that direction.  Third party journalism is still the best with a 

large audience (print still does this) but it's very hard to get and it's measurement-challenged.  A multi media approach is still the 

best if resources will allow.  Don't put all your eggs in one basket but don't do "spray and pray" media either.  Select a few that 

seem to fit the best and focus with those partners.

• I think international advertising would be very hot - of course right now the USA has a pretty bad wrap - but I think all of Oregon 

has a separate distinctive draw for people from other countries.

• In the competitive travel/tourism world, consistent, authentic stories and advertising is critical. Keep it up.

• Local tourism agency does a very poor job of integrating and focusing on our local area:  for example downtown, entertainment, 

art, activities, and focuses on destinations outside the central town. It is very frustrating and hard to work with the entity.

• Look for creative ways to incorporate good outdoor ethics in any marketing related to outdoor tourism.

• Our museum doesn't have a home. We would like to contribute but without space there is not much we can do.

• Print ads seem to have dropped off, rather than being supplemented by other media presence

• speaking engagements at local business organizations...get out of the office!

• Stoke factor to draw millennials and reinforce adventure!

• The future of destination marketing is going to be digital, so putting emphasis on social media, highly functional mobile-friendly 

websites, development of apps, etc. are very important.

• They might actually do these things, but the same businesses get highlighted over and over.  I don't know how to connect with 

them to get them to promote other (like mine) businesses.  And they (WVVA) concentrate on Eugene and Salem, perhaps 

because that is where they are based or because Eugene and Salem have good DMOs and Yamhill Valley does not.  Either way, 

I feel screwed.

• This isn't my area that I'm interested in

• Train companies, local business to compete and market their products

• TYV should concentrate on the Rural areas(Newberg, McMinnville, Carlton, etc.) as much as Salem, Eugene areas

• Website updating, regional content marketing, and more stories about great things happening locally/regionally.
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Industry Services Open-Ended Tactical Comments: Willamette Valley

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:
• A lot of the industry needs start with the business owner.  If they have the right mentality, then they'll send employees to customer 

service training and do all the rest.  If they don't then none of it matters.  The scholarships are an interesting idea to try and hook 

them into the right mentality.  One-time scholarships for pre-selected businesses that the RDMO thinks could catch the spirit and 

run with it.

• Actively reaching out to small communities that don't yet understand the value of tourism and how to cultivate it. In my community 

that would be necessary before "offering" educational opportunities. They probably wouldn't take advantage of those opportunities 

unless someone from the outside proactively encouraged and incentivized them.

• Arts arts arts! Promote the art industry in Oregon.

• Communication between the RDMO and industry/visitor stakeholders about opportunities and available resources.

• Cross Promotion with industry leaders

• Get into ecotourism.  Especially, trail work tourism packages for mountain bikers in Oakridge.

• Getting staff to visit a region is key to their understanding what to promote

• Grant writing and complete transparency of guidelines. Applicant feedback and transparency of winners.

• Grants to restore Old McKenzie Fish. Hatchery and raise funds for new interpretive center.

• I think some DIY information on putting together travel packages for visitors would be very useful. What kind of travel packages do 

visitors want and how would I market them. When would my travel packages be creating problems for someone else? I feel like 

the destination marketing organizations sometimes work in a bubble that I can't quite get a real handle on.

• I would suggest developing an update checklist that is monitored 2 or 3 times per year to add the most current information about 

tourism services in Oakridge/Westfir.  E.g. : what is open, what's new, what's closed/changed ownership, etc.

• Informed and engaged stakeholders are the glue of the industry so whatever can be done to keep them up to date on visitor 

trends and destinations is a huge benefit.

• It will always trying to find things for families to do together

• Local attractions need to learn how to work together for form a cohesive message and brand, as well as coordinate open 

hours/days.

• Print brochures in welcome centers are necessary, but in my opinion by the time a tourist has entered our borders, they have 

gotten all their info on-line.  Focus should be on  on-line tourism and social media "free" or "low cost" targeted advertising.

• Team up with the local tourism groups in the cities as well as local organizations eg. Bed and Breakfast of Yamhill County. 

Carlton,  McMinnville Tourism groups/committees.

• Travel Oregon Rural Tourism Studios are very valuable to get conversations going and activity occurring in an area.  It has really 

helped the communities in the North Santiam Canyon!
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Destination Development Open-Ended Tactical Comments: Willamette Valley

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:
• Alternate methods of content development - how to get better pictures, stories, videos, etc. about your region.  Partner with local 

clubs, writer groups, do it yourself, etc.

• Assist in developing a Expo type event for the Willamette Valley to have lodging and outdoor recreation members collaborate and 

pollinate.

• Don't force things on people.   Help them improve service to those coming into the areas

• Hire experienced personnel

• I don't know enough about what is currently going on to address this question.

• I think many businesses (inc mine) feel left out of promotions by the Tourism Dept. I do not even know how to get my promos 

included in their postings.

• I think the quality & professionalism of customer service at tourism businesses is likely already high, but if it isn't I would rate it 

higher than I did in #3 above.

• Increase collaboration between arts and cultural events/activities and RMOs.

• It appears that the larger business reap the benefits of Travel Yamhill Valley much more than smaller businesses. Reach out 

more to small business.

• It would be important to maintain and improve on the trails and resources be have and get those to a sustainable point before 

expanding on those systems adding more upkeep in the future.

• Locally we need help developing available lodging and restaurants in the local area to enable additional tourism to the area in 

general. Physical upgrading/curb appeal.

• More Convention Space

• More family friendly activities not geared around alcohol or OSU

• More sources of funding for planning trail projects on public lands. Includes funding for NEPA analysis.

• OFF SEASON!  OFF SEASON!

• Our area would benefit from a paid staff to coordinate tourism planning and management.  This person could then build capacity 

to accomplish other tourism related goals.

• signage, local training, trails and maps!  Great job!

• Such a complex issue, a Fall regional conference would be nice. I bet it exists as an idea sharing Summit between regions

• The FAM tours that were done last year were quite helpful.

• There was talk at one time about local attractions being "visitor ready". It would be nice to have more input on how to help raise 

the level of the visitor experience.

• This is a tremendous tourism opportunity in and of itself: "Provide more opportunities to link visitors with service projects and 

volunteer opportunities in the region"

• Transportation, wayfinding, workforce training, and improvement on working with city DMOs should be a priority.  Also, grant 

writing training would help to increase resources region-wide.

• Work on coordinating the resources and the communication between them.

• You mentioned public restaurants.  This would NOT include more portables.


