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ABOUT US

Travel Southern Oregon Coast
(TSOC) is the Regional Destinat;
Management Organization

(RDMO) for the South Coast

SOUTHERN
OREGON

COAST

e do that by making strategicinvestmentsin
opment projects, promotions, and relationships
to the region becoming a bucket list

n— especially for outdoor recreation

Our mission is to collaborate t
enhance economic developmen
through sustainable tourism.

T promote: Reedsport to Brookings and
allcommunitiesinland through the coast range.



What Sustainable Tourism Means to Oregon’s South Coast

There are many terms that float around that may sound similar but refer to something distinct.
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Definition of South Projects \ N
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y
Coast Sustainable AU
Tourism Wild Rivers Food Trail Positive impacts
Land Trust Photo The South Coast had
Contest seen job creation,

Bandon Dunes cultural heritage

Championship Events preservation and

interpretation, wildlife
preservation,
landscape restoration,
Regional Biking &

and more.
Kayaking _ /

— _—

Aguatic Safety Program
Trail Keepers of Oregon
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Whiskey Run Impact

Working Forest

Positive Economic
Marrying Tourism with the Environment Impact

What We Created

Job Creation, Land
32 miles of trail First Trail System of Its Kind on Stewardship, Community

[

7293 feet of decent the South Coast

Involvement, Economic |,
586 feet of vertical

Impact




"WHISKEY RUN RIDER SURVEY

INTERCEPT SURVEY AT WHISKEY RUN MTB TRAILS. THE FALL 2021 RESEARCH GATHERED INSIGHTS INTO RIDER EXPERIENCES AND FUTURE
NEEDS.

Whiskey Run attracts Bikers spend an On average, bikers from On average, riders from
experienced bikers: average of outside Coos County travel outside Coos County spent

82% 3-4 hours 184 miles 3 nights

were intermediate or on trails to ride Whiskey Run in the area
expert riders

Overall, riders are satisfied with amenities; their top priorities for additional amenities
e Better trail signs and parking

* Expanded Parking

* More trails

dding camping/RV sites




Whiskey Run
Marketing
Campaign

Mountain Biker Diversity

Meet the Trail Builder

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

Meet the Artist

Meet the Beginner

* Beginning October 2022 through Summer
2023 and beyond




Whiskey Run
Marketing
Campaign

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




THANKYOU

Julie Miller

|

-
541-297-2821 []
Julie@oscrtn.com B4 -

www.travelsouthernoregoncoast.com




THE
OREGON

COAST

MAKING LOCAL
SEAFOOD EASIER
TO FIND AND BUY




WHERE'S THE FISH?!
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CHALLENGES

*

Small boat operatorsdon't havethescale to access
marketplace oruse infrastructure built forlarger
operations

Coastal residents havedifficulty accessing
locally caught seafood ahigh value protien source

Visitors havelittle means to continue purchasing Oregon
Coast productoncetheyleave Oregon

Local aggregation and delivery systems are inefficient

Few coastal restaurants and food stores serve

locally caught seafood (world-wide phenomenon)

*t ¢ ¢ ¢ ¢

Carbonfootprint of exporting and importing seafood
is MASSIVE.

SOUTHERN
OREGON
COAST




DESTINATION SPENDING &

ECONOMICLEAKAGE

ANNUAL FOOD SERVICES AND FOOD STORES

NORTH CENTRAL SOUTH

$327.4 Million $301.9 Million $163.1Million

ANNUALESTIMATED LOSSTO LEAKAGE

2018 Oregon Coast Travel Impacts. Dean Runyon:
Associates




VALUE CHAIN

X MULTIPLIERS

S
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Processing Storage Value-Added Distribution Retail Sales




ONLINESEAFOOD MARKETPLACE

TRACKS INVENTORY FINDS PRODUCTS

» Rockfish « Home delivery

* Crab » Local restaurants

» Cockles * Retail markets

« Tuna « [nstitutions (schools)
e Lingcod

ADDS INVENTORY

ADDS INVENTORY

« CAN +« VACUUM/FREEZE =« OTHER !

