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ABOUT US

We do that by making strategic investments in 
development projects, promotions, and relationships 
that lead to the region becoming a bucket list 
destination – especially for outdoor recreation 
enthusiasts.

The area we promote: Reedsport to Brookings and 
all communities inland through the coast range.

Travel Southern Oregon Coast 
(TSOC) is the Regional Destination 
Management Organization 
(RDMO) for the South Coast

Our mission is to collaborate to 
enhance economic development 
through sustainable tourism.



• Wild Rivers Food Trail

• Land Trust Photo 
Contest

• Bandon Dunes 
Championship Events

• Aquatic Safety Program

• Trail Keepers of Oregon

• Regional Biking & 
Kayaking 

The South Coast had 
seen job creation, 
cultural heritage 
preservation and 

interpretation, wildlife 
preservation, 

landscape restoration, 
and more.

Create robust and 
sustainable local tourism 
economies by developing 
authentic experiences for 

locals and visitors that 
aspire to preserve, enhance 

and celebrate the South 
Coast landscape and culture.

Definition of South 
Coast Sustainable 

Tourism

Projects

Positive impacts

What Sustainable Tourism Means to Oregon’s South Coast
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There are many terms that float around that may sound similar but refer to something distinct.



Whiskey Run 
Mountain Bike Trails
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The Whiskey Run Story
All good thing take time, talent and team work. 

.



Working Forest Positive Economic 
Impact

Whiskey Run Impact 
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What We Created
Marrying Tourism with the Environment

First Trail System of Its Kind on 
the South Coast

Job Creation, Land 
Stewardship, Community 
Involvement, Economic 
Impact

32 miles of trail
7293 feet of decent
586 feet of vertical



WHISKEY RUN RIDER SURVEY
INTERCEPT SURVEY AT WHISKEY RUN MTB TRAILS. THE FALL 2021 RESEARCH GATHERED INSIGHTS INTO RIDER EXPERIENCES AND FUTURE 
NEEDS. 
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Overall, riders are satisfied with amenities; their top priorities for additional amenities
• Better trail signs and parking 
• Expanded Parking
• More trails  
• Adding camping/RV sites
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Whiskey Run 
Marketing 
Campaign

Mountain Biker Diversity 

Meet the Trail Builder

Meet the Beginner

Meet the Shredder

Meet the Artist

• TSOC has taken real Mountain Bikers to 
create a collection of high-quality videos 
along with other assets, that will be used to 
market Whiskey Run Mountain Biking Trails.  

• Beginning October 2022 through Summer 
2023 and beyond
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Whiskey Run 
Marketing 
Campaign

BUILDING AWARENESS for Whiskey 
Run Mountain Bike Trails among the 
Mountain Biker audience



THANK YOU
Julie Miller

541-297-2821

Julie@oscrtn.com

www.travelsouthernoregoncoast.com
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MA K I NG  LOCAL  
S E AFOOD EA S I E R
TO F I ND AND B UY



WHERE’S THE FISH?!



CHALLENGES

FU TU R E “COV I D - LIKE ISSU ES” ARE LIKELY  
TO CH ALLENGE CO M M U N I T Y V I TA LI TY.

Small boat operators don't have the scale to access
marketplace or use infrastructure built for larger
operations

Coastal residents have difficulty accessing
locally caught seafood a high value protien source

Visitors have little means to continue purchasing Oregon
Coast product once they leave Oregon

Local aggregation and delivery systems are inefficient 

Few coastal restaurants and food stores serve

locally caught seafood (world-wide phenomenon)

Carbon footprint of exporting and importing seafood
isMASSIVE.



