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MEETING BEST PRACTICES

Keep yourself “muted” unless speaking.

2. Participate by being fully present and engaged, if you need to step away
or take a break, do so.

3. Respect the process and respect other people — the unique experiences,
perspectives and value others bring.

4. Respect our time and be collaborative by keeping it brief and focused on
current topic. Create space for others to be heard.

5. Speak from our own experiences and use "I" statements.







STRATEGIC PLANNING &

TWO-PHASED APPROACH

* Rebuild Plan > Transformational Plan
extending to 2025

WHY

* Fluidity + uncertainty of current
economic environment

« COVID-19 Crisis > Rebuild
* Rebuild > Longer-range vision
* Robust industry engagement

» Equity lens




STRATEGIC PLANNING &
INDUSTRY ENGAGEMENT

Stakeholder Engagement Sessions Stakeholder Interviews
Survey Focus Groups,
Comment Co-Creation Labs &
REP Period Equity Assessment

ocT NOV DEC JAN | FEB | MAR | APR | MAY | JN | Ju | Aue | seprT | ocT |
Feb. OTC Meeting Jun. OTC Meeting & Governor's Conference
* Adopt Revenue Forecast * Rebuild Plan & Budget Adoption
* Rebuild Planning Launch * Transformational Planning Launch

Dec. OTC Meeting May OTC Meeting Fall OTC Meeting
* Survey Results * DraftRebuild Plan & * Planning Update

Budget Public Hearing

2020 2021
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STRATEGIC PLANNING &
INDUSTRY ENGAGEMENT

Stakeholder Engagement Sessions Stakeholder Interviews
Survey Focus Groups,
Cor:nment Co-Creation Labs &
RFP Period Equity Assessment
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Feb. OTC Meeting Jun. OTC Meeting & Governor's Conference
* Adopt Revenue Forecast * Rebuild Plan & Budget Adoption
* Rebuild Planning Launch * Transformational Planning Launch

Dec. OTC Meeting May OTC Meeting Fall OTC Meeting
* Survey Results * DraftRebuild Plan & * Planning Update

Budget Public Hearing
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TOP 2 CONCERNS ABOUT WELCOMING VISITORS BY REGION

Q: From the list above, please identify your top two concerns e/coming visitors to your community.

Overall Region

W Greatest concern
Second-greatest concern

Eastern Mt Hood/ Oregon  Portland Southern Willamette
Oregon Gorge Coast Region Oregon Valley

sov il 24% a2l se%fll 20 [ 5% o/l 35%
25% Il 26% a2l a0 ) 25 e 3%

Diminished visitor expernience of your destination (due to facility/amenity
closures, fewer frontline workers, etc))

Lack of visitation due to decrease in travel demand

Negative resident sentiment towards visitors (due to fear of COVID-19 s . o Linn B 20 BB i b 40
transmissions from visitors to residents) j21% . j32% gy 16% I s . e I__.g'}-;, | [2% I T
Overburdened public resources (bathrooms, parking, parks/open spaces) 21% I 14% T% I 23% . 35%'31 0% I 18% I 11%

14% |10°.«:. |15% l 31%"116% |_12%

Heightened palitical tensiong

Safety of staff and visitors to recreational or leisure experiences I 15%

19% l 19% |'14°/.. | 16% | 16% |13%
12% l 15% |1n% | 15% l 120% l 22%

Lack of COVID-19 testing capacity |.-'11% 10% |5':f.. | 14% |-1o% |_s% | 13%

Overburdened local healthcare system | 11% 12%  [Jo% I o15%  Js% | 5% | 6%

Safety of staff and visitors to lodging properties | 11% 7% bre e fox Pue P

MNegative visitor sentiment towards residents (due to fear of COVID-19

transmissions from residents to visitors) 7 v 2% |£B% 5% 4% |-B%
Heightened racial tensions ‘.4% 4% 2% | 13% 3% 4%

Limited supply of PPE’s (face coverings, hand sanitizers, cleaning products,
etc.) to travel-related businesses and organizations at your destination ¥% s Iz% ‘4% 1% j3% | o
other |||10% 1% 3% | o% B Jrv Jr%