DAY BOATS PROCESSORS ADDITIONAL




EXAMPLE INVESTMENT

COSTS

$00.00 Vacuum Seal & Canning Equipment
$00.00 Workforce Training & HACCP (per species)
$00.00 Software for On-Line Marketplace
$00.00 Cold Storage

$00.00 Marketing Products

$00.00 Seafood Live Tanks

$00.00 Coordination of Assets & Resources
Other




SEAFOOD PRODUCTINITIATIVE

CONTINUED
SUPPLY CHAIN

MAX
ECONOMIC
DEVELOPMENT

FINALIZING
PRIVATE $35
PORT OCTOBER
sSTUDY SEAFOOD ECONOMIC PLANNING
BUTCHERY IMPACT NEW
JAN 2022 ] I JULY 2022 JULY 2023
¢ T T | 2025
SEAFOOD SHOP AT RCTP PLAN
INFRASTRUCTURE J| THE DOCKS LIVE TANKS STAKEHOLDER
QOUTREACH
SEAFOOD SEPTEMBER
ASSET MAP
USDA LFPP

S73I5K GRANT

PUBLIC
HEALTH &
PREPARATIONS

SOUTHERN
OREGON
COAST



RDMO+ BUSINESS ASSOCIATIO N (5035¢6)

Cultural Heritage
Culinary Tourism

Life Long Customers of
Oregon Coast Products
Climate Change Agri-Tourism Community
Health

Adaption
Marketing
Local Food

Emergency Content “Assets” = _
ecurity

Preparedness
Food Trails : _
High Paying

Economic Resilience
Value-Chain
Prosperity
Professional

X7 Multiplier Employment

FOUNDATIONAL FOOD SYSTEM INFRASTRUCTURE

Processing Storage Value-Added Distribution Sales S
Production (Local Retail) ~




STRONGALIGNMENTS &

PARTNERSHIPS

ECONOMIC DEVELOPMENT AGENCIES

SMALL BUSINESS DEVELOPMENT CENTERS

14 PORT DISTRICTS

STATE & FEDERAL AGENCIES

PRIVATE SECTOR BUSINESSES

FOOD NGO'S
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'ABOUT TRAVEL OREGON

n Co m|55|on (OTC), doing business as Travel Oregon was formed in 1995
Reency. status in 2003 by the Oregon state legislature. Funded
Trovel Oregon carries out statewide work as the

s _,'_.4._

Modoc Stories
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VISION

Oregon is a welcoming destination where tourism drives
economic prosperity, benefits the natural environment
and celebrates rich, diverse cultures.

MISSION

We inspire travel that uplifts Oregon communities. Collaborating
with stakeholders and partners to align as stewards of Oregon, we
work to optimize economic opportunity, advance equity and respect

the ecosystems, cultures and places that make Oregon...Oregon.



COVID-19 PANDEMIC IMPACTS

According to the Oregon Employment Department, from December 2019

to December 2020, the leisure and hospitality sector lost 38.7% of payroll
employment, compared with a loss of 9.1% across all Oregon industries.
Estimates from Dean Runyan Associates shows in 2021, the Oregon tourism
economy recovered 66% of what was lost in 2020:

Absolute change
2003 2019 2020 2021 (2003-21)
Taxes -
(state/local) $ 242M $ 597M $ 416M $ 534M 121%
Direct employment 85,600 118,500 92,300 100,700 18%
(# jobs)

Employee earnings $1.7B $ 3.8B $3.1B $ 3.5B 109%
Visitor spending $ 6.5B $12.8B $ 6.5B $10.9B 67%




DESTINATION STEWARDSHIP
APPROACH

To guide us in achieving the 10-year strategic vision,
we have developed a three-pronged approach - the
Destination Stewardship Approach - which seeks to
balance and meet the economic, environmental and
social/cultural needs of a destination, while working
in close partnership with the destination’s tourism
industry and residents.

The three lenses, which make up the approach, will
guide our decisions, programming and actions:

* Prosperity Lens
* Racial Equity Lens

* Regenerative Tourism Lens

EQUITY

D,
EST'NATION STE\NARDS“

\4



P TR L R
e m._ % .
1 s me . o
e e v -
l_--- S
-3 . -
PSS -...-_ 3 o o o me 4 . i Lmer DR S———
= g : ; . 1 . o R0 G o e
T emcammess - e o NN 2

- e
R e

s --z-..

