Establish a legally structured nonprofit that complies with U.S Internal
Revenue Service Code and will function as a standalone destination
management organization (“DMO”). Further, the respondent will
provide recommendations as to the DMO’s role, its responsibilities, and
its overall organization operating structure.

The resulting outcome of the work should be the creation of a
standalone legally operating nonprofit, that operates like a business,
and controls and manages its strategic direction. The DMO will be
under contract with the City of Oregon City and will, under certain
conditions, receive annually a portion of the City’s Transient Lodging
Tax.




REQUEST FOR PROPOSALS (RFP)

Tourism Development for the City of Oregon City
Destination Management Organization Development
Economic Development Department
City of Oregon City

L GENERAL GUIDELINES AND STIPULATIONS

The anticipated contract start date is May 28, 2024, with a contract duration of approximately 7
months. The selected creative agency shall assume responsibility for all contractual matters and
services outlined in their proposal.

Proposals must be received by 5:00 pm on April 26, 2024, at the City of Oregon City, Economic
Development Department, Attn:

City of Oregon City
c/o James Graham, Economic Development Department

625 Center Street
Oregon City, Oregon 97045-0304

It is projected that proposals will be reviewed and approved by May 15, 2024.
IL ELECTRONIC SUBMITTAL
The City allows and will accept electronic submittals, in lieu of an official paper submittal.

a. Electronic submittals are to be e-mailed to the Economic Development Manager’s email
address on or before the deadline ( jgraham@orcity.org ).

b. Title the e-mail with the label, DMO RFP.

¢. Any risks associated with ensuring the timely response to this RFP are borne by the
respondent. The City will send a confirmation email.

d. The City e-mail system will generally allow documents up to, but no larger than, 10
megabytes.

e. If the respondent also submits a hard copy, the City will determine which form takes
precedence in the event of discrepancies.

Inquiries shall be directed to James Graham, Economic Development Manager, by phone (503) 496-
1552 or email (jgraham@orcity.org). Verbal statements made by representatives of the municipal
government are not binding unless confirmed in writing.

Responders to this request for proposals are responsible for ensuring that their contact information
is correct and that email updates are being received and not being sent to spam folders. Hence,
Oregon City is not responsible for the failure of responders to receive notifications of any changes
or corrections made.
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An authorized representative of the responding consultant must sign the proposal and their name
and title must appear below the person’s signature. Signing the proposal certifies that:

a. the person has the legal authority to do so on behalf of the responding firm;

b. no employee of The City of Oregon City, or any partnership or corporation in which the
City has an interest, will or has received any remuneration of any description either
directly or indirectly, in connection with the approval or performance of resulting from this
REFP;

c. the statements contained in the proposal are true and complete to the best of the responding
firm’s knowledge;

d. the City or Oregon City reserves the right to waive any minor irregularity, informality, or
non-conformity with the provisions or procedures of this RFP, and to seek clarification
from the respondent if required;

e. the City of Oregon City reserves the right to reject any proposal that fails to substantially
comply with all prescribed solicitation requirements and procedures;

f. that respondents understand that by submitting this RFP, the City of Oregon City does not
commit to pay any costs incurred by the responding firm’s submission or presentation of
this RFP, or in making necessary preparation thereof;

g. questions regarding this project proposal must be submitted to jgraham@orcity.org in
writing and that necessary, interpretations or clarifications in response to questions will be
made by issuance of an “Addendum” to all responding consultants within a reasonable
time prior to proposal closing, but in no case less than 72 hours before the proposal
closing; and

h. if an addendum is necessary, the City, at its discretion, can extend the closing date;

only questions answered by formal written addenda will be binding; oral and other

interpretations or clarifications will be without legal effect; and

j. the respondent understands that late proposals will not be accepted.

-

All proposals become part of the public file for the project, without obligation to the City of Oregon City. The City
may cancel the procurement or reject any or all proposals in accordance with ORS 279B.100. In such an event, the
City is not liable for any costs incurred by the Consultant in the preparation or presentation of the proposal.

III. DEFINITIONS

It is important to establish common definitions for this RFP, therefore, we offer the following:

a. What is destination management?

Destination management is the coordinated and thoughtful planning of all elements that make up a
tourism destination. This can involve anything from attracting visitors to providing amenities for
them to enjoy during their stay in a community.

b. What is a destination management organization (DMQO)?
A destination management organization (DMO) represents the voice of its destination to potential

visitors. It works with travel trade partners to provide travelers with information about the
destination before they decide where to go on vacation.
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DMOs also bring together organizations that serve all aspects of the visitor experience — from
lodging providers, attractions operators, restaurants, and retailers — so that they can share insights
into what makes their community stand out as a tourist destination. It is usually comprised of a board
of directors, an executive, and staff that provide marketing support to the tourism industry overall
within the community. @ DMOs can provide funding support to events, conferences,
education/training to for-profit and non-profit public-facing organizations and staff.

