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Research Overview & Objectives

This report presents the final findings of the TravelOregon.com Website User &
Conversion Study. This survey was conducted on behalf of Travel Oregon by Destination

Analysts, Inc. from January 2019 through January 2020.

This research is part of a larger study of DMO websites sponsored by Miles Partnership.
The nine (9) states of Alaska, Colorado, Florida, Georgia, Kentucky, Louisiana, Oregon,
South Dakota, and Wyoming participated in this cooperative research project and
NELINB&aSYyld GKS FT3IINBIFGS F2NI OKS aG! SNIF 3S

The primary objectives of this research were to: Above: Image of wildflowers in Oregon from @ TravelOregon Twitter.

A Determine Website Return on InvestmenfThe total amount of direct visitor spending in Oregon that was generated by and attributable to its website (i.e., thé @moun

visitor spending in the state that would NOT have occurred in the absence of the website).

A Develop a Website User Profilddemographic, psychographic, attitudinal and behavioral information about website users, as well as content sought onitbe webs
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Methodology

TRAVEL s s . 3
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The Website User & Conversion Study was comprised of two surveys:

TRAVEL . OREGON

(1) TheWebsite User Intercept Survehat was completed when a website user . aA

questions. As our way of saying thanks, all those
who complete the survey will be entered in our
sweepstakes to win $250 or one of five $50

was on TravelOregon.com, and ¥

Do you currently live in Oregon?

(2) TheWebsiteUserFollow-up Surveyda Sy & | FUSNI 0 KS 6S0 &)

date of travel.

The findings presented within this report include data collected in the Website User

Intercept Survey and the Follemp Survey betweedanuary 2019 and February 2020

Above: Screenshot of the Website User Intercept Survey on TravelOregon.com.

Website User Intercept Surveydpon arriving at TravelOregon.com, a survey appears requesting site visitors to answer a few questions. The survey medésbikethato
02LIA0Oa a4dzOK Fa 6S0aAidS dzaSNRAQ Y2U0AQl A2y a T2N OA a4k ndtifed antickh&ed éndnth 8f fravd Rithin Grégdld, | f 2
as well as permission to send them a follapy survey after their planned travel. In total, 77,995 completed surveys weretalla this effort betweeranuary 17, 2019

through January 31, 2020

Website User Followip SurveySurvey respondents to the initial Website User Intercept Survey were asked which month they expected to visit Oreg@mdAdf e

reported month, these respondents were emailed an invitation to take the Fdllpvsurvey. This survey questionnaire asked negpnots about topics related to their visitation

02 hNBI2Y YR ljdzSadoArzya NBESOIyld G2 RSOSt 2LIAY I Said A Ydsinera coledied in KiS efforthétdietn] S Qa NI
February 1, 201¢hrough January 31, 2020
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Methodology (continued)

The data from the two surveys was then combined for each respondent, providing a robust set of data on site users. égpaasdnt, beginning with their initial planning
Interactions with the website, the research process allows for tracking actual subseqtmaatkat behavior. Ultimately, thisearch technique allowed Destination Analysts to

develop estimates of the proportion of users who were converted to a visit by the website and other metrics needed fqridgvel@ble return on investment estimates.

¢KS ad0dzRéQa 20SNI NOKAY3 YSUGK2R2f23& Aa

l Website User
Intercept Survey

Google Analytics

Fait26Ay3 Fft26 OKIF NI Y

Website User

Time to travel Follow-up Survey

A Reason for visit A Actual travel behavior

A In-market trip behaviors
A Daily spending
A Travel motivations

A Point in travel planning process

A Likely month of arrival
A Opt-in for Follow-up Survey

Data weighting:When examining combined data from multiple State Tourism Office (STO) websites, it is important to note that differebafeE@xperience different levels of user traffic due to a

variety of factors. Data presented within this report that describes the average website user was weighted to accowsdddfetant levels of user traffic. With this weighting plan, the data

accurately reflects the overall population of STO website users.



Methodology (continued)

The economic impact estimates derived for this report include all direct spending in Oregon by two typesfedtaté visitos: those who took incremental trips to Oregon and

those who extended the length of their trip based on information found on the website. These two visitor types are distafpliswing:

A Out-of-state visitors orincremental tripshad not fully made up their mind to visit Oregon when they came to the website and stated that the website influenced their

decision to ultimately visit the state. Influence on the decision to visit is based on twodagti®urvey questions. To be @dered an incremental visitor, respondents
who had not made up their mind to visit prior to arriving at the website (as stated in the intercept survey) must than gtate®llow-up survey that the website
KSf LISR GKSY YI 1S GKSANJI RSOAaAA2Z2Y (G2 QOAaAl0 YR UOKIFO A0 o6& GLYLERZNIFYGE 2N

A Out-of-state website visitors whextended their stay in Oregonan be leisure travelers, business travelers or convention/meeting attendees. Leisure travelers who did

not state that the website influenced their decision to visit Oregon, and all business and convention travelers weresas&samhquestions about the influence of the
website on their ultimate length of stay in Oregon. Economic impact estimates for this group only include spending doriSgRep & F RRA (i Antaskdt £ ¢ R & &
generated by the website.

¢tKS OKINIIi o0Sf2¢g aKz2ga Kz2g¢g 0KS whL SaitdAYlFI{dSa 6SNBE Ol f OdzZf I 6 SRY

Total ROI

Trips Generatec Trips Extendec

$SSS $5$$

35S
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Website Analytics

a4 O0KS 2S04aA0S '"aSNJLYUSNDODSLII {dzNBSe |fft2ga F2N Oyssofditghetddslandkey gite geffounfancé ieficsdy (0 S ¢

user groups identified in the Website User Intercept Survey. Findings derived from the website analytics are also présamtéds report.

Website User Intercept Survey GOOQ|€ Analytics

AType of user APages viewed
APoint in travel decision process AKPIs

AAge A Other site behaviors
A Content sought ADevice used to access site

Destination ¢An alysts
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OUFORSTATE TRAVELOREGON.COM

Oreagon Trip Details Website Influence on
USER KEY FINDINGS 900 TP Destination Decision and Length of Stay
Potential Visitors .
66.1%were on avacation Said the websiténfluenced their
6.3%were on aweekend getaway 66.9% | decision to visit Oregon

Of outof-state website users were

64 804 | potential visitorswho used the On average, odbf-state visitors spent

website to plan a trip to the 5.9 days& 5.3 nightsin Oregon Of those Influenced by the website
destination to visit said the website was
0 v Ly AT LA
- The average visiting travel party AN ) L Y LJZ Mol ySINE A YidJZ2 N
Of qut—of—s?ate potential visitors were [0] spent $415.53in-market, per day their decision
; subject to influence by the website
39.0% J'in making the destination decision s - Ot those who stated that the website
O0aLYGISNBaAGSRE | yR =l 7 5 A3R%staxeg ayermight in a hotel, influenced the number of days they
= motel or bed & breakfast in Oregon 73.0% | spent in market reported that it

Increased their length of stay

Visitation to Oregon
These owof-state visitors increased their

Likelihood to Recommend length of stay by an average ®R days

TravelOregon.com
75.9%0f survey

respondentsvisited Website ROI
Oregonpost-use of Out-of-state website users who
the website ‘ visited rated their likelihood to
l recommend the website to others $42 . 2 1
planning a trip to Oregon aB.7 on per real, new
average using a }point scale website user

Destination ¢ Analysts
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IN-STATE TRAVELOREGON.COM

Oregon Trip Detalls
USER KEY FINDINGS

Website Influence on

Destination Decision and Length of Stay
% 41.3%were on aweekend getaway

Potential Visitors

29.3%were on avacation

Of instate website users were Said the websitenfluenced their
potential visitorswho used the On average, Hstate visitors spen8.6 decision to travel within Oregon
website to plan a trip to the days& 2.7 nightswithin Oregon
destination
The average visiting travel party . .
Of in-state potential visitors were [0] t $319.45in-market. per d Crinse mflgenced by the_ website
- - - Span Aoln-Market, per aay to travel within Oregon said the
; subject to influence by the website 53 1% hsi LY LID NG S
71.2% J'in making the destination decision . s | NS TRy tySu