P -
- (E=e

= ET> - EE
e, 08 . o e~ - 2 oy s T - v o Y L I e 4
: e "':.::'r e EE L £8 “ 5 - | e mna -—.—;,.: o W g
2 Bl A Uk ; : - 38 "
e . 2 = o e % . =
T . : : RPN s T aim ® . Lo s ; e 5
s T --.: = 58 P L n:: ¥ --.-‘.n -;- ey Sy e . * oy > - ™ — :ﬁ - - -
S S 2 3 — — = ror . - 4
e e | s - PSR - i gt s S By > TR smn g 3 2 - 2
PTG o o - R L oy T I8 5 ¥ -
A » : 8 3 . 4
\ I w2 oa fFre o . i - ) ® R i TS R ; E ' -, .
» fi & Sl " = J_'_;;-" & S ‘* o ‘_, LR R el 3es .r . PN . A
;i e - P " - e T . L 4 - 4 &#M'MAA&*Q \ i EEE S - ._,_J_l $ 8 BT L L m’. s TRE W

w ;

Ur miss

Wasim Muklashy



“WHAT ARE YOUR THREE







OREGON'S VISITOR PROFILE

OREGON'S OVERNIGHT VISITORS

Q@

B ADULTS TRAVELING WITH OTHER
ADULT(S) (ABOVE 18): 56.6%

B ADULTTRAVELING W/CHILDREN(S)
(UNDER 18) ON TRIP: 29.9%
W ADULT TRAVELLING ALONE:13.5%

B 51% LEISURE

B 41%VISITING FRIENDS/
RELATIVES

B 8% BUSINESS

MAIN PURPOSE OF OVERNIGHT MARKETABLE TRIPS

24%  23% | 17%

TOURING OUTDOOR SPECIAL
RECREATION EVENTS

MAIN ACTIVITIES OF OVERNIGHT MARKETABLE TRIPS

o o

WENT VISITED THE BEACH WENT TO A NATIONAL
SHOPPING

OR A WATERFRONT OR STATE PARK

1@ A

VISITED ALANDMARK  HAD AFINE DINING HIKING/
OR HISTORIC SITE EXPERIENCE BACKPACKING

SEASON OF TRIP

AV 26% YA 21%
JANUARY- APRIL- JULY- OCTOBER-
MARCH JUNE SEPTEMBER DECEMBER

e

AVERAGE
LENGTH OF
OREGON TRIP

2.9

NIGHTS

TOP 4 TRIP PLANNING INFO SOURCES

%
19% 18%

ONLINETRAVEL DESTINATION
AGENCIES WEBSITES

e
SIZE OF
TRAVEL 2 9
PARTY ®

PERSONS

.
HOTEL OR RESORT
WEBSITES

16%

RELATIVES
OR FRIENDS

OREGON VISITOR GENDER

Qe

AVERAGE 47 7YEARS
e A OLD

18% 217%

7% 16% 16%

12% o
25-34 [ETE WA 45-54 oD
18-24 TEARS YEARS '

ad L] Ed

TOP TRANSPORTATION USED TO TRAVEL
TO/WITHIN OREGON

77% 14% 14% 7%

PERSONAL CAR RENTAL CAR PLANE CAMPER/RV




WHO ARE OUR CUSTOMERS?
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" * KEY STAKEHOLDERS BUSINESS PRODUCT / SERVICES TRAVELERS
1. ) (‘ ~
EXAMPLES: EXAMPLES: EXAMPLES: EXAMPLES:
TRAVEL Government agencies (USFS, Hotels r Ex Tourists
OREGON OPRD, ODOT, Business OR), Car Rentals Tour Business Traveler
[ Jurisdictions (cities, counties), Restaurants Tra Leisure Traveler
Associations (ORLA, Oregon Tour Operators Rentals
Wine Board), Special Districts Airlines
@ (Ports)
_ DEVELOPMENT ) INFORM VISION PROVIDE ASSISTANCE ADVANCE TOURISM ENHANCE EXPERIENCE
& ) » Inform long term Provide programs and Advance new tourism Deliver on the promise
@ visions and action plans technical assistance to products and services; of the expected visitor
to advance key tourism develop local tourism support conservation of experience
roduct opular destinations
STRATEGIC produc :zﬁ:v;rk;:nd foster pop
PARTNERSHIPS $ RRAuan
e
R
Support the %
industry through | _ _ o SALES Sl COORDINATE CONNECT BUSINESSES CONNECT PROVIDERS GENERATE BOOKING
developing, ' Coordinate with key Connect businesses to Connect service Collaborate with
leveraging, stakeholders on glebal travel supply chain providers to global international tour
and investing in strategic actions to supply chain operators to generate
partnerships via raise awareness and booking for tours
RCTP, grants, drive visitation
education &
and training T T
R e —  MARKETING |- DEFINE & GUIDE PARTNER MARKET INSPIRE