G20 Oregon Tourism Industry Stakeholder Survey



RESOURCES OR PROGRAMS
TO ASSIST YOUR BUSINESS/ORGANIZATION

Q: Which of the following resources or programs would best assist your BUSINESS/ORGANIZATION in resiliency, recovery,
and reopening? (Select up to three answer options)

Help advocating for effective policies and funding to support tourism businesses/organizations 52%
Tools and trainings to improve business communications and marketing
Networking with/learning from other professionals in your sector
Support transitioning to online and expanded sales/business platforms
Technical assistance navigating business recovery funding and loans
Support adapting business plan/model

Help complying with Governor recommended COVID-19 safety protocols

Other

Source: 2020 Oregon Tourism Industry Stakeholder Survey



RESOURCES OR PROGRAMS
TO ASSIST YOUR COMMUNITY

Q: Which of the following resources or programs would best assist your COMMUNITY in resiliency, recovery, and
reopening? (Select up to three answer options)

Support developing and bolstering visitor experiences that are COVID-appropriate and that enhance local livability 53%
Communication tools and message frameworks to convey safe visitor behavior in towns and businesses

Land stewardship strategies and processes that will ensure that key outdoor recreation experiences are kept pristine
Communication tools and message frameworks to drive overnight visitation and increase visitor spending

Support convening local stakeholders to address complex challenges and identify community-based solutions

Public relations and advocacy tools for communicating with decision makers and community members

Community technical assistance focused on community economic recovery

Training and engagement opportunities with industry leaders and other similar businesses focused on economic recovery
Communication tools and message frameworks to support land-stewardship principles

Retained or expanded air service frequency

Other

Source: 2020 Oregon Tourism Industry Stakeholder Survey 1
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TACTICAL PLANNING & MANAGEMENT OPPORTUNITIES
TO EXPAND ECONOMIC IMPACT OF TOURISM AND TO

ENSURE ITS VITALITY AND SUSTAINABILITY

Managing tourism impacts in order to preserve local assets (natural
and cultural) and livability

Identifying and fostering partnerships to address economic resiliency
and reopening and implement solutions to drive recovery

Building a diverse, equitable, and inclusive tourism economy

Dispersing visitation across seasons (from peak tourism season to

shoulder seasons) in areas of high visitation 15%
Educating community leaders and policymakers (local, county, state,
A - . . ays 1&%
tribal) on value of tourism and its viability as a long-term career
Creating positive interaction between visitors and residents
Identifying and fostering partnerships to address the current demand 10% L1 7%

on outdoor/natural resources and identify plans to mitigate its impact

Increasing the adoption of sustainable business practices in tourism 8% 14%

Increasing visitation to less-visited destinations 7% 12%

Source: 2020 Oregon Tourism Industry Stakeholder Survey

15% 31%

W Top priority
= Second priority

1

1



What is one specific experience, place or
product (in your community) you believe is
important to rebuild over the next 2 years?



REGIONAL COOPERATIVE
TOURISM PROGRAM

PORTLAND
2003 LEGISLATION (HB 2267) REGION e i
 Implemented 1% Statewide Lodging Tax to fund BATEwONOE
Oregon Tourism Commission, dba Travel Oregon
» Established Travel Oregon as a semi-independent W“\-Il;\ﬁl\_ll‘_"EEJTE
state agency
OREGON ol
2016 LEGISLATION (HB 4146) COAST SR LT

* Increased state lodging tax from 1% to 1.8% effective
July 1, 2016 & decreased to 1.5% effective July 1, 2020

. . . SOUTHERN
» Directs 20% of state lodging tax to implement a OREGON

Regional Cooperative Tourism Program & 10% to a
competitive grants program



REGIONAL COOPERATIVE TOURISM PROGRAM
PLANNING TIMELINE

REGIONAL COOPERATIVE TOURISM PROGRAM PLANNING TIMELINE

Statewide Survey Draft Plan Final Plan

At the onset of each two-year planning cycle, Travel RDMO drafts plan RDMOs will craft final
Oregon will conduct a statewide survey of tourism based on input two year plans and
stakeholders asking for input regarding regional derived from corresponding budgets.
plans and regional tourism priorities, opportunities stakeholder survey.

and constraints, and their general insights on how
regional investments could be maximized within

their region and individual communities.

