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MT. HOOBREAVISITOR SURVE¥INAL RESUL

INTRODUCTION / METHODOLOGY

This report presents the final results o¥igitor survey conducted foFravel Oregon and Mt.
Hood Territoryby RRC Associatbstween March and June, 2018\ total of 995visitor
intercept survey \ere conductedat a variety of locations throughotiie Mt. Hood region
Survey results generated from tl2918 sample of responents interviewed have a margin of
error of approximately +/ 3.1 percentage pointgalculated for questions at 50 percent
responseé.

Roughly 8 different survey locations were grouped into four major locations for analysis:
Estacada, Sandy, Ski Resatsg] Other Highway 26 Locatio(see table below) Consideration
was given taepresentinga wide distribution of locations throughout the region, as well as the
optimal locations for interceptingisitors

Table 1
Survey Locatior Grouped As:

DowntowBstacadg Estacada

Metzler Par

Milo Mclver State P

Upper Clackamas Whitewater Fe
Downtown San( Sandy

Jonsrud Viewpoi

Sandy Ridge Trailhe

Mt. Hood Meado\ Ski Resort

Mt. Hood Meadows Park &
Mt. Hood Skibo
Timberlingki Aree
Timberline Resort Shu
Camp Creek Campgrol Other Highway 26 Locati
Government Can

Mirror Lak€railheac

Mt. Hood Expre!

Trillium LaKerailheac

Zigzag Mountaifrailheac

Resultsvere also grouped into two seasonisate Winterand Spring for analysis; weather data
were analyzed to determine the seasonal breakdu#té Winter April 23andearlier / Spring
April 24andlater).

1 For the total sample size &95respondents interviewed during Late Winter/Spring 20dtargin of error is +/3.1 percent calculatedor

jdzSadazya G pm: NBALRYAS O60AT (KHeswBdardigay th §encFaizblindrgindadbr Mlio/st@tezher NJ Ij dzSa G A 2
larger margin, which occurs for responses at 50%). Note that the margin of error is different for every single questisereshe survey

depending on the resultant sample sizes, proportion of responses, and number of anssgaries for each question. Comparison of

differences in the data between various market segments and from year to year, therefore, should take into consideratifactbes. As a

general comment, it is sometimes more appropriate to focus attentiothengeneral trends and patterns in the data rather than on the

individual percentages.

RRC Associates 1



MT. HOOBREAVISITOR SURVE¥INAL RESUL

Thisreport will be primarily focused on transportation in the regiovith specific
recommendationsnade regarding increasing public transportation usage in the.aféee

intercept survey probed familiarity with public transit options in the area, method of travel to
the Mt. Hood area, obstacles to taking public transportation, factors that would iserea
utilization of public transportationand typical usage of public transit and rideshare.

However, results from other questions on the survey, such as visitor demographics and activity
participationwhile in the regionare also summarizedh this repat, as these results aid in the
interpretation of transportationrelated data.

We direct the reader to a copy of the survey form, included in the Appendix A section of the
report, as a reference to all questions addressed in the intercept survey. -@ped

comments from the survey, including visitor suggestions for impravang! to the Mt. Hood
area are included in the Appendix B section. Tables shodetgledsurvey results for the
visitor intercept survey are provided in Apperdi

RRC Associates 2



MT. HOOBREAVISITOR SURVE¥INAL RESUL

KEYFINDINGAND RECOMMENDATIONS

1 Personal vehicles are, by far, the most used transportation method in the region
Eightythree percent of respondents traveled by private car, an additional 8 percent by
camper/RV, and 5 percent by rental car. Only 4 percématl respondents used the bus,
althoughthe frequency of bus usages was highearong visitors to ski resorts (7
percent) and other Highway 26 locations (13 percent). Bus usage was also higler in
winter (5 percent) than irspring (1 percent).

1 Improve communications about public transportation offeringsRespondents were

Y2NBE tA1Ste 2 oS ay2ad a4 Ffté& FLYAEAIFIN A

FNBF KIFIy GKS&@ 6SNB daz2YSoKIéeg 2N a@SNEE
Hood Express was higher than for Sandy Area Metro or Columbia Gorge Express, but for
FE€f F2dzNJ 2LJ0A2ya Y2NB GKFEy KFEF 2F | ff
familiar (56 percent for Trimet to 85 percent for Columbia Gorge Express). Additjonall
one in five respondents said they would be more encouraged to take public
transportation in the future if they knew more about the offerings.

Familiarity was higher for Trimet, Mt. Hood Eegs, and Sandy Area Metrolate

winter, signaling an increas attention to alternative transportation methods during
periods of inclement weather. However, familiarity with Columbia Gorge Express was
consistently low, highlighting that improved communications about that option may be
warranted in particular.

1 Toincrease public transportation usage, make the experience as seamless as driving a

car.! 02dzi GKNBS Ay FTAGS NBaALRYyRSyita 6K2 RARY

their travels to the Mt. Hood area would be encouraged to take public transportation t
the area in the future if some factors were addressed (60 percent). The top factor cited
was having travel time be about the same as driving a car (26 percent), followed by
increasing public awareness about bus service (20 percent), fewer transfers (19
percent), increasing bus service frequency (15 percent), and offering seat reservations
(11 percent).

