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SURVEY OBJECTIVES &
METHODOLOGY

e This report presents the findings of a survey aimed at
gathering valuable insights regarding Oregon tourism
organizations’ current priorities, initiatives, and marketing
efforts.

* The primary objective of this research was to learn more
about the current Oregon tourism landscape and to
understand the challenges, successes, and opportunities in
attracting visitors to Oregon.

e |t will directly contribute to Travel Oregon’s and the Oregon
Destination Association’s efforts to improve service to tourism

organizations by shaping future initiatives for the state of
Oregon.
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SURVEY OBJECTIVES &
METHODOLOGY (CONTINUED)

e This survey measures:
e Organizational statistics
Budgets and funding models
Priorities and new initiatives
Destination assets
Visitor experience
Domestic and international marketing efforts
Tourism pressures

e 39 organizations from the state of Oregon participated
using an online survey distributed via email.
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KEY TAKEAWAYS

The majority (65%) of respondents operate on a budget of S1 million or less and have a team
of ten or fewer employees.
 There s little growth in projected budgets for next fiscal year.

Funding challenges and/or potential threats to funding have concerned most organizations
surveyed in recent months, and almost all respondents have utilized Travel Oregon’s grant
program to their benefit.

There is a gap in understanding funding models in most organizations surveyed. Many would
welcome additional education from Travel Oregon and ODA so they could better identify,
understand, protect, and influence their primary funding sources.

Top initiatives and focus areas of respondents include driving demand to their destinations
(especially during need times), destination development, attracting and grooming talent
within their organizations, and optimizing marketing campaigns.



KEY TAKEAWAYS (CONTINUED)

* The popularity of some events and festivals has led to a perception of overcrowding during
certain times of the year in some destinations.
* |Implementing solutions such as timed ticketing and increased public transportation
options or increasing marketing around need times could alleviate some pressures
within these communities.

 Respondents frequently requested that Travel Oregon assist them with additional
marketing outreach, which included forming partnerships with influencers, assisting with
social media strategy, and increasing website support.



RECOMMENDATIONS

Blue Room Research believes that Travel Oregon and the Oregon Destination Association (ODA) could
benefit the Oregon tourism industry by acting on some of the requests made by respondents and by
creating more ambitious strategic plans that would engage DMOs and fulfill some of the partners’
requests. The following recommendations are based on both the volume of comments throughout the
survey regarding these topics, combined with the feasibility of bringing some of these ideas to fruition,
including:

* Travel Oregon and ODA should consider hosting a webinar and/or workshop that helps DMOs better
understand their funding sources.

* This could be a tremendous opportunity for Travel Oregon and ODA to educate their partners
about the importance of understanding the many funding mechanisms that power Oregon’s
DMOs and tourism promotion industry.

* |t would also assist tourism organizations in speaking with the same voice and messaging when
communicating with elected officials and industry partners.



RECOMMENDATIONS (CONTINUED)

Further assist DMOs with communicating to residents and partners about the benefits of tourism
by creating specific assets (such as a one-sheeter) that can be easily shared among partners and

dispersed within communities.

While most DMOs provide at least some training or professional development for their employees,
this could be a great chance for Travel Oregon to provide these kinds of opportunities at no cost to

the state’s DMOs.

Many respondents are struggling with staffing and workforce retention. Travel Oregon has an
opportunity to assist organizations that are stretched thin by streamlining and standardizing certain
tasks, such as aiding in applying for grants, providing additional training opportunities to DMO staff,
and delivering research and educational tools to partners around the state.



RECOMMENDATIONS (CONTINUED)

The vast majority of respondents plan to develop new strategic and/or marketing plans in the next
three years. Travel Oregon should consider creating a vetted list of consultants to offer to DMOs, in

order to cut down on the time and effort required to find the right partners to perform this kind of
work.

Continue to promote Oregon as a best-in-class accessible travel destination, as it is apparent that
the work being done around the state has paid off. AlImost all Oregon DMOs are now pursuing
initiatives to make their destinations as accessible as possible.



ORGANIZATIONAL STATISTICS



SURVEY RESPONDENT STATS

Organization Type

Destination Marketing and/or

Management Organization (DMO) _ 26

DMO and Chamber of Commerce - 7

Chamber of Commerce . 3

Other . 3

Most respondents categorize themselves as a Destination

Marketing Organization (DMO) or both a DMO and Chamber of
Commerce.

How does your organization categorize itself? (N=39, Multiple Choice)

Employee Headcount

The average Oregon tourism organization currently
employs seven full-time employees, with the vast

majority employing five or fewer full-time
employees.

How many full-time employees does your organization currently employ? (N=38, Open-ended)



FY2025 OPERATING BUDGETS

Current Operating Budget

< $200,000
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* Nine out of 37 (24%) respondents are ss00,001-s1v [

operating with a budget less than $200,000.
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» 24 organizations (65%) have a budget of S1

million or less.
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* Five respondents (14%) have an operating

budget between $3-55 million. >ssv [ 1

What is your total operating budget for the current fiscal year? (N=37, Multiple choice)



FORECASTED FY2026 BUDGETS

e There is little predicted movement in
tourism budgets for the next fiscal year.

What is your forecasted total operating budget for next fiscal year? (N=37, Open-ended)

Forecasted Operating Budget
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FISCAL YEAR UTILIZED

Fiscal Year

* The most typical fiscal year calendar
among respondents is from July 1
through June 30.

* A minority of organizations (16%) follow
the calendar year as their fiscal year.

mJull-Jun30 mJan1l-Dec3l

What fiscal year does your organization utilize? (N=38, Multiple choice)



FUNDING SOURCE ANALYSIS



TRANSIENT LODGING TAX (TLT) RECEIPTS

TLT Received Multiple TLT Sources

B Yes HMNo B Yes HNo
e All but two respondents receive TLT to promote * Most organizations (77%) receive TLT from
and develop tourism. multiple sources.

e Eight respondents receive all their funding (100%) from city TLT.
* One respondent gets all its funding from county TLT, one receives all its funds from state TLT, and another gets

100% from other TLT sources such as TID, the RCTP, or grants.
* The remaining 25 respondents receive their funding from a mix of city/county TLT, state TLT, other TLT sources, or

other funding sources such as membership dues, partnerships, etc.