= Destination Management Organization

=

Help to define and

guide strategy

Partner to promote
product and placement

Market product to
consumers

Inspire travel, provide
trip-planning resource

RDMO = Regional Destination Management Organization
RCTP = Regional Cooperative Tourism Program




DESTINATION
DEVELOPMENT

The Destination Development department serves to
foster the development of robust destinations that
offer authentic, world-class experiences for all
travelers, while preserving, enhancing, and

celebrating local assets and culture.



DESTINATION ENGAGEMENT STUDIO
PHASES PROJECT

PLANNING COMMUNITY ENGAGEMENT ACTION AT‘?ETEA”

ACTION TEAMS PROJECT
EXECUTE ACTION
INITIAL TEAM
PRIORITIES

PROGRAM DESIGN

& OUTREACH

STEERING STEERING

COMMITTEE COMMITTEE
1288 + ACTION TEAMS
b ad an 0d GREATER COMMUNITY S TS—,‘-J,E%T
4B B 4B W 4B 46 03 88 43 TEAM
4-6 MONTHS 1-5 MONTHS 12-18 MONTHS

e



DESTINATION ASSESSMENT &
EXPERIENCE DEVELOPMENT

Destination Experience
Hub & Spoke

OTHER
RECREATION

Road and gravel
biking, hiking,
hunting &
fishing
PARKS
MAIN STREET/

Waterfront', DOWNTOWN
downtown, disc SHOPPING

golf

Columbia

River
Recreation

FOOD AND
CULTURAL/ BEVERAGE
HISTORICAL

Museums

Downtown/

main street

Experience Development
Hub & Spoke

Columbia

River Access
Sand Island;
PrescottBeach;
Scappoose Bay;
marina/boat
SRR Outdoor

Recreation

CZTrail; gravel
riding/touring
trails and
campgrounds

Columbia
County

. access
Camplng Prescott, Sand
RV sites at Island, Jones

Prescott; Beach, Chapman

Salmonberry Landing; new kayak
campground and launch; St.

motorized trail Helens Grey Cliffs
system; expand onmotorized boa
RV park Downtown :

Food &
Beverage

Develop more
options




STRATEGIC ALIGNMENT W/
DOWNTOWN & MAIN STREET

Remain focused on bolstering key
tourism products and experiences
that will aid in destination recovery
and resiliency — with a deep dive
into Main Street & Downtowns

Partnering with Oregon Main
Street program and other state

and local partners.




LOCAL TRANSIENT LODGING TAX

Participating Jurisdictions, 2007 and 2018

TLT Collections

2007 2018 Change in Revenue 2007 to 2018
Percent Percent
Region Jurisd. Revenue of Total Jurisd. Revenue 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% -
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LOCAL TRANSIENT LODGING

Participating Jurisdictions, 2007 and 2018

Administration and overhead

Other

Economic development
Events

Chambers of commerce

Arts, culture, and entertainment
Tourism promotion and marketing

Tourism facilities

|Ilr-—1_

General services

0% 10% 20% 30% 40% 50%
2007 = 2018




TOURISM RELATED FACILITY
ORS 320.300(9) and ORS 320.350

Tourism-related facility “means: (a) A conference center,
convention center, or visitor information center; and (b) Other
improved real property that has a useful life of 10 or more years
and has a substantial purpose of supporting tourism or
accommodating tourist activities.” ORS 320.300(9).
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