1 Focus on promoting transportation opportunities to visitor segments that are more
open to taking public transportation in the future There is more vlingness to travel
by public transportation to the Mt. Hood area in the future among single respondents
without kids, day visitors from a nearby are@ntertime visitors,and Oregon residents
When askedvhat, if anything, would most encourage you tdéapublic transportation
when travding in this area in the futuréghese segments of visitors were less likely to

OAGS oz R y20 NARS GKS o0dza Y2NB FNBIdzSy it

select a variety of motivators. Top amathgm werehaving travel time be about the
same as driving my car, increasing public awareness, fewer transfers, andimgreas
frequency of service alongxistingroutes.

RRC Associates 3



MT. HOOBREAVISITOR SURVE¥INAL RESUL

1 Toincrease bus usage among solo travelers, focus on optimizing bus service along
Highway 26 Aboutl2 percent ofall visitors were traveling aloneAbout one in five of
these visitors took the bus when traveling to a ski resort or other Highway 26 location,
highlightingthat there isopportunity to increase bus usage amos@o guests going to
Highway 26 locationsSolo travelersvere generally open to taking public transit in the
future, and would like to see increased speed of trip, travel time be about the same,
increasing frequency @ervice along existing routes, and having more infororat
Fo2dzi 6KIFiQa | @FLAflofSo

1 Improve gear storage options on public transiOther than just preferring to drive
(cited by 57 percent of respondentshe biggest reason cited for not taking public
transportation was having too much stuff (44 percer@ven that eisure/outdoor
recreation is overwhelmingly the reason for visitihg area(87 percent), visitors are
likely to have a lot of gearSome of the garintensive activities in which visitors
participate while visiting the region include downhsthowsports (41 percenthiking (14
percent) fishing (10 percenf)ackcountry sowsports (9 percentland vatersports (9
percent) Openrended @omments furtherhighlightedthat visitors find public
transportation a challenge with so much g€ee., skiequipment in winter, camping
equipment inspring.

1 Accommodatepublic transportation for pets Eight percent of all visitors were
traveling with pets. This number was even higher amgmngtime respondents and
those camping in the area. Whenaskel®w (G KSe& RARY QG Gl 1S LJzt A
their trip, many peoplesaid they had dogs with them.

1 Try to capture outof-state visitors who flew and rented a car by providing bus service
between Portland and Government Camp, and offering stops nearegorts,
trailheads, and restaurants Additionally, it might be fruitful to focus marketing efforts
on the scenic aspects of this transportation route. Thirtpercent of all owof-state
visitors flew to the area. Among those who flew, 58 percentedrd car. These visitors
were most likely to be going to Portland and Government Camp, and were most likely to
be participating irhiking/trailing runnirg (63 percent), scenic drig€38 percenj,
snowsportg34 percenj, and dining ou{31 percent) whilen the Mt. Hood area.

T hFFSNJ aK2L) 2y3 K2L) 2FF¢ NARS. aithalofal g A § K 2
respondentsvisited more than one location during their trigsovernment Camp,
Portland, Sandy, Timberline, Hood River, the Columbia RivgeGand Oregon Coast
were the most visited locationProviding usefriendly connectionsand cost savings
between locationgould help increase the share of respondents opting for public
transit.

RRC Associates 4



MT. HOOBREAVISITOR SURVE¥INAL RESUL

1 To increase economic impact to the region, attract the visitors that tend to spend
more while in the areaski resort visitorswintertime visitors, overnight visitors, owt
of-state residents, and familiesTo appeal to the interests of these highspend
visitors focus on expanding service or at least making sure communication to these
groups aligns with their valuesSki resort visitors would like to see increased frequency
of service on existing routes. Households with kids were more likely to desire
guaranteed seats via reservations. All visitors were most likelatd travel time be
about the same as driving a car.

1 Market to current users of public transit and rideshareCurrent wsers of public transit
and rideshare are notably more likely than nosers of being willing to use the bus
more frequently in the future if certain factors were addressed. Both of these user
groups would most like to see travel time be about the samérasng a car. Current
public transit users weralsomuch more likely to want to see increased frequency of
bus service on existing routes.

Singles without kids are the most likely to use public transit at least once in a typical
week (32 percent), wite couples without kids are the most frequent users of rideshare
in a typical week (28 percentRespondents in lower income brackets use public transit
more often, while those in higher income brackets use rideshare more offgrgon
residents use edctransportation mode more often in a typical week than -@fistate
residents (26 to 27 percent vs. 15 to 17 percent).

1 Improve signage for regional attractionsA comment that came up frequently among
visitorsto the areawas that signage could be imgved. Guests noted lack of signage,
difficult-to-read signage (botin terms ofsize and lack of lighting at night), and just a
general desire for more information. Developed in conjunction with expanded bus
service, improved signage could create a maserfriendly and seamless visitor
experience in the region.

1 Incentivize carpooling with premium parking at trailheads and ski resor&s majority
of visitors take their personal veatie while traveling in the aredhe top reasorcited for
not taking public transportation is because of a preference for driving (57 percent), a
notable 40 percent would not be motivated to take public transit, and visitors travel in
large parties on average (3.6). In addition to increasing public transportéhierg
might be opportunityto increase carpooling among those who whiilve to the area
regardless by offering preferred parking at hgaffic locations.