Destinations with a strong DMO will be more competitive, have increased visibility, and have better
economic performance than those without one. This careful planning ensures strategic, long-term
success of a tourist destination. This in-depth coordination moves beyond marketing and is the
reason why the DMO has been more recently referred to as management instead of marketing.

c. What is destination marketing?

Destination marketing is a type of marketing that promotes a specific location and its benefits to
potential travelers. The goal of destination marketing is to increase awareness of the target
destination, create a positive image in the target audience, and ultimately, bring new visitors and
dollars to the community.

d. What is a destination marketing organization (DMO)?

A destination marketing organization is an entity that promotes a location. They primarily exist to
provide information to leisure travelers and promote the development of a destination, focusing on
convention sales, tourism marketing, and services.

IV. EXPLANATION AND EXPECTATIONS OF RESPONSES TO THE RFP

The Economic Development Department of Oregon City seeks proposals from qualified consulting
firms or consultants that will establish a legally structured nonprofit DMO that complies with U.S
Internal Revenue Service Code and that will function as a standalone destination management
organization. Further, the respondent will, with the approval from the City Commission and
assistance from staff, provide recommendations as to the DMO’s role, its responsibilities, and its
overall organization operating structure.

Oregon City is not seeking proposals on specific strategies as to how to market its tourism industry
but what would be the proposed legal business model to eventually implement the community’s
tourism development strategy. In addition, the respondent will provide guidance on management
acumen and organizational operation strategy that will lead the community’s tourism program.

V. RFP OUTLINE SUBMITTAL

The responding consultant(s) may be a single consultant or a consultant team. Respondents to this
RFP will submit their information utilizing the following outline:

a. knowledge of the tourism industry in Oregon and the greater Portland Metro Region;
b. hands on experience in structuring a nonprofit organization that complies with the U.S

Internal Revenue Code;
c. hands on experience with filing state business formation documentation that complies with

state business formation filing code;
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d. capabilities in survey development, survey interpretation; focus group development and
feedback interpretation;

e. expertise in presenting and interpreting market data that is reflective of the Portland Metro
Region, comparative market data and analysis of specific communities within the Portland
Metro Region that are relatively similar to Oregon City;

f. ability to gather tourism market data of Oregon City and conduct a comparative analysis of
Oregon City’s tourism market over the last seven years;

g. ability to convey complex concepts into easy to comprehend methods, utilizing graphics
and charts;

h. experience in establishing an operational model designed to function similar to a
professional, tourism-related, business-like operation;

i. experience in making public presentations to public officials and industry-focus groups;

j. ability to provide written feedback, examining and presenting an analysis of “what went
right” and “what went wrong” of past/current efforts of Oregon City’s activities to establish
a tourism program,;

k. present a budget in response to this RFP;

summary/resume of consultant’s background and that of others who will be directly involved

in fulfilling the scope of work.

F—

V1. BACKGROUND

The State of Oregon is divided into seven (7) regions. Each region has one destination management
organization to act as its Regional Destination Management Organization (RDMO).

Most DMO are either chambers of commerce or visitation centers. Also, the actual activities of
most DMOs interchange between being a destination management organization and/or a destination
marketing organization. Few behave solely as one or the other.

There are sixteen (16) DMOs in the Portland Region. Most of these are chambers of commerce with
the exception of Columbia County Economic Team, the Affiliated Tribes of Northwest Indians
Tourism Center, the Oregon City Regional Visitor Information Center, Oregon’s Mt. Hood Territory
and Tualatin Valley/Washington County Visitors Association.

a. Tourism Development in Oregon City

In 2018, the City of Oregon City Commission approved the Oregon City Tourism Strategic Plan.
A tourism stakeholder group was established, comprised primarily of nonprofit participants. Many
of the participants in the stakeholder group had been involved in the creation of the tourism strategic
plan, which had stalled out due to a lack of staffing until September 2019.

The Oregon City Tourism Stakeholder Table first convened in January 2020 and met monthly during
the first 8 months of 2020, initially in person, followed by a pivot to virtual meetings as our
community and country grappled with the COVID-19. In February of 2020, the new economic
development manager held an in-person stakeholder group meeting to discuss the existing tourism
strategic plan and how to implement it. On March 23, 2020, Governor Kate Brown issued an
Executive Order asking all Oregonians to stay home due to the spread of COVID-19.

In the winter of 2020, deliberate steps to execute this plan began. City staff broadened representation
on the tourism stakeholder group to include for-profit visitor-facing businesses as well as more
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nonprofit organizations. To help facilitate the tourism stakeholder group meetings, the City hired
Destination Management Advisors to help facilitate virtual tourism stakeholder group meetings and
provide technical support as the group began to develop specific programs to fulfill the goals and
objectives of the tourism strategic plan.

b. The Pandemic

The COVID-19 Pandemic had negatively impacted many industries, institutions, and agencies all
over the country. It had greatly challenged the operational profitability of virtually every industry in
the United States including nonprofit and for-profit entities in Oregon City. The pandemic had
especially hurt the tourism industry, including private nonprofits that support tourism. The
restaurant industry had faced its own market challenges including the lack of customer confidence
to frequent these establishments, and the inability to garner the level of income to maintain
operations over the long term.