Presentation to Stakeholders
Regional Destination Management
Organizations will present
approved plans back to regional
stakeholders via an in-person
presentation.

S

Survey Reports

The survey results and correspond-
ing regional reports (7) will be
distributed to Regional Destination
Management Organizations to aid
their planning efforts.

?

r

L

Regional Stakeholders Gatherings

The regional stakeholder gatherings will be structured as an op-
portunity for core tourism stakeholders within the region to
interface with the Regional Destination Management Organi-
zation directly and give their insights on regional strategies.
Regional Destination Management Organizations will present
regional survey results and a draft of their regional strategy to
assess with regional stakeholders.

Travel Oregon Review
Regional Destination
Management Organizations
will submit two-year plans to
T'ravel Oregon staff for
approval.




RCTP PROGRAMING
UPDATES

EMERGENCY MANAGEMENT GUIDELINES

* Developed modified RCTP guidelines and framework to
ensure program resiliency through COVID and other
natural disasters

* Increases staffing and administration
* Focus on being responsive to the needs of the industry

REGIONAL DIVERSITY EQUITY INCLUSION TRAINING

* RDMO cohort and RCTP staff completed collaborative DEI
training to address considerations around racial inequity and
racial justice

REGIONAL RECOVERY & STABILITY FUNDS

* Funding to help RDMOs actualize programming,
investments, and product development that was put on hold
or delayed due to the events of 2020 and the ongoing
COVID-19 pandemic.




TYPICAL RCTP PLAN — CURRENT PROGRAMING RATIOS

EMERGENCY -
MANAGEMENT
FUNDING RATIOS

. Regional Investments . Grants or Stratigic Investment Funds

Staffing and Administration . Leveraged Programing with
Travel Oregon (Menu of Investments)

. Immediate Opportunity Fund

EMERGENCY RESPONSE — PROGRAMING RATIO

. Regional Investments . Grants or Stratigic Investment Funds

Staffing and Administration . Leveraged Programing with
Travel Oregon (Menu of Investments)

EMERGENCY RESPONSE w/ REGIONAL GRANTS — PROGRAMING RATIO

- Regional Investments . Grants or Stratigic Investment Funds

Staffing and Administration . Leveraged Programing with
Travel Oregon (Menu of Investments)




REGIONAL RECOVERY & STABILITY
FUND DISTRIBUTION

Recovery & Total FY22 Change $ Change Total

Region FY21RCTP  FY22 RCTP Stability RCTP + RSF Over FY21  FY21vs. FY22
Funds (RSF)
Oregon Coast 1,781,300 1,344,700 207,429 1,552,129 (229171) -13%
Willamette Valley 931,900 568,980 184,429 753,409 (178,491) -19%
Portland Region 3,143,500 1,385,360 618,429 2,003,789 (1139,711) -36%
Southern Oregon 660,400 456,870 134,429 591,299 (69,101 -10%
Central Oregon 854,500 627,790 142,429 770,219 (84,281) -10%
Mt. Hood & The Gorge 309,100 194,210 107,429 301,639 (7,461) 2%
Eastern Oregon* 300,000 189,510 105,429 294,939 (5,061) -2%
7,980,700 4,767,420 1,500,000 6,267,420 (1,713,280)

* Eastern Region supplemented $44.9K to $300K for FY21 (CY2019)
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VISIT CENTRAL OREGON
¥\ Meet the Team
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Julia Theisen Kristine McConnell Mackenzie Ballard
President & CEO VP - Industry Relations VP of Marketing

Yumi Oakes Julie Bradley Katie Johnson
Operations Manager Travel Concierge Communications Manager
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MISSION

Visit Central
Oregon’'s mission is
to generate
overnight visitation
to support an
enduring economy
for the region.