60aLYUiISNBaliSRé | yR =0 7 5 42R3%stexeg eyernight in a hotel, A Y LJ2 Ndo thefridecision
motel or bed & breakfast in Oregon

Of those who stated that the website

Visitationwithin Oregon Influenced the number of days they
36.1% spent in market reported that it
o 6 o o o Likelihood to Recommend increased their length of stay
TravelOregon.com

ww www 8 7.3%0f survey

s o o o o respondentdraveled |

within Oregonpost- In-state website users who traveled These imstate visitors increased their length
ww www use of the website l‘ within Oregon rated their likelihood of stay by an average af9 days
to recommend the website to others

planning a trip to Oregon a®.50n
average using a 1point scale

Destination ¢ Analysts
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Website ROI Estimates

The profile below shows a summary of fundamental ROI findings and descriptive statistics emerging from this researolfi-$tatewwebsite users. These findings are based on
1,305,585 real, new website users to TravelOregon.com (1,571,933 real, new desktop users less 47.1% bounce rate; 45éwWdbisdlusers less 50.3% bounce rate;

3,069,915 real, new mobile users less 69.1% bounce rate and an adjustment factor to account for multiple device wel)dtwsensJanuary 2019 arteelruary 2020.

e -
————
B —_—_———
e

B el -~
——
T, -
e [
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Website ROI Estimates

The key ROI findings for eat-state website users are summarized following.

Incremental trips to Oregon generated by TravelOregon.cdtor 1,305,585 real, new website users to TravelOregon.com between January 2019 and February 2020, an estimated
25,255 incremental trips were generated for Oregon. An incremental trip is one in which the visitor decided to visit @esgamnltheir experience with the website. These were
trips to the state that would not have happened if the website did not exist, and thus any visitor spending in OregoredNJhdsla Oy 06S O2dzy i SR | a LJ N
iImpact. The average incremental trip lasted 5.1 days, with a reportetairket spending of $382.11 per day for each visitor dnear immediate party. These incremental trips are

estimated to have generated $48,926,943 in new visitor spending in Oregon.

Additional days spent in Oregon generated by TravelOregon.cémnsecond way TravelOregon.com can generate economic value for Oregon is by convincing visitors to extend theit
stays. The research conducted shows that for 1,305,585 real, new website users between January 2019 and February 200 \1i8|i8Glays were generated for Oregon. This

results in an additional $6,186,326 in incremental visitor spending in Oregon.

Total Estimated Economic Impackhe two components discussed above (spending on incremental trips and additional-dalysNidl SG 0 O2 YLINRA & S {inpSct dsIN2 3 N
defined in this study. It is estimated that for 1,305,585 real, new website users of TravelOregon.com between Januany BdrQany 2020, $55,113,269 in economic impact was

generated for Oregon. Alternatively, every real, new website user to the website led to an additional $42.21 in incresi@ntspending in Oregon.

Destination ¢Ana lysts
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ComparativeWebsite ROI Metric®y State Tourism Office

The data table below presents key metrics on the direct spending generated by TravelOregon.com compared to the averagketheetstber 8 state tourism office websites
who have concluded data collection efforts as part of this cooperative research study. In order to make these compagisguse tf 1,000 real, new website users is the basis

for all estimates.

. . Days spent in . . .
Incremental trips Average visitor . . Total visitor Total economic Total economic
| . Total visitor market on trips . . .
L generated (per Average length o spending per day . spending on trips impact/ROI of the impact/ROI of the
Participating State: . spending on extended by . .
1,000 real, new stay (days) on incremental . . . extended by website (per 1,001 website per real,
. Incremental trips website (per 1,00t . .
users) trips website real, new users) new website usel
real, new users)
TravelOregon.com 19 5.1 $382.11 $37,475 12 $4,738 $42,213 $42.21
State A 41 4.1 $372.87 $62,833 24 $8,911 $71,744 $71.74
State B 19 4.0 $400.46 $30,333 10 $4,197 $34,530 $34.53
State C 32 3.5 $366.66 $41,242 12 $4,307 $45,549 $45.55
State D 22 3.6 $363.78 $29,325 11 $4,171 $33,496 $33.50
State E 28 7.1 $377.69 $74,746 17 $6,558 $81,304 $81.30
State F 37 5.4 $438.08 $85,774 24 $10,701 $96,475 $96.48
State G 18 5.8 $420.42 $43,423 10 $4,254 $47,677 $47.68
State H 33 4.8 $402.50 $64,259 13 $5,390 $69,649 $69.65
AVEEE ol Ell 27 4.7 $393.52 $50,808 16 $6,224 $57,032 $57.03
Participating State:

Pagel4d
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WEBSITRJSERINTERCEPBURVEY
DETAILEDKEY HNDINGS



Website User Intercept SurveyKey Definitions

The following terms are used within this section and defined below:

A Average state website userAggregate data from website users surveyed on

A all participating STO websites.

A Out-of-state website user A TravelOregon.com Website User Intercept Survey

respondent who resides outside the state of Oregon.

A In-state website user TravelOregon.com Website User Intercept Survey respondent who

resides inside the state of Oregon.

A Desktop user A respondent who completed the Website User Intercept Survey on a

traditional desktop or laptop device.

A Mobile user- A respondent who completed the Website User Intercept Survey on a Above: Image of Anthony Lake from @TravelOregon Instagram.

mobile device.

Destination ¢Ana lysts
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Residence

Approximately 60 percent of TravelOregon.com website users reside outside

the state of OregonThe chart on the right illustrates the percentage of website Residence
users surveyed who live in the state of Oregon and those who live outside the
. . 0
state. Approximately 60 percent were n@regon residents (60.5%), an mOregon —Average
Important distinction, as only spending in the state by wesidents is
. oA . ;oA .. . . A 30%, . -
LIZUSYUAlIftfte O2dzy i SR AY -interbwebsiteauserst SQa whL SautAYl dSad,. C2 dzNJ
surveyed were Oregon residents (39.5%). 60% 60.5
5%
40% 39.5%
20%
0%
< <
&@’? c)@“
O $
>
Question: Do you currently live in Oregon?
Base: All respondents; 77,995 responses.

Destinati Analyst
pagel? estina |on¢ nalysts
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OUT-OF STATEWEBSITRUSERS

The following section presents detailed key findings of theadtdtate TravelOregon.com website user.

Destination QAnalysts



Point In Travel Decision Process

Nearly two-thirds of TravelOregon.com website users who live outside the state
reported using the site to gather information for a trip to Oregon (64.8%pmpared

to the average oubf-state website user, TravelOregon.com had slightly fewer potential
visitors who used the website (64.8% vs. 70.1%).

Type of Site User

mOregon ==Average
80%
64.8%
60%
40%
20%
0.9% 0.4%
O% —— S
X N
Q’}\") QQQJ
> N
¥ &
QO
&

Question: Which of the following best describes you? (Select one)
Base: All oubf-state respondents planning a trip; 47,183 responses.

Pagel9

Approximately 40 percent of oubf-state website users gathering trip information on
TravelOregon.com could potentially be converted by the website in making the decision
to visit Oregon (39.0%)lhis was similar to the average for all amitstate website users
(43.6%). Over half of TravelOregon.com-ofistate website users had already made up
their mind to visit the state when they arrived at the website (58.4%).

Point in Travel Decision Process

mOregon =Average
S0% 39 .()9/, Subject to influence in making
58.4% ' the destination decision
60% A
40%
26.8%
20%
0%
O
&

Question: Which best describes where you are in the trip planning process?
Base: All oubf-state respondents gathering information for a trip; 30,564 responses.