Does your organization receive Transient Lodging Tax (TLT) to promote and/or develop tourism? (N=39, Multiple choice) Does your organization receive funding from multiple TLT sources? (N=39, Multiple choice)



BLENDED TLT RATE AWARENESS

* The vast majority (90%) of respondents could not provide their blended TLT rate when
prompted.

* Only four DMOs surveyed know their blended rate.
* This represents a significant opportunity for Travel Oregon and ODA to educate their partners

about the importance of understanding the various funding mechanisms that power Oregon’s
DMOs and tourism promotion industry.

Please provide your blended TLT rate (%), calculated as the weighted average of your TLT funding sources. (N=4, Open-ended)



ORGANIZATIONAL PRIORITIES &
INITIATIVES



COMPLETED ORGANIZATIONAL PLANNING

* Most respondents have developed an
organizational plan of some kind in the past
three years, with only seven (18%) who have
not.

e Of the three respondents that indicated
they had developed some other kind of
plan, one has developed a sports tourism
strategic plan, one produced an annual
business plan, and one created a destination
management plan (with Leave No Trace
partnership).

Has your organization developed any of the following in the past three years? (N=38, Select all that apply)

Organizational Planning

Strategic plan

Strategic Marketing plan

Destination Stewardship plan

Sustainability plan

None of the above

Other (please specify)
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ASSISTANCE WITH ORGANIZATIONAL PLANNING

Assistance with Planning

e Approximately two-thirds of all
respondents used an outside consultant
to develop their organizational plans in

the last three years, while one-third did
not.

M Yes W No

Did you contract with someone outside of your organization to help create this plan(s)? (N=31, Multiple choice)



PLANNING FOR THE FUTURE

Future Organizational Plannin
* Most respondents plan to develop new g &

strategic and/or marketing plans in the

next three years. Only two respondents do strategicplan [

not have plans for developing any new

organization plan in the next three years. Strategic Marketing plan [N 21

e Of the 14 organizations that intend to - .
. Destination Stewardship plan _ 12
develop other kinds of plans, the types of

plans include a destination experiences

plan, a facility development plan, a crisis sustainability plan [ 8
communications plan, and a social
inclusion plan, among others. None of the above . 5

Does your organization plan to create any of the following within the next 3 years? (N=38, Select all that apply)



PLANNING FOR THE FUTURE

Planning for the Future

e About 70% of all respondents intend to
engage with an outside consultant to
develop future organization plans.

* This presents an opportunity for Travel
Oregon to offer a vetted list of
consultants to DMOs, in order to cut
down on time and money required to find
the right partners to perform this kind of
work.

M Yes W No

Do you plan to contract with someone outside of your organization to help create this plan(s)? (N=36, Multiple choice)



TOP GOALS & INITIATIVES

Strategy/Planning

Organizational-Needs
Accessibility M a rkEt Iw!b:!g

INnCcre

dS€

Sustainability

Demand

Destination-Development

Community/Collaboration

Increase Demand = 28 mentions (26%)
Organizational Needs = 17 mentions (16%)
Marketing = 17 mentions (16%)

Destination Development = 16 mentions (15%)

What are your top three (3) organizational initiatives currently? (N=37, 109 responses, Open-ended)

* Respondents were asked to

think about what specific
goals and outcomes they
were currently attempting to
achieve as an organization.

Increasing demand and
visitation to their destination
was mentioned most
frequently and was top of
mind for many respondents.

e Addressing organizational

needs or destination
development, as well as
prioritizing their marketing,
were mentioned at equal
measure.



BIGGEST ORGANIZATIONAL CHALLENGES

* When asked about their biggest Infrastructure/Development

challenges, funding (or lack

thereof) was by far the most Ove rc rOWd i ng

mentioned issue. Many worry

about their program of work not Economic-Concerns Ca pa City

being respected by city officials or Organizational-Needs

®
wanting to operate separately from .
city budgets. Marketing u n I n

* Overcrowding, lack of capacity, L OW D e m a n d

E

Community-Support

&

demandwere a ted s equel Staffing/Workforce

measure.

Resident-Sentiment

What are the three (3) biggest challenges currently facing your organization/destination? (N=37, 108 responses, Open-ended)

Funding =
Overcrowding =
Capacity =
Staffing/workforce =
Low Demand =

nvironment/Climate

20 mentions (19%)
12 mentions (11%)
12 mentions (11%)
11 mentions (10%)
11 mentions (10%)



BIGGEST ORGANIZATIONAL OPPORTUNITIES

Funding

Economic-Growth EVEHtSIGI’DUpS

Community/Collaboration

D Outdoor-Recreation I Staffing Sustainability
Accessibility

Marketing/Communications

Development = 33 mentions (32%)
Community/collaboration = 13 mentions (13%)
Marketing/communication = 12 mentions (12%)
Funding = 12 mentions (12%)

What are the three (3) biggest opportunities that currently exist within your organization/destination? (N=35, 103 responses, Open-ended)

Respondents were asked to think
about how they could best
advance, grow, and/or achieve
their organizational goals.

When asked about the biggest
opportunities to help achieve
their objectives, destination
development was most
frequently mentioned by
respondents.

The next most cited opportunities
were for increasing community
collaboration, as well as
increasing marketing/
communications capabilities, and
securing additional funding.



SPENDING HYPOTHETICAL NEW FUNDS

* Hypothetically, if respondents were to receive Spending Hypothetical Funds

an additional 10% increase to their budget,

35% would spend it on more marketing or

. . . . . Marketing/Advertising

advertising for their destination.

e About 30% would increase their staffing
capabilities, while 24% would spend that
money on destination/asset development or
investing it to improve the visitor experience.

Staffing

Development

* ‘Development’ responses included building a
multi-use indoor facility, distinctive rural Planning
tourism facilities, direct investments to
businesses to improve visitor experiences, and
general ‘destination development’. Sales

Hypothetically, if your budget were to increase by 10% next year, how would you most likely spend that money? (N=37, Open-ended)
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PRIORITIZING NICHE AUDIENCES

Accessible travel is the largest niche audience
throughout Oregon DMOs, with about 58% of
all respondents planning to focus on this
initiative in the future.

One-third of respondents will be focusing on
dark sky development, while about 15% intend
to focus on marketing more to LGBTQIA2S
audiences.

Outdoor Recreation scored relatively low, but
that is likely because it is already a major focus
of most destinations in the state and thus not
considered a niche opportunity.