6, CENTRAL OREGON RCTP EMERGENCY

RESPONSE
Travel Oregon Revised Guidelines FY20-21

CENTRAL OREGON RCTP

: FY20-21 Budget $854,500
Regional - TLT revenue generated from 2019
Investments - Includes carryover from FY19-20

30% Staffing and
Administration FY21-22 Budget Disbursement: $627,790 (-10%)
40% $142,429 Recovery & Stability Fund
$770,219 Total
Leveraged Programming Leveraged with Visit Central Oregon Annual Budget
with Travel Oregon (Deschutes County TRT Revenue)

(Menu of Investments)
30%




REGIONAL RECOVERY & STABILITY
FUND DISTRIBUTION

Recovery & Total FY22 Change $ Change Total

Region FY21RCTP  FY22 RCTP Stability RCTP + RSF Over FY21  FY21vs. FY22
Funds (RSF)
Oregon Coast 1,781,300 1,344,700 207,429 1,552,129 (229171) -13%
Willamette Valley 931,900 568,980 184,429 753,409 (178,491) -19%
Portland Region 3,143,500 1,385,360 618,429 2,003,789 (1139,711) -36%
Southern Oregon 660,400 456,870 134,429 591,299 (69,101 -10%
Central Oregon 854,500 627,790 142,429 770,219 (84,281) -10%
Mt. Hood & The Gorge 309,100 194,210 107,429 301,639 (7,461) 2%
Eastern Oregon* 300,000 189,510 105,429 294,939 (5,061) -2%
7,980,700 4,767,420 1,500,000 6,267,420 (1,713,280)

* Eastern Region supplemented $44.9K to $300K for FY21 (CY2019)
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CENTRAL OREGON RCTP FY21-23 BUDGET

Regional Cooperative Tourism Program

CENTRAL OREGON

2021-2022 RCTP Disbursement: $ 770,219
2022-2023 Projected RCTP Disbursement: $ 627,790
A -2020-2021 Anticipated Rollover $ 250,000

@Total 2021-2023 RCTP Budget: $1,648,009



n2) CENTRAL OREGON RCTP

v Key Priorities
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RECOVERY PLANNING & STRATEGIC INDUSTRY
& MANAGEMENT PARTNERSHIPS ENGAGEMENT
REOPENING &

INVESTMENTS



2y CENTRAL OREGON
ws 2020 Stakeholder Survey Responden

»

Industry Sector, Entity Type and Employment Status

Q: In what sector of the tourism industry do you primarily work? Choose one:

Destination marketing and management 26%

Lodging (hotel, motel, vacation rentals, campground)

Tour operator, guide, outfitter

Retail and attractions (museums, historical sites, art
galleries, stores, health and wellness, casinos)
Farm, ranch, fishery, agritourism business/activities
(farmers market, producer)

2020 OREGON TOURISM

INDUSTRY STAKEN
o
SURVEY thEn

CENTRAL OREGON

Entertainment (sports, events, concerts, performing arts)

Food and beverage (restaurant, wineries, breweries)
M Central Oregon
Overall

Land management (maintaining or managing parks and
open spaces, trails, or other outdoor recreation amenities)

Transportation services (air, ground, water transport)

Other



CENTRAL OREGON

2020 Stakeholder Survey Respondent
Priorities

Short vs. Long-Term Priorities: *Central Oregon

Immediate recovery (6 - 12 months) Longer-term tourism planning (2 - 5 years)

& collaboration (33%)

laboration (40%)

Visitor management solutions (23%) ourism strategies for climate change resilience (28%)

e wch & market insight (21%) iTmnspnrtalinn options (28%)

lated infrastructure (18%)

geats n L L S o

Visitor management solutions (26%)

Tourism strategies for climate change resilience (18%)| Tourism research & market insight (26%)

w o ~N ;oo AW N =

| Transportation options (12%)
10 .‘aing and education programs (7%)

ining and education programs (10%)
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RECOVERY & REOPENING

Building brand
awareness and
publicizing safe
visitor experiences
that distinguish
Central Oregon as a
unique, premier Travel
destination.

Marketing to potential
and returning visitors
in key target markets.




TRAVEL DREAMING & PLANNING
BETWEEN MARCH 1-7, 2021

84%

of American Travelers

10
11%
of American Travelers
Dreamt and Planned

Have Trips at Least

Travel in the Last Week—

Tentatively Planned

) ] A Pandemic Record

TRAVEL PLANNING IN THE PAST WEEK

Day-dreamed about taking a leisure trip _34.3%
Talked to a friend or relative about a future trip _30.7%
Researched travel ideas online _27.5(Vo
Made travel reservations _'I 500 == == == :::;:‘: :.:?:::IT:L::/O 39.5%
Researched travel ideas offline _10.70/0

0% 10% 20% 30% 40% 50%

(Base: Wave 52 data. All respondents, 1,209 completed surveys. Data collected March 5-7, 2021) Destination ¢ Ana I~y5t5

DO YOUR RESEARCH



channel

Americans are so desperate for travel,
they'd give up sex, survey finds

38% of American respondents would give up
sex for a year to go on a trip immediately...