Destination ¢Ana lysts
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Point In Travel Decision Procas®esktop vs. Mobile Site Users

Similar to all TravelOregon.com oudf-state users, 38.9 percent of otdf-state desktop

users gathering trip information could potentially be converted by the website in making

the decision to visit OregonNearly sixn-ten users who completed the Website User

Intercept Survey on desktop had already made up their mind to visit when they arrived at

the website (58.6%).

80%

60%

40%

20%

0%

Point in Travel Decision Procas®esktop Users

58.6%

mOregon ==Average

38 .90/, Subject to influence in making
' the destination decision

——

Question: Which best describes where you are in the trip planning process?

Base: Oubf-state respondents gathering information for a trip on desktop; 29,096 responses.

Page20

Mobile users were similarly likely to be influenced by the website in making the ultimate
decision to visit OregonApproximately fowin-i Sy Y20 At S dzASNAE ¢ SNB
GO2YaARSNAY3IE GNIF OSEt S6o0odpdPy:20 YR 6SNBE (0KS
In making the decision to visit (compared to 38.9% of desktop users). Over half of
TravelOregon.com mobile users had already decided to visit before arriving at the website
(54.7%)).

Point In Travel Decision ProcasMobile Users

mOregon —=Average
80%
39 .80/, Subject to influence in making
60% 54.7% ' the destination decision
40%
27.9%

20%
0%

O

L

Question: Which best describes where you are in the trip planning process?
Base: Oubf-state respondents gathering information for a trip on mobile; 1,468 responses.

Destination ¢Ana lysts
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Intended Type of Trip

A majority of outof-state website users gathering information for a trip were planning leisure travel (82.4%j)otal, 71.7 percent planned to take a vacation and 10.1 percent intended to take a

weekend getaway to Oregon. Compared to the average state website user, TravelOregon.aufrstatd users were similarly likely plan a vacation (71.7% vs. 73.8%) and a weekend getaway

(10.7% vs. 11.3%). On average, these website users planned to spend 5.3 days in Oregon.

Intended Type of Trip Intended Length of Trip
® Oregon m Average

mOregon ==Average

80%  71.7%
60%
40%
20%

0%

Question: Which best describes the type of travel to Oregon you are planning or considering? (Select Question: How many days are you likely to stay in Oregon on this planned or potential trip?
one) Base: All oudf-state respondents gathering information for a trip; 30,591 responses. Base: All oubf-state respondents gathering information for a trip; 30,591 responses.

Page2l Destination ¢Analysts
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Intended Type of Trip Desktop vs. Mobile Site Users

Nearly identical to all users, 82.6 percent of caf-state desktop website users gathering A slightly smaller percentage of mobile device users were considering leisure travel to
trip information were planning or considering travel to Oregon for personal leisure Oregon compared to desktop users (77.6% vs. 82.0%abile users were less likely to be
purposes.In total, 72.1 percent characterized their intended trip as a vacation, while 10.5 planning a vacation (62.9% vs. 72.1% desktop users) but more likely to be planning a
percent described their trip as a weekend getaway. weekend getaway (14.7% compared to 10.5% of desktop users).
Intended Type of Trip Desktop Users Intended Type of Trip Mobile Users
mOregon ==Average mOregon ==Average
80% 72.19% 80%
Y Average Intended 600 62.9% Average Intended
0 Trip Length: 0 Trip Length:
Oregon 5.3 days Oregon 5.1 days
20% 20% 14.7% 13.3%
. . 4.80 : 5.7% 2 0%
- -~. 0.8% 0.8% 0.0% 1.4% 0.7% 0.6% 0.1% .U70
0% 0%
N N N N
> QJ ,§Q’ ‘Q\Q} ,‘QOQ &’ﬁ ®§ N\ Q}AQ’ ;&\(\Qo ,b&?/ \(g}
S S oy P 3 % S S & S oy
° Q& G & S”\ > g & &
¢ > R S K o\ Q
& QS & S N @ &
< < Q N \}(” QO Q
3 $® A.\'c,,\ & {s\\fb S
o S8 9 ©
Question: Which best describes the type of travel to Oregon you are planning or considering? Question: Which best describes the type of travel to Oregon you are planning or considering?
(Select one) How many days are you likely to stay in Oregon on this planned or potential trip? (Select one) How many days are you likely to stay in Oregon on this planned or potential trip?
Base: Oubf-state respondents gathering information for trip on desktop; 29,119 responses. Base: Oubf-state respondents gathering information for a trip on mobile; 1,472 responses.

Destination ¢Ana lysts
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Travel Planning Tasks Completed & Primary Objective of Website Visit

Over 40 percent of all TravelOregon.com eoit-state website users had already selected

places to visit on their trip (43.4%Pther travel planning tasks completed were reading online

travel reviews (30.2%), selecting the type of trip experience to focus on (29.9%), booking
accommodations (22.6%), asking for recommendations or advice (21.3%) and/or selecting
activities (20.6%).

Travel Planning Tasks Completed

mOregon ==Average
60%
43.4%
40%
30.2% 29.9%
20%
0%
R
<O
\’?fc'éo
Q/bQ
g & g ‘
2 © N, O O 2 Q
S Qg:bb @ <b°o %&b N Qé’& (Jo&
v

Question: Which of the following have you already done for this planned or potential trip? (Select all
that apply) Base: All oudf-state respondents gathering information for a trip; 25,649 responses.

Page23

The primary objective of using TravelOregon.com was to gather information on specific
places to go and things to do (45.7%his was followed by over ortbird who were
searching for inspiration/travel ideas (36.7%) and nearlyioAere who were using the
website to compare features of places to go and/or things to do for their trip itinerary
(17.5%). Compared to the average -@iistate website user, TravelOregon.com had slightly

more potential visitors who primarily used the website for inspiration/travel ideas (36.7%

vs. 32.3%).
Primary Objective of Website Visit

mOregon ==Average

60%

45.7%

40%

20%

0%

Question: Which best describes your primary objective for using our website? (Select one)
Base: All oubf-state respondents gathering information for a trip; 30,589 responses.

Destination ¢Ana lysts
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Custom Question: Important Motivations to Visit Oregon

Outdoor recreation (67.1%) and/or scenic drives (64.4%) were most importanttoaftd G F 0S S0 a A0S dza $heldae. Inagditlié N dtdoor fegfeatidn sind scekiyg dives, nearly
half of potential visitors rated attractions (49.3%) and/or restaurants/dining (47.8%) as important to their intereding Wsegon. On¢hird or more outof-state potential visitors said history
(39.6%), wineries/breweries (35.5%) and/or arts/culture (34.5%) were important motivators to visit Oregon.

Important Motivations to Visit Oregon

Outdoor recreation NG 67.1%
Scenic drives IIIIIGNNNNN. 64.4%
Attractions NG 19.3%
Restaurants & dining I 4 7.8%
History NG 39.6%
Wineries/breweries GGG 35.5%
Arts & culture NG 34.5%
Festivals/special eventSElIIEEEEEE 29.2%
Family-friendly activities I 20.3%
Shopping NN 18.3%
Other N 13.7%
Guided tours M 11.7%
Agri-tourism/farm activities N 11.2%

0% 20% 40% 60% 80%

Question: Which of the following are important to your interest in visiting or traveling within Oregon? (Select all tlyat appl
Base: All oubf-state respondents gathering information for a trip; 37,594 responses.

Destination ¢Ana lysts
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IN- STATEWEBSITRJSERS

The following section presents detailed key findings of thstaite TravelOregon.com website user.

Destination QAnalysts



Point In Travel Decision Process

Half of TravelOregon.conwebsite users who were residents of the state reported

using the site to gather information for a trip within Oregon (50.2%)ompared to the
average instate website user, TravelOregon.com has a slightly larger share of potential
visitors who used the website (50.2% vs. 42.3%).

