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OVERVIEW
LEGISLATIVE HISTORY - HB 2267

On Nov. 27,2003, House Bill 2267 (HB 2267) became law.
This law implemented a 1 percent statewide lodging tax
and comprehensively overhauled how Oregon addresses
and funds statewide and local tourism marketing efforts.
Revenues from the statewide lodging tax are continuously
appropriated by the legislature to the Oregon Tourism
Commission (OTC). Within the scope of the legislation
when passed in 2003, the OTC may appropriate as much
as 15 percent of the revenue from the statewide lodging
tax to Oregon’s tourism regions for cooperative regional
and multi-regional marketing efforts.

HB 2267 mandated that, “As much as 15 percent shall be
used to implement a Regional Cooperative Marketing
Program (RCMP).

ORS 284.131 (4) (c) (A-E) states:

(¢)20 percent must be used to implement a Regional
Co- operative Tourism Program that:

(A)Requires fund allocations to focus on creating new
business from out-of-state and international mar-
kets;

(B) Utilizes a regional allocation formula that distrib-
utes revenue to regions, the boundaries of which
are established by the commission, in proportion
to the amount of transient lodging tax revenues
collected in each region;

(C) Distributes revenue to recipients that are selected
by the commission as organizations able to con-
duct tourism-related marketing for each region;

(D) Requires advertising, publications, CD-ROMs,
web- sites, videos and other tourism promotion
materials funded through the regional cooperative
tourism pro- gram to carry the Oregon Tourism
Commission logo and marketing tag line; and

(E) Encourages funding recipients to incorporate de-
sign elements from Travel Oregon advertising and
promotional campaigns, such as fonts, images, and
other design elements.

To gain tourism industry input on disbursement guide-
lines for the RCMP funds, the commission held nine
meetings in various locations around the state in late
2003. The comments and suggestions heard at these
meetings, along with those of the OTC members and staff,
and the requirements of HB 2267 were incorporated in
the initial guidelines.

As the RCMP unfolded, additional suggestions were
brought forward by industry partners and subsequent re-
visions were made to the program’s guidelines. In January
2006, Travel Oregon hired Price Waterhouse Coopers
(PwC) to analyze the first year’s implementation of the
RCMP program. PwC interviewed two dozen industry
partners who were responsible for, or involved in, the im-
plementation of the RCMP in the state’s seven tourism
regions. In some instances, the interviewees represented
statewide tourism industry trade associations and organi-
zations. The results of these interviews, along with the
various alternatives proposed by PwC, were reviewed by
the OTC; further revisions to the RCMP were proposed.
In November 2013, Travel Oregon convened a call with
representatives from the then current regional RCMP
fund recipients to discuss solutions that would provide
certainty to regions for RCMP fund planning. In February
2014, Travel Oregon brought the OTC a recommendation
that the RCMP guidelines be revised by using the prior
calendar year to determine regional pro-rata share. The
change to calendar year allowed Travel Oregon to deter-
mine the actual amounts of regional pro-rata share in
March and eliminated the use of pro-rata estimates. A few
housekeeping changes were also recommended. The revi-
sions were unanimously approved and adopted.

PASSAGE OF HB 4146

In March 2016, House Bill 4146 (HB 4146) became law.
The law included changing the statewide lodging tax rate
from 1 percent to 1.8 percent effective July 1, 2016 until
2020, at which point it will be reduced to 1.5 percent.

The bill removed the language referencing “marketing”
specifically from the use of regional program money and
removed “as much as 15 percent,” replacing it with a fixed
20 percent to implement the regional program. The statu-
tory language for the program was amended and refers to
the Regional Cooperative Tourism Program (RCTP).

As was the case in 2003, when the statewide lodging tax
was first introduced, Travel Oregon sought tourism indus-
try input on the regional program. A survey was conduct-
ed that targeted regional stakeholders from January to
February 2016. These survey results were collected, and
the information was shared out through seven regional
gatherings convened in conjunction with the Regional
Destination Management Organizations (RDMOs). The
individual regional gatherings culminated in a statewide
gathering to collectively consider the results of regional
industry outreach, to discuss need and map out perceived
opportunities. After HB 4146 passed, another survey was




delivered through Travel Oregon’s industry Listserv to so-
licit input from Oregon’s tourism industry. This survey
focused on Travel Oregon’s general programs of work and
included questions about marketing, sales, development,
services, the regional program, grants, and communica-
tions. Results from this survey were shared with the Ore-
gon Destination Marketing Organization (ODMO) Board
and with representatives of each of the seven RDMOs. In
addition, Travel Oregon discussed changes necessitated
by the passage of HB 4146, including anticipated changes
to the RCTP guidelines. Travel Oregon then convened a
series of 24 local town hall meetings across the state from
January through October 2016 to inform the industry
about changes to Travel Oregon programs necessitated by
the passage of HB 4146 and to seek additional perspective
to inform future planning to better serve Oregon’s tourism
industry.