RRC Associates 5



MT. HOOBREAVISITOR SURVE¥INAL RESUL

VISITOR DEMOGRAPHICS
Visitor Type

The largest segment efsitors to the Mt. Hood arewere day visitorsrom a nearby areéb3
percent) One in threerespondents wee overnight visitors staying overnight in the Mt. Hood
area(34 percent), 11 percenwere day visitors to the Mt. Hood area but staying overnight
outside the region, and 2 percemtere seasonalasidents/second homeowners.

Figurel

Mt. Hood Area Visitor Survey | Visitor Type

Overall

area
Overnight visitor staying in 349%
the Mt. Hood area

Day visitor to the Mt. Hood
area, but staying overnight 11%
elsewhere

Seasonal resident / second
2%

Are you a:

homeowner in the Mt. Hood
area

Source: RRC Associates

Sandy and Highway 26 locations (including the ski resortsettadpull more day visitors,
while a greater share of overnight visitors were found in the Estacada area.

Figure2

Mt. Hood Area Visitor Survey | Visitor Type

Interview Location

Other
Estacada Sandy SkiResort  Highway 26
Location
Day visitor from a nearby area . 33% 79% 65% - 59%
Overnight visitor staying in the . s79% | 8% 230 I 20%
Mt. Hood area
AreYOUa: 1 ay visitor tothe Mt. Hood
ay visitor to the Mt. Hood area, I 11% 11% Izo%
but staying overnight elsewhere

Seasonal resident / second

homeowner in the Mt. Hood area 2% 2% ‘ 2%

Source: RRC Associates
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MT. HOOBREAVISITOR SURVE¥INAL RESUL

Latewinter also had a larger day visitor drddriven by a large share of surveys conducted at
ski resorts irate winter), with increasing shares of overnight visitors noted into $heng.

Figure3

Mt. Hood Area Visitor Survey | Visitor Type

Season
Late Winter Spring
Day visitor from a nearby area 71% 30%
Overnight visitor staying in the Mt. Hood area 17% 569%
Are you a:
Day visitor to the Mt. Hood arfaa, but staying 10% 13%
overnight elsewhere

Seasonal resident / second homeowner in the 306 104

Mt. Hood area

Source: RRC Associates

RespondentProfile
Specific demographic results from the visitor intercept surveydethe following observations:

1 Age The Mt. Hood area attracts visitors from a variety of age cohorts. The average
visitor age is 43.1The age profile varies somewhat by location, time of season, and
geographic originOverall, ski resorts in the aredtractedslightly older visitorgaverage
age 45.2pnd the age profile skesd somewhat older idate winter as compared to

spring (44.1vs. 41.7) Out-of-state visitors are slightly younger, on average, thastate
visitors(42.6 vs. 43.3)

RRC Associates 7
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Figured

Mt. Hood Area Visitor Survey | Demographics

Overall

18 -24

25-34 21%

29%

35-44
Age of
respondent

45-54 20%

12%

55-64
Average

43.1

65-74

75 or older I 1%

Source: RRC Associates

1 Household CompositionThe largest segment of visitors to the regwere households
with childrenliving at home (41 percent)in contrast, 59 percent of visitors to the
region do not have children at home. Visitors particularly likely to have children include
overnight visitorg48 percent) visitors to the ski areg#8 percent) and Oregon
residents (43 percent)

Figureb

Mt. Hood Area Visitor Survey | Demographics

Overall

Household (single or couple)
w/children living at home

41%

Which
category
best
describes
your
household
status?

Single, no children 24%

Couple, no children 21%

Household (single or couple)
w/grown children not at home

15%

Source: RRC Associates
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MT. HOOBREAVISITOR SURVE¥INAL RESUL

9 Annual Household Incomérhe Mt. Hood area is a draw for visitors, regardless of
incomeg highly affluent and less affluent guestere identified throughout the region.
Households with childreakewed more affluent(19 percent earn at least $200,000
annually) as dd ski resort visitors (18 percent), amdntertime visitors (13 percent).

Figure6

Mt. Hood Area Visitor Survey | Demographics

overall

$0 to $49,999 22%
Which of the
following
categories $50,000 to $99,999 38%
best describes
the annual

income of your  $100,000 to $199,999 30%

household
(before taxes)?

$£200,000 or more

Source: RRC Associates

9 Race/Ethnicity Overall, there is opportunity to broaden the diversity of visitors to the
Mt. Hood region.In particular, the share of respondents who identify as Hispanic or
Latinowas notably lower than th®regon population as a whole (7 percent in the
survey resuk vs. 13 percendf Oregonians, according to Census datathough, it
should be noted that Estacada had a higher share of visitors identifying as Hispanic or
Latino(11 percentthan other survey locations

Figure7

Mt. Hood Area Visitor Survey | Demographics

Overall

93%

Are you of
Hispanic or
Latino
origin?