Type of Site User

mOregon ==Average
60%
50.2%
40%
20%
1.5% 1.4%
Q{\Q} Q.}\\a,&
> S
N Q
Q >
N S
&
§®

Question: Which of the following best describes you? (Select one)
Base: All irstate respondents planning a trip; 30,794 responses.

Page26

A majority of instate website users gathering trip information on TravelOregon.com could
potentially be converted by the website in making the decision to travel within Oregon
(71.2%).This is similar to the average for allstate website users, in which 68.2 percent were
potentially convertible. Over ongquarter of TravelOregon.com-gtate website users had
already made up their mind to take a trip when they arrived at the website (28.3%).

Point in Travel Decision Process

mOregon ==Average

60% [ 1 .20/ Subject to inﬂuencg i'n making
the destination decision

——

38.1%
40% 33.1%

20%
0.6%
0% -
O O ) oS
2 ¢ RS 2
Q/é}b @é : b‘z}\ O&Q
3 <& &

Question: Which best describes where you are in the trip planning process?
Base: All irstate respondents gathering information for a trip; 15,464 responses.

Destination ¢Ana lysts
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Point In Travel Decision Procas®esktop vs. Mobile Site Users

Similar to all TravelOregon.com users, 70.7 percent cfiate desktop users gathering trip
Information could potentially be converted by the website in making the decision to take a
trip within Oregon Nearly threein-ten in-state respondents who completed the Website
User Intercept Survey on desktop had already made up their mind to take a trip when they
arrived at the website (28.8%).

Point in Travel Decision Procas®esktop Users

mOregon ==Average

60% /(0. /9 Subject to influence in making
the destination decision

——

37.5%
40% X 33.2%

20%
0.5%
0% >
O O % S
Q < & <
@é’\b @é : b‘?}\ O%\
Q <% &\

Question: Which best describes where you are in the trip planning process?
Base: Irstate respondents gathering information for a trip on desktop; 14,131 responses.

Page27/

Mobile users were more likely to be influenced by the website in making the ultimate
decision to travel within OregonThreequartersofind 0 F 0S Y20 At S dza SN&
GO2YAARSNAY3IE UNIOQSESEX YR UGKSNBF2NB LRGSY
(75.2% mobile vs. 70.7% desktop). Approximately-qurerter of instate mobile users had
already decided to take a trip within Oregon before visiting the site (23.5%).

Point In Travel Decision ProcasMobile Users

mOregon ==Average

7520/, Subject to influence in making
' the destination decision

60% ‘_I_\

43.8%

40%

20%

0%

Question: Which best describes where you are in the trip planning process?
Base: Irstate respondents gathering information for a trip on mobile; 1,333 responses.

Destination ¢Ana lysts
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Intended Type of Trip

A majority of in-state website users gathering information for a trip were planning leisure travel (83.@%&arly half planned to take a weekend getaway within Oregon (46.0%), while over one

third intended to take a vacation (37.6%)ompared to the average state website user, TravelOregon.catat@ users were more likely to plan a vacation (37.6% vs. 32a6&slightly less likely to

plan a weekend getaway (46.0% vs. 48.6%). On average, thstseanvebsite users planned to spend 3.6 days on their tripJaina 3.5 days on average for all state website users.

Intended Type of Trip

mOregon ==Average
60%

46.0%
40%

9.5%

Question: Which best describes the type of travel within Oregon you are planning or considering?
(Select one) Base: Allstate respondents gathering information for a trip; 15,489 responses.
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Intended Length of Trip

m Oregon mAverage

Question: How many days are you likely to stay in Oregon on this planned or potential trip? Base
All in-state respondents gathering information for a trip; 15,488 responses.
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Intended Type of Trip Desktop vs. Mobile Site Users

Identical to all TravelOregon.com 4state users, 83.6 percent of iatate desktop website
users gathering trip information were planning or considering travel within Oregon for
personal leisure purposesn total, 45.8 percent characterized their intended trip as a
weekend getaway, while 37.8 percent described their trip as a vacation.

Intended Type of Trip Desktop Users
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Question: Which best describes the type of travel within Oregon you are planning or considering?
(Select one) How many days are you likely to stay in Oregon on this planned or potential trip? Base
In-state respondents gathering information for a trip on desktop; 14,155 responses.
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Compared to instate desktop users, an equal proportion of-gtate mobile users were likely

to consider leisure travel to Oregon (83.69%early half of all mobile users were planning a
vacation (48.2% vs. 45.8% desktop users), while 35.4 percent were slightly less apt to plan a
weekend getaway (compared to 37.8% for desktop users).

Intended Type of Trip Mobile Users
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Question: Which best describes the type of travel within Oregon you are planning or considering?
(Select one) How many days are you likely to stay in Oregon on this planned or potential trip? Base:
In-state respondents gathering information for a trip on mobile; 1,334 responses.
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Travel Planning Tasks Completed & Primary Objective of Website Visit

Onethird or more of all instate website users have already selected places to visit (37.5%)
and/or selected the type of trip experience to focus on (35.6%}her travel planning tasks
completed include selecting activities (24.0%), reading online travel reviews (23.0%) and/or
asking for recommendations/advice (21.5%) by-om&ve or more potential irstate visitors.

Travel Planning Tasks Completed

mOregon

==Average
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40% 37.5% 35 69
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Question: Which of the following have you already done for this planned or potential trip? (Select all
that apply) Base: Allistate respondents gathering information for a trip; 12,945 responses.
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The primary objectives of using TravelOregon.com were to search for inspiration/travel
ideas (42.5%) and gather information on places to go/things to do (42.4Bhis was

followed by 15.1 percent who were using the website to plan their trip itinerary. Compared
to the average irstate website user, TravelOregon.com had more potential visitors who
primarily used the website for inspiration/travel ideas (42.5% vs. 36.7%).

Primary Objective of Website Visit
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Question: Which best describes your primary objective for using our website? (Select one)
Base: All irstate respondents gathering information for a trip; 7,049 responses.
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Custom Question: Important Motivations to Visit Oregon

Outdoor recreation (74.1%) and/or scenic drives (62.4%) were most importantt@inF 0 S ¢ S0 & A 0 S dza S NRiIQOrdgyhinSatidiién ito olitgoor iebika@b8 antl stéhic drives,
history (50.9%), restaurants/dining (50.6%) and/or attractions (49.8%) were also important to the interest in travelingheitate. Ondhird or more potential visitors shared that arts/culture
(41.9%), festivals/special events (40.3%) and/or wineries/breweries (35.8%) were important motivators to travel within Oregon

Important Motivations to Visit Oregon

Outdoor recreation GGG 74.1%
Scenic drives IIIINEGNGNNENEEN 62.4%
History NN 50.9%
Restaurants & dining IIIININGEEEN 50.6%
Attractions NGNS 19.8%
Arts & culture IIEGEGNNENEEEEEN 41.9%
Festivals/special eventslllllllllN 410.3%
Wineries/breweries GGG 35.8%
Family-friendly activities I 25.4%
Shopping N 17.0%
Agri-tourism/farm activities Il 15.6%
Other M 12.4%
Guided tours M 11.0%

0% 20% 40% 60% 80%

Question: Which of the following are important to your interest in visiting or traveling within Oregon? (Select all tlyat appl
Base: All irstate respondents gathering information for a trip; 25,177 responses.
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WEBSITRJSERFOLLOW-UP SURVEY
DETAILEDKEY HNDINGS



Website User Followdp Survey Key Definitions

The following terms are used within this section and defined below:

A Average state website uset Aggregate data from website users surveyed on

all participating STO websites.

A Out-of-state visitor- A TravelOregon.com Website User Intercept Survey
respondent who resides outside the state and visited Oregon after using the

website.

A In-state visitor- A TravelOregon.com Website User Intercept Survey
respondent who resides inside the state and traveled within Oregon after using

the website.