Accessible Travel

Dark Sky

LGBTQIA2S

Outdoor Recreation

Latinos

Are there any niche type audiences that your organization wants to focus on addressing in the future? (N=33, Open-ended)

Niche Type Audiences

N I
w
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TOURISM ASSETS



TOP DESTINATION ASSETS

Top 5 Tourism Assets

Outdoor recreation opportunities I 33
Food and beverage (restaurants, wineries, breweries) I 26
Attractions/Art and cultural experiences (museums, historical sites, art... I 19
Farm, ranch, fishery, agritourism business/activities (farmer’s market, ... DS 18
Land management/stewardship (maintaining or managing parks and open... mEs——————————_S 1]
Shopping/Retail opportunities EEE——————— O
Entertainment (sports, events, concerts, performing arts) IEEEEEEEE———————— O
Downtown development mEEEEESSSS————" 3
Tour operators, guides, outfitters IETETE———————— 3
Lodging (hotel, motel, vacation rentals, campground, short term rentals) EEEE———————— 3
Accessibility for people with disabilities m———————
Dark Skies m——— 4
Food Trails s 3
Public infrastructure (e.g. bathroom, parking) = 3
Transportation services (air, ground, water transport) . 2
Nightlife 0
Welcoming destination for Black, Indigenous, People of Color, LGBTQIA+... 0
Signage/Wayfinding 0

e Itis no surprise that outdoor recreation opportunities tops the list of top tourism assets for almost every respondent
surveyed. Food and beverage offerings were also highly ranked, as well as arts and culture experience offerings.

Thinking about the various assets offered within your destination, please select your top 5 tourism assets based upon how they encourage visitation to your community. (N=37, Multiple choice)



DESTINATION GAP ANALYSIS

* Support services, such as bike/gear shops, equipment rentals, Critical Gaps in Leisure Travel Assets
or supply shops, were the most cited gap by respondents.
* Travel Oregon may consider highlighting its partnership
with Locl to help these support-type businesses gain more
visibility with visitors.

Support Services 11

Diversity of Attractions

* Lacking a diversity of attractions and activities within the

destination, viable transportation and/or parking, and the Transportation/Parking . [ &

offering of guided tours also had a high frequency of mentions

by multiple respondents. Tours/Operators/Guides 8
* One respondent explains, “We lack comprehensive, cohesive Lodging [/

signage and real-time visitor assistance tools, both digital and

physical, that help tourists navigate local offerings, trails, Wayfinding/Signage [ ¢

museums, wineries, and downtown experiences. Visitors often

comment on limited nightlife or evening activities. Enhancing pining/Nightiife [N s

after-hours offerings - like live music, tasting room events,
food trucks, and seasonal pop-ups - would keep visitors
engaged longer and increase overnight stays.”

What do you believe are the most critical gaps in your destination’s leisure travel assets? (N=34, Open-ended)



DESTINATION ASSETS - STRENGTHS

Destination’s Tourism Ecosystem - Strengths

Events & festivals  [—— 3.92

Social media 3.78 « Events & festivals ranked the

Website I 3.65 highest of all the assets and
Stakeholder communications . 3,51 elements listed, with DMOs’ social
Overall marketing initiatives (digital, print, out-of-... NG 351 media and website presence
Tourism product development I 3.46 following close behind.

Printed materials (brochures, maps, visitor’s guides, etc.) NS 3.42
PR and Communications [N 341

* Towards the bottom of the ‘above
neutral’ (scoring 3.0 or higher)

Beautification and infrastructure projects [Ny 3.38 assets are accessibility publlc
7
Visitor behavior NI 3.38 infrastructure, and visitation
Advancing the perception of tourism value IS 3.32 management.

Accessibility I 3.32
Public infrastructure (public bathrooms, parking, etc.) N 3.16
Visitation management initiatives (dispersing visitor... [N 3.08

Considering the following elements of your destination’s tourism ecosystem, how would you rate the quality of each? (On a 1-5 scale where 1 = Poor, 3 = Neutral, 5 = Excellent, and NA = “Not applicable/don’t
know”) (N=37, Multiple choice)



DESTINATION ASSETS - WEAKNESSES

Destination’s Tourism Ecosystem - Weakness

Among the assets that scored ‘below
neutral’ (scoring below 3.0),
2.92 transportation services and
wayfinding/signage were the lowest
ranked among respondents.

LGBTQIA2S community initiatives

Data collection, analysis, and reporting _ 2.92
[}

Elevating the voice of underserved
communities

* Minority community initiatives,
2.86 including LGBTQ, underserved
communities, and DEI initiatives were

waytndingand seroge [ »-: also scored poorly.

Transportation services (air, ground, and
water transport)

initiatives

Diversity, Equity, and Inclusion (DEI) _

2.65

Considering the following elements of your destination’s tourism ecosystem, how would you rate the quality of each? (On a 1-5 scale where 1 = Poor, 3 = Neutral, 5 = Excellent, and NA = “Not applicable/don’t
know”) (N=37, Multiple choice)



VISITOR EXPERIENCE & TOURISM
PRESSURES



HOW DMO’S PERCEIVE RESIDENT SENTIMET

This prompt netted an almost completely neutral
average score of 3.1, suggesting there is significant
room for positive messaging towards Oregon
residents about the many benefits tourism provides
to their communities.

It may be beneficial for more research to be
conducted on this topic to tease out all positive and
negative sentiments held by residents on the topic
of tourism.

Note: This survey asked DMQ’s to rate how they
thought their residents perceived tourism, which is
different from Travel Oregon’s previous survey that
surveyed Oregon residents directly.

Perceived Resident Sentiment

Residents love tourism in our destination
and want many more tourists.

Residents like tourism in our destination
and want more tourists.

Residents are neutral about tourism in
our destination.

Residents dislike tourism in our
destination and want fewer tourists.

Residents strongly dislike tourism in our
destination and want far fewer tourists.

Unsure/don’t know

2

I,

How do you think residents currently feel about tourism within your destination? (On a 1-5 Scale where “Love Tourism”=5, “Neutral” = 3, “Strongly Dislike Tourism”=1) (N=37, Multiple choice)



HOW DMO’S PERCEIVE RESIDENT SENTIMENT

Perceived Stakeholder Sentiment

o ant o o oo crs, I

destination and want many more tourists.

Our partners like tourism in our _ 12
destination and want more tourists.