DESTIN ATION SPENDING &
ECO N O M I C LEAKAGE

* 2018 Oregon Coast Travel Impacts. Dean Runyon:

Associates

$7 9 2 , 9 0 0 , 0 0 0 *
A N N UAL F O O D SERVICE S AN D F O O D S T O R ES

$ 2 4 0 ,0 0 0 ,0 0 0
A N N UAL E S T IM AT E D LO SS T O LEAKAG E

NO R T H

$327.4 Million

CENTRAL

$301.9 Million

S O U T H

$163.1Million



VALUE CHAIN



ONLINE SEAFOOD MARKETPLACE



1 $00.00 Vacuum Seal & Canning Equipment

2 $00.00 Workforce Training & HACCP (per species)

3 $00.00 Software for On-Line Marketplace

4 $00.00 Cold Storage

5 $00.00 Marketing Products

6$00.00 Seafood Live Tanks

7 $00.00 Coordination of Assets & Resources
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EXAMPLE INVESTMENT 
COSTS



SEAFOOD PRODUCT INITIATIVE



C ul tura l Her i tage

C ul inar y Tour is m

Li fe Long C us tom ers  of  

O re g o n C oas t P ro d u c ts

Agr i -Tour is m

Mark e t i n g

C o n t e n t “As s ets ”

Food Trails

C l im a te C hange 

Adapt ion

Em ergenc y 

P reparednes s

Ec onom ic R es i l ienc e

Pros per i t y

x7 Mul t ip l ier

C o m m un i ty  

Heal th

Loc al Food 

Sec ur i t y

High Paying 

Va l u e -C hain

Pro fes s iona l 

Em ploym ent

FOU N D ATION AL FOOD SYS TE M IN FR AS T R U C T U R E

Land 

Access

Processing Storage Value-Added  

Production

Distribution Sales 

(Local Retail)

RD M O + BUSINES S  ASSOCIAT I O N ( 5 0 3 C 6 )



ECO N O M I C DEV ELO PMENT AGENCIES

SMALL BUSINESS DEVELO PMENT CENTERS 

14 PORT DISTRICTS

STATE & FEDERAL AGENCIES 

PRIVATE SECT OR BUSINESSES 

FO O D NGO 'S

STRONG ALIGNMENTS &
PARTNERSHIPS
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Columbia  
River

Recreation

OTHER 
RECREATION

Road and gravel  
biking, hiking, 

hunting & 
fishing

MAIN STREET/
DOWNTOWN
SHOPPING

FOOD AND  
BEVERAGE

Downtown/  

main street

CAMPING

CULTURAL/ 
HISTORICAL

Museums

PARKS

Waterfront, 
downtown, disc  

golf

Columbia  
County

Columbia 
River Access

Sand Island; 
Prescott Beach;  
Scappoose Bay; 

marina/boat 
launch; kayak 

launch Outdoor 
Recreation
CZ Trail; gravel 
riding/touring;  

trails and 
campgrounds

Improved  
Col. River  

access
Prescott, Sand 
Island, Jones 

Beach, Chapman  
Landing; new kayak

launch; St.
Helens Grey Cliffs 

nonmotorized boat 
launches; Dibblee; 

Scappoose Bay 
Marina

Downtown  
Food & 

Beverage
Develop more  

options

Camping
RV sites at 
Prescott; 

Salmonberry 
campground and  
motorized trail 
system; expand 

RV park

Lodging
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TLT Collections

Change in Revenue 2007 to 20182007 2018

Region Jurisd. Revenue
Percent  

of Total
Jurisd. Revenue

Percent  

of Total
Amount Percent Share

Portland Region 14 $44,592,764 49% 10 $108,187,634 53% $63,594,870 143% 4%

Coast 21 $15,330,773 17% 25 $35,796,438 18% $20,465,665 133% 1%

Willamette Valley 16 $11,367,624 13% 27 $24,746,733 12% $13,379,109 118% 0%

Central 7 $7,922,198 9% 8 $18,622,491 9% $10,700,293 135% 0%

Southern 9 $7,812,564 9% 11 $9,374,451 5% $1,561,887 20% -4%

Mt. Hood & Gorge 4 $944,428 1% 7 $4,172,100 2% $3,227,672 342% 1%

Eastern 10 $2,939,914 3% 13 $3,395,614 2% $455,700 16% -2%

Total 81 $90,910,265 100% 101 $204,295,461 100% $113,385,196 125% -



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

2007 2018

Administration and overhead

Other  

Economic development

Events  

Chambers of commerce

Arts, culture, and entertainment

Tourism promotion and marketing

Tourism facilities 

General services
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