
W I L L A M E T T E  VA L L E Y  V I S I T O R S  A S S O C I AT I O N



WHO WE ARE



2 0 1 9 -2 0 2 0  W V VA
S l a t e  o f  O f f i c e r s

President: Natalie Inouye
Vice President: Rebecca Bond
Secretary: Christina Rehklau

Treasurer: Jeannine Breshears
Past President: Irene Bernards

Board Member: Jeff Knapp



M I S S I O N :

The Willamette Valley Visitors 
Association’s (WVVA) mission is to 
build awareness for the Willamette 
Valley as a premier year-round 
travel destination through 
marketing, sales and destination 
development. WVVA serves as the 
Regional Destination Marketing and 
Management Organization for the 
Willamette Valley and seeks to drive 
visitor expenditures and economic 
impact to all parts of the region. 

2019-2021 RCTP
PLAN DEVELOPMENT



2019-2021 RCTP 
PLAN
STRATEGY

The Willamette Valley Visitors Association will work to 

showcase the diverse adventures from wine, food, culture, 

family, farm and outdoors with intention to extend/increase 

Willamette Valley stays, increase shoulder season occupancy 

and secure more and higher end media clippings.

V I S I O N :



STATISTICS 
OVERVIEW

• W i l l a m e t t e  Va l l ey  w a s  ex p e r i e nc i ng  a  
3 . 3 %  d e c re a s e  i n  o c c u p a n c y

• Re v e n u e s  w e re  u p  s l i g ht l y  a t  1 .7 %
• D e m a n d  w a s  u p  2 %
• Ro o m  s u p p l y  i n c re a s e d  5 . 4 % .  
• A p r i l  t h ro u g h  S e p t e m b e r  c o nt i n u e s  t o  

b e  t h e  p e a k  s e a s o n
• O c t o b e r  t h ro u g h  M a rc h  s h o u l d e r  

s e a s o n
• 4 8 %  o f  v i s i t o r s  re t i re d /n o t  e m p l oy e d  

a n d  h a v e  c o m p l e t e d  h i g h e r  e d u c a t i o n
• 6 1 %  a re  w i t h o u t  c h i l d re n  i n  t h e  

h o u s e h o l d



2019-2021 RCTP PLAN
OVERVIEW

C O P Y  b u d g e t  t a b l e  o v e r

(inclusive of all Administration and Operating costs)



MT. HOOD/GORGE 
RCTP GOALS RCTP

GOALS



STAFF & ADMIN
STRATEGY

WVVA will employ three staff including an Executive 

Director, PR & Marketing Manager and Development & 

Industry Relations Manager. WVVA staff will implement 

the 2019-21 RCTP plan with oversight from the WVVA 

Board of Directors. 



DESTINATION 
DEVELOPMENT
STRATEGY

Destination development is focused on creating new and 

shoulder season product that will extend a visitors stay and give 

lift to underutilized assets within the Willamette Valley. 

• Willamette Water Trail



Fo o d  T ra i l s
• Assist in continued work of South 

Willamette Valley
• New trails coming online:

• Mid-Valley Food Trail
• Polk County region food trail

• Food Trail workshop on 
Nov. 14

Wo rk i n g  t o  c u rat e  v e tt e d  ro ut e s  
f o r  W V VA’s  R i d e G P S  u s i n g  W V  
S c e n i c  B i k ew ay  a s  s p i n e  a n d  
c o n n e c t  t h e  Va l l e y  r i d i n g  g ro u p s

• Also looking to bolster routes for 
other rider groups (mountain& 
gravel)

DESTINATION 
DEVELOPMENT
RARE COMMUNITY 
WORK



GLOBAL STRATEGIC 
PARTNERSHIPS
STRATEGY

WVVA will develop and provide meaningful educational 

resources and distribute them to entities that are working 

to raise awareness of tourism as an economic driver, job 

creator and a living wage career. 

WVVA will continue to provide industry resources through 

trainings and grants.  