The Economic Development Department of Oregon City developed the Oregon City Debt Relief
Program to reduce existing debt pressures on small businesses adversely impacted by COVID-19.
Grant awards were sent directly to the creditors of the business applicants. On Apnl 27, 2020,
Oregon City Commissioners approved this initiative and agreed to provide $200,000 from the City’s
General Fund to capitalize the program. Applications and program information were in English and
Spanish. On May 4, 2020, the application process began awarding 78 businesses. Applicants could
receive up to $4,000. A total of $183,000 in grant funding was awarded.

Regrettably, the Economic Development Department could only support a very limited number of
businesses due to limited available funds. Further, it is recognized that the program will not make
up for all the financial loss experienced by the business grantees. Hence, Oregon City Debt Relief
(Round 2). In June of 2020, Business Oregon engaged the Oregon City’s Economic Development
Department to administer yet another debt relief initiative. The State of Oregon awarded Oregon
City $35,000 in grant funding to distribute to the local struggling small business community. Oregon
City deployed the funds to 14 eligible applicants who received $2,500 each.

Therefore, on September 19, 2020, the Economic Development Department sought and was
approved to utilize $350,000 of funding provided through CARES ACT. The department

decided with City Commissioners approval to split the use of the funds between yet another debt
relief initiative (grants) and the new Re-Imagine Opportunity Fund (forgivable loans) to help
restaurants, tourism-facing businesses, and private nonprofits to establish new processes or to
purchase technological innovation to be more resilient and agile going forward. Staff deployed
$108,609.28 in debt relief funds to 32 eligible small businesses within Oregon City and distributed
$240,296.00 in Re-Imagine Opportunity Funds to 12 eligible applicants.

c. Destination Ready

During the fall/winter of 2021, the Destination Ready strategy was launched to help prepare Oregon
City’s Tourism industry to greet its guests during a period of reduced COVID-19 restrictions. It was
during this period when guests of Oregon City felt more relaxed about traveling, not only because
of the reduced threat, but also due to the nature and scope of the welcome that was communicated
by the Oregon City Tourism Industry. The implementation of this strategy represented an ongoing
effort to build Oregon City’s Tourism Industry.
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During the biennium of FY 21 — FY 23, guidelines as to how to navigate the pandemic continued to
evolve. Several new initiatives were planned and implemented in direct correlation to the Oregon
City Tourism Strategy. These initiatives included the following:

1. The Community Showcase
FY 2021-2023 Budget: $20,000
Quote from existing Tourism Strategic Plan: Oregon City needs to ensure the value of tourism is
understood by the local community so that the community can get behind these efforts and create
an authentic experience.
During the fall and into the winter of 2020, the City’s Economic Development Department
implemented this initiative. The program promotes community engagement with Oregon City’s
tourism-related, public facing nonprofits and for-profit organizations. This initiative consisted of
web-based virtual tours of different Oregon City historic sites chosen monthly. Only residents of
Oregon City could participate in a quiz based on the virtual tours. Fifty city resident winners were
identified monthly and by correctly answering 60% of the quiz questions, residents received a $40
gift certificate to redeem at 10 local restaurants.

2. The Concierge Institute
FY 2021-2023 Budget: $100,000
Quote from existing Tourism Strategic Plan: In order for Oregon City to grow its tourism industry
it will need to lead local stakeholders in tourism best practices.
The Concierge Institute provided training and education courses coordinated through the Oregon
City Chamber to several nonprofit public-facing entities. Afterwards, the program participants were
asked to be open on a regular schedule so that resources offered would help them build capacity in
their respective operations. City staff had numerous conversations with historic houses to discuss
their needs. They were offered funding to buy merchandise to sell, and interns to help with giving
tours. The historic houses responded that they did not have enough volunteers and/or capacity to
even accept what was being offered them.

3. The Arts Treasure Trove
FY 2021-2023 Budget: $100,000 ($40,000 for Arts Commission)
Quote from existing Tourism Strategic Plan: A destination is its people-they make up the culture
and the experience the visitor engages with during their visit.
This initiative is one that engages the arts community of Oregon City in various ways to help
improve community aesthetics, encourage tourism, and nurture community identification through
the public display of sculptures, paintings, decorative features, horticulture enhancements, music,
dance, poetry, historical portrayals, murals, and other forms of artistic expression. :

Economic Development Department staff and the Community Development Department
along with approval from the City Commission re-established the Oregon City Arts
Commission. The first meeting of the Arts was held on October 26, 2021. Staff drafted
program guidelines for the Arts Mural initiative. The Arts Commission approved a total
of three Art Murals. The first mural approved was on April 12, 2022.

Staff assisted the Arts Commission with developing a grant program to individuals and
organizations based in the Oregon City to support the local art community and to strengthen
Oregon City’s standing as a community that supports art and art-related businesses.