—

LATE

https://www.foxnews.com/travel/americans-desperate-travel-give-up-sex-survey

SHOW
step en
colbert




CENTRAL OREGON
2020 Stakeholder Survey

Q: Visit Central Oregon is currently working on creating opportunities for stakeholders to package
their products/services with other businesses that consumers can purchase on
VisitCentralOregon.com The goal is to increase exposure for stakeholders and create a
one-stop-shop for consumers. Would you be interested in having your business/organization

participate?

76%

Yes

No 24%

Q: Once it is considered safe to travel, are there destinations or attractions in Oregon that you believe
would benefit from increased tourism development? (Provide up to three)

bend NN : -
county NG 129

klamath [ 9%

madras [ 5%

R lakes : ' desert newberry [N 9%

- e sDYIinAs ” simonument rural [ 5%

activities SPrings cascade sisters fossil springs N 5%

townnewberryfortcommunities falls trail [N 5%

bend madras y - County warm [ 2%
rock mountainsbluewarm trail beds klamath activities I 6%
) , areal &%
national p, a|steensarea beds 6%
blue [ ]6%
cascade [ 6%
communities [ ]8%



w2y CENTRAL OREGON

: ws Recovery & Reopening

INNOVATING THE WAY...
PEOPLE BOOK EXPERIENCES

v' We’re creating bookable packages visitors can purchase. /

Py
v’ Curated packages based on interest and activity é PACKAGES

A

Z,

_ 74  WILL BE FEATURED ﬁ

v’ Build your own package Y, ON OUR NEW WEBSITE /4
v Promoted through digital campaigns Z /7
v’ Platform hosted on VisitCentralOregon.com

~ ////#/////I.

P S P o o o o P o s

iy

K 74
“Z y
7 Y

Wil




CENTRAL OREGON
v 2020 Stakeholder Survey

Q: Thinking from the perspective of your business or organization, please indicate how important you believe each of
the following Visit Central Oregon marketing tactics are to increasing tourism's economic impact. (1 = Not important, 5
= Extremely high importance)

Percent Responding: B 5 - Exiremely high importance
. 4 - Very important
Rating Catego Avg. 1&2 3 4&5 I
: i = - ; I 3 - Moderate importance
Creative assets (photos, videos, etc ) 3.8 112% I1 2% 2 - Low importance
. A B 1 - Not important
Digital development (website upgrade, social media = o
training, etc.) 3.8 10% 19%
Access to trade shows, events and conferences 3.1 H H 31% .24%

Media buying co-ops 2.8 ﬁ38% . 32%



w2y CENTRAL OREGON

s; Recovery & Reopening

Optimizing the Visit Central Oregon brand to drive visitor awareness. Visit
Central Oregon is using data from recent research projects to build the new
website and brand identity. We're actively promoting the entire region
through all of our marketing initiatives.

Global Marketing Tactics Proposed Budget
Official C.O. Visitors Guide (FY21-22) $157000
Trailhead & The Turn Digital Mags ’
Regional Arts & Culture Campaigns $118,000
Travel Oregon Leveraged Co-ops
Your Story Everywhere T R
Re—rgark.eting $ 23 4’00 0
Activations
Regional Videos
Welcome Center Program

VisitCentralOregon.com $40,000
Domestic and International Media FAMs $17,000 i
Monthly Lodging Data $32,000 TG s

: +
SIP ON CENTRAL
OREGON:

TASTY BREWED
EVERAGES TO TRY

FY21-23 DRAFT Global Marketing Budget: $598,000



N4 CENTRAL OREGON
i s; Recovery & Reopening

Recovery of meetings and events and maintaining the long-term
momentum of regional inbound international markets through
leveraged region-wide partnerships.