Travel Oregon convened a legislative work group in Au-
gust 2016 made up of external industry partners to review
the existing RCTP guidelines and give guidance to Travel
Oregon staff as the new guidelines were constructed for
the OTC’s consideration and adoption.

GOALS OF REGIONAL
COOPERATIVE TOURISM
PROGRAM (RCTP)

Vision: Oregon is a welcoming destination where tourism
drives economic prosperity, benefits the natural environ-
ment, and celebrates rich, diverse cultures.

Mission: We inspire travel that uplifts Oregon communi-
ties. Collaborating with stakeholders and partners to align
as stewards of Oregon, we work to optimize economic op-
portunity, advance equity, and respect the ecosystems,
cultures and places that make Oregon...Oregon.

Goals:

« Maximize the benefits to Oregon’s economy from the
statewide lodging tax

« Comply with the requirements of HB 2267, HB 4146, and
all other applicable law

» Encourage multi-regional and targeted niche marketing
 Foster management of region’s tourism resources

« Formalize simple, straightforward RCTP procedures

« Maximize benefits from RCTP funds to the regions

* Leverage Travel Oregon programs

 Deliver consistent messages, outstanding experiences,
and efficient use of resources

» Minimize RCTP-related administrative workload on
Travel Oregon and the regions

« Ensure RCTP is adaptable in a disaster or emergency

« Promote alignment with Travel Oregon’s 10-year strate-
gic vision

» Ensure Travel Oregon programs are leverageable and
adaptable to regionally specific needs

DEFINITION OF REGIONAL
GEOGRAPHY

Oregon Coast: Clatsop, Tillamook, Lincoln, Coos, Curry,
and the coastal portions of Lane and Douglas counties

Portland Region: Washington, Columbia and portions of
Multnomah and Clackamas counties

Mt Hood/Columbia River Gorge: Hood River and por-
tions of Wasco, Multnomah, and Clackamas counties

Willamette Valley: Yamhill, Polk, Benton, Marion, Linn
and portions of Lane and Clackamas counties

Southern Oregon: Klamath, Lake, Jackson, Josephine,
and portions of Douglas counties

Central Oregon: Jefferson, Deschutes, Crook, and por-
tions of Wasco counties

Eastern Oregon: Sherman, Gilliam, Wheeler, Morrow,
Union, Umatilla, Wallowa, Grant, Baker, Harney, and Mal-
heur counties

Any region wishing to modify its defined boundary should
bring that request to the attention of the Travel Oregon
CEO, and RCTP staff. Regions should agree among all par-
ties involved in the proposed regional boundary modifica-
tion before bringing the request to Travel Oregon.

REGIONAL RCTP RECIPIENTS

QUALIFICATIONS — REQUIRED

A. Eligible applicants include those listed below that are
in Oregon and are involved with tourism promotion
and development and can conduct tourism-related
marketing for each region.

1. Nonprofit entities
2. Government entities
3. Federally recognized tribes

4. For-profit businesses

TRAVEL OREGON
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B. The entity must have considerable knowledge of the
entire region, a strong rapport with regional stakehold-
ers and demonstrate capacity to work with its regional
stakeholder base to achieve outcomes that benefit the
regional tourism economy. The entity must demon-
strate that it can fulfill the requirements of the multi-
year RCTP contract.

. The entity must work on behalf of the entire region.
Any bias towards portions of region, membership or
dues paying businesses is not allowed.

. As it pertains to the RCTP budget, the entity must use
RCTP funds to deliver on an approved regional plan in-
tended to benefit the region and the tourism industry
without respect to membership standing or dues pay-
ments. The entity must be able to verify investing
RCTP funds in this manner if requested by Travel Or-
egon.

. The entity must be able to secure the human and tech-

nical resources required to meet stakeholder needs and
act in the interest of the tourism industry.

. The entity must have at least two years marketing,
sales OR development experience working within the
region.

NEVADA

G. The entity must have authority to enter multi-year
contracts with a willingness to comply with all RCTP
guidelines and program requirements.

. The entity must have a history of ethical business op-
eration and successful organization management.

I. The entity must have read and understand the program
guidelines, agree to comply with those guidelines and
respond to an RFQ/RFP or other application process,
as may be required by the OTC.

Upon selection, the entity must demonstrate support
via documentation from regional stakeholders. Docu-
mentation should include letters of support from each
category of stakeholder groups.

QUALIFICATIONS — PREFERRED

A. The entity should be financially stable to operate inde-
pendently of RCTP resources.

B. RCTP resources should not constitute more than 75
percent of the entity’s entire budget. Consideration
will be given to in-kind contribution of time and re-
sources.