* It comes as no surprise that partners

who rely on business from tourists love Our partners are neutral about tourism in 1:
tourism and want to see more in their our destination.
towns. o o
. , Our partners dislike tourism in our
* Note: ThIS survey asked %OS to rate destination and want fewer tourists.
how they thought their residents
. X . . . Our partners strongly dislike tourism in
perce/ved tOUl’ISI’T), WhICh IS dlfferent our destination and want far fewer 0

from Travel Oregon’s previous survey tourists.

that surveyed Oregon residents directly.

Unsure/don’tknow 0

How do you think your industry partners (hotels, restaurants, attractions, retailers, etc.) feel about tourism within your destination? (On a 1-5 Scale where “Love Tourism”=5, “Neutral” = 3, “Strongly Dislike
Tourism”=1) (N=37, Multiple choice)



PERCEIVED TOURISM PRESSURES
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* When asked about tourism pressures, eleven
respondents expressed concerns of overcrowding
in the past year, of which were nine DMOs and two
were RDMOs (indicated in orange).

Do you think your destination has experienced overcrowding and/or too much visitation in the last year? (N=37)
Is overcrowding and/or too much visitation typically specific to weekends in your destination? (N=11)
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Of those eleven, eight indicated that
overcrowding was only occurring on weekends
(indicated in orange). The purple areas above
correspond to the three regions that believe
overcrowding is more common than just on
weekends.



PERCEIVED OVERCROWDING - SEASONALITY

Months Experiencing Overcrowding

e Of the destinations that

9 9
experienced overcrowding within
the last year, most indicated that 7
the summer months (June- 6
September) were the major
concern.
4
* Very few believe that the 3
remaining months of the year 2 2 2
(October-May) experience 1
overcrowding. 0
Jun Jul Aug Sep

Jan Feb Mar Apr May Oct Nov Dec

Which months of the year has your destination experienced overcrowding and/or too much visitation? (N=10, Select all that apply)



OVERCROWDING - EVENTS

Attractions/Events Contributing to Attractions/Events Contributing to
Overcrowding Overcrowding

Fairs/Festivals/Special Events I 9
Seasonal Events (Summer & Winter) I 6
Sporting Events N 5
Outdoor Recreation/Nature Attractions N 4
Holiday Events [N 3

Downtown/Waterfront Attractions N 2

Wedding Season 1 1
B Yes HNo Unsure/Don't know &

 When asked about attractions or events that may be leading to overcrowding, many indicated it was the success of their annual or
seasonal events causing complications. Some destinations have implemented solutions, such as timed entry tickets for popular
events, while others have limited their current marketing strategies to try and lower demand around these events. It is worth
noting that the perception of overcrowding may be a result of these destinations’ own successes. Many of these DMOs stated that
their most valued assets were both their events & festivals and their social media presence but also assert that it is likely the
combination of these same assets causing logistical challenges in their communities.

Are there specific attractions or events that typically contribute to the perception of overcrowding and/or too much visitation? (N=11, Multiple choice)
Which attractions and/or events typically contribute to overcrowding and/or too much visitation? (N=11, Open-ended)



OVERCROWDING — FUTURE PREDICTIONS

Future Overcrowding

* The ten respondents (27%) that anticipate
overcrowding in the next 12 months are the same
destinations that have experienced it in the last year,
with just one exception.

B Yes HNo

Do you anticipate that your destination will experience overcrowding and/or too much visitation in the next 12 months? (N=37, Multiple choice)



OVERCROWDING — POTENTIAL SOLUTIONS

Are There Solutions? Types of Solutions

Wayfinding/Signage I 9
Market Lesser Known Areas/Attractions [ 8
Shuttles/Public Transportation I 8
Increase Off-Season Travel [N 6
Beautification/Garbage Collection [N 5
Increase/Improve Parking I 5
Public Restrooms N 5
Bike Trails/Lanes/Racks [N 3

B Yes mNo More Lodging [l 1

* Most destinations acknowledge that there are solutions to be deployed that could help alleviate the
pressures of overcrowding, which include investing in more signage, marketing lesser-known attractions,
or offering public transportation during peak demand periods.

Are there investment solutions that could alleviate some of these overcrowding and/or too much visitation pressures? (N=32, Multiple choice)
What kinds of investments might help alleviate some of your overcrowding and/or too much visitation pressures? (N=29, Open-ended)



TRAVEL OREGON & ODA FEEDBACK



TOP NEEDS REQUESTED

 Domestic and Canadian marketing co-ops
and grants were the top requested areas
that Travel Oregon could assist with
marketing and promotional efforts.

* The ‘others’ include focusing on sports
tourism, facilitating partnerships
throughout the industry, helping to attract
meetings & group events, and increasing
media missions.

FROM TRAVEL OREGON

Top Needs from Travel Oregon

Domestic (and Canadian) marketing co-
ops

29

Grants 28

International marketing co-ops

m I
=
(2]

Other (please specify)

None of the above 0

In what high-level areas would you want Travel Oregon to assist you with your marketing and promotional efforts? (N=37, Multiple choice)



MARKETING ASSISTANCE
TRAVEL OREGON

* As social media continues to be a major
driver of demand, many destinations would
like help with developing partnerships with
influencers, or assistance with their social
media strategy. Many respondents are also
interested in SEO/SEM marketing and
website support.

e Other mentions include funding to increase
their photo and video asset library, Al
adoption and/or utilization, and adding
staffing capacity to perform additional
marketing.

REQUESTED FROM

Marketing Assistance

Influencer partnerships 23

Website support

None of the above - 5

On what marketing tactics would you want Travel Oregon to provide training and/or assistance? (N=37, Multiple choice)



ADDITIONAL ASSISTANCE REQUESTED FROM
TRAVEL OREGON

* “Enter info into OTIS for us - and supply to other state and/or Additional Assistance
regional tourism partners.”

* “l'am considering if some standardization of DMO work Education/Training/Research
processes could help the industry. SOP for organizing, operating,
and staffing a DMO. Partnering with other DMOs, how to’s.”

12

Securing Funding/Investment
* “Tools to help educate elected officials and the public on how

tourism marketing and management work and the broad
benefits of tourism.” Marketing Amplification

(21

* “Large scale infrastructure investments. Advocate for a strong
transportation system in Oregon and car-free access to and Partnerships/Co-ops
between iconic Oregon tourism experiences.”