Global Sales Tactics Proposed Budget
Industry Tradeshows $37,000
Brand USA Opportunities $15,000
(acluding SKTOPS. Mareh2020) $115,000
OR Road Rally & In-region FAM Tours $31,000
Tourism Economics Reporting $6,000

FY21-23 DRAFT Global Sales Budget: $204,000
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PLANNING & MANAGEMENT

Reengaging with air
service and expanding
drive markets.

Strategies that will
bolster the economic
impact of tourism and
ensure its vitality and
sustainability.

Managing tourism
impacts in order to
preserve local assets
and livability.




CENTRAL OREGON
v 2020 Stakeholder Survey

Planning and Management

Q: Please indicate how you would prioritize the following tactical planning and management
opportunities to advance the economic impact of tourism and ensure its vitality and
sustainability. With limited resources available, not all tactics should be considered extremely
high priorities, and some may not be feasible given budget realities. Please differentiate
between tactics which you believe deserve new/continued invesitment and those areas which
you believe to be less important. (1 = Not a priority, 5 = High priority)

I Central Oregon Overall Average Rating
Managing tourism impacts in order to preserve local assets (natural _ 3.9
and cultural) and livability *
Educating community leaders and policymakers (local, county, state, _ 3.9
tribal) on the value of tourism and its viability as a long-term career =
Identifying and fostering partnerships to address economic resiliency _ 3.9
and reopening and implement solutions to drive recovery | 3

Creating positive interaction between visitors and residents _ 3.8

Dispersing visitation across seasons (from peak tourism season to a8
shoulder seasons) in areas of high visitation ;

Identifying and fostering partnerships to address the current demand _ 37
on outdoor/natural resources and identify plans to mitigate its impact %

Increasing the adoption of sustainable business practices in tourism _ 37
Building a diverse, equitable. and inclusive tourism economy _ 3.6
Increasing visitation to less-visited destinations. _ 3.4

3 -

-~



N
wh

CENTRAL OREGON
2020 Stakeholder Survey

Q: From the list above, please identify your top two priorities:

- Top pnor@ ; Central Oregon
.. Second priority (1st & 2nd Priority)

Dispersing visitation across seasons (from peak
tourism season to shoulder seasons) in areas of
high visitation

Educating community leaders and policymakers
(local, county, state, tribal) on value of tourism
and its viability as a leng-term career

19% 34%

11% 30%

Managing tourism impacts in order to preserve 17%  30%
local assets (natural and cultural) and livability e
Creating positive interaction between visitors and 13% ' 24%

residents

Building a diverse, equitable, and inclusive

B e
tourism economy 222%

Identifying and fostering partnerships to address
economic resiliency and reopening and
implement solutions to drive recovery

Identifying and fostering partnerships to address
the current demand on outdoor/natural resources [ 13% 17%
and identify plans to mitigate its impact

654 20%

Increasing the adoption of sustainable business
practices in tourism

Increasing visitation to less-visited destinations

Overall
(1st & 2nd Priority)

13%  25%
10% 24%
15% 531%

. 12% 21%

1% 27%

13% 29%
10% 17%

8% 14%

.7% 12%



CENTRAL OREGON
2020 Stakeholder Survey

Community Assistance

Q: Which of the following resources or programs would best assist your COMMUNITY in
resiliency. recovery, and reopening? (Select up to three answer options)

Support developing and bolstering visitor experiences that are 44%
COVID-appropriate and that enhance local livability

Communication tools and message frameworks to convey safe 43%

visitor behavior in towns and businesses "

Land stewardship strategies and processes that will ensure that

key outdoor recreation experiences are kept pristine

Communication tools and message frameworks to drive
overnight visitation and increase visitor spending

Public relations and advocacy tools for communicating with
decision makers and community members

Support convening local stakeholders to address complex
challenges and identify community-based solutions

Training and engagement opportunities with industry leaders
and other similar businesses focused on economic recovery

Retained or expanded air service frequency

Communication tools and message frameworks to support
land-stewardship principles

Community technical assistance focused on community
economic recovery

B Ceniral Oregon

Other 6% Overall



N4 CENTRAL OREGON
% \ Planning & Management

AIR SERVICE

* Relaunching digital campaigns
within existing markets

* Collaborating with Central
Oregon Air Service Team
(COAST) to maintain and
attract new air service to RDM