C. The entity should have a full-time staff greater than one
full-time employee.

D. The entity should have demonstrated successful expe-
rience working in a complex environment, ability to
meet demanding deadlines and manage competing pri-
orities.

E. The entity should have demonstrated the ability to
maintain positive working relationships in the target
region with a diverse array of partners.

F. The entity should have a demonstrated record of ac-
complishment of successfully managing annual bud-
gets larger than $100,000.

G. The entity should have demonstrated experience in le-
veraging multiple sources of funding.

H. The entity should have the ability to conduct meetings
and work with regional stakeholders for at least three
out of five days per work week.

I. The entity should have at least two years tourism mar-
keting, sales and development experience working
within the region.

J. The entity should designate an accessible office space
within the region; adequate to conduct meetings with
industry and regional stakeholders. The entity should
be able to host meetings virtually or by phone when
needed.

K. Entities should demonstrate that they have a diversity,
equity, and inclusion strategy as part of their business
practices.

EXPECTATIONS

A. Recipients have the responsibility to work with a
regional stakeholder group and Travel Oregon’s RCTP
staff to construct a RCTP plan, implement the RCTP
plan, account for the RCTP funds and have, through
contractwith Travel Oregon, the authority toimplement
the plan on behalf of the region once the region’s plan is
adopted by the OTC or Travel Oregon staff, as
determined by the OTC.

B. A region may request that an entity from another,
adjacent, region implement some or all their RCTP
obligations for them. This will not necessarily result in
that region no longer being a “tourism region” for the
purposes of Travel Oregon’s marketing materials
(Official State Visitor Guide, website, etc.). This should
only be undertaken to enable efficiencies in the
implementation of RCTP plans. If one recipient selects
an entity from an adjacent region to implement/

C.

D.

administer the RCTP plan, the two organizations will
develop a collaborative tourism plan encompassing
both regions.

A region may request that Travel Oregon implements
their RCTP plan on their behalf.

Failure of a qualified regional recipient being designated
by the Oregon Tourism Commission to implement an
RCTP plan may result in Travel Oregon implementing
that region’s plan on behalf of the region. Failure of a
region to develop an approved regional plan may result
in those funds originally budgeted to that region not
being disbursed, in which case, Travel Oregon will
utilize those funds to implement a plan on behalf of that
region. Please note that Travel Oregon staff are available
to provide facilitation services to any region needing
assistance in the RCTP planning process.

. Recipients will act as the RDMO (Regional Destination

Management Organization) on behalf of the region,
including performance of all obligations for the
contracting period.

. The entity selected will be responsible for the collection

and submission of all tourism-related content from the
entire region into the Oregon Tourism Information
System (OTIS). RDMOs are expected to upload new
listings and maintain current listing information to
OTIS quarterly each fiscal year. RDMOs do not need to
be the exclusive listing provider in their region but need
to have an awareness of other entities within their
region that are actively providing listings to OTIS, to
ensure regional coverage.

. Travel Oregon requires a review of all RCTP funded

marketing and sales materials before the materials are
published and distributed. Travel Oregon’s staff will
complete their review of materials 1 week after
receivingthem. A Travel Oregonlogo/tagline placement
requirement document will be made available to RDMO
partners. This document will illustrate best practices
for logo/tagline inclusion across all media types. This
document will be updated to stay current with market
trends.

. Upon biennial plan approval, RDMOs are required to

meet with Travel Oregon departments to discuss plan
implementation.

When utilizing RCTP resources for new staff positions,
RDMOs are required to schedule orientations with
Travel Oregon’s departments.

TRAVEL OREGON



CONTRACTS, REPORTING
& FUNDING

A. Travel Oregon will inform the actual RCTP funding
amount to designated RDMOs by March 31 for the up-
coming fiscal year.

B. RCTP funds are available for distribution when plans
are approved by Travel Oregon Staff' and fully executed
agreements are in place.

C. RCTP Guideline modifications are contingent upon 1)
Commission approved budget, 2) staff approved re-
gional plan, and 3) a fully executed agreement in place.

1. Travel Oregon would prefer transfer to occur via
wire. Designated RDMOs are responsible for up-
dating bank/wire information.

2. Travel Oregon RCTP staff reserves the right to re-
duce and or postpone the release of funds if the
current state of regional plan / deliverables is not
satisfactory.

D. Determination of regional pro-rata share of RCTP
funds will be based on lodging tax collections from the
preceding calendar year.

E. No cash or in-kind match of RCTP funds is required.

F. Regions are required by law to incorporate Travel Ore-
gon’s tagline and/or logo on all RCTP funded market-
ing and sales materials and are encouraged to follow
Travel Oregon’s style guide and direction.