Above: Image of Sparks Lake from @TravelOregon Instagram.
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OUT-OF STATEVISITORS

The following section presents detailed key findings otaftttate TravelOregon.com website users
who completed the Website User Follayw Survey.
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Website Users who Visited Oregon

Threequarters of outof-state survey respondents visited Oregon peasse of On average, oubf-state visitors made 1.8 trips to Oregon after using the websitde
TravelOregon.com (75.9%phe average for all state website users residingaftdtate is 70.0 average state website user who lived enftstate made 1.6 trips to the destination pesse of
percent. the website.
Visited Oregon Average Number of Trips
m Oregon m Average
m Oregon m Average
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Question: Since visiting our website, have you taken a trip to Oregon? (Select one) BaseofAll out Question: Since visiting our website, how many trips to or within Oregon have you made? (Select one);
state respondents who used the website; 2,514 responses. Have you previously visited Oregon prior to your most recent trip? (Select one)
Base: All oubf-state respondents who visited after using the website; 1,927 responses.
Destination ¢Ana lysts
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Profile of Followup Survey Respondents

Leisure travel represents the crux of visitation to Oregon for enftstate travelers (72.4%)This includes twahirds who took a vacation to Oregon (66.1%) and 6.3 percent who made a weekend
getaway trip after using the website. Oat-state website users who visited passe of the website also traveled to Oregonvisit friends and/or family (17.7%). Compared to the average for all state
website users, a larger proportion of TravelOregon.comaitgtate users who visited came for a vacation (66.1% vs. 50.3%g,avlightly smaller proportion traveled to Oregon for a weekend

getaway (6.3% vs. 7.8%).
Type of Trip
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Question: Which of the following best describes the primary reason for your most recent trip to or within Oregon?
(Select one) Base: All eot-state respondents who visited after using the website; 1,917 responses.
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Profile of Followup Survey Respondents

Out-of-state travelers visited an average of 5.1 cities/towns during their trip to Oregon, Out-of-state website users who visited Oregon after using the website spent an average of 5.¢
compared to 4.1 cities/towns on average for all state website users living-otistate. days and 5.3 nights in the statdhis was slightly higher than the average length of stay for all
out-of-state website users (at 5.5 days and 5.0 nights).

Cities/Towns Visited Average Length of Stay
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Question: During your trip to or within Oregon, how many different cities/towns did you visit? Base: Question: How many total days and nights did you spend in Oregon on this trip? Base:ofdl out
All out-of-state respondents who visited after using the website; 1,920 responses. state respondents who visited after using the website; 1,917 responses.
Destination ¢Ana lysts
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Place of Stay In Oregon

Commercial lodging in Oregon was the most common place of shayongst website users who visited paste of TravelOregon.com, over 60 percent stayed in a hotel/resort or motel within
hNE3I2Y RdzZNAY3I GKSANI GNARAL) 6codpr gad cmdr: 2F | ‘deméntl rads dights. Adliticals 4R pefeent okthede vikitbra $tafyell @ |
a home rental in Oregon, while 20.3 percent stayed on a campground and 17.1 percent stayed in a private residenceingnilee\ssitte. Only 1.7 percent of these visitors were -tidypers who

did not stay overnight in Oregon.

Place of Stay
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Question: While on this trip, where did you stay in Oregon? (Select one) Base:dlstate respondents who visited aftesing the website; 1,920 responses.

Destination ¢Ana lysts

Page38 DO YOUR RESEARCH



Visitor Spending in Oregon

Out-of-state website users who visited Oregon reported an averageararket daily trip spending of $415.53 his spending covered an average of 2.4 persons. Thus, it is estimated that each of
these visitors represents $176.16 in daily spending in Oregon.

Spending Per Travel Party, Per Day

-Oregon —Average
$200
Oregon Average Trip Spending, per d&#15.53
$150 Out of State Average Trip Spending, per d&416.16
$120.21

$100
$50
$0

Question: While on this trip, approximately how much IN TOTAL did you spend PER DAY while in Oregon on each of thé’fedlsevmigly INCLUDE spending inside Oregon and
EXCLUDE any spending made outside Oregon or before arriving in Oregon. BasefAtateitespondents who visited after ugithe website; 1,866 responses.
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Impact of Website on Destination Decision

TravelOregon.com effectively persuades its enfi-state users to visit the destinationin total,

two-thirds of visitors agreed that the site indeed influenced them to visit Oregon (66.9%),
similar to the average for all owuttf-state website users (64.7%).

Impact of Website on Destination Decision

® Oregon m Average

Question: Do you feel that our website helped you make your decision to take this trip to Oregon?

Base: All oubf-state visitors who were potentially influenced by the website in the destination
decision; 1,842 responses.

Paged40

Amongst outof-state residents who reported that the website influenced their decision to
GAAA0 hNBIZ2YySET 20SNI KFfF NBLR2NISR OGKIFG GKS
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ROI estimates.

Importance of Website on Destination Decision

mOregon ==Average

40% 36.9% 38.2%

Question: How important was our website to you in making the decision to take this trip to Oregon?

(Select one) Base: All eatf-state visitors who were potentially influenced by the website in the
destination decision; 1,232 responses.
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Impact of Website on Length of Stay

Nearly threequarters of outof-state survey respondents who said that the website influenced Out-of-state survey respondents who reported that the website indeed increased their length
the number of days they spent in Oregon reported that it increased their length of stay (73.0%). of stay in Oregon did so by an average of 2.2 dayse typical oubf-state website user

This was slightly higher than the average, in which 68.8 percent of all state website users stated increased their length of stay by 2.1 days.

that the destination website influenced them to increase their length of stay.

Impact of Website on Length of Stay Average Increase on Length of Stay
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Question: How did our website influence the number of days you spent in Oregon on this trip? (Select Question: How many days did you increase the length of your stay as a result of using our website?

one) Base: All oubf-state business or conference travelers or those who reported that the website dio Base: All oubf-state business or conference travelers or those who reported that the website did not
not influence their destination decision but did influence their length of stay; 200 responses. influence their destination decision but did influence their length of stay; 147 responses.
Destination ¢Ana lysts
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Trip Decisions Influenced and Descriptions of Website Content

TravelOregon.com also influences-market activities.Out-of-state website users who took a
trip to Oregon visited a certain city/region (60.5%), went to a specific attraction (56.6%) and/or

did more activities (54.0%) as a result of content accessed on the site.

Trip Decisions Influenced
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Question: Did the website influence you to do any of the following? (Select all that apply)
Base: All oubf-state respondents who visited after using the website; 1,918 responses.
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Descriptions of Website Content

mOregon ==Average
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Question: Which of these words and phrases (if any) describe the content available on our website?
(Select all that apply). Base: All enftstate respondents who visited after using the website; 2,538
responses.
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Official Resources Used and Likelihood to Recommend Website

In addition to TravelOregon.com, other official Travel Oregon resources were commonly used

In the trip planning process for oubf-state visitors.The most widely used of these was the

Oregon Official Visitors Guidanost typically in print (50.1%), but also digitally (46.7%). Another

11.7 percent of website users who visited the destination also viewed YouTube video content

while planning their Oregon trip, while 8.9 percent accessed Travel Oregon on Facebook to plan

their trip.
Official Travel Oregon Resources Used
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Question: Which of these other resources did you use to plan your trip to Oregon? (Select all that
apply) Base: All ottf-state respondents who visited after using the website; 1,918 responses.
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TravelOregon.com is highly likely to be recommended by its-ofsstate users to others
planning a trip to OregonUsing a 1fpoint scale, website users who visited rated their
likelihood to recommend the website to others planning a trip to the destination an 8.7 on
average (similar to the average for all state website users).

