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VISION
A better life for all Oregonians through 
strong, sustainable local communities that 
welcome a diversity of explorers.

MISSION
We inspire travel that drives community 
enhancement and economic development. 
Through innovation and partnerships, we 
share the stories of Oregon’s people and 
places, deliver world-class experiences, 
strengthen the industry, work to ensure all 
travelers feel welcome and preserve 
Oregon’s way of life and its natural places.

VISION AND MISSION  
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VALUES

EVERGREEN
• We strive to preserve Oregon’s natural 

beauty with everything we do.
• We build strength and resiliency for a 

sustainable future.
• We balance work and life with our love 

for Oregon and the people in it.

TRUE NORTH
• We take ownership of our work.
• We honor our commitments.

TRAILBLAZE
• We lead the way through innovation.
• We lift each other up while driving 

forward.
• We set the bar high and aren’t afraid 

to fail.

CANOPY
• We celebrate and invite diverse 

cultures, perspectives and voices.
• We show up for each other and our 

industry.
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EQUITY STATEMENT

Travel Oregon is committed to ensuring that our work helps Oregon become a more equitable destination, 
so all who travel the state can enjoy their journey and feel welcome.

Our work aligns with how we value Oregon and all of its communities, our staff and our industry partners. 
We define equity as: when all people have equal access to the same resources to potentially reach the same 
outcomes. To that end, we want all people to have access to enjoyable travels throughout Oregon.

We are committed to the following shared values:
• Understanding what equity is and acknowledging that not all people have the same starting point.
• Being life-long learners regarding equity and committing to the necessary repair work when we misstep.
• Working to ensure our intent aligns with our impact.

Travel Oregon is growing in our understanding of the myriad intersecting identities people hold and how 
some identities are rooted in systems of oppression. We aim to remove barriers from all travelers. 
Addressing equity through an exploration of people’s held identities helps us to build a stronger more 
unified community—a community where we see race, age, ethnicity, sexual orientation, gender, gender 
identity, gender expression, religion, visible and invisible disabilities, socio-economic status, and all the 
intersecting identities therein, and we know that in these differences lies our strength.
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WHERE WE ARE AND 
WHERE WE ARE GOING

5Joni Kabana



1. Mitigate Impact: since March 2020

2. Rebuild Industry: now

3. Transform Tourism: long-term

3 PHASES OF RESPONSE 
TO THE PANDEMIC
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THE PURPOSE OF TRAVEL OREGON’S 
2021-2023 STRATEGIC REBUILD PLAN 
AND BUDGET 

To lead and support the rebuilding of Oregon's 
tourism industry and economic recovery, while 
balancing priorities in a way that benefits both 
residents and visitors while laying the foundation 
for the Transformational Strategic Plan.

Foster Lake
Joey Hamilton

WHERE WE ARE NOW 
REBUILD

Noel Dong 7



• This two-year Rebuild Plan will be revised 
after six months based on a much-needed 
transformational strategy that makes 
Travel Oregon futureproof.

• An updated version will result in a 
Transformational Plan, which will be 
presented for consideration and adoption to 
the Commission early in 2022. The 
Transformational Strategic Plan will extend 
until 2025.

WHERE WE ARE GOING
TRANSFORM

8Modoc Stories



BECAUSE THE WORLD HAS CHANGED

• The ever-shifting tourism landscape (demand, 
supply chain, access) requires the highest 
flexibility.

• Time and resources are limited, especially 
following multiple crises.

• Social justice and racial equity is at the 
forefront of our decisions.

WHY

9



KEY INSIGHTS
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PLANNING IN A TIME OF 
UNCERTAINTY

A tourism destination is a complex system. The 
elements of that system rely on each other and 
often operate in symbiotic relationships.

COVID-19 specific impacts of the interrelated 
categories of supply, demand and industry needs 
and sentiment across Oregon reveal challenges 
and opportunities addressed in the rebuild 
strategy.

These insights and learnings validate many of the 
key actions outlined in this plan, identify areas of 
opportunity for focus and a prioritized approach 
for the next two years. They also highlight critical 
findings, which will help inform strategies for the 
Transformational Plan.
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CRITICAL UNCERTAINTIES
SUPPLY
• According to Oregon Employment Department, from December 2019 to December 2020, 

the leisure and hospitality sector lost 38.7% of payroll employment, compared with a loss 
of 9.1% across all Oregon industries. Leisure and hospitality employment is still 24% below 
pre-COVID-19 levels.

• Measured by Smith Travel Research (STR), the lodging supply in Oregon dropped by 10% in 
April 2020 (-12% nationally); by February 2021 lodging supply had recovered to YOY -1.9% 
(-2% nationally).

• Resident sentiment towards welcoming visitors into the state shifted from negative to 
positive starting in early 2021.*

• All overseas international flights at PDX have been suspended since spring 2020.