G. Each regional entity selected to implement the RCTP
is contractually granted the authority to carry-out the
program on the region’s behalf. But the contracted
DMOs, once the plans are adopted by the Travel Ore-
gon staff and the Commission, are authorized, and em-
powered to implement the plan.

H. Travel Oregon and the regions will evaluate the current
RCTP procedures periodically. Amendments will be
made at the OTC’s discretion.

I. A regional entity can submit amendments to their ap-
proved RCTP plan to RCTP staff at Travel Oregon for
review and approval. The plan amendments will also
include any unexpended funds resulting from original
budget amounts over actual costs.

J. Travel Oregon staff are authorized to negotiate ele-
ments of each region’s RCTP plan and, if necessary, re-
ject elements of proposed plans that will not achieve
the ROI metrics agreed upon.

K. Information regarding the OTC’s travel market mix,
demographics, strategies, marketing/development ob-
jectives, and metrics can be found in the Travel Ore-
gon’s Strategic Plan on Industry Traveloregon.com.

REQUEST FOR QUALIFICATIONS
OR PROPOSALS

A. Travel Oregon will enact a Request for Qualifications
or Request for Proposals cycle that will determine the
recipients for RCTP disbursements for up to six years.
This cycle will be comprised of 2-year contracts that
mirror the biennium.

DESIGNATION OF ENTITY
RESPONSIBLE FOR RCTP
IMPLEMENTATION

A. Following the close of the RFQ/RFP period, a review
committee comprised of not more than (four) current
Oregon Tourism Commissioners, Travel Oregon staff,
and industry members who have no potential or actual
conflict of interest will be formed to evaluate the RFQ/
RFP responses and make recommendations as an ad-
ditional input point for the OTC prior to designation of
regional recipients.

B. In accordance with state laws, the Oregon Tourism
Commission will designate regional RCTP recipients
during a noticeable, public meeting for which designa-
tion of regional recipients is an agenda item.

PLANNING CYCLE - STAKE-
HOLDER DRIVEN APPROACH

A. RDMOs will be required to develop and enact two-year
tourism plans and engage in a planning cycle on alter-
nating years. The two-year planning cycle will contin-
ue for the duration of RDMO contracts. The regional
planning cycle will be done with Travel Oregon RCTP
staff. RDMOs will clearly outline where investments in
programming touches upon Travel Oregon’s 10-Year
Strategic Vision lenses and/or objectives, which are as
follows:

a. Destination Stewardship Approach:
i. Prosperity Lens
ii. Racial Equity Lens

iii.Regenerative Tourism Lens




b. Objectives:
i. Oregon’s tourism economy is flourishing.
ii. Oregon is striving to be a place of equity.
iii.Oregon delivers remarkable experiences.

iv. Oregon respects the natural environment.

B. Atthe onset of each two-year planning cycle, Travel Or-

egon will conduct a statewide survey of tourism stake-
holders to gain input regarding prior regional plans and
to surface regional tourism priorities, identify opportu-
nities and constraints, and to seek regional industry in-
sights on how investments could be maximized within
their region. Travel Oregon will collaborate with RD-
MOs on the content and development of the survey.
Travel Oregon will distribute the survey via its commu-

D. RDMOs will submit two-year plans to Travel Oregon RCTP
staff,if designated, for approval. Once Travel Oregon has ap-
proved plans, RDMOs will present approved plans back to
their regional stakeholders via a public forum or through a
digital review process. Final regional plans must be placed
on RDMO and Travel Oregon’s Industry websites.

E. In an emergency or disaster, RCTP planning timelines can
be changed to be responsive to needs on the ground.

REGIONAL STAKEHOLDERS

A. Each region will form a designated stakeholder group and
meet with them biennially. Findings and notes from stake-
holder meetings to be shared back to RCTP staff at Travel
Oregon.

nications channels. The survey results and correspond-

] . . i B. Suggested regional stakeholder groups can contain the
ing regional reports (seven) will be provided to RDMOs

) i . ) following:
and regional stakeholders to aid their planning efforts.
A strong focus of the survey distribution will be to in- * Destination Management Organizations (DMOs) or
teract with a wide range of stakeholders. Chambers of Commerce within region - (5)
C. During each two-year planning cycle, RDMOs will « Selectleaders from tourism-related businesses — (15)
schedule and deliver planning workshops within their - Accommodations
region. These Regional Stakeholder Gatherings will be — Tour operators

structured as an opportunity for tourism stakeholders
within the region to interface with the RDMO directly and
give their insights on regional priorities. RDMOs will pres-
ent a draft of their regional plans to regional stakeholders

— Guides and outfitters
— Restaurateurs

- Visitor transportation providers

for feedback. Regional plans will be expected to reflect re- - Bike shops, golf courses, gear rental

gional stakeholder input where appropriate; priorities businesses, etc.

sourced from stakeholder input should be reflected in the — Farm-based agritourism businesses: wineries,

plans. Stakeholder meetings may occur through online plat- cideries, breweries, ‘u-pick’ farms

forms when necessary. - Visitor attractions, cultural heritage attractions,

interpretive centers, museums, theaters, etc.