The program offered two tiers of funding: an Arts Commission Small Grant, from $250

- $2,499, and an Arts Commission Large Grant, from $2,500 - $10,000. A grand total of
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$35,000 was awarded to a total of eight applicants.

4. City-Sponsored Events
FY 2021-2023 Budget: $100,000
Quote from existing Tourism Strategic Plan: Create or leverage regional travel itineraries to drive
awareness.
City-Sponsored Events initiative was a program of the City Commission. Staff drafted program
guidelines that were approved by the City Commission. City-Sponsored Public Events are
recognized by the City of Oregon City as events that are open to the general public. Generally, such
activities should occur on a reoccurring basis; however, the City Commission of Oregon City
reserves the right to fund a one-time public event if it is deemed worthy of subsidization.

The City of Oregon City provided grants to non-profit formulated organizations as well as for-profit
businesses that produce events that are open and accessible to the general public. Such events require
the use of public rights-of-way and/or use of publicly owned facilities. The program offered grants
up to 50% of eligible costs with a maximum grand award up to $20,000. The City approved two
nonprofit organizations and one for-profit business, providing a total of $42,498. A second round
of funding was made available, providing up to 60% of eligible cost up to a maximum of $12,000.
Unfortunately, no applicants applied.

5. Attraction and Expansion
The City’s Economic Development Department along with other partners will be engaged in
activities and methods to attract new tourist-related investments to Oregon City. The primary focus
was on businesses that are positioned to enhance visitors’ experiences regardless of the season.

6. Other activities
- Established a tourism-related website.
- Conducted marketing and promotion activities utilizing digital and broadcast media.
- Installed banners along the major corridors and arteries of the community.
- Conducted surveys of visitors and residents
- Promoted several for-profit businesses via digital media.
- Changed the municipal code for business licensing.

VII. SUCCESSES AND CHALLENGES TO DATE

In its effort to implement the existing 2017 tourism strategic plan, the City of Oregon City witnessed
and experienced successes and shortfalls. Within the preceding section of this document, there is a
listing of programs and initiatives that have been implemented by Oregon City. Several of these
programs were designed to be capacity-building initiatives for nonprofit and for-profit organizations
within the community.

Several of these initiatives were either deemed successful or partially successful. During the
Pandemic, Oregon City’s Debt Relief initiatives were successful in helping to keep many restaurants
and several nonprofits operating. The Community Showcase initiative enabled the public to visit
the community’s historic sites virtually each month by showing online videos depicting the
historical significance of each site. At the end of each video, viewers were quizzed as to what they
saw on the videos. If views answered 60% of the questions correctly, they were given $40.00
restaurant certificates redeemable at participating establishments. Community Showcase
participants ended up spending more than $40.00 at each participating restaurant. In FY 2020/2021
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500 individual awardees received restaurant certificates, approximately 60 restaurants participated
in the program. The Community Showcase was very popular among participants and the restaurants.
The promotion and marketing activities of the Economic Development Department were deemed
successful by nonprofits and for-profit organizations alike. Activities such as TV broadcast
commercials, visitors’ guides, street banners, paid Instagram ads, paid Facebook promotions and an
online tourism website were instrumental in raising the visibility of the community’s tourism assets
and establishing the community’s brand.

The Economic Development Department’s Concierge Institute was considered partially successful.
Coordinated by the Oregon City Chamber, the Concierge Institute provided training and education
courses to several nonprofit public-facing entities. The program was designed to help build the
operational and financial capacity of the nonprofits taking the courses. Although the training was
considered good, the nonprofit entities did not have the capacity to implement the strategies being
taught.

Over time, it became very clear that a visitor-facing operation cannot be successful by strictly
relying on volunteers. Visitor-facing tourist sites that are staffed by paid employees and are viewed
as successful operations with occasional event programming and a set schedule of operation. Other
sites that rely solely on volunteers are challenged with a lack of coverage and inconsistent
operational scheduling. Like many industries in today’s economy, the tourism industry is suffering
from a lack of employees. Oregon City’s tourism industry is no different.

The Oregon City community has various nonprofit-operated tourism assets, but they have either
been unwilling or unable to coordinate ticketing and event programming. All the nonprofit-based
tourism-facing operations in the community have different boards of directors, different
organizational operations, and various developmental needs; hence, making program collaboration
and coordination difficult. In a 2015 Oregon City Tourism Strategic Plan developed by Point B
Destination Advisors, it was noted that “While anecdotal, there seems to be a defeated and frustrated
attitude when it comes to Oregon City tourism.

To witness recent discussions on the successes and challenges of Oregon City’s Tourism program,
it will be necessary to click on the video links below to see recorded deliberations involving the City
Commission, staff, and community stakeholders.