• Oregon State Parks campgrounds were closed March 23 - June 9, 2020.

*2021 Destination Analysts Coronavirus Travel Sentiment Report 12



CRITICAL UNCERTAINTIES
DEMAND

• Based on Dean Runyan Associates’ preliminary estimates, visitor spending in Oregon 
declined 49.6% in 2020 from $12.8 billion to $6.5 billion.

• Based on STR measurements, Oregon lodging room revenue dropped more than 48% from 
March 2020 to March 2021. 

• According to Arrivalist’s daily travel index, road trips of 50 miles or more to and within 
Oregon were down 19.9% YOY from 2019 to 2020.

• According to data provided by the Port of Portland, YOY throughput at PDX bottomed 
out at –96.3% on April 12, 2020. For the remainder of the year, our YOY comparison only 
climbed as high as –52% on December 30, 2020.
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STAKEHOLDER 
LEARNINGS
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2020 TOURISM STAKEHOLDER SURVEY
IMPACTS ON REVENUE/FUNDING BY REGION

Regions are sorted in ascending order by the percent that report some/significant negative 
impact (least impacted to most impacted)
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• 46% of respondents reported their business/organization has laid off, terminated, or 
otherwise let go of employees in 2020, with the most layoffs occurring 4-6 months ago 
(roughly April through June 2020). 14% anticipate layoffs/terminations at their 
business/organization within the next six months (roughly November 2020 through 
April 2021), while 32% are unsure if layoffs will occur within the next six months.

• Over half (54%) of respondents characterize the impacts of COVID-19 on their 
organization/business’s revenue or funding as having a significant negative impact. By 
comparison, 17% describe the 2020 wildfires as having a significant negative impact. 

2020 TOURISM STAKEHOLDER SURVEY
BUSINESS HEALTH
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• 37% of respondents are not at all concerned about promoting their community and feel 
it would benefit from visitors, while 24% expressed some or significant concern. When it 
comes to welcoming visitor to their communities, respondents are most concerned with 
“diminished visitor experience at their destination due to facility/amenity closures, 
fewer frontline workers, etc.”

• By a large margin respondents stated “help advocating for effective policies and 
funding to support tourism businesses/organizations” is the resource that will best 
support Oregon businesses/organizations recover. “Support developing and bolstering 
visitor experiences that are COVID-appropriate and that enhance local livability” will 
best support Oregon communities, followed by “communication tools and message 
frameworks to convey safe visitor behavior in town and businesses.”

2020 TOURISM STAKEHOLDER SURVEY
RESILIENCY, RECOVERY & REOPENING
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• 44% of respondents think the tourism industry should play a role in advancing 
social and racial justice. 22% percent do not think the industry should play a role, 
while 23% are unsure.

• 61% report having received training related to cultural awareness, anti-racism, 
implicit bias, or some other diversity, equity, and inclusivity related training. 54% 
percent would be interested in participating in diversity, equity, and/or inclusivity 
related training.

• Nearly 9 in 10 Oregon respondents feel somewhat or very prepared to interact with 
visitors/clients/coworkers of diverse ethnic/racial/cultural backgrounds.

2020 TOURISM STAKEHOLDER SURVEY
DIVERSITY, EQUITY AND INCLUSION
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2021 STAKEHOLDER ENGAGEMENT SESSIONS
Strong Agreement for Re-Thinking How the 
Tourism Industry Functions in Oregon

*

19*The Portland Region did not participate in the 2021 Engagement Sessions



2021 STAKEHOLDER ENGAGEMENT SESSIONS
Strong Agreement for Travel Oregon to Play a Role 
in Closing the Racial Economic Wealth Gap

*The Portland Region did not participate in the 2021 Engagement Sessions

*
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2021 STAKEHOLDER ENGAGEMENT SESSIONS
Top Concerns for Welcoming Visitors to
Oregon Communities 

*The Portland Region did not participate in the 2021 Engagement Sessions

*
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2021 STAKEHOLDER ENGAGEMENT SESSIONS
Top Priorities to Assist Tourism Businesses and 
Organizations in Rebuilding 

*The Portland Region did not participate in the 2021 Engagement Sessions

*
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2021 STAKEHOLDER ENGAGEMENT SESSIONS
Top Tourism-Related Priorities to Assist Oregon 
Communities in Rebuilding 

*

*The Portland Region did not participate in the 2021 Engagement Sessions 23
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THE REBUILD 
PLAN

Kamrin Nielsen



• Continue to support the industry’s rebuild from COVID-19.
• Build a Transformational Strategic Plan for the future.
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OBJECTIVES

Jak Wonderly / TSO



IMPERATIVES

1. Lead with a racial equity lens
2. Rebuild statewide economic impact
3. Support and empower Oregon’s tourism industry
4. Champion the value of tourism 
5. Run as an effective business

26Roxy De La Torre



KPIs

1. New strategy and organizational design by early 2022.
2. Regional and statewide resident sentiment (level of 

welcome) and visitor sentiment (satisfaction).
3. Rate of recovery (% change) of visitor spending in each 

region and statewide. 
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1. A racial equity lens is being applied to our work 
to advance diversity, equity and inclusion.

