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OVERVIEW
• Travel Oregon, in partnership with the
Eastern Oregon Visitors Association,
hosted two Oregon Tourism Listening
Sessions in the Eastern Oregon region on
May 14, 2018 in Baker City, Oregon and
on May 15, 2018 in John Day, Oregon
• Anyone who touches the tourism industry,
including business owners, land
managers, volunteers, nonprofits,
policymakers and more, was invited to
attend
• 46 regional stakeholders attended
• Stakeholders input was gathered on a
host of topics ranging from tourism
challenges to asset opportunities

• Listening sessions’ findings will help
shape the future of tourism in Oregon
through Travel Oregon’s statewide
strategic plan, as well as Eastern
Oregon’s regional tourism plan
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EAST ERN OREGON LIST ENING SESSIONS
Organizations, Agencies, Etc. Represented
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Anthony Lakes Mountain Resort
Baker County Tourism
Baker Loves Bikes
City of John Day
Crossroads Carnegie Art Center
Eastern Oregon Trail Alliance
Eastern Oregon Visitors Association
Fossil Shift Bike Shop
Geiser Grand Hotel
Grant County Chamber of Commerce
Grant County Economic Development
Council
Grant County Historic Museum
Grant County RV Park
Harney County Chamber of Commerce
Hotel Prairie

•
•
•
•
•
•
•
•
•
•
•
•
•

Painted Hills Vacation Cottages & Retreat
Pendleton Convention Center
People Mover
Railriders (Joseph & Oregon Coast)
SAGE Center
Silvies Valley Ranch
Travel Pendleton
Umatilla County
Umatilla County Tourism
Union County
US Forest Service
Victorian Lane Bed & Breakfast
Wallowa County Chamber of Commerce

EAST ERN OREGON

Engagement in Tourism
Industry Structure
• Stakeholders in the Eastern Oregon region
are engaged with the tourism marketing
structure
• Engagement is more localized, with
stakeholders interacting more frequently
with DMOs and the regions RDMO

• Certain stakeholders, other than DMOs and
RDMOs, are engaged more locally with city
chambers, but would like to be more
involved at the upper levels of the tourism
marketing structure

EAST ERN OREGON

Excitement for Tourism
Marketing and Advertising
• Co-op opportunities
• Domestic market focus
• Web/social integration
Increased Visitation
• FAM tours
• Global opportunities
Regional Plan
• Comprehensive approach
• Broad awareness

Stakeholder Engagement
• Partnerships with Travel
Oregon
• Increased engagement
Product Development
• Biking and skiing
• Scenic Byways
• Heritage & arts

Economic Impact
• Economic growth
• New businesses
Infrastructure
• New tourism infrastructure
Education
• Economic impact
• Marketing and promotion

EAST ERN OREGON

Tourism Challenges & Regional Plan Gaps
Destination Development & Management
• Connecting regions and sub-regions from an experience standpoint and passing off visitors is difficult
in such a large area
• Maintaining a sense of community while driving increased visitation to the region
• Developing new product including arts, culture and heritage
• No new trail systems – region is not competitive with other regions in terms of outdoor recreation
development

Stakeholder Engagement & Collaboration
• Engaging more often with locals to encourage advocacy for and engagement with the regional tourism
industry
• The size of the eastern region creates barriers to effective and continuous stakeholder collaboration
• Broadening engagement efforts with local, out-of-state partners (Idaho, Washington)

Workforce & Training
• Capacity, focus and knowledge is inadequate to effectively promote the region
• A limited pool of volunteers exists to help augment a lack of regional capacity
• The funds and employee pool required to hire an effective workforce in a growing sector are limited
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Tourism Challenges & Regional Plan Gaps (Cont’d)
Marketing & Promotion
• A lack of general awareness in key markets that Eastern Oregon is equally accessible compared to
more popular areas like Central Oregon
• Low visitation in shoulder and winter seasons
• Imbalance in promotion of arts, culture and heritage in messaging

Infrastructure & Transportation
• Minimal investments in the tourism infrastructure (roads, lodging, shuttles, wayfinding)

Funding
• Seasonal visitation makes it difficult to sustain funds needed to drive visitation in peak season
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Tourism Challenges & Regional Plan Gaps
“[We have] volunteer burnout and a heavy
administrative load. 70% of our work is going
towards planning and admin.”

“Half [stakeholders] are in favor of
progress and change and half are not.”

“One challenge is location. Many visitors believe Eastern Oregon is on the ’other
side of the world’, when really we are abut the same distance to Bend.”

“Our community is small and many
of the members wear too many hats
to be effective at some of these
processes.”

“We need more education for small businesses
(social media 101) and to make sure they
understand grant opportunities.”

“I routinely come back to the thought of not going too big
too fast. How can we grow and be successful without
losing our authenticity?”
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Desired Tourism Assets to Promote or
Develop
Agritourism
Botanical Gardens
Outdoor Rec
•
•
•
•
•
•

Hunting and fishing
Hiking
Mountain biking
Stargazing
Wildlife
Hells Canyon

Arts & Heritage
• Museums
• Oregon Trail
• Tribal tourism
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EAST ERN OREGON
Desired Strategic Tourism Priorities & Areas of Focus
Stakeholder Engagement & Collaboration
•
•
•
•
•

Engage local stakeholders and community members on the economic value of tourism
Assist communities that lack the government structure and capacity for proper engagement
Engagement with surrounding states to increase regional visitation
Expand potential partnerships and collaboration opportunities with state and federal agencies
(ODOT, ODFW, USFS)
Evaluate opportunities to create separate Eastern Oregon regions

Destination Development & Management
•
•

Assist with the identification and development of new products and experiences in the outdoor
recreation space (biking, hiking, fish and game)
Drive visitation with a sustainability mindset that protects natural assets

Workforce & Training
•
•
•
•

Provide frontline training to industry employees
Identify technical assistance programs and training opportunities to help with marketing, data
analytics and channel best practices
Educate youth on the economic value of tourism and its career opportunities
Provide networking & learning opportunities to help businesses “see themselves” in and understand
the tourism industry structure

EAST ERN OREGON
Desired Strategic Tourism Priorities
& Areas of Focus (Cont’d)
Infrastructure & Transportation
• Enhance wayfinding infrastructure to
promote regional visitation
• Address basic infrastructure needs
(broadband, etc.) required to maintain a
community
• Work with public transit to identify regional
transportation plans and create other
modes of transportation

Marketing & Promotion
• Promote the region as an accessible
driving market
• Create a more accurate brand of Eastern
Oregon as an outdoor experience
• Expand presence in Travel Oregon
marketing
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Desired Strategic Tourism Priorities & Areas of Focus

“Brand Eastern Oregon in a way that
shows a region with diverse
landscapes. Many visitors believe
once you are past The Dalles it is all
flat desert.”
“[We need] signage on SAGE center
building and other highway signs and
wayfinding in general down into other
visitor centers.”

“Eastern Oregon is a large territory
with so much to offer. Please spread
the word.”

“Expand regional technical
assistance and boots on the
ground.”
“Generate more
educational opportunities
for rural business owners.
Get them connect and
involved.”

EAST ERN OREGON
Desired Stakeholders to Engage