Yes

Source: RRC Associates
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MT. HOOBREAVISITOR SURVE¥INAL RESUL

1 About nne in ten of all respondents identify as White (90 percent), distantly followed by

6 percent identifying as Asian, Asian Indian or Pacific Islander. A Blgrerof visitors

identifying as Asian, Asian Indian or Pacific Islander waswdxséor Highway 6
locations (13 percent).

Figure8

Mt. Hood Area Visitor Survey | Demographics

Overall

Asian, Asian Indian or
Pacific Islander l 6%

What race do you

consider yourself Native American | 1%
to be?

Black or African
American

Other IS%

Source: RRC Associates
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Geographic Origin

The Mt. Hood area attracts mostly-gtate residentsnearly threequarters of all respondents

reside in Oregon (73 percent). The second most common origin of visitors is Washington (14
percent), followed distantly by California (3 percent), Texas, Canada, Arizona, and Florida (each
1 percent). Visitorgdm over 30 other locations collectively accounted for 7 percent of all
respondents.

Figure9

Mt. Hood Area Visitor Survey | Geographic Origin

Overall
73.1%
State/
Country
13.6%
' : - 0.7% 0.8%  mummmm
Oregon  Washington California Texas Canada Arizona Florida All other
locations

(combined)

Source: RRC Associates

Out-of-state visitorswere more likely to be found along Highway 26 locati@nsluding ski
resorts)than in Sandy and Estacad@/hile results should be interpreted with caution due to
small sample sizes for individual locations, greater shares ebfestiate visitors were identified
at Timberline Ski Area, Mt. Hood Meadows Park and Ride, Mirkar &rad Trillium Lake
Trailheads, ad on Mt. Hood Express.

Figurel0

Mt. Hood Area Visitor Survey | Geographic Origin

Interview Location
Other Highway

Estacada Sandy Ski Resort 26 Location
oregon [ 79.0% 73.6% 71.2% [ 56.3%
washington [ 13.4% 11.6% 15.1% f11.7%
california | 2.2% 5.8% 2.5% | 2.9%
State/ Arizona 0.3% 1.7% 0.6% |1.9%
Country Canada 0.8% 1.7% 0.8% | 2.9%
Florida 0.5% 0.8% | 1.0%
Texas 0.5% 1.7% 1.7% | 2.9%
All other locations (combined) | 3.2% 4.1% 7.3% M 20.4%

Source: RRC Associates
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Total outof-state visitationwas proportionately higher in thepringthan inlate winter (30
percent vs. 25 percent)However visitation among Washington resideniss higher irlate
winter (15 percent) than irspring (11 percent), mostly driven by ski resort visitation.

Figurell

Mt. Hood Area Visitor Survey | Geographic Origin

Season
Late Winter Spring
Oregon 75.2% 70.4%

Washington 15.3% 11.3%
California  3.1% 2.4%
State/ Texas 1.5% 1.2%
Country Canada 0.7% 1.7%
Arizona 0.2% 1.4%
Florida 0.6% 0.7%

All other locations (combined) = 3.5% 10.8%

Source: RRC Associates

Most visitors reside in the Portland market area (80 percent), with progressively smaller shares

of visitors from the Seattldacoma (Percent) or Eugene (2 percent) market areas. Two
percent of all respondents were from outside of the United States, with Canada comprising the

greatest share of international visitation.

Figurel2

Mt. Hood Area Visitor Survey | Geographic Origin

Overall

Portiand - or, WA | 75.5%

Seattle - Tacoma - WA [] 2.8%
Eugene - OR | 2.2%
International | 2.0%

Designated San Francisco - Oakland - San Jose —- CA | 1.0%
Market Los Angeles - CA | 0.9%
Area Houston - TX | 0.7%
Bend -- OR | 0.6%
Phoenix - AZ | 0.6%
Yakima - Pasco - Richland - Kennewick -- OR, WA | 0.6%

All other locations (combined) [ 8.7%

Source: RRC Associates
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Looking just at Oregon respdents, Multnomah (45 percent), Clackamas (24 percent), and

Washington (17 percent) Counties together compli8é percent of all irstate visitors to the
region.

Figurel3

Mt. Hood Area Visitor Survey | Geographic Origin

Overall
=
«
=
=
=
Oregon =
4 =
County o
w
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Source: RRC Associates

Travel Party Composition

Overall, visitors to the Mtdood areavere most likely to be traveling with a spouse / partner

(45 percent) children) (33 percent)and/or friends(30 percent) Traveling with pets was more
common among visitors surveyed in Sandy (8 percent) and Estacada (15 percent), than among
those surveyed at ski resartl percent) or Highway 26 (4 percent) locatio®ver half of

visitors toother Highway 26 locations ilate winter were traveling alone (57 percent).

Figureld

Mt. Hood Area Visitor Survey | Travel Party

Overall

spouse/partner |, 4596
child(ren) |, 50
Friend(s) [N, 02

With whom other family [ NG 172
are you No one, traveling alone [ NG 122%
traveling Pet(s) I s
today? Business associates [JJj 2%

other ] 1%

sports team [ 1%
Tour group | 1%

Source: RRC Associates
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The average party sizeas 3.6 people.Larger average party sizes were observed among
visitors surveyed in Estacafal)and at the ski resort€3.7) Larger parties wer also
observed inspringthan inlate winter (4.0 vs. 3.2).