» “Strategic backing for Transient Lodging Tax (TLT) adoption: Industry Advocacy
We'd benefit from case studies, messaging tools, and expert
guidance to help educate local leaders and the public on how a
TLT directly fuels tourism infrastructure, small business growth,
and quality-of-life improvements.”

Are there other ways that Travel Oregon/ODA can assist you with your current organizational objectives? (N=32, Open-ended)



DESIRED FUTURE FOCUS FOR TRAVEL OREGON

Feedback includes:

Future Focus

Advancing Perception of Tourism Value 14

Off-Season Travel 14

Yo

Telling Authentic Stories

Sales & Marketing Support

Accessible Travel

iSS

Engaging Diverse Audiences

“Telling authentic stories about Oregon cultures and
highlighting our lesser-known and rural destinations.”

“Shoulder season promotion for rural communities,
lodging recruitment, organizational succession planning.”

“I would like Travel Oregon to build awareness in high
potential markets to open them up. People need an
affinity for Oregon before we can drive them to our
individual destinations, especially small rural communities
where tourism is needed. In the current climate, we need
Travel Oregon to maintain our international presence with
travel trade and consumers. We will not be able to justify
international investments as an individual destination.”

“Sports tourism is a key driver for a lot of communities.
We had the USA T&F Championships, upcoming is the
World Cup, Olympics, the WNBA team, Salem has Ironman
- there is a big draw from sports tourism in the state that is
not talked about often at the statewide/GovCon level that
is part of the tourism ecosystem.”

In what areas would you like to see Travel Oregon focus on promoting and managing in the future? (N=33, Open-ended)



OREGON’S DESIRED REPUTATION

A single comment that encapsulated the overall sentiment
expressed by most respondents:
*  “We’d love for Oregon to be known as a place where
authenticity meets accessibility—a state that welcomes
all travelers with inclusive experiences, rich cultural
stories, and world-class outdoor recreation that’s both Outdoor Recreation
awe-inspiring and approachable. Oregon should be
celebrated for:

Oregon’s Reputation

* lIts spirit of hospitality across communities both Inclusivity/Accessibility

large and small

* Diverse landscapes that invite exploration year-
round—from coast to high desert to the Gorge

* Athriving food, wine, and craft scene rooted in
place, people, and sustainable practices

* Adeep respect for heritage and community voices,
including tribal, agricultural, and immigrant
contributions

* And above all, a commitment to making travel in
Oregon meaningful, regenerative, and open to
everyone.”

Culinary/Wine

m I
[EY
o

Diverse Experiences

Thinking through a tourism-based lens, what would you like the state of Oregon to be known for? (N=33, Open-ended)



OREGON’S PERCEIVED UNIQUENESS

A specific comment about Oregon’s uniqueness:

Oregon’s Uniqueness

Diverse Landscapes/Attractions

Unique History/Culture

Natural Beauty

Outdoor Recreation

Culinary/Wine

Welcoming/Accessible

(e)]
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18

“Oregon’s most unique strengths lie in its geographic and cultural
diversity—you can explore wild coastlines, lush forests, volcanic
peaks, fertile valleys, and high desert, all within a day’s drive. This
physical variety is matched by the richness of our communities:
from small towns with deep roots and strong traditions to urban
centers brimming with creativity.

Key strengths to highlight include:

* Qutdoor recreation that’s immersive and accessible,
whether it’s hiking, biking, paddling, skiing, or fishing.

* Culinary and beverage experiences that reflect Oregon’s
land and people—world-class wine, craft breweries,
orchards, food trails, and farm-to-table dining.

* Deep historical and cultural stories, including Indigenous
heritage, pioneer history, and immigrant narratives that
make each region distinct.

* Authentic rural communities where visitors can slow down,
connect, and experience Oregon beyond the usual paths.

Oregon’s strength is not just in what we have—it’s in how it feels
to be here.”

In your opinion, what are Oregon’s most unique tourism strengths that should be highlighted to attract visitors? (N=34, Open-ended)



EMERGING TRAVEL TRENDS

Emerging Travel Trends

Unique Experiences (lodging, food, self-guided tours)
Other

Outdoor & wildlife recreation
Accessible and inclusive travel
Sustainable travel

Health and wellness travel

Increase in out-of-state visitors
Budget-friendly travel

Dark Skies

Decline in business & corporate travel
Decline in international travelers
Cultural and heritage travel

Film tourism

Sports tourism

What emerging travel trends are you noticing in your destination? (N=28, Open-ended)

Unique experiences listed included
mushroom hunting, cryptids (such
as Bigfoot), unique lodging
offerings, animal experiences,
digital detox retreats, and yoga, to
name a few.

Interest in newer outdoor trends,
such as paddleboarding and
birding were also mentioned.



DESIRED TOURISM INFRASTRUCTURE
INVESTMENT

Infrastructure Investment

Trail maintenance and development

Signage/wayfinding
e Top priorities centered around how

visitors can access Oregon’s natural
beauty, either through maintaining
or creating new trails, providing
wayfinding to get to those trails, and
ensuring all travelers can enjoy those
assets.

Accessibility

Public infrastructure (bathrooms, parking, etc.)

Outdoor recreation opportunities

Beautification projects

Transportation

Other (please specify)

In your opinion, what types of tourism infrastructure should Oregon’s tourism industry focus on improving in the future? (N=36, Select all that apply)

20
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DESIRED SUSTAINABILITY & CLIMATE ACTION

Sustainability & Climate Action

Alternative Transportation Options [ - :

Transportation ideas included
multimodal options such as trains,
trolleys, or shuttles between
destinations to get travelers out of

wWildfre/Forest Managemen: [ 5

Visitor Education | < their individual vehicles.
Water Conservation | « Wildfires and air quality related to
fires was also a top concern, and
eV Infrastructure [N s respondents voiced that robust plans
need to be in place at the state level
Regenerative Farming [N 2 for when disaster strikes.

Alternative Energies - 1

What kinds of sustainability and climate action issues do you think Oregon’s tourism industry should focus on in the future? (N=23, Open-ended)



DESIRED ADDITIONAL PROGRAMS & RESOURCES

Additional Programs & Resources

Grant and funding resources/opportunities 32

Resources to build tourism related infrastructure 31

Access to tourism research and market insights I 28

Help in advocating for effective policies to support tourism
businesses/organizations

Networking with/learning from other professionals in your sector GGG 20

Tools and training to improve business/organization 19 e Most destinations are eager for
communications and marketing i .
additional funding and

Facilitated conversation/collaboration with other tourism entities 19
in your local community or across the state resources to build more tourism

Tools and strategies to manage crises I 14 infrastructure.