Likelihood to Recommend TravelOregon.cqrO Point Scale

m Oregon m Average

Question: How likely would you be to recommend TravelOregon.com to others planning a trip to or withil
Oregon? Base: All owff-state respondents who visited after using the website; 2,538 responses.
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Custom Questions: Month of Trip & Activities Participated in During Trip

Out-of-state visitors traveled to Oregon most often during the summer months of 201i$ne
(18.2%), July (21.3%), August (20.4%) and/or September (19.5%) were reported as the top
months outof-state visitors traveled to Oregon.

Month of Trip to Oregon

Before January 2019 8.1%
January 20198 1.7%

February 2019 [l 2.1%

March 2019 I 4.3%

April 2019 N 6.6%

May 2019 N 13.2%

June 2019 [N 18.2%

July 2019 N 21.3%
August 2019 N 20.4%

September 2019 NN 19.5%

October 2019 [N 10.4%
November 2019 Il 3.0%

December 2019 [l 2.4%
January 2020 or laterfll 1.1%

0% 10% 20% 30%

Question: In which month(s) did you take this trip? (Select all that apply)
Base: All oubf-state followup respondents who visited Oregon; 1,921 responses.
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Out-of-state visitors participated in a variety of activities during their trip to Oregon.
Out-of-state website users who visited commonly took scenic drives (80.9%), dined
(80.3%) and/or experienced outdoor recreation (75.6%) during their Oregon trip. These
website users also participated in general attractions (61.4%) and shopped (51.5%) during

their trip to Oregon.

Activities Participated in During a Leisure Trip

Scenic drives [ 80.9%
Restaurants & dining |GGG 80.3%
Outdoor recreation |G 75.6%
Attractions [ 61.4%
Shopping I 51.5%
Wineries/breweries |G 39.8%
History [ 38.8%
Arts & culture [N 33.9%
Family-friendly activities |l 19.4%
Festivals/special eventSill 16.0%
Guided tours B 11.5%
Agri-tourism/farm activities |l 10.6%

0% 20% 40% 60% 80% 100%

Question: Which of the following activities did you participate in during your trip within Oregon?
(Select all that apply) Base: All enftstate followup respondents; 2,538 responses.
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Custom Question: Most Influential Website Content

Content specific to places to go (78.1%) and/or things to do (74.2%) was most influential in planning an Oregadrntsipvas followed by travel guides/maps/Ask Oregon/visitor centers (44.4%),
Images/video (29.0%), places to stay (21.1%) and/or guides and tours (19.7%).

Most Influential Website Content
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Question: What types of content on our website were most influential in planning this trip? (Select all that apply)
Base: All oubf-state respondents who visited after using the website; 1,918 responses.
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Custom Question: Type of Leisure Traveler

Out-of-state visitors commonly described themselves as travelers who prioritize being outside/connecting with nature (86.8%aamdy a local experience (76.8%) during a leisure trip.
Additionally, these visitors were more inclined to maintain their healthy lifestyle (70.1%), have downtime (69.3%), spefod mgher quality things (67.2%), hate experiencing touristy places
(62.8%), expect a culturally diverse/welcoming destination (58.5%) and prefer traveling to new places (40.8%) whilarertrgleis

Type of Leisure TravelerTop 2 Box (4 or 5)

Being outside and connecting to nature motivates me to tra_ 86.8%
When | travel, | prioritize experiencing unique local food, Io_ 76.8%
culture, and connecting with local people 070
LOQa AYLERNIOFYydG G2 YS GKI G “ JKe fAFS:
traveling %dﬁ%
Having downtime on vacation motivates me to trav_ 69.3%
| happily spend more for higher quality thing_ 67.2%
| hate touristy and overdeveloped place SN 62.8%

| need the destinations | travel to for leisure to be culturally diver,
- 58.5%
and welcoming

L LINBFSNI G2 OGN @St 02 ySég RS“&J@’}KSNJ 0KFyYy NBGd:
been to before -070

| am attracted to destinations that offer wonderful education

" - 16.7%
opportunities for children

| feel more comfortable and safer if a tour operator has organi

0% 20% 40% 60% 80% 100%

Question: How much do you agree with the following statements? Please useltle 5y i 8Ol S 6 KSNB GmMEYyRIljdp § aSHdzZziNBRy &@f é NRYXAt @&NBE3J |
to rate your level of agreement with each statemehBase: All oubf-state followup respondents; 2,528 responses.
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Visitor Demographics

The table below shows the demographic profile of-otistate website users who visited after using TravelOregon.com compadtdot-of-state website users.
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Base: All oubf-state respondents who visited after using the website; 1,920 completed surveys.
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IN- STATEVISITORS

The following section presents detailed key findings edtate TravelOregon.com website users
who completed the Website User Follayw Survey.
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Website Users who Traveled Within Oregon

A majority of instate survey respondents traveled within Oregon pesse of
TravelOregon.com (87.3%)he average for all atate website users was 75.7 percent.

Traveled Within Oregon

m Oregon m Average
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Question: Since visiting our website, have you taken a trip within the state? (Select one) Base: All in
state respondents who used the website; 1,020 responses.

Paged9

On average, Irstate survey respondents who visited made 3.2 trips within Oregon after
using the website This was slightly higher compared to the averagstate website user
(3.0 trips).

Average Number of Trips

® Oregon m Average

Question: Since visiting our website, how many trips to or within Oregon have you made? (Select one)
Base: All irstate respondents who visited after using the website; 911 responses.

Destination éAnalysts
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Profile of Followup Survey Respondents

Leisure travel represents the crux of visitation to Oregon forgtate travelers (70.6%)lhis includes 41.3 percent who took a weekend getaway trip and 29.3 percent who went on a vacation within
Oregon after using the website.-ftate website users who visited also traveled within Oregon for other personal reason (11.7%) or to visit friends and/or fabedy Chinpared to the average for all
state website users, a larger proportion of TravelOregon.costate users visited for a weekend getaway (41.3% vs. 31.9%g, avdimaller proportion were on a vacation within Oregon (17.6% vs.

22.3%).
Type of Trip

mOregon ==Average
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41.3%
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Question: Which of the following best describes the primary reason for your most recent trip to or within Oregon?
(Select one) Base: Allstate respondents who visited after using the website; 905 responses.
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Profile of Followup Survey Respondents

In-state travelers visited an average of 3.5 cities/towns during their trip within Oregon, In-state travelers who visited Oregon after using the site spent an average of 3.6 days and 2.7
compared to 3.2 cities/towns on average for all-state website users. nights in the state.This was nearly identical to the average length of stay for -gliate website
users (3.6 days and 2.8 nights).

Cities/Towns Visited Average Length of Stay
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Question: During your trip to or within Oregon, how many different cities/towns did you visit? Base: Question: How many total days and nights did you spend in Oregon on this trip? Basstadd in
All in-state respondents who visited after using the website; 906 responses. respondents who visited after using the website; 905 responses.
Destination ¢Ana lysts
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Place of Stay In Oregon

Commercial lodging in Oregon was the most common place of stay fatate visitors.Amongst irstate website users who visited passe of TravelOregon.com, foin-ten stayed in a hotel,
motel or inn within Oregon during their trip (42.3%). Additionally, over-qguarter of these visitors stayed overnight at a gaground in Oregon (26.9%), while 14.7 percent stayed in a home rental
and 12.7 percent stayed in a private residence during their trip. 15.5 percentstdtm visitors were on a dayip within the state.

Place of Stay

mOregon ==Average
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42.3%
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Question: While on this trip, where did you stay in Oregon? (Select one) Basestaliéirespondents who visited after usitige website; 906 responses.
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Visitor Spending in Oregon

In-state website users who visited Oregon reported an average daily trip spending of $319Hi5.spending covered an average of 2.4 persons. Thus, it is estimated that each of these visitors
represents $135.66 in daily spending in Oregon.