REGIONAL COOPERATIVE TOURISM PROGRAM PLANNING TIMELINE

Statewide Survey Draft Plan Final Plan Presentation to Stakeholders

At the onset of each two-year planning cycle, Travel RDMO drafts plan RDMOs will craft final Regional Destination Management
Oregon will conduct a statewide survey of tourism based on input two year plans and Organizations will present
stakeholders asking for input regarding regional derived from corresponding budgets. approved plans back to regional
plans and regional tourism priorities, opportunities stakeholder survey. stakeholders via an in-person

and constraints, and their general insights on how presentation.

regional investments could be maximized within
their region and individual communities.

~— 1 w

Survey Reports Regional Stakeholders Gatherings Travel Oregon Review

The survey results and correspond- The regional stakeholder gatherings will be structured as an op- Regional Destination

ing regional reports (7) will be portunity for core tourism stakeholders within the region to Management Organizations
distributed to Regional Destination interface with the Regional Destination Management Organi- will submit two-year plans to
Management Organizations to aid zation directly and give their insights on regional strategies. Travel Oregon staff for

their planning efforts. Regional Destination Management Organizations will present approval.

regional survey results and a draft of their regional strategy to
assess with regional stakeholders.

TRAVEL OREGON 7



 Keyland management agencies - (5)
— United States Forest Service (USFS)
— Bureau of Land Management (BLM)
— Oregon Parks and Recreation (OPRD)
- City and county parks
» Department(s) of Transportation (2)
— Oregon Department of Transportation (ODOT)
- Local or regional department of transportation
 Representative from international or regional airport (1)
+ Representative from port district (1)
+ Representative from educational institution (1)
* Representative from tribal entity (1)

» Representative from Regional economic development
organization (1)

« Local Government (1)

» Representative from Oregon Tourism Studio Committee
Leads and/or Network Managers (Travel Oregon will
supply current list)

+ Oregon Regional Solutions staff (optional)

« Business Representatives (optional)
- Business Oregon Regional Development Officers
- Small Business Development Centers

* Elected officials (optional)

» Oregon Main Street/ Downtown Association Mangers
(optional)

LEVERAGE & ALIGNMENT

A. 100 percent of RCTP funds must be used toward programs

or projects aligned with Travel Oregon’s Strategic Plan,
Strategic Vision and regional priorities defined by regional
stakeholder base.

. To optimize alignment within Oregon’s tourism industry,
ensure they are leveraging their work as the RDMO with
Travel Oregon’s ongoing strategic imperatives, and to rein-
force a cohesive and thorough statewide tourism strategy,
RDMOs are to invest 10 percent of their total annual dis-
bursement (RCTP budget) into the Regional Collaborative
Investments program that is executed in cooperation with
Travel Oregon.

. Regions are encouraged to invest in strategies and activi-
ties that benefit multiple communities within the region
and encompass the full suite of tourism disciplines: sales,
marketing, destination development, and strategic part-
nerships. Regions are encouraged to invest in Oregon Tour-

ism Studio communities and other communities where
strategic tourism investments have occurred. Travel Ore-
gon will provide a current list of Oregon Tourism studio
communities upon request.

D. Regions arerequired to develop their own grant or strategic
investment fund with a minimum of 10% of their regional
allocation per fiscal year. This resource provides funding
for regional projects and programs outside their organiza-
tion that will display a strong return on investment. Re-
gions may administer their own grant process or stra-
tegic investment fund. If regions cannot administer
this process, Travel Oregon’s competitive grant staff
will provide administrative assistance in developing a
grant platform. Regions may designate an external
grant/fund manager to administrate this process at no
more than 10%. For example, if aregion’s annual RCTP
disbursement is $1,000,000 that region’s grant pro-
gram/strategic investment fund must be no less than
$100,000, 10% of which can be used on grant/fund ad-
ministration, that total would be $10,000.

COLLABORATIVE REGIONAL
INVESTMENTS

A. Collaborative Regional Investments will be co-developed
and co-funded by RDMOs and Travel Oregon. RDMOs and
Travel Oregon will work toward developing catalytic proj-
ects that are expansive and driven from community en-
gagement. 1-4 projects to be identified per region.