November 7, 2023 - City Commission Meeting (start at video time slot 1:13:58 and end at 2:06:08)
https://www.youtube.com/watch?v=DsHAx7i5bOw

January 9, 2024 — City Commission Meeting (at the very start of the video to time slot 1:41:36)
https://www.youtube.com/watch?v=CXq-b8Qqcsc

February 7, 2024 — City Commission Meeting (start at time slot 2:27:17 and end at 2:56:34)
https://'www.youtube.com/watch?v=sW _a4L.E1COU

March 6, 2024 — City Commission Meeting (start at time slot 1:11:09 end at 2:21:19)
https://meetings.municode.com/MeetingDetailsPage/index?clientCode=OREGONCITY &meeting
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VIII. CONSULTANT SELECTION

Following the selection of a consultant or consulting firm, the Economic Development Manager
and/or designee will negotiate a Personal Service Agreement (“PSA”) covering a period of up to
eight (8) months, unless approval from the IRS designating the DMO as a nonprofit requires more
time due to the fault of the consultant. If additional time is required to complete the contractual
obligations as outlined in the scope of work of the winning proposal, it will be in the sole discretion
of Oregon City to further extend the contract. There will be no further compensation for an
extended contract period if it is deemed, in the sole discretion of Oregon City, that the consultant
is at fault, requiring more time to complete the scope of work.

The consultant selected to perform work under the contract will use the City of Oregon City’s
standard Personal Services Agreement (attached). The PSA will identify the type of services, work
scope, fee, and terms of payment for services.

IX. BUSINESS LICENSE/FEDERAL ID REQUIRED
Once selected, a City of Oregon City Business License is required. Chapter 5.04 of the City Code
states no person shall do business within the City without a current, valid City license. No

contracts shall be signed prior to the obtaining of the City of Oregon City Business License.

Upon award of proposal, contractor shall complete a W-9 form for the City.

Page 9 of 11



Exhibit 1:

Exhibit 2:

Exhibit 3:

Exhibit 4:

ATTACHMENTS

Standard Personal Services Agreement (“PSA”)
Business License Application
Tourism Strategic Plan 2017

Tourism Strategic Plan 2015
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EXHIBIT 1
Point of Contact:

Term of Contract:

CITY OF OREGON CITY
PERSONAL SERVICES AGREEMENT

This PERSONAL SERVICES AGREEMENT (“Agreement”) is entered into between the CITY OF
OREGON CITY (“City")and i __(“Consultant”}).

RECITALS

A City requires services that Consultant is capable of providing under the terms and
conditions hereinafter described.

B. Consultant is able and prepared to provide such services as City requires under the
terms and conditions hereinafter described.

The parties agree as follows:

AGREEMENT
1. Term. The term of this Agreement shall be from the date the contract is fully
executeduntil ___ , unless sooner terminated pursuant to provisions set forth below.

However, such expiration shall not extinguish or prejudice City’s right to enforce this Agreement with
respect to (i) breach of any warranty; or (ii) any default or defect in Consultant’s performance that

has not been cured.

2. Compensation. City agrees to pay Consultant on a time-and-materials basis for the
services required. Total compensation, including reimbursement for expenses incurred, shall not

exceed $

3. Scope of Services. Consultant’s services under this Agreement shall consist of
services as detailed in Exhibit A, attached hereto and by this reference incorporated herein.

4, Standard Conditions. This Agreement shall include all of the standard conditions as
detailed in Exhibjt B, attached hereto and by this reference incorporated herein.

5. Integration. This Agreement, along with the description of services to be performed
attached as Exhibit A and the Standard Conditions to Oregon City Personal Services Agreement
attached as Exhibit B, contain the entire agreement between and among the parties, integrate all the
terms and conditions mentioned herein or incidental hereto, and supersede all prior written or oral
discussions or agreements between the parties or their predecessors-in-interest with respect to all
or any part of the subject matter hereof.

6. Notices. Any notices, reports or other documents required by this Agreement shall be
sent by the parties by United States mail, postage prepaid, or personally delivered to the addresses
below. All notices shall be in writing and shall be effective when delivered. If mailed, notices shall be
deemed effective forty-eight (48) hours after mailing, unless sooner received. Bills and invoices may
be sent by e-mail or United States mail.




City of Oregon City

To the City: PO Box 3040
625 Center Street
Oregon City, OR 97045
Attention: City Manager

To Consultant:

Consultant shall be responsible for providing the City with a current address. Either party may
change the address set forth above for purposes of notices under this Agreement by providing notice
to the other party in the manner set forth above.

7. Governing Law. This Agreement shall be governed and construed in accordance with
the laws of the state of Oregon without resort to any jurisdiction’s conflicts of law, rules or doctrines.