Spending Per Travel Party, Per Day
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Question: While on this trip, approximately how much IN TOTAL did you spend PER DAY while in Oregon on each of thé’fedlsevimigly INCLUDE spending inside Oregon and
EXCLUDE any spending made outside Oregon or before arriving in Oregon. Basttéliespondents who visited after usingetivebsite; 898 responses.
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Impact of Website on Destination Decision

TravelOregon.com effectively persuades itsstate users to travel within the stateln total, Amongst instate residents who reported that the website influenced their decision to travel
62.1 percent of visitors agreed that the site indeed influenced them to take a trip within GAOGKAY GKS adalriaSsy ySFENIeé KFEfF NBLRZ2ZNISR GK
Oregon.This was slightly lower compared to the average for adtate website users (69.0%). AYLRZNUIFYGE OmMpodp20 (02 GKAA RSOAAAZY Opodwm
Impact of Website on Destination Decision Importance of Website on Destination Decision
mOregon ==Average

m Oregon m Average
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42.8%
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Question: Do you feel that our website helped you make your decision to take this trip to Oregon? Question: How important was our website to you in making the decision to take this trip to Oregon?
Base: All irstate visitors who were potentially influenced by the website in the destination decision; (Select one) Base: Allgtate visitors who were potentially influenced by the website in the destination
865 responses. decision; 537 responses.
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Impact of Website on Length of Stay

Over onethird of in-state survey respondents who said that the website influenced the number In-state survey respondents who reported that the website indeed increased their length of
of days they spent within Oregon reported that it increased their length of stay (36.1Ph)s stay within Oregon did so by an average of 1.9 dai/Be typical irstate website user increased
was lower than the average, in which 57.4 percent of ast@ate website users stated that the their length of stay by 2.1 days.

destination website influenced them to increase their length of stay.

Impact of Website on Length of Stay Average Increase on Length of Stay

® Oregon MWAverage

m Oregon m Average
80%
60%
40%
20%
2.8% 1.9%
O% I
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bé@
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Question: How did our website influence the number of days you spent in Oregon on this trip? (Select Question: How many days did you increase the length of your stay as a result of using our website?

one) Base: All istate business or conference travelers or those who reported that the website did not Base: All irstate business or conference travelers or those who reported that the website did not
iInfluence their destination decision but did influence their length of stay; 36 responses. influence their destination decision but did influence their length of stay; 13 responses.
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Trip Decisions Influenced and Descriptions of Website Content

TravelOregon.com also influences-market activities.In-state website users who took a

trip within Oregon visited a certain destination within the state (55.1%), did more activities
(54.9%) and/or visited a specific attraction or museum (50.1%) as a result of content
accessed on the site.

Trip Decisions Influenced

mOregon ==Average

80%

0 0
60%  95.1% 54.9% 50.19%

40%

20%

0%

Question: Did the website influence you to do any of the following? (Select all that apply)
Base: All irstate respondents who visited after using the website; 905 responses.
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Descriptions of Website Content

mOregon ==Average
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Question: Which of these words and phrases (if any) describe the content available on our website
(Select all that apply). Base: AHstate respondents who visited after using the website; 1,045
responses.
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Official Resources Used and Likelihood to Recommend Website

In addition to TravelOregon.com, other official Travel Oregon resources were commonly used

by in-state residents in the trip planning proces$he most widely used of these was the
Official Visitors Guide in print (36.1%) and digitally (35.3%). Another 12.8 percent of website

TravelOregon.com is highly likely to be recommended by itstate users to others planning
a trip to Oregon.Using a 1point scale, website users who visited rated their likelihood to
recommend the website to others planning a trip to the destination an 8.5 on average (nearly

users who visited the destination also accessed the Travel Oregon official Facebook page, while identical to the average for all4state website users).

10.7 percent viewed YouTube video content while planning their Oregon trip.

Official Travel Oregon Resources Used

mOregon ==Average

60%

A
35.3%

40% 36.1%

20%

Question: Which of these other resources did you use to plan your trip to Oregon? (Select all that
apply) Base: All istate respondents who visited after using the website; 904 responses.

Pageb7/

Likelihood to Recommend TravelOregon.cayriO Point Scale

m Oregon

m'erage

Question: How likely would you be to recommend TravelOregon.com to others planning a trip to or withil
Oregon? Base: All-state respondents who visited after using the website; 1,045 responses.
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Custom Questions: Month of Trip & Activities Participated in During Trip

In-state visitors traveled within the state most often during the summer months of 20May

In-state visitors participated in a widearray of activities during their trip.These visitors

(20.9%), June (24.6%), July (26.5%), August (24.9%) and/or September (19.8%) were selected astypically experienced outdoor recreation (78.7%), took scenic drives (77.0%) and/or

top months instate visitors traveled within Oregon.

Month of Trip within Oregon

Before January 2019 8.9%
January 2019 I 5.0%
February 2019 I 7.3%
March 2019 N 11.6%

April 2019 NN 15.0%
May 2019 [N 20.9%
June 2019 N 24.6%
July 2019 N 26.5%

August 2019 NG 24.9%

September 2019 [N 19.8%

October 2019 N 10.7%
November 2019 I 4.9%
December 2019 [l 2.2%

January 2020 or later] 0.4%

0% 10% 20% 30%

Question: In which month(s) did you take this trip? (Select all that apply)
Base: All irstate followup respondents who visited Oregon; 906 responses.
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dined (75.6%) during their Oregon trip-dtate visitors also went to general attractions
(54.8%), learned about history (39.9%), went shopping (38.1%), experienced arts/culture
(34.6%) and went to wineries/breweries (34.3%) during their trip within the state.

Activities Participated in During a Leisure Trip

Outdoor recreation |G 78.7%
Scenic drives [ 77.0%
Restaurants & dining |GGG 75.6%
Attractions I 54.8%
History [ 39.9%
Shopping I 38.1%
Arts & culture [ 34.6%
Wineries/breweries |G 34.3%

Family-friendly activities |G 25.0%

Festivals/special eventSIIIIIIE 22.9%
Agri-tourism/farm activities [l 8.7%
Guided tours [ 6.8%

0% 20% 40% 60% 80% 100%

Question: Which of the following activities did you participate in during your trip within Oregon?
(Select all that apply) Base: Alstate followup respondents; 1,045 responses.
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Custom Question: Most Influential Website Content

Content specific to places to go (72.8%) and things to do (66.1%) was most influential in helpst@tenwebsite users plan tair trip within Oregon.This was followed by travel guides/maps/Ask
Oregon/visitor Centers (32.0%) and images/video (31.6%).

Most Influential Website Content

80%  72.8%
66.1%

60%

40% 32.0% 31.6%

20%

0%

Question: What types of content on our website were most influential in planning this trip? (Select all that apply)
Base: All irstate respondents who visited after using the website; 905 responses.
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Custom Question: Type of Leisure Traveler

In-state visitors were highly likely to describe themselves as travelers who prioritize being outside/connecting with naturB%@uring a leisure tripAdditionally, these visitors were more
apt to prioritize local experiences (74.5%), like to have downtime (74.2%), maintain a healthy lifestyle (70.1%), higtelemness(68.4%), spend more for higher quality things (63.8%) and
expect a culturally diverse/welcoming destination (57.5%) while on a leisure trip.

Type of Leisure TravelerTop 2 Box (4 or 5)

Being outside and connecting to nature motivates me to tra_ 89.5%
When [ travel, | prioritize experiencing unigque local food, local culture, _ 74 50
connecting with local people 70
Having downtime on vacation motivates me to trav_ 74.2%
LiQa AYLRNIFyG G2 v$ aktda L v 0 1%502¢5 sKSy
| hate touristy and overdeveloped place_ 68.4%
| happily spend more for higher quality thing_ 63.8%

| need the destinations | travel to for leisure to be culturally diverse a_ 57 50
welcoming 970
L LINBFSNI G2 O0N)Y @St (2 ySé Rééﬂxyugg‘é\%ﬁmy NBGdz2NYy G2 2ySa

before

| am attracted to destinations that offer wonderful education
. - 22.1%
opportunities for children

| feel more comfortable and safer if a tour operator has organized my . 5.0%

0% 20% 40% 60% 80% 100%

Question: How much do you agree with the following statements? Please usdtlf 5y i a0l { S GKSNB AaMEYRIjdp £ aShHdziNBRydf e NRYAt @8NB3EBEBS
level of agreement with each statementBase: All irstate followup respondents; 1,042 responses.
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Visitor Demographics

The table below shows the demographic profile eftate website users who visited after using TravelOregon.com comparednestdte website users.