B. Collaborative Regional Investments will constitute 10% of
RCTP investments in programming.

C. Programming and projects contained within the Collab-
orative Regional Investment Program will be nested
under the following objectives identified in the 10-Year
Strategic Vision:

1. Oregon’s tourism economy is flourishing.
2. Oregon is striving to be a place of equity.
3. Oregon delivers remarkable experiences.
4. Oregon respects the natural environment.
D. No additional metrics are required when regional entities
use their RCTP funds to partner directly with Travel Ore-

gon as the metrics are already included in Travel Oregon’s
Strategic Plan.

E. Multi-regional marketing efforts are strongly encouraged.
Regions may achieve stronger results by combining re-
sources with other regions. Travel Oregon encourages re-
gional entities to use the multi-regional approach as appro-
priate to leverage resources.




F. Regional partners have expressed great interest in having
Travel Oregon facilitate gatherings to explore multi-region-
al opportunities and specific competencies necessary to
compete in the marketplace. Therefore,

1. Travel Oregon staff will convene regions collectively to
explore multi-regional cooperative opportunities includ-
ing cooperative marketing opportunities with Travel Or-
egon.

2. Travel Oregon will convene regions collectively to pur-
sue timely professional development conversations re-
garding earned media, social programming, media plan-
ning, etc.

3. Travel Oregon staff' will work internally and with the re-
gions to develop a menu of Travel Oregon programs
where the regions can propose to invest their allocated
RCTP funds.

4. Travel Oregon staff will provide planning timelines, me-
dia plans and other information needed to develop re-
gional RCTP plans quickly.

5. The timeline for presenting RCTP plans will be clearly
communicated, therefore allowing Travel Oregon staff'to
work with each region to identify and agree upon appro-
priate metrics, allow each region time to prepare their
plans to meet those metrics, and to negotiate elements of
the regions’ RCTP plans prior to the plans going to the
OTC for adoption.

G. RCTP funds cannot be spent to market any destination out-
side of Oregon. However, in the case of a region that may be
involved with a joint marketing campaign with destinations
in a bordering state, RCTP funds may pay for the relative
share of the Oregon region’s participation in that campaign.

H. The OTC encourages the use of RCTP funds to leverage
Travel Oregon’s programs and target markets. A list of those
programs is found in Travel Oregon’s Strategic Plan: indus-
trytraveloregon.com. RDMO’s are encouraged to reference
Travel Oregon’s publicly available strategic plan, survey re-
ports, and other materials found on Travel Oregon’s indus-
try website to help achieve alignment between regional and
statewide initiatives, programming, and priorities.

STAFFING

A. RDMOs may utilize RCTP resources for staffing. Hires
made utilizing RCTP resource must comply with overall
budgetary guidelines.

B. Regional departmental staffis defined as individuals issued
a W2 and not working under professional service contract
or agreement.

REPORTING BUDGET
& METRICS

A.

Travel Oregon will assess compliance and performance of
RDMOs planning and programming through:

1. Annual reviews with RDMO

2. Biennial financial reports to be completed by RDMO and
third-party financial advisors

3. Quarterly in-region consultations with RDMO

4. Biennial regional stakeholder feedback via survey

. Regions will be assessed on metrics associated with specif-

ic activities and strategies outlined in their plans.

. Regional performance will be assessed based on the return

on investment as it pertains to specific strategies and tac-
tics and alignment with regional stakeholder input.

. Regional plans and reports will be transparent and view-

able on Travel Oregon’s Industry website. A strong effort
will be made to ensure these performance measures are
easy to comprehend.

. All RCTP related funds must be spent by RDMOs by the

completion of the two-year contract and plan cycle. All un-
used and unbudgeted funds will be returned to Travel Ore-
gon to use at its discretion on RCTP programming and in-
region strategic investments. Carrying forward funds into
future biennia is not allowed without prior written approval
from RCTP staff. If carrying forward funds is unavoidable,
upon new biennium RDMOs shall invest any remainder
into their regional grants and or regional investment fund.

The RCTP plans must include goals and objectives, as well
as ROI metrics. These metrics will be provided by Travel
Oregon in collaboration with the RDMO. Efforts will be
made to use recognized and standardized performance
measures like those in Travel Oregon’s Strategic Plan.

. Designated RDMOs will be required to complete and sup-

ply RCTP staff quarterly financial information including
budget vs: actual totals for each RCTP investment/pro-
gramming area.

SUBREGIONAL ALLOCATIONS

A.

Regions MAY suballocate RCTP resources to DMOs and/
or other entities within their region.

. A subregional allocation does not fall under regional grants

and cannot be administered as such.

. Subregional allocations shall not exceed 30% of the annual

RCTP disbursement per region.

TRAVEL OREGON



D. If RDMOs employ this model, the process for defining
qualifying entities needs to occur in a public and competi-
tive format.