Air Service Tactic Proposed Budget
FY21-23 $100,000




N4 CENTRAL OREGON
éi s; Planning & Management

Convening and collaborating with regional
partners on destination development
programs designed for the enhancement and
stewardship of regional trails, public lands,

AAritAalLiricea AnA Arhar infractriictiira

Destination Development Tactics Proposed Budget
Public Lands: Iéiilsj ci(zmmumcatlons $10.000
Central Oregon Food Trail $2,500
Take Care Out There $10,000
Deschutes Trails Coalition $15,000 DESCHUTES Di: @ F |
FY22-23 TBD $28.000 TRAILS COALITION

FY21-23 DRAFT Dest. Development Budget: $66,500
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STRATEGIC PARTNERSHIPS

DEI training
supporting an
inclusive culture
within Central Oregon
communities.

Investment resources
supporting
opportunities to
boost regional
recovery and enhance
the livability of our
destination.




2y CENTRAL OREGON
v Stakeholder Survey

Business/Organization Assistance

Q: Which of the following resources or programs would best assist your
BUSINESS/ORGANIZATION in resiliency, recovery, and reopening? (Select up to three

answer opttons) I Central Oregon Overall

49%

Help advocating for effective policies and funding to support tourism
businesses/organizations

Networking with/learning from other professionals in your sector
Support adapting business plan/model

Support transitioning to online and expanded sales/business platforms
Tools and trainings to improve business communications and marketing

Technical assistance navigating business recovery funding and loans

Help complying with Governor recommended COVID-19 safety
protocols

Other




w2y CENTRAL OREGON

\ Stakeholder Survey - Diversity, Equity &
Inclusion

Q: Do you think the Oregon tourism industry should play a role in advancing social and racial

| ice?
Justice: B Central Oregon Overall
Yes 59%
No 27%
Unsure 14%

Just 6% of all respondents, and 5% in Central Oregon, indicated that they were somewhat unprepared
or not at all prepared.

Q: How prepared do you feel to interact with visitors/clients/coworkers of diverse
ethnic/racial/cultural backgrounds?

Percent Responding:

Sample Avg. ._.Not prepared (1 & 2) 3 L Erepared (4 &5) PR
Central Oregon 4.3 rI 5% |5% ’J 47% ELVA 7 2 - Somewhat unprepared

[ 3 - Neither prepared nor unprepared

5 Ty . 4 - Semewhat prepared
Overall 43 6% 6% 87% ~ 0
) M 5 - Very prepared




wn CENTRAL OREGON
ws Stakeholder Survey - Diversity, Equity &

In-I..—:A“

Q: Have you participated in trainings related to any of the following? (Check all that apply)

B Central Oregon Overall

No, | have not received any cultural awareness, 31% |
anti-racism, or implicit bias training

Yes, cultural awareness w 45%
Yes, anti-racism 48%
52%

Yes, implicit bias

Yes, other diversity, equity & inclusivity related training

Q: Would you be interested in participating in trainings related to any of the following? (Check

all that apply)
No, | feel | have the training | need 42%
Yes, cultural awareness 44%
Yes, anti-racism 37%
Yes, implicit bias 41%

Yes, other 10%



s CENTRAL OREGON

A/
L =31

vy Strategic Partnerships

Supporting regional industry partner growth for effective
policy advocacy and funding to support regional
businesses/organizations.

Strategic investment resources will be utilized for opportunities that alter or
enhance the regional tourism economy in response to COVID-19 or regional

Tactic Name Proposed Budget
DEI Program Development $17,000
Grant Workshops $3,000 ALI'YINSHI p
Annual Assoc. Memberships $20,000 .
Rural Conference Sponsorships $5,000
Immediste Opportanitis 138,000

FY21-23 DRAFT Strategic Partnerships Budget: $183,000
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INDUSTRY ENGAGEMENT

Striving for
creativity and
innovation for all of
our industry and
community
engagements.