IN WITNESS WHEREOF, the parties have caused this Agreement to be executed by their duly

appointed officers on this _dayof .20
CITY OF QREGON CITY (CONSULTANT)
By: By:
Anthony ]. Konkol, I}
Title: City Manager Title:
DATED: _ .20__.  DATED: 20
By: . =

Departmen_t;lead's Name
Title: Department Head's Title

APPROVED AS TO LEGAL SUFFICIENCY:

By: ) ; = : —
City Attorney
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EXHIBIT 2

r OREGON N B
ﬁﬁﬂ C ITY Ph: {503) 657-08:?;'(1:':)1::;?1::;8[8}:; E;;-S&?sl 101:::3(2:5;?:;?::::
APPLICATION FOR BUSINESS LICENSE

NEW[] TEMPORARY[] OWNERSHIP CHANGE [] ADDRESS CHANGE [] NAME CHANGE [] No.

Business information Business Owner and Contact Information

Business Name | Owner Name

| Business Site Address | Home Address o

City, State, Zip - ' City, State, Zip ]
| Business Phone ~ | Phone -
| Business Email T Emai

Business Mailing Address o ' Emergency Contact Name o
City, State, Zip - | Emergency Contact Phone B o
Federal ID Ne. (EIN) Metro Contractor’s License

4 Digit SIC Gode (floown) | State License # (if applicable)

Detailed Description of Business (REQUIRED): What spacific activity are you conducting?

Indicate type of ownership @ & & &= @ & @ @ o o o Sole proprietor [_] | Partnership [] I Le I___I I:orporaﬁon l:l_ ] Non-Profit (] I

"I your business located within the City Tmits of ~ Total number of persons doing Hoursof
| Oregon City? Yes[J No[] ) business in Oregon City? Operation?
Zoning of property where business Is the proposed business a permitted use within
is located: (see reverse) ] the zone? Yes (] No[]
Busmess based in home? I Yes O No[d @ee | |fYES" Home-Based Business Worksheet form required. (see reverse)
Manjuana business? Yes O N3 @aa | If*YES® Marijuana Business Supplemental Questionnaire form required.
Busmess has a SIgn in the right-of- way‘7 Yes I:I No [J T I “YES" additional fees may apply. (see reverse)
Hazardous materials? | Yes D No [ s | Lt
Comply with recyeling requirements? Yes[J | No[ o@a | See OCMC 8.22.050
Temporary (Two weeks or less)? Yes[] | No[J o> | See OCMC 5.04.060 A
| HEREBY CERTIFY THAT ALL INFORMATION IS TRUE, CORRECT, AND | Applicant's Signature:
COMPLETE. ADDITIONALLY, I CERTIFY THAT THIS BUSINESS

COMPLIES WITH ALL STATE, FEDERAL, AND LOCAL LAWS.

Yes[Jo[]orerrerrrororeoesaaaese

Credit Card _ Account Number ] Exp. Date 3 Digit CSC (back of card)
Information (if S

paying with credit , Using payment schedule

card) visa [1 mic [] list amount paid FEES

PAYMENTS MUST ACCOMPANY APPLICATION. MAKE CHECKS PAYABLE TO: City of Oregon City

A business license does not authiorize the holder to conduct business in violation of any zoning ordinance or other state, federal, or local law.

OFFICE USE ONLY
Amount Paid Receipt # [] Cash [ ]Visa ! SIC Code Date Paid / By
[] Check | [ ] MasterCard |




WHO NEEDS A BUSINESS LICENSE?

Oregon City Municipal Codé Chapter 5.04 requires all businesses conducting business inside the city limits of Oregon City to obtain an Oregon City

business license.

HOW TO APPLY FOR A BUSINESS LICENSE

Complete this Application for Business License form and submit it with the applicable fees, either:
e  inperson at 625 Center Street
by mail to Business Licensing, PO Box 3040, Oregon City, OR 97045

®
« by fax to (503} 657-3339
« by email to licensing@orcity.org
This form can be found online at hittps://www.orcity.org/economicd ment/business-licenses. Applications must be filled out completely.

Incomplete applications will expire if not completed within 30 days. In the event a license application expires, the applicant may reapply far the
business license. Businesses operating in the City must comply with all building, zoning, signage; fire and police requirements. Completion of the
application does not imply business license approval. The business may nat begin until the business license and all necessary permits, signs and
inspections are approved by the City. Before submitting an application for a business license, please contact Community Development at (503)
722-3788 to verify that your business is a permitted use within the zone you are located in. To determine the zaning of the property where the

business is located, visit https: .orcity.orgf405 fwhat-zone-am-i-in.
Additional forms can be found at hittps: reity.org/economicdevelopment/business-licenses

Mariiuana businesses are required to complete the Marijuana Business Supplemental Questionnaire form.

Home-based businesses located in the City are required to complete the Home-Based Business Worksheet form.

Mobille food cart businesses are required to complete the Food Cart/Unit in a Pod or Location Approved for 5+ Hours form.

Temporary businesses and solicitors operating within the legal boundaries for up to two weeks or less are required to complete the form.

BUSINESS LICENSE FEES

E _
hmal business
license fee
{see chart below)

The cost of the annual business license is dependent on the number of employees and whether the business is aperating fram a fixed place of
business within the city. When figuring the number of employees, include all persons involved in the business including owners, officers,
employees and others operating within the City of Oregon City. Please verify the business lacation as it relates to Oregon City’s jurisdictional
boundary. New businesses that begin after January 312 of the current year will pay a prorated business license fee. The prorated amount is
calculated at 1/12 for every month of the calendar year.