E. RDMOs may select qualifying organizations to receive al-
locations through an RFP-style process that the RDMO
runs in collaboration with RCTP staff.

RCTP BUDGET BREAKDOWN

. Collaborative
Regional
Investments: 10%

. Grants/Sl Fund: 10%

. Regional Investments: 80%

ADDENDUM

Oregon Tourism Information System (OTIS)

The Oregon Tourism Information System (OTIS) is a
collaborative platform used for sharing and maintaining
Oregon’s tourism related points of interest. OTIS unifies
the efforts of the tourism industry, helping to streamline
content management and communication. As tourism
leaders in your region, the RDMO is looked to as the main
OTIS user for each region.

The entity selected will be responsible for the collection
and submission of all tourism-related content from the
entireregion into the Oregon Tourism Information System
(OTIS). RDMOs are expected to upload new listings and
maintain current listing information quarterly each fiscal
year. To ensure regional coverage, RDMOs do not need to
be the exclusive listing provider in their region but need to
have an awareness of other entities within their region
that are actively providing listings to OTIS.

How to Access OTIS

Accessing OTIS requires a user account. If you do not have
an OTIS account, you may register for one at https://otis.
traveloregon.com. If you are unsure if you already have an
account, please reach out to Cecilia Suvagian at OTIS@
traveloregon.com.

We also recommend understanding what and how other
DMOs and/or community organizations in your region are
managing content in OTIS. This will help to minimize du-

plication of efforts. Travel Oregon can provide a list of
OTIS users in your region. At a minimum, Travel Oregon
would like each RDMO to understand who in their region
is actively providing listings via OTIS. If there are gaps in
listing information, the region should be the resource to
provide that listing information.

How to Manage Content in OTIS

Once you have an OTIS user account, it is recommended
you conduct an initial review of existing data for your re-
gion. After reviewing the data, you will be able to identify
where there are gaps or where duplicate content exists.
We recommend prioritizing the addition of and/or updat-
ing of marquee attractions, key tourism-related business-
es and events listings in your area.

There are a variety of approaches you can take to creating
and updating your OTIS content.

You may choose to update listings by their respective cat-
egory (Types) such as Restaurants, Museums, Parks or by
consolidated groupings (Collections) such as Food &
Drink and Attractions. If you are focused on listings for
your region, management of multiple types can also be
done by grouping listings by individual Cities or Regions.

Listings may be created or edited individually. Larger
quantities of new listings may be added to OTIS via OTIS’
bulk upload function.

At this stage we recommend determining what content
governance looks like for your organization. How fre-
quently can you realistically audit and review your list-
ings?

Listings may be audited for accuracy at any time, however
setting up a regular schedule for review can be helpful
(e.g., review all Restaurant listings for accuracy on a quar-
terly basis) to ensure your listings are up to date.

You can also have multiple users in your region update
their city or sub-regional listings. We would anticipate the
RDMO to be aware of these users and continue to provide
listings for any gap areas. If you would like to host a train-
ing for users in your region, please reach out to Cecilia at
OTIS@traveloregon.com.

How OTIS Can Power Your Website

Did you know that OTIS listings can be pulled into your
website?

OTIS was built with open-source software, and its power-
ful API enables distribution of listing content to multiple
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platforms and devices. If you are interested in OTIS con-
tent appearing on your website, please reach out to Kate
Jorgensen (Kate@TravelOregon.com) for more informa-
tion. Organizations that have integrated OTIS with their
websites include Willamette Valley Visitors Association,
Oregon’s Adventure Coast, Visit McMinnville, Visit Sea-
side and Washington County Visitors Association.

Still have questions?

Please do not hesitate to reach out to Cecilia Suvagian at
971.717.6188 or OTIS@traveloregon.com.

! Please note that the Oregon Wine Board (OWB) is the authority on Wine & Win-
ery listings in OTIS. OTIS receives listing updates from OWRB’s database daily. Ad-
ditionally, Travel Oregon partners with the Oregon Restaurant & Lodging Associ-
ation (ORLA) to maintain listings for lodging properties.

2 An APl is a set of requirements that governs how one application or website can
“talk” to another.

Marketing and Sales Materials

Travel Oregon requires a review of all RCTP-funded mar-
keting and sales materials before the materials are pub-
lished and distributed.

Please submit materials and/or social media plan to Kate
Sappell (ksappell@traveloregon.com) and Mark Senffner
(mark@traveloregon.com). Travel Oregon’s staff will com-
plete their review of materials one week after receiving
them.

Travel Oregon logos and mini styleguide can be downloaded
at: http://barberstock.com/collection/traveloregon/bw_logos

1. Print Marketing and Physical Projects

Printed materials and physical projects must clearly show
the Travel Oregon logo and additional wording: “Funded in
part by Travel Oregon.” Use of the Travel Oregon logo must
be submitted to Travel Oregon for review prior to finalizing a
published piece.