A 26

Other (please specify) I 6
* More access to data and

Support adapting business pIan/modeI _ 6 research Was also a top request.

Technical assistance navigating business recovery funding and
loans
Support transitioning to online and expanded sales/business
platforms
Help in complying with government recommended safety protocols
and/or environmental regulations

e 3

2

What kinds of resources or programs would best assist your organization? (N=37, Select all that apply)



TRAVEL OREGON’S PERCEIVED TOP STRENGTHS

» Strategic, Inclusive Marketing and Branding: “Travel Oregon
sets the tone for how the world sees Oregon. Their
storytelling consistently elevates lesser-known places,
embraces diversity, and connects with values-based
travelers—creating awareness and demand in ways that
small communities couldn’t achieve on their own.” Great Staff/Leadership

Top Strengths

Brand/Marketing 26

15

* Statewide Leadership in Destination Development: “Travel
Oregon provides visionary leadership in building and
supporting sustainable, community-driven tourism

=
(O}

Collaboration/Partnerships/Networking

infrastructure. Their programs empower local destinations— Regional Focus/Expertise/Stewardship [ 14
especially rural ones—to create experiences that are
authentic, inclusive, and economically impactful.” Budget/Funding/Grants [N 14

* “Great staff! Everyone I've worked with has been helpful and

kind.” Long-term Strategy - 6

* Collaborative Grant Programs and Technical Support: “From
. ) Events .
funding to follow-through, Travel Oregon’s grant
opportunities are accessible, transparent, and paired with
technical support that helps communities like ours succeed.
Their willingness to walk alongside destinations makes them
a true partner in progress.”

In your opinion, what are the three greatest strengths of Travel Oregon? (N=32, 94 responses, Open-ended)



TRAVEL OREGON’S PERCEIVED BIGGEST
OPPORTUNITIES

* Expanding Training, Bootcamps, and Workforce Development:
“There’s growing demand for workforce readiness across the

Biggest Opportunities tourism industry. Travel Oregon can lead the way with statewide
workshops, certification programs, and tourism business
Collaboration/Partnerships [N bootcamps that help communities elevate service, accessibility,
and hospitality standards.”
Increase Demand [ 13 * Deepening Rural Tourism Investment and Support: “Travel
Oregon has a powerful opportunity to further empower rural
Increase Investment/Funding [N 2 communities with ongoing funding, destination development
guidance, and tools to create sustainable, year-round visitor
Sustainable/Regenerative/Climate Focus _ 9 economies.”
e “Aligning storytelling to help change the hearts and minds of
Research/Education/Tools [N o Oregonians as we already do so well with visitors.”
* Elevating Oregon’s Leadership in Regenerative and Inclusive
Marketing/Communications [N 8 Travel: “Travel Oregon is well-positioned to define what it
means to travel responsibly in Oregon—from inclusive
Destination Development [N 2 storytelling to climate-conscious practices and community-first

messaging. Leading this narrative statewide can help
differentiate Oregon while encouraging more mindful visitor
behavior.”

In your opinion, what are the three greatest opportunities for Travel Oregon in the future? (N=28, 83 responses, Open-ended)



TRAVEL OREGON’S PERCEIVED BIGGEST
OPPORTUNITIES (CONTINUED)

Additional specific suggestions include:
* “Create programming for small towns and underrepresented communities to tell their version of Oregon using local content
creators.”

*  “Onboarding resources for new DMOs. If they exist, they were never shared by regional.”

* “I'think the tone from Travel Oregon on the current political/economic situations needs to be more realistic and less Pollyanna. If
our tourism businesses and destinations are to be more resilient, we need statewide level projects and forecasting that we can
realistically plan around, not just an optimistic story. My biggest disappointment at GovCon was the overly optimistic view of the
political/economic outlook for tourism in the state. To have Fred Dixon on the stage saying everything is fine while Brand USA
does not have secured funding from the US Government yet is a big red flag. For all the international teams to speak positively
about visitation when the recent Canadian media event was canceled because journalists said no Canadian publication is taking
US travel stories right now is a big red flag.”

* “We need more proactive work and less reactive work as it pertains to legislative advocacy. We all know that the 70/30 split will
continue to be fought until it eventually breaks. 1'd like our industry to collectively come to the table with some partnership or
idea where we are seen as a part of the solution to what is facing Oregon cities. | feel our industry is in a very weak position as we
are seeing Oregon's overall tax structure (Measure 5 & 50, Land Use, and no Sales Tax) make it increasingly more difficult for a
black and white defense of the current TLT Law. I'd rather we at least try to drive our future. Thanks for all the hard work you are
already doing.”

Is there anything else you’d like to share that might be important for Travel Oregon/ODA to consider in the future? (N=13, Open-ended)



GRANTS



GRANT RECIPIENTS AND IMPACT

Grant Recipients

B Yes WM No

Have you received grant money from Travel Oregon in the past? (N=36, Multiple choice)

Impact of Receiving Grants

Extremely impactful - 2

very impactiul [ 1/
Somewhat impactful _ 10

Neither impactful nor unimpactful 0
Not at all impactful 0

Unsure/don't know - 2

* The majority of DMOs have received grants from Travel
Oregon, with an overwhelmingly positive impact. These funds
frequently allowed DMOs to undertake and complete impactful
projects that they could not otherwise afford to perform. Not
one recipient experienced a negative impact from receiving
additional funds.

How impactful was this grant money and why? (N=28, Multiple choice)



DIFFICULTY OF APPLYING FOR AND RECEIVING
GRANTS

Application Process

N

Very easy
* Twelve of the 31 (39%) respondents

believe applying for Travel Oregon
grants was an easy process, while
nine (29%) found it a neither easy

Somewhat easy

(0]

vethr casy nor i [ nor difficult process
Somewhat difficult [ 6 - Six of the recipients (19%) however,
did find the process at least
Very difficult 0 somewhat difficult.
Unsure/Don't know _ 4

How difficult did you find the process of applying for the grant and receiving those funds? (N=31, Multiple choice)



FUTURE GRANT APPLICATIONS

Will Apply for Grants in the Future

* Only one destination surveyed does not plan to apply
for grant money in the future.