NUMBER OF FIXED PLACE OF NO FIXED PLACE OF
EMPLOYEES BUSINESS WITHIN CITY  BUSINESS WITHIN CITY
Commercial Business: 1-25 $178 $228
26-50 $ 286 $390
51 or more $394 $552

*Amounts above include the $78 Community Safety Advancement Fee. {OCMC 13.36.040)

Home-based Business: -nfa- $100 -nfa-

Temporary Two weeks or less: -n/a- $ 50 $ 50
and each occurrence

Any business that is tax-exempt under section 501{c}(3} of the Internal Revenue Code is exempt from payment of these business license fees upon
submission of a copy of their IRS letter indicating their exempt status.

If you intend to have a sign in the Right of Way, please contact Community Development at (503} 722-3789 to discuss hours of placement, size of
sign, etc. to determine if additional fees apply.

WHAT IF THE BUSINESS LICENSE IS DENIED?

If the issuance of a business license is denied, the city shall send to the applicant written notice of the denial or revocation, and of the right to an
appeal. The denial or revocation of the license is final unless the applicant/license holder appeals the decision in writing to the city manager within
ten business days of receipt of the notification. The city manager shall, within ten business days after the appeal is filed, consider all the evidence in
support of or against the action appealed and render a decision either sustaining or reversing the denial or revocation. The decision of the City
Manager shall be the final decision of the city. (OCMC 5.04.090)

UESTIONS?

Contact the business license office at 503-657-0891 or visit us at 625 Center Street.
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PROJECT PURPOSE

This plan was developed to assist the City of Oregon City Economic
Development Department with development and refinement of the
Oregon City Tourism Strategic Plan. The plan wil provide guidance for
directing future efforts and funds aimed at increasing tourism activity
within Oregon City. The updated Oregon City Tourism Strategic Plan
will be presented as a recommendation from the Oregon City Tourism
Stakeholder Group to the Oregon City City Commission for adoption
as an official plan of the City that is a component of the larger
Economic Development Strategy.

Ultimately, this project will bring the City closer to meeting the overall
tourism objectives of increasing tourism-related revenues and
employment opportunities within the City by:

1. Increasing the number of tourists/visitors;
2. Increasing the length of stay of the tourist/visitor,
3. Increasing the average amount of tourist/visitor expenditures.

The City also recognizes that what is aftractive to visitors can also be
attractive to residents and investors, thus providing a quality of life
and business development component to the strategy.
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in the Summer of 2017, The City of Oregon City's Economic Development Department partnered with Coraggio Group, a
Portfand based strategy and change management consulting firm to develop a strategic plan for Oregon City tourism and
begin laying the foundation for more structures and a mission-driven tourism industry. The process began with an immersion
session that grounded Coraggio in the past, present and future of the Oregon City tourism industry and an in-depth stakehold-
er engagement process designed to solicit input from the broader Oregon City travel and tourism industry regarding opporiu-
nities and challenges facing the local tourism industry. This information was then summarized, themed and used o inform our

strategic planning team and provide guidance in the development of this Pian.

With good guidance in hand, we assembled a strategic planning committee that included local stakeholders from a variety of
organizations including lodging, events, attractions, local businesses and City leadership. As a group, this planning committee
was responsible for attending and participating in strategic planning meetings designed to develop all the key elements of a

strategic plan. They included:

Brand Intention Position
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An in-depth Stakeholder Engagement process was conducted starting in July 2017 to gather insights and input from a broad
range of Oregon City tourism stakeholders. The engagement process included an external stakeholder survey and an in-per-
son visioning session with key Oregon City stakeholders. Our process, and plan, was guided by the input from:

These stakeholders were asked a number of questions concerning the future of Oregon City tourism, covering topics such as:

Brand and Reputation
Tourism Asset [dentification
Target Geographic Regions
Target Itinerary Length
Target Demographic
Tourism Support Role
Opportunities & Barriers

Survey Respondents:

Attraction Owner [N 5%
Business Owner [ 22%
Citizen PSSR RSN RN S R IREENe 5o%
City Official/Employee [ 5%

Other (piease specify) [ 12%



KEY INSIGHTS

Through consolidating and analyzing all the data, Coraggio Group identified the following areas that were top of mind among
stakeholders and considered important fo consider during the strategic planning process:

Visitor and Brand Insights

Oregon City is currently a 4-8 hr. tourism destination,
with future potential for more ovemnight visitation
Qregon City's ideal visitor lives within the greater
Portland region or the Pagcific Northwest

The Oregon City visiter is heterogeneous and interested
in history and culture

Key tourism assets are natural attractions, heritage sites
and recreational activities, specifically the Willamette
Falls and End of the Oregon Trail.