2. The tourism industry remains a viable 
contributor to the state’s economy as the rate 
of recovery (% increase) of visitor spending 
statewide is equitable across regions and 
greater than Oregon’s competitive set.

3. Visitors follow public health and safety 
regulations and respect communities, cultures 
and the outdoors. 

4. Oregon’s destinations and outdoor places are 
stewarded and/or sustained.

5. Full engagement of staff and tourism industry 
for transformational planning process.

DESIRED OUTCOMES

28Joey Hamilton



KEY ACTIONS FOR EACH 
IMPERATIVE

Kenji Sugahara 29



1. Develop and implement staff training, policies and practices that foster a more diverse, 
equitable, and inclusive workplace culture. 

2. Assess recruitment, promotion and contracting policies, procedures and practices with an equity 
lens to identify and implement strategies to eliminate barriers. 

3. Provide staff with opportunities to understand how tourism impacts social and racial justice and 
provide tools to implement their work through such a lens.

4. Provide tourism stakeholders access to diversity, equity and inclusion awareness-building 
opportunities.

5. Engage Oregon tourism industry with a commitment to racial equity and, by extension, Oregon 
residents.

6. Conduct outreach and build partnerships to explore development of educational and career 
opportunities for under-represented talent in the tourism industry. 

7. Prioritize opportunities to engage with and amplify Black, Indigenous and/or People of Color 
(BIPOC)-owned businesses/organizations.

LEAD WITH A RACIAL EQUITY LENS 
KEY ACTIONS 
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1. Execute targeted advertising campaigns that support economic recovery.

2. Drive awareness of Oregon as a destination in key global markets.

3. Generate business and product development opportunities.

4. Utilize community investments and grants to rebuild local tourism economies and 
ensure industry resilience. 

5. Inform visitors on public health regulations and responsible outdoor recreation 
practices.

6. Support tourism sectors, local communities and regions disproportionately 
impacted by COVID-19.

Foster Lake
Joey Hamilton31

REBUILD STATEWIDE ECONOMIC IMPACT
KEY ACTIONS



1. Support local communities and businesses in their reopening and enabling safe 
travel.

2. Focus on visitor management initiatives that address visitor management 
pressures.

3. Provide development and training opportunities for the industry.

4. Partner and support public land management agencies with an emphasis on 
outdoor recreation and wildfire prevention. 

5. Manage the industry visitor information network.

6. Establish and foster relationships and trust with Oregon’s Confederated Tribes. 

SUPPORT & EMPOWER OREGON’S TOURISM 
INDUSTRY
KEY ACTIONS
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1. Foster partnerships with government agencies to provide perspectives on 
policies, programming and funding that impact Oregon’s tourism industry.

2. Empower and equip Oregon’s tourism industry with power-of-travel and issue-
oriented messages.

3. Share compelling Oregon tourism stories to create awareness and improve 
perception around the industry among residents and policymakers.

CHAMPION THE VALUE OF TOURISM 
KEY ACTIONS
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RUN AS AN EFFECTIVE BUSINES
KEY ACTIONS

1. Monitor and adapt budgets and strategies to be responsive to the changing 
environment.

2. Support staff with direction and clear communication.

3. Prepare to return to the office and adopt new ways of working (customize 
digital and hybrid meetings, work remotely part-time, build in more flexibility).

4. Use technology to make Travel Oregon more effective and efficient.

5. Engage the Travel Oregon team and industry in creating a shared vision and 
approach, including redesigning the organization and assessing existing 
business processes for the Transformational Plan. 
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2021-2023 BIENNIAL BUDGET
DRAFT

State Lodging Tax Revenue 61,600,000

Other Sources 473,000

Transfer from Operating Reserve 491,000

TOTAL 62,564,000

Destination Development 3,916,000

Global Strategic Partnerships 3,008,000

Statutory: Grants (encumbered) 6,160,000

Statutory: RCTP (encumbered) 12,320,000

Global Marketing 24,745,000

Global Sales 4,443,000

Administration & Operations 5,671,000
Strategy/ Public Affairs/ Industry 
Communications 2,301,000

TOTAL 62,564,000

Administration & Operations
9%

Strategy/ Public Affairs /Industry 
Communications
4%

Global Sales
7%

Destination Development
6%

Global Strategic Partnerships 
5%

Statutory: Grants (encumbered)
10%

Statutory: RCTP (encumbered),
20%

Global 
Marketing

40%



THANK YOU
industry.traveloregon.com
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