Figurel5
Mt. Hood Area Visitor Survey | Travel Party
overall
39%
How many Average
people are in 3.6
your travel
party, 169%
including 13% 14%
yourself?
6% 4% 5%
e > > Il
1 2 3 4 5 5] 7 8 9 10+

(Alone)

Source: RRC Associates

Previous Visitation in Prior Two Years

Visitors have been to the area a total of 11.7 timethimpast two years, on averagé\verage
previous visitatiorwas highest among visitors to Sandy (13.9), ski resorts (Mir&grtime
visitors (13.8), and day visitors from a nearby area (16.3).

Table 2
Average Number of Visits
the Mt. Hood Area in the
Prior Two Years
Overall 11.7
Estacade 10.1
. Sandy 13.9
Survey Locatior Ski Resor 13.2
Other Highway 26 Loca 10.1
Late Winte 13.8
Season .
Spring 8.8
. . Oregon reside| 13.9
G hic O .
eographic ng Outofstate resider 5.8
Day visitor from a nearby i 16.3
o Day visitor to the Mt. Hared, bur 57
Visitor Type staying overnight elsewt '
Overnight visitor staying in the Mt. 79
area '

RRC Associates 14
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OVERNIGHT VISITOR PROFILE

Location & Type of Accommodations

The most popular betlase in the area was Estacada, widarlyone-third of respondents

staying there overnight31 percent) It should be noted that this number may be inflated due

to a high share of surveys conducted in Estacattdgiventhat 54 percent of overnight
respondents interviewed in Estacada stayed@stacada The next most common bed bases
included Government Camp (13 percent) and Portland Metro Area (12 perdemitable

a il &S RE6HhIEMYWitE-iK
comments for bed base highligthat a number of overnight respondents stayed in Hood River,
Rhododendron, Welches, and campgrounds throughout Mt. Hood National Forest.

AaKIFNB 2F @gAariz2NaE

It a2

Figurel6

Mt. Hood Area Visitor Survey

Where are your
lodging
accommodations
located?

Other
Estacada

Government Camp

| Qvernight Visitor Profile

Sandy .3%

Villages of Mt. Hood - 6%

Overall

I -
Portland Metro Area _ 12%

Source: RRC Associates

When respondents surveyed in Estacada are excluded from the sample, theo$loaeznight
respondents staying in Government Camp (25 percent) and Portland Metro Area (21 percent)
are even more pronounced.

Figurel7

Mt. Hood Area Visitor Survey

Where are your
lodging
accommodations
located?

Government Camp
Portland Metro Area
Villages of Mt. Hood

Sandy

Other

| Overnight Visitor Profile

All Interview Locations Combined (Excluding Estacada)

6%

11%

21%

25%

37%

Source: RRC Associates
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MT. HOOBREAVISITOR SURVE¥INAL RESUL

Lodging type varied considerably by interview locati@bose to half of overnighiespondents
surveyed at ski resorts were staying in paid commercial lodgingercent) while nearly nine

in ten overnight respondenthat were surveyed in Estacada camp@@8 percent).Overall,

overnight visitors were most likely to camp in an RVenit {58 percent of all respondents)

However, given a high share of surveys conducted at Milo Mclver State Park in Estacada, this is
likely overstated

Figurel8

Mt. Hood Area Visitor Survey | Overnight Visitor Profile

Interview Location

Highway 26

Estacada Sandy Ski Resort .
Location

Tent / camping / RV - 88%  29% 11% I 17%

Paid commercial lodging ‘3% 21% 47% I 36%
' Paid rent-by-owner Iodg.mg (VRBO, 204 139% 139% IZE%
Which best Airbnb, etc.)
desc.t‘;besyow Staying with frle.n ds/fa m.lly ina ‘ 4% 210 13% | 596
lodging private residence
accommodations? ' iend’ i d
Using a friend’'s/family mlember s 1% 8% 6% Ilz%
place but not with them
Iownjtlmesharpj My oo 10%
accommeodations
Other 2% 8% |5%

Source: RRC Associates
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When lodging type is evaluated without respondents surveyefistacada, paid commercial
lodging rises to the top as the most popular type of accommodations (41 percent). In a second
tier of responses, prevalent types of lodging include rebtabwner (RBO) accommodations

(16 percent), tent/camping/RV (15 percenand staying with friends/family in a private

residence (12 percent).

Figurel9

Mt. Hood Area Visitor Survey | Overnight Visitor Profile

All Interview Locations Combined
(Excluding Estacada)

Paid commercial lodging 41%

Paid rent-by-owner lodging (VRBO, Airbnb,

16%
etc.)

i 15%
Which best Tent / camping / RV

describes your Staying with friends/family in a private
lodging residence
accommodations?  Using a friend’'s/family member’s place but

not with them

12%
8%
I own/timeshare my accommodations 7%

Other 2%

Source: RRC Associates
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As might be expected, camping was more popular insgiteng (30 percent vs. 5 percentyvhile
paid commercial lodging wasore common ifate winter (46 percent vs. 32 percent), but still

the most used type of accommodations regardless of season. Hnessbf respondents

staying inRBO accommodations or with family/friends were relatively consistent, regardless of
season. Meanwhile, the shaoé respondents staying in their own or timeshared
accommodations was higher liate winter than spring (10 percent vs. 1 percentOregon

residents were much more likely to camp as compared to visitors coming froof atiate.