CENTRAL OREGON
2020 Stakeholder Survey - Industry
Engagement

Q: Please indicate the level to which you agree or disagree with the following statements: (1 = Strongly disagree, 5 =
Strongly agree)

Percent Responding:

Overall, | am satisfied with my level of engagement with 3.4
Visit Central Oregon '

Rating Category Avg. 1&2 3 4&5

8:1:{3![, | am satisfied with the past efforts of Visit Central 16 | 1% 33% 18% 08
gon

Overall, | am engaged with the Central Oregon Visitors = i a

Association (Visit Central Oregon) 3.5 | 18% 25% ﬁ 56%

Overall, | am satisfied with the direction of tourism in & i =

2o 1 ne 3.5 I 15% 29% lse %

22% 26% : a 52%

B 5 - Strongly agree
4 - Agree
3 - Neutral
2 - Disagree
B 1 - Strongly disagree



2y CENTRAL OREGON
ws 2020 Stakeholder Survey - Industry

»

Engagement

Number of Respondents

Oregon Coast 434 (35%)
Portland Region 234 (19%)
Willamette Valley 205 (16%)
Southern Oregon 113 (9%)
Mt Hood / Gorge 98 (8%)
Eastern Oregon | 74 (6%)
Central Oregon - 72 (6%)

We appreciate hearing from you!
https://forms.gle/DvYKp2p69FcmDHMW?7
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Q: Please indicate the level to which you agree or disagree with the following statemenis: (1 =
Strongly disagree, 5 = Strongly agree)

Central O | Overall i
I Central Oregon e Average Rating

| understand how my Regional

and Travel Oregon work together.

| am satisfied with my experience(s)

Management Organization. |

3
| am engaged with Travel Oregon
Management Organization.

3.9
.8
8
| am satisfied with my experience(s)
working with Travel Oregon. .

1 2 3 4



2020 Stakeholder Survey - Industry
Engagement

Q- Please indicate whether your business/attraction/event engaged with Visit Central Oregon in the
past year in the following areas:

My entity was discussed in a Travel Oregon/Visit Response
Central Oregon story, news article, Facebook or B No
Instagram post B Unsure
My entity directly tracked business as a result of W Yes

Visit Central Oregon marketing efforts

My entity was a contributor to a Travel
Oregon/Visit Central Oregon familiarization tour

My entity directly tracked business as a result of
the Visit Central Oregon visitor guide

My entity was included in an itinerary for FIT or
packaged travel experience



CENTRAL OREGON
ws 2020 Stakeholder Survey - Industry
Engagement

Q: What is the best way for you to receive tourism industry-related information from Travel
Oregon and your Regional Destination Management Organization?

E-Newsletter |

: 700",0 ‘ \ VISIT C

JANUA

Vebinars | B 12%
19%

=

Conference
Website | 4%
W 2%
YouTube | 1% @
Conet oregon gy ot s a0

(efferson County, Deschutes County, Crook County, Zip §7037)
. “Months Affected by COVID-19 Pandemi
Oth er ] 40/0 e Central Oregon Tourism Industry Newsletter

“ |‘ “ ‘ REGISTER TO PARTICIPATE

Basecamp

VISIT CENTRAL OREGON

Central Oregon Regional
Tourism Engagement Session
DATE: Tuesday, March 16 | TIME: 8:30-11 a.m.

CLICK HERE TO REGISTER AND PARTICIPATE

Pianning has begun for the next biennium for Central
Oregon's Regional Gooperative Tourism Pragram (RCTP),
§ Fr21-23.

During our < Session held in with Travel Oregon, participants
will have the opportunity to review and share their insights and perspectives for our draft regional
strategic plans as well as high-level statewide strategic priorities
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BREAKOUT GROUPS

1. Recovery & Reopening

2.

Global Marketing; Brand
Awareness

Planning & Management

Resiliency; Destination
Development

Strategic Partnerships
DE/; Strategic Investments

Industry Engagement
Industry Relations; G/lobal Sales




VISIT CENTRAL OREGON

THANKYOU
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THANK YOU + NEXT STEPS
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PUBLIC FEEDBACK
* Feedback Form: https://bit.ly/3tzESmD
* Open until May 3

CONTACTS
* Julia Theisen: julia@visitcentraloregon.com

Kristine McConnell: kristine@visitcentraloregon.com

Staj Olson: staj@traveloregon.com

Harry Dalgaard: harry@traveloregon.com

Kate Sappell: ksappell@traveloregon.com

MANY THANKS!