M Yes WM No

Do you plan to apply for Travel Oregon grant money in the future? (N=36, Multiple choice)



IMPROVING THE GRANT PROCESS

Grant Process Improvements

Satisfied with current process

Simplify and streamline application
process
Improve grant opportunities (size of

grant, rural and marginalized
communities, etc.)

Improve guidelines and timelines

Provide workshops/training on grant
application process

Improve organizational consistency

I, 14

___

More than half of all respondents are happy with the current process and have
no recommendations. Of those that had suggestions, they recommend:

“In some grant cycles, the guidelines seem too narrow and limiting for a
statewide grant program, given the diverse pool of potential applicants. It
has been challenging for our DMO to identify projects that fit within the
guidelines and timeline of the grant in the past, even though there were
projects that would be mutually beneficial. We would like to see the
guidelines better reflect the diverse needs of the state, where some areas
are dealing with overtourism and other areas need additional marketing
support to drive more tourism.”

“Knowing what type of grant funding will be available many months in
advance so that organizations can plan and strategize for what projects
would benefit the most.”

“The grant process is thoughtfully structured, with helpful templates,
examples, and workshops that make it approachable. One area of
opportunity might be offering more skill-building workshops focused on
grant writing itself—not just the specifics of Travel Oregon’s application, but
broader training on how to craft compelling, measurable proposals. This
would be especially valuable for small and rural communities, where staff
capacity is limited and even strong ideas may lack the polish or confidence to
compete at the same level. Strengthening these skills statewide helps ensure
a more equitable pool of applicants and broader impact across Oregon.”

In your opinion, is there anything Travel Oregon could do to improve the grant process? (N=25, Open-ended)



EMPLOYEE & WORKFORCE



EMPLOYEE ROLES AND PROFESSIONAL DEVELOPMENT

Dedicated Employee for Professional Development
Niche Opportunities Available for All Employees

M Yes W No M Yes HMNo
* Six (17%) DMOs have a dedicated employee(s) for niche *  While most respondents do provide at least
opportunities like sustainability, accessibility, advocacy, some training or professional development for
and DEI related issues. It does not appear that DMO their employees, this could be a great
size or budget correlates closely to a DMO having this opportunity for Travel Oregon to provide
dedicated resource. professional development opportunities at no

cost to the state’s DMOs.

Do you have a dedicated employee at your organization that focuses on sustainability, accessibility, advocacy, and DEl related issues? (N=35, Multiple choice)
Does your organization have dedicated training and/or professional development opportunities that are available to all your employees? (N=36, Multiple choice)



WORKFORCE CHALLENGES

Workforce Challenges

» Training executive staff appears to be Succession planning  EEE——— 13
a major issue facing DMOs in Oregon. Employee growth and promotions, development [ EN—————— 12
Leadership changes " 11
 However, if you were to combine all | can't offer full-time employment and/or regular hours GGG 11
the responses mentioning the lack of My organization is unable to provide healthcare/benefits  IEEGEG—_———— 7
funding to attract, retain, support, Lack of applicants / workforce scarcity IEEEEG—_—_—— 6

and reward employees to their
organizations, that would in fact be
the biggest workforce challenge
facing the industry.

Workforce housing [N 5
Retention [N 5
Applicants don't have necessary or required skills [N 4
Other (please specify) N 2

. Workforce transportation issues M 2
* Travel Oregon has an opportunity to

direct staff to further assist these

DMOs and fl” the holes where | don't know the best place to advertise job opportunities I 2
app|ica b|e My organization is seasonal and can't offer year-round... 0

None of the above NN 8

| can't provide training/development opportunities [N 2

What workforce-related challenges are you currently facing? (N=35, Select all that apply)



LEGISLATIVE & ADVOCACY



GOVERNMENTAL ENGAGEMENT SUPPORT

Engagement Support

Partnership/Collaboration - 4

“I am not sure for a local DMO fighting for funds, how to they ask
for ODA/Travel Oregon/ORLA support in their fight? | don't know a
DMO in my region that can afford lobby consultant hours, is that
something Travel Oregon can provide?”

“Local government doesn't understand the purpose and potential
value of the TLT funds they have and allocate ad hoc to whatever
pet projects or shiny objects come before them. Whatever data
and assistance is available to convince them of the value of the
DMO would be really helpful.”

“Stated before but reiterating: We’d benefit from case studies,
messaging tools, and expert guidance to help educate local leaders
and the public on how a TLT directly fuels tourism infrastructure,
small business growth, and quality-of-life improvements. Travel
Oregon’s presence—whether through public endorsement, peer-
to-peer connections with other communities, or technical
assistance—could lend weight to our efforts.”

“Tools and information to define the visitor life cycle and rebut the
assumption that one busy year means we don't have to promote
anymore.”

How can Travel Oregon/ODA best support your policy engagement efforts with local and/or state government? (N=24, Open-ended)



DOCUMENTING THE BENEFITS OF TOURISM

Have a ‘Benefits of Tourism’ doc? Can Travel Oregon/ODA assist with
this?

M Yes HNo M Yes HNo
* Only 25% of respondents currently * Every respondent that currently lacks a one-
have a ‘Benefits of Tourism’ type sheeter was interested in having Travel Oregon’s
document. assistance in creating one for their partners.

Does your organization currently have a one-sheet document that explains the benefits of tourism to your partners and community? (N=36, Multiple choice)
Would you be interested in getting assistance from Travel Oregon/ODA in creating one? (N=27, Multiple choice)



FUNDING AND BUDGET CHALLENGES
weowse

As a chamber the majority of our funds area from membership, the rest is our big summer event. This past year we received a small amount of funding from
our city to help with establishing this tourism program through 2025. Without additional funding for tourism, we don't have the capacity to do as much
tourism work as we'd like.

City TLT funds decreasing based on how they allocate the money.

Communicating to the residents the benefits of tourism funds reinvested in the community. Threats to TLT

Defense of 70 - 30 split

Elected officials and staff do not share our commitment prioritize TLT investment in tourism generating and supporting projects
How TLT funding can be used?

Lack of funding and stress of chasing enough money to keep the doors open when | would rather be working on developing marketing and new tourism
opportunities in the region.

My DMOs are experiencing this, not so much the RDMO. Some DMOs are battling yearly, very couple of years, 5-years etc. for their percentage of the TLT
funds. The fights continue to get harder and adjacent organizations like Downtown Associations and Chambers see TLT as their funding solutions too.