Figure20

Mt. Hood Area Visitor Survey | Overnight Visitor Profile

All Interview Locations Combined
(Excluding Estacada)

Late Winter Spring
Paid commercial lodging 46% 32%
Paid rent-by-owner Iodg.lng (VRBO, 16% 15%
Airbnb, etc.)
Tent/camping /RV 5% 30%
Which best describes
Staying with friends/family in a
your lodging ving . / . y 149% 109%
. private residence
accomimodations? . ) )
Using a friend’s/family member's place 6% 10%
but not with them
I own/timeshare my accommodations 10% 1%
Other 3% 1%

Source: RRC Associates
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Length of Stay

Overnight visitors stayed an average of dightsin Oregon and 3.hightsin the Mt. Hood

area, for a capture rate of 76 percenmAverage nights stayed in both Oregon and the Mt. Hood
areawere higher inlate winter Oregon, 3.5 in the Mt. Hood area: capture rate of 76 percent)
than in thespring (3.9 nights in Oregon, 2.9 in the Mt. Hood area: capture rate of 74 percent)
although the capture rate remagu steady regardless of seasoBy accommaodation type,

those stying with friends or family in their private residence teddo stay the longest on
average(5.0 nights) followed by those in RBO accommodati¢t®) paid commercial lodging
(4.4) and then tent/camping/RY3.8)

Figure2l

Mt. Hood Area Visitor Survey | Overnight Visitor Profile

overall
33%
Average
How many
nights will you 20% 4.1
stay in Oregon
during this
trip? 10% 9% 8% 8%
1%
0 1 2 3 = 5 6 7 8 9 10+
Source: RRC Associates
Figure22

Mt. Hood Area Visitor Survey | Overnight Visitor Profile

Overall
38%
How many Average
nights will you 3.1
stay i A
y i the ME. 20%
Hood area
during this 14%
trip?
P 5% 7% g%
. . >
- s . % N
0] 1 2 3 4 5 5] 7 8 9 10+

Source: RRC Associates
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TRIP CHARACTERISTICS

Main Purpose of Visit

By far, visitors to the Mt. Hood areeere visiting for leisure/outdoor recreatior8{ percenj.

This was the primary reason for visiting regardless of location, althosirs to Estacada

were more likely to be visiting for a special event (note: surveys were conducted during the
Upper Clackamas Whitewater Festival, which explains the higher share of Estacada respondents
reporting a special event as the primary trip purpps@/hen results are evaluated for all

locations excluding Estacada, leisure/outdoor recreation is cited by an even higher share of
respondents (93 percent).

Figure23

Mt. Hood Area Visitor Survey | Trip Purpose

overall

Leisure/outdoor recreation

.. L . 87%
(skiing, biking, hiking, etc.)
Special event: (which/what I 6%

What is the event?)

MAIN purpose
of your visit to
the area this

trip? (SELECT

ONE ONLY) Business I3%

Visit friends/relatives/social I 3%

Other I 2%

Source: RRC Associates

Activity Participation

Visitors to the area participated in a variety and number of activities in the region (2.2 on
average).Downhill snowsport$41 percentland hiking/trail running33 percent)ere the

most common, with many others also participating in scenic dif28gercent) mountain

biking (14 percent) dining out(13 percent) brewery visitation(11 percent) national / state

park visitation(11 percent) fishing(10 percent) other snowsportg9 percent) and watersports

(9 percent) A high share of respondentsRA OF G SR LI NOIAOA LI GAy3A Ay a2
(16 percent). A variety of answers were received, but camping and disc golf were frequently
mentioned.

RRC Associates 20



MT. HOOBREAVISITOR SURVE¥INAL RESUL

Figure24

Mt. Hood Area Visitor Survey | Activity Participation

Overall

Ssnowsports (downhill skiing/snowboarding) I 110p
Hiking/trail running I 33%
Scenic drive NG 20%

Other NG 16%
Biking (mountain) NN 14%
What kind of Dining out/culinary NN 13%
activities did National/state mark, SN 13%
: ational/state par
you or will Fishing I 10%
you do while Snowsports ( XC, snowshoe, etc.) I 9%
on this trip to Watersports (floating, paddling, etc.) NN 9%
the Mt. Hood Visit historic sites M 6%
Shopping M 5%
7
ziaﬁ{::',qu Events (athletic, art, music, family events, etc.) Il 5%
Biking (road) I 5%
APPLY) Winery/vineyard Il 4%
Golf Il 3%