Your adventure awaits.

Funded in part by:

TRAVEL D OREGON

€

o
ad
2 " —
.

€2

Funding attribution with
Travel Oregon logo.

Example advertisement

2. Web and Social Media

The Travel Oregon logo is required for standard banner
ads. The linked webpage or landing page should also con-
tain the Travel Oregon logo.

For social media, it may be more innovative to tag TO and
show us as a content sponsor. See the example below. In
this example, the Port of Portland added Travel Oregon as
a partner for the ad below and it shows that Travel Oregon
is helping to sponsor this content. This can be done for
Facebook and Instagram.

= Portland International Airport
' with Travel Oregon

Sponsored -

Bring your jokes and hijinks to Director Park,
April 19th from 11am-3pm. You could win two
free, roundtrip tickets to London.

On Twitter, itis required to tag Travel Oregon.

Regional Strategic Investment Fund
or Regional Grants

To create catalytic and impactful tourism projects and
investments outside of the RDMO/DMO realm, RDMOs
are required to set up and administer their own Regional
Strategic Investment Fund or Regional Grants Program.
RDMOs are required to invest a minimum of 10% of the
RCTP disbursement received from Travel Oregon into this
Regional Strategic Investment Fund or Regional Grants
Program.

If there is a tourism grants process that is in effect in the
region, an RDMO may choose to fund that grants program
instead of administering their own. Tourism adjacent
grants processes that address key components of the Trav-
el Oregon’s Strategic Vision will be assessed and approved
by RCTP staff.

Regions may select two primary ways of funding tourism
projects and investments through either a Regional Stra-
tegic Investment Fund or Regional Grants Program. The
Regional Strategic Investment Fund pathway allows for
RDMO partners to make precise investments in areas of
importance to the region. The Regional Grants Program
pathway allows for the RDMO partners to set up a more
traditional grant program. Both pathways are acceptable
and have their own positives and negatives. If rollover ex-
ists from year one of either type of programming, regions
are expected to roll that amount into the year two funds.

TRAVEL OREGON
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It is the desire of Travel Oregon that stakeholders are
made aware of how your region intends to distribute these
resources. Once the RDMO has designated which path-
way is most appropriate for their region, RDMOs are re-
quired to send communications to stakeholders about
their processes and how stakeholders can leverage said
process.

Itisexpected that RDMOs will report to the RCTP teamin
quarterly consultation meetings on how this resource is
utilized. Specifically, where investments are made, or
grants are delivered out of the Regional Strategic Invest-
ment Fund or Regional Grants Program. The goal of this
communication is to make Travel Oregon departments
aware, so they are better able to support and develop syn-
ergies for regional projects and programs.

All projects and programs funded with Regional Strategic
Investment Fund or Regional Grants Program resources
need to adhere to the branding guidelines mentioned
within this document in the Marketing and Sales Materi-
als component of this document.

Grant/Strategic Investment Tips

Width vs. Depth

Wide impact means that the project may serve many peo-
ple in a minimal way. Deep impact may mean that the
project serves a few people but with high quality out-
comes. We hope to see projects that demonstrate mean-
ingful impact that also align with local initiatives.

Right-Size Your Application

Lessis best. Short and simple applications are much more
convenient for the applicant and easier for you to manage.
Are there questions on your application that are getting
duplicate answers? Youmay be able to remove one of those
questions if that is that case.

Do not Collect It If You Cannot Connect It

Are there questions on your application or report forms
that include information that you never use? If so, lose it!
Collect information that shares the outcomes you need
and use in your reporting of these dollars.

Collect Testimonials

Testimonials can be used to share the impact of your grant
dollars or investment with just a few sentences from the
awardee. You can collect these in a final report or in an
email to ask your awardee/recipient. There is opportunity
in using these testimonials to share the impact of your
funding.

Kick-Off Events

If awarding grants, consider inviting awardees to a “kick-
off event” that allows for networking, celebrating their
award, and sharing of project ideas. This could also be an
avenue for providing them with their initial grant check or
the grant agreement.

Designate Impact of Funds

Collecting data on what your region is funding with a di-
rectinvestment, or a grant will allow you to share the story
of your funding trends.

» Enhance: an improved experience
« Expand: something that does not exist

« Promote: marking an asset

Timeline Check-Ins

Review project timelines and find key dates that would al-
low for a good check-in point. You never know what you
will learn. Intentional check-ins provide opportunities for
project contacts to communicate setbacks and/or suc-
cesses to you, which leads to fewer surprises down the
road.

Travel Oregon Grants Contact Info

Michelle Woodard

Grants Manager
michellew@traveloregon.com
D:503.967.1566
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