Not at this time. We have very supportive funders and a steady board of directors.

Ongoing protection of local TLT resources and crumbling facilities infrastructure.

Our City is consistently complaining the we get too much funding, and in fact are now trying to redo our contract to reduce our funding.

Our current city manager does not support tourism marketing and promotion and would rather use the funds for staffing economic development.
Possibly looking at funding being reallocated to other groups.

Protecting local lodging tax allocations

Shrinking budget - In FY 26-27, we will experience a 10% drop in revenue due to the college conference realignment and current economic conditions. City
Budget Pressure - Our City has $255 million in deferred maintenance or replacement of facilities. While our City retains 70% of the TLT for its general fund, it
would like to have our 30% for fire, police and Parks and Rec.

Are there specific funding or budget-related challenges facing your organization that require advocacy or policy adjustments? (N=25, Open-ended)



FUNDING AND BUDGET CHALLENGES (CONTINUED)
o

Shrinking TRT contributions from cities as they prioritize local assets over visitor attraction and visitor center activities.

This is a constant. We would like to see the 25% allocation to our organization in the City charter. Right now, it is an ordinance that can be changed easily.

We are one of the most visited regions in the state, but because of our proximity to Portland and limitations on development in the region, we do not have
the lodging product to support a larger budget to manage the load of visitors and their needs. The cost of doing business continues to rise, but the funding
floor for the RCTP program do not increase at the same pace. While other regions budget rise each year, ours does not and programming becomes difficult
to manage.

We have an old TLT ordinance with opposite percentages (70% general fund, 30% tourism). It's not quite enough to launch a new organization. 84% of our
fire and EMS calls are for people who live out of town, mostly travelers on 1-84, but it isn't considered a tourism-related service when it comes to funding.

We rely heavily on grants. Having consistent funding would greatly benefit the work that we do.

Yes, HB 3556 & Local elected official advocacy

Yes. Our city staff/council/budget committee no longer see the DMO as a partner for tourism. We were established in the early 90s purposefully to grow the
TRT for our community, but now we are pitted against other organizations with smaller focus to apply for the funds. A lot of misunderstandings and little
opportunity / listening when we explain/provide facts to counter what is said about tourism industry, our committee, etc. We serve two cities and both have
this issue to a degree. Favoring use of TRT to other projects or groups and whittling away at our funds. it is hard to plan long-term projects without
commitment we had in the past.

Yes. One of our most significant challenges is the uncertainty and inconsistency of tourism funding, especially when reliant on short-term contracts or grant
cycles. This creates instability in staffing, limits long-term planning, and can stall momentum on critical destination development projects. Our city
established its Transient Lodging Tax (TLT) ordinance before the state of Oregon and Travel Oregon set their own policies, which means we’re not bound by
statewide TLT allocation rules. Instead, our community determines how tourism funds are spent, and we are currently navigating a new public RFP process to
determine future direction. This makes it all the more important that local voices remain central, and that state-level advocacy efforts respect and support
locally governed tourism structures. We also see a need for policy support around workforce-related barriers—particularly housing and childcare—which,
while not traditionally considered tourism line items, directly impact our industry’s ability to recruit, retain, and grow a reliable workforce.

Are there specific funding or budget-related challenges facing your organization that require advocacy or policy adjustments? (N=25, Open-ended)
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SURVEY RESPONDENTS



SURVEY RESPONDENTS

Albany Visitors Association Rebecca Bond Rebecca Bond
Astoria-Warrenton Area Chamber of Commerce Visitor Center David Reid David Reid
Cannon Beach Chamber of Commerce James Paino James Paino
Coburg Main Street / Discover Coburg Megan Dompe Megan Dompe
Columbia Economic Team Paul Vogel Wela Negelspach
Coos Bay-North Bend-Charleston VCB/Oregon's Adventure Coast Janice Langlinais Janice Langlinais
Destination Redmond Redmond City Council Heather Cassaro
Discover Klamath Millie Osguthorpe Millie Osguthorpe
Eastern Oregon Visitors Association Alana Carollo Alana Carollo
Experience Mt. Hood and the Gorge Lizzie Keenan Ithaca Janzen
Explore Lincoln City Kim Cooper Findling Kim Cooper Findling
Explore North Marion Jamie Zamrin Jamie Zamrin
Explore Sisters Scott Humpert Scott Humpert
Explore Tualatin Valley Dave Parulo Dave Parulo
Harney County Chamber of Commerce Jess Hedges Jess Hedges

Lake County Chamber of Commerce Shelley Batty Shelley Batty
Lower Columbia Tourism Committee David Reid Regina Willkie
Maupin Area Chamber of Commerce Jordan Belozer Jordan Belozer
Newport Chamber of Commerce Wayne Patterson Wayne Patterson

Oregon Coast Visitors Association (OCVA) Marcus Hinz Marcus Hinz or Arica Sears



SURVEY RESPONDENTS (CONTINUED)

Oregon's Mt. Hood Territory

Prineville - Crook County Chamber of Commerce and Visitor Center/Explore Prineville

Sandy Area Chamber of Commerce
The Dalles Area Chamber
Tillamook Coast Visitors Association
Travel Lane County

Travel Medford

Travel Portland

Travel Salem

Travel Southern Oregon

Visit Bend

Visit Cascade Locks

Visit Central Oregon

Visit Corvallis

Visit Hood River

Visit McMinnville

Visit Newberg dba Taste Newberg
Wallowa County Chamber of Commerce

Willamette Valley Visitors Association

Lizzie Keenan
Kim Molnar
Khrys Jones

Lisa Farquharson
Nan Devlin
Samara Phelps
T.J. Holmes
Megan Conway
Angie Villery
Bob Hackett

Jeff Knapp
Jordon Bennett
Scott Larson
Christina Rehklau
Katie Kadlub
Dan Glbson
Leigh Jensen
Jennifer Piper

Tori Middelstadt

Lizzie Keenan
Kim Molnar
Shannon Givens
Lisa Farquharson
Nan Devlin
Samara Phelps
T.J. Holmes
Megan Conway
Angie Villery or Irene Bernards
Bob Hackett

Jeff Knapp
Janice Crane
Scott Larson
Christina Rehklau
Katie Kadlub

Dan Gibson
Leigh Jensen
Jennifer Piper

Tori Middelstadt
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