Museums Il 2%

Arts/cultural Il 2%

Eco-tourism (agri-tourism, eco-lodging) M 1%
Guided tours | 0%

Source: RRC Associates

Activity participation varie@¢onsiderably by where the respondent was interviewed. Hiking/trail
running was most popular among respondents interviewed in Estacada and other Highway 26
locations, mountain biking for Sandy respondents and (not surprisingly) snowsports for those

interviewed at the ski resorts.
Figure25

Mt. Hood Area Visitor Survey | Activity Participation

Interview Location

Other
Estacada Sandy Ski Resort Highway 26
Location
snowsports (downhill skiing/snowboarding) | 504 10% 909% 330
Hiking/trail running Il 50% 23% 14% N 57%
Scenic drive Il 28% 169% 13% N17%
Other I 32% 11% 4% 014%
Biking (mountain) | 8% 68% 5% | 4%
What kind of Dining out/culinary : 11% 12% 18% : 6%
P - Brewery 1 10% 9% 15% 6%
activities did National/state park §17% 3% 9% 3%
Yyou oF wm" Fishing W 20% 5% 3% 1 6%
You do while Snowsports ( XC, snowshoe, etc.) | 7% 6% 13% 17%
on this trip to Watersports (floating, paddling, etc.) l 22% 2% 3% 1%
the Mt. Hood Visit historic sites | 5% 6% 6% | 7%
area? (MARK Shopping | 5% 506 506 1%
ALL THAT Events (athletic, art, music, family events, etc.) 1 10% 3% 1% 0%
APPLY) Biking (road) 1 7% 8% 2% 1%
Winery/vineyard | 3% 2% 5% | 4%
Golf | 6% 5% 2% 0%
Museums 2% 4% 2% 0%
Arts/cultural 2% 5% 2% 0%
Eco-tourism (agri-tourism, eco-lodging) 1% 1% 2% 0%
Guided tours 1% 1% 0% 0%

Source: RRC Associates
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Activity participationalsoshifted by seasorand geographic origin. Hikiniking, and water
based activitiesvere more popular in thespring. Out-of-state visitorsvere more likely togo
on scenic drivegjine out and visit historic sitethan their instate counterparts.

Figure26

Area Visitor Survey |

Activity Participation

Season
Late Winter Spring
snowsports (downhill skiing/snowboarding) 65%  10%
Hiking/trail running 19% 53%
Scenicdrive  12% 30%
Biking (m;)unt&lin) 14% 14%
5 Dining out/culinary 15% 11%
What kind of Brewery " 13% 9%
activities did National/state park = 6% 16%
ﬂ il % Snowsports ( XC, snowshoe, etc. 15% 2%
o whi'e on Watersports (floating, paddling, etc.) 2% 19%
this trip to the Visit historic sites ' 5% 7%
Mt. Hood Shopping -~ 4% 5%
Events (athletic, art, music, family events, etc.) 2% 9%
area? (MARK Biking (road} 5% 5%
ALL THAT Winery/vineyard | 4% 3%
APPLY) Golf = 5% 2%
Museums | 2% 2%
Arts/cultural ' 2% 1%
Eco-tourism (agri-tourism, eco-lodging) | 2% 1%
Guided tours 0% 0%
Other  11% 23%
Source: RRC Associates
Figure27

Activity P

Mt. Hood Area Visitor Survey |

articipation

Snowsports (downhill skiing/snowboarding)
Hiking/trail running

Scenic drive

Biking (mountain)

Dining out/culinary

What kind of Brewer
activities did National/state par
you or will

you do while
on this trip

Fishin

Snowsports ( XC, snowshoe, etc.

Watersports (floating, paddling, etc.
Visit historic sites

to the Mt. . . . Shoppin
» Events (athletic, art, music, family events, etc.

Hood area: Biking (road
(MARK ALL Winery/vineyar
Golf
THAT APPLY) Museums

Arts/cultural

Eco-tourism (agri-tourism, eco-lodging)
Guided tours

Other

In- vs. out-of-state residency

Oregon resident

33%2%

17%
15%
11%
10%
10%
12%
10%
10%
4%
4%
4%
5%
3%
4%
2%
2%
2%

0%
16%

Qut-of-state

resident

e
e 350,
S— 28%
— 13%

M 209
—17%

— 15%

™ 6%

I 9%

I 8%

- 10%

M 7%

M 6%

¥3%

5%

12%

12%

11%

1%

| 19
o 17%

Source: RRC Associates
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Locations Visited in the Area

Visitors went to a variety and number of locations (with B@ationscited on average)The

most common locations respondents visited while on their trip were Government Camp

percent) Portland(28 percent) Sandy22 percent) Timberling(22 percent) Hood Rive(19

percent) Columbia River Gord&9 percent) and the Oregon Coagl8 percent) Many cited
G20KSNE f20FdA2yas gAGK {FyR& wWAR3ISI aAiNNEBNJI |
write-in comments.Average number of locations visited was the same regardless of season,
althoughplaces visited did shift somewhat (for example, Government Campneas

frequently visited in late wmter than in pringt 41 percent vs. 32 percent

Figure28

Mt. Hood Area Visitor Survey | Locations Visited

overall
Government Camp NG 796
portland [[NNENGEEE 2582
sandy [N 229
Which of the Timberline | NEGTGTNGNGGEEEGE 222
following, if Hood River [ NG 19%
any, have you columbia River Gorge | NG 19%
visited or do oregon coast [ NG 158%
iﬁ::’;i’;;: this mt. Hood Meadows |G 13%
trip to the M. villages of Mt. Hood [N 13%
Hood area? Trillium Lake | 12%
(MARK ALL Central Oregon (Bend, Redmond, Sunriver) [N 12%
THAT APPLY) Mt. Hood Ski Bow! [N 119
Milo Mciver State Park [l 6%
Estacada [ 4%
other | INEG 29%

Source: RRC Associates
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Average Expenditures

Total average spend per party for the entire trip was $285, with a total spenggréer per day
of $184, total spend pgoerson for the entire trip of $91and total spend per person per day of
$61. Lodging, recreation/entertainment/activities, and foathd drink were the expenditure
categories in which visitors spetihhe most money.