Oregon Average
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Base: All irstate respondents who visited after using the website; 906 completed surveys.
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WEBSITEANALYTICS
TRAVEIOREGONCOM DETAILEDHNDINGS



Website Analytics Key Definitions

¢CKS F2ff2¢6Ay3T LI ISa LINBaSyld RFEIGIF FNRY ¢NI @St h NB 32y ®OtRirvtksiseciod and definsd belgit: £t 8 0 A Oa T2 |

U Potential visitors- website users who were gathering trip information when they accessed TravelOregon.com.

U Non-Potential visitors website users who were NOT gathering trip information when they accessed TravelOregon.com.

Pageb3

v
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v

>

v v v > D

Decided- potential visitors who already made the decision to visit the state of Oregon when they accessed
TravelOregon.com.

Interested - potential visitors who were interested in visiting the state of Oregon when they accessed
TravelOregon.com but have not yet made any firm travel plans.

Consideringg potential visitors who were simply considering destinations for a leisure trip when they accessed
TravelOregon.com.

Searching for Inspiration Objective potential visitors who visited the website to search for inspiration.
Gathering Information Objective potential visitors who visited the website to gather information on places to go
and/or things to do.

Planning Trip Itinerary Objectivepotential visitors who visited the website to compare features of places to go
and/or things to do for trip itinerary.

In-state - website users who reside inside the state of Oregon.

Out-of-state - website users who reside outside the state of Oregon.

Millennials - potential visitors between the ages of 18 to 36.

Generation X potential visitors between the ages of 37 to 52.

Baby Boomers potential visitors between the ages of 53 to 71.

Above: Image of Oregon Coast from @ TravelOregon

on Instagram.
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Potential and NonPotential Visitorg Website User Profile

A majority of TravelOregon.com users were potential visitors to Oregdie information below shows the average number of page views, average session duration and the
percentage of new TravelOregon.com users who were potential visitors and not potential viQnaaserage, potential visitors viewed more pages (3.7 vs. 2.9) and spent more time
(7:33 vs. 4:31 minutes) on site compared to those who were not potential visitors.

Average Number of Pages Average Session Duration Percent of New Users

POTENTIAL VISITQBRS% of all users)

@ 00:07:33 03.3) ) Ofpotentialviiors wee

NOT POTENTIAL VISIT@R®»% of all users)

. 00:04:31 94.36 ) Lenensies "
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WEBSITEANALYTICS
IN-DEPTHREVIEWOF POTENTIALVISITORS
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Potential Visitors Residence

TravelOregon.com attracts both international and domestic resident$ie information below shows the residence of TravelOregon.com website users who were using the website
to gather information for a trip.

Of the potential visitors who lived outside the United Stat$%), Canada, the United Kingdand the Netherlands were the top countries of residence. Of the potential visitors
who were U.S. resident9(.4%) Seattle, Boise and Los Angeles were the top U.S. cities othsidéate of Oregon.

United
States
90.4%

Seattle (3.2%)
Boise(1.0%)

Canada (49.0%)
United Kingdom (15.0%)

15
|nternationa| NEther|andS(44%) LOS Aﬂg@lEED(SO/O)
‘ 9.6%
*0% of all international potential visitors. ** 06 of all domestic potential visitors.
Out of 53 countries. Out of 1,730 U.S. cities.
Destination ¢ Analysts

Page66 Source: TravelOregon.com Google Analytics DO YOUR RESEARCH



Potential Visitors Website Use

Potential visitors were engaged with TravelOregon.coihe information below shows the average number of page views, average session duration and the percentage of new
TravelOregon.com useveno were gathering information for a trip on the website.

On average, potential visitors viewed 3.7 pages and spent/orenutes on TravelOregon.coA.majority of website users wefest-time users of TravelOregon.co®3(3%).

Average Number of Pages Average Session Duration Percent of New Users

@ 00:07:33

Of potential visitors
were new users
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Travel Planning StageWebsite Use

On average, TravelOregon.com users in each planning stage spent at least 6 minutes and viewed approximately 3 pages @sitbeTwe information below shows the average
number of page views, average session duration and percent of new users for potential visitors who were Iin the travel placess. On average, website users who were
Interested in visiting the state and those whtveady decided twisit Oregorviewed the most pages on the site (4.2 and 4.1, respectively), while those who already decided to visit
Oregon spenthe most time on the website (at 8:11 minutes on average)

Average Number of Pages Average Session Duration Percent of New Users

DECIDEIB0.0% of potential visitors)

Of potential visitors who
OO O 8 1 1 03.3% ) already decided to visit

were new users

INTERESTE22.3% of potential visitors)
Of potential visitors who
OO ' O 7 ' 5 7 04 (P4 Wwere interested in visiting
' ' were new users
CONSIDERING.7% of potential visitors)

Of potential visitors who were
' OO ' O 6 ) 3 2 considering travel destinations
' ) were new users
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Travel Planning StageSite Acquisition

Potential visitorswho were subject to influence by TravelOregon.com in making a decision to visit (those in the interested and consideriag)stage more likely to arrive on the
site through email and social media compared to those who have already decided to visit Orddgmninformation below shows the primary sources for site acquisition for potential
visitors.Organicsearch was the top method of arrival for potential visitors in each travel planning stage, and highest for those whotdeasiteaind those interested in visiting
Oregon 68.5% and 65%, respectively)Those consideringestinations were more apt to arrive to TravelOregon.com through em@il%o) and social medi&.8%) compared to

other travel planning stages.

DECIDED
SITE ACQUISITION

Organic Search GGG 68.5%
Email 1l 10.8%
Direct 1l 8.0%
Paid Search l 4.4%
Social W 4.3%
Referral W 3.4%
Display 10.5%

0% 20% 40% 60% 80%

Page69 Source: TravelOregon.com Google Analytics

INTERESTED
SITE ACQUISITION

Organic Search I 65.3%
Email 1IN 14.0%
Social 1M 6.5%
Direct 1l 6.2%
Paid Search @ 3.9%
Referral W 3.4%
Display 10.7%

0% 20% 40% 60% 80%

CONSIDERING
SITE ACQUISITION

Organic Search GG 56.0%
Email N 18.1%
Social M 9.8%
Direct 1l 7.5%
Paid Searchl 4.1%
Referral W 3.8%
Display 10.8%

0% 20% 40% ©60% 80%
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Travel Stages Engagement

While website users in each travel stage were highly engaged with the Travel
DdzZA RS& YR ¢2LJ ¢Sy 52y Qi { L2 0 a
differences seen in pages of engagement by travel staldee top pages of
Sy3aF3aISYSyid FFNB O f Odzf F SR 6l aSR 2y

multiplies average number of page views by average time on page for potential

ailaa

visitors in each travel stage. Those who have already decided to visit were more
apt to engage with the Before Visiting Multnomah Falls page, while those in the
Interested planning stage engaged more with the Oregon Coast page and those
O2YAARSNAY3I RSAUAYIFIUOA2YEA 6SNB Y2Nb f
Magical Hot Springs page. Potential visitors who were subject to influence by
TravelOregon.com in making a decision to visit (those in the interested and

considering stages) were more likely to engage with the Only Slightly Exaggerate(

page.

Seethe next page for top pages of engagement for each travel stage.
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.’.» Everything You Need to Know Before Visiting Multnomah Falls

EVERYTHING YOU NEED TO
KNOW BEFORE VISITING
MULTNOMAH FALLS
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