• Open Oct. 21st – Dec. 5th at 5:00PM
• Ask: $2,000-$50,000 with a 10% 

Cash Match Minimum
• Completion within 1 year

GLOBAL STRATEGIC 
PARTNERSHIPS
GRANTS

Annual Competitive Granting 
Program



GRANTS
TRAVEL OREGON

A n n u a l  C o m p e t i t i v e  G r a n t i n g  P ro g ra m
S m a l l  G r a n t s :  
• O p e n s  A u g u s t  2 0 2 0
• A s k  u p  t o  $ 2 0 , 0 0 0  w i t h  m i n i m u m  1 0 %  

c a s h  m a t c h
• C o m p l e t i o n  w i t h i n  1  y e a r
M e d i u m  G r a n t s :
• O p e n s  A p r i l  2 0 2 0
• A s k s  $ 2 0 , 0 0 0 - $ 1 0 0 ,0 0 0
• C o m p l e t i o n  w i t h i n  2  y e a r s  w i t h  m i n i m u m  

2 5 %  c a s h  m a t c h
W i n e  C o u n t r y  L i c e n s e  P l a t e  G r a n t s
• O p e n  J a n u a r y 2 3 ,  2 0 2 0  – Fe b .  2 2 ,  2 0 2 0
• A s k s  u p  t o  $ 5 0 , 0 0 0  w i t h  5 0 %  c a s h  m a t c h
• G ra nt  p ro j e c t s  a n d  i n i t i a t i v e s  m u s t  

p ro m o t e  w i n e  a n d /o r  c u l i n a r y  t o u r i s m  i n  
O re g o n

• A p p l i c a nt s  m u s t  b e  a  t o u r i s m  p ro m o t i o n  
a g e n c y



GLOBAL SALES
STRATEGY WVVA will target eastern and western Canada as primary 

international markets and Germany as our secondary 

international market highlighting shoulder season itineraries 

featuring overnight stays throughout the Willamette Valley.



OTHER WAYS TO GET 
INVOLVED

• G l o b a l  S a l e s :
• W V VA h o s t i n g  G l o b a l  S a l e s  

Tra i n i n g  i n  Fe b .  2 0 2 0
• G l o b a l  S a l e s  C o nfe re nce  Fa l l  

2 0 2 0
• G o  We s t  S u m m i t - Po r t l a n d ,  

M a rc h  2 0 2 0

• S i g n  u p  fo r  W V VA I n d u s t r y  E - n e w s  
L i s t  o n o r e g o n w i n e c o u n t r y. o r g

• S i g n  u p  fo r  Tra v e l  O re g o n ’s   
I n d u s t r y  E - n e w s  o n  
i n d u s t r y.t r a v e l o r e g o n . c o m

• Tra v e l  O re g o n  Wo r k fo rce  S u r v ey by 
N o v.  8  t o  h e l p  g u i d e  w h a t  s o r t  o f  
i n d u s t r y  t ra i n i n g  i s  n e e d e d



GLOBAL 
MARKETING
STRATEGY

Market the Willamette Valley with an emphasis on 

shoulder season business. The target markets 

include: Seattle, and Western Canada with 

consistent and frequent efforts focused on 

Seattle. WVVA’s goal is to increase interest and 

visits from this key market.  



• Enhanced and Targeted Public 
Relations Strategy 

• Google Content Co-op 
• Seattle Campaign/Activation 
• Seasonal focused Campaigns

GLOBAL MARKETING
TACTICS
GLOBAL MARKETING
TACTICS



SEATTLE 2019-2020
IN MARKET ACTIVATION

• Tr i p  A d v i s o r
• E x p e r i e nt i a l  D i s p l a y a t  

S e a Ta c  I nt  A i r p o r t
• E x p e d i a  C a m p a i g n
• O n g o i n g  P u b l i c  Re l a t i o n s  

E f fo r t s
• P r i nt  A d v e r t i s i n g
• S e a t t l e  Fo o d  a n d  W i n e  

E x p e r i e n ce
• S o c i a l  M e d i a



• Seasonally Focused
• Wine and other Beverage 

Destination
• Outdoor Adventure
• Cultural Experiences
• Culinary
• Family Travel

GLOBAL MARKETING
Content Strategy





Questions



BREAK OUTS

BREAKOUT 
ACTIVITY

• S e l e c t  a  s p e a ke r  a t  y o u r  
t a b l e

• O r g a n i z e  t h o u g h t s  o n  
y o u r  q u e s t i o n n a i r e

• F i n a l i z e  t h o u g h t s  o n  t h e  
c o l o r e d  p a p e r

• P l e a s e  l e a v e  a l l  p a p e r s  
f o r  u s  t o  c o l l e c t  a n d  
r e v i e w
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