Table3
Spending Categor Average
PER CAPITA

Lodging $17

Recreation/entertainment/acti $19

Per Day Food & drink $16

Shopping/rete $4

Other items (gamarking $6

TOTAL $61

Lodging $29

Recreation/entertainment/acti $26

Entire Trip Food & drink $23

Shopping/rete $6

Other items (gas, park $10

TOTAL $91

PER TRAVEL PARTY

Lodging $55

Recreation/entertainment/acti $53

Per Day Food & drink $51
Shopping/retz $11

Other items (gas, park $19
TOTAL $184

Lodging $97

Recreation/entertainment/acti $76

Entire Trip Food & drink $75
Shopping/retz $16

Other items (gas, parki $28
TOTAL $285

RRC Associates 24
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Visitors surveyed at the ski resorts and other Highway 26 locations spentanaeerage
($405 and $224, respectivelyyan visitors surveyed in Saniy145)and Estacad4$210)

Additionally, spend was higher liate winter than in $ring ($295 vs. $271)ith skirelated
expenditures contributing to a higher anagje spend overall.

Figure29

Mt. Hood Area Visitor Survey | Expenditures

Estacada

Please estimate Lodging I $67

how much money pecreation / entertainment / activities | $17
Yyou and your

immediate travel Food & drinks I $69
,:.:aarty w.fﬂsgena‘ Other items (gas, parking) I $41
in total during

Your visit in the Shopping/retail | %19

Mt. Hood area:

Total spend per party for entire trip - $210

Figure30

Average
Other
Sandy skiResort Highway 26
Location

$37 $130 Bs136
$19 $150 Iss3
$47 $90 | sea
$20 $25 $8
$20 $17 $3

$145 saos [ s224

Mt. Hood Area Visitor Survey | Expenditures

, Lodgin
Please estimate how ging
much money youand ~ Recreation /entertainment / activities
yourimmediate travel Food & drinks
party will spend in Other items (gas, parking)
total during your visit

) Shopping/retail
in the Mt. Hood area: , .
Total spend per party for entire trip

Average
Late Winter Spring
$88 $111
$96 $46
$70 $82
$26 $31
$16 $17
$295 $271
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Overnight visitors staying in the Mt. Hood area spent mameaverage ($45%han those who
stayed overnight outside the regid$329)or day visitorg$136) Out-of-state visitors spet
more than instate residents ($42vVs. $223).

Figure31

Mt. Hood Area Visitor Survey | Expenditures

Average

Day visitor to the
Day visitor from a Mt. Hood area, but
nearby area staying overnight

Overnight visitor
staying in the mt.

Hood area
elsewhere
Please estimate Lodging $0 $166 - $194
how much money pereation / entertainment / activities JJ] $60 $84 Bl 592
Yyou and your .
immediate travel Food & drinks I $42 $87 . $119
party will spend Other items (gas, parking) |$:l.3 $31 |$44
in total during
Your Visit in the Shopping/retail | $9 $24 | 524
Mt Hood area: Total spend per party for entire trip [JJJj $136 $320 [N sass

Figure32

Mt. Hood Area Visitor Survey | Expenditures

Average
Oregon resident Out-of-state resident
Lodging | $59 - $166

Please estimate
how much money Recreation /entertainment /activities || $62 - $111
Yyou and your .
immediate travel Food & drinks | $61 - $118
party will spend - .

Other items (gas, parkin 25 37
in total during (gas, p 9) || I $
your visit in the Shopping/retail | $12 I $31
Mt Hood area:

Total spend per party for entire trip $223 _ $427
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TRANSPORTATION PROFILE

Akey component of the visitor study was understanding transportation methods, preferences,
and barriers. This section of the report will take a detailed look at currentitrpagterns in
the region, as well as opportunities to grow public transportatisage in thduture.

Method of Travel

Most respondents traveletb the area by private car (83 percénwith the other travel modes
eachused by fewer than one in ten respondenigisitors surveyed along Highway 26 locations
were more likely to have usetrental car, bus, and/or airplane in their travels to the area.

Figure33
Mt. Hood Area Visitor Survey | Transportation
Overall
private car | N &390
camper/Rv I 8%
How did you rental car [ 5%
travel to the Bus [l 4%
Mt. Hood Flew to the area [l 3%
area? Private shuttle ] 2%
(MARK ALL Motorcycle | 0%
THAT Train/amtrak 0%
APPLY) Bicycle 0%
Uber, Lyft, taxi 0%
other ] 2%

Source: RRC Associates

Figure34
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