Stakeholders are looking for leadership to help develop,
market and fund tourism development and activity in
COregon City

- coraggio

Strategic Planning Insights

Primary tourism assets must be historic, authentic and
accessible

History and the Willamette Falis are Oregon City's most
attractive assets, but their success is hampered by a
limited parking, lodging and business infrastructure, and
competition with Portland

Transportation challenges (access and parking) may be
a barrier to success

Asset development, marketing and governance are
needed to drive fourism in the long-term

Oregon Gity's current sense of place needs fo be
maintained

Community engagement around tourism and its future in
Oregon City is important

Collaboration, coordination and a unified sense of place
is needed to advance

Food and beverage offerings and the riverfront have




Vision:

Any tourism destination should have a vision of what it aspires to be, what it wants to achieve as a des-
tination, and an idea of why the destination is important to the world. In Oregon City, that vision is rooted
in the town's long lineage of serving as an intersection of cultures, communities, and exploration. Itis a
place uniquely positioned in the natural world, with an abundance of rich landscapes and opporiunity.
With those things in mind, the vision for what Oregon City should aspire fo be is simple:

«  Oregon City, a proud community at the confluence of history, exploration, and prosperity

Tuming this future vision of Oregon City into reality is something that requires efforts from many peo-
ple. Like the communities that settled along the Willamette thousands of years ago, each person had
something to offer, something that helped build those early communities into what we know Oregon City
to be today. Like those people, the City of Oregon City and the Tourism Strategic Plan have arole to play
in realizing their vision. The City believes this mission is fo:

»  Promote Oregon City as a gathering place for all, by providing a variety of experiences through a
collaborative, connected, and enduring tourism industry

Position:

In erder for our city to be successfui at its mission, it is important to understand what makes Oregon City
unigue and sustainable in the market. This understanding helps guide the efforts of the City as it begins
to compete as a destination and market its unique offerings. Oregon City believes its destination’s posl-
tion in the visitor market is to be a vibrant destination in the Portland Metropolitan area, located where
the Oregon Trail ended, and the State of Oregon began, Visitors are delighted by:

A small town feel
Authentic and diverse experiences centered around heritage
Outdoor and riverfront adventures near the magnificent Willamette Falls

Unique Pacific Northwest food and beverage offerings

Reputation:

When a visitor leaves a destination, they are impacted in some way. As a destination we can make deci-
sions and create goals that are aimed at ensuring a certain experience is had by each and every visitor
that comes into our market. This is a destination’s reputation. Oregon City hopes to pursue a reputation

in the tourism industry that describes it as:

Welcoming: glad to entertain or receive

Engaging: causing someone to be involved

Inclusive: not excluding anycne, being a part of the whole
Authentic: done in a traditional or original way
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Imperatives:

Strategic Imperatives are the major bodies of work related to tourism development that Oregon City will
undertake in the next three years. These represent the major strategic opportunities facing the organiza-
tion, and each is supported by Initiatives that define specific steps to be taken, and measurable Objec-
tives that gauge what success looks like for each Imperative. The Strategic Imperatives for tourism in

Oregon City over the next three years are as follows:

Build Tourism Leadership Capabllities

Enhance the Brand

Coordinate Tourism Assets through Collaboration
Cultivate and Curate a Portfolio of Experiences



IMPERATIVES




Oregon City and its stakeholders believe there is something special to offer visitors. We believe tourism can play an econom-
ically beneficial role in the Oregon City community. if could help businesses grow and provide a better living experience for
residents. This is a belief shared by many stakeholders in the City, who have been vigilant in helping us realize our full tourism
potential. I is now believed that this effort needs more focus, structure and direction in order to propel the destination to the
next level. In order to create this higher-functioning destination, Oregon City has identified the following four steps required to

build tourism leadership capabilities. They are:

1. Identify and empower a tourism leadership and operational structure: When a tourism destination reaches a certain
level of visitation, and/or decides to pursue tourism as a focused driver of the local economy, it requires a centralized
organization. A centralized organization has the ability o rally local tourism stakeholders, align assets, create a shared
vision, consolidate efforts and ultimately drive more efficient and impactful funding. Oregon City believes identifying and
empowering an organizational body to consolidate and direct tourism efforts in Oregon City is the next logical step in an

already successful industry.

2, Solidify and grow a tourism financing model: Any tourism-focused organization needs a budget to be effective.
Currently, fourism in Oregon City is funded by a lodging tax placed on its two lodging properties. Over the course of the
next three years, Oregon City needs to continually evaluate and protect its current funding levels. As the Ccity begins to
increase visitation through renewed, focused efforts, funds will grow. These funds need to be solidified into a sustainable
and protected model that affords the City the resources necessary to realize the full potential of Oregon City tourism.

3. Support tourism assets through technieal education and programming: Leadership capabilities do not stop at
empowerment and funding. In order for Oregon City to grow its tourism industry it will need to lead local stakehoiders in
tourism best practices. By providing technical education that supports a variety of tourism assets in operating in a more
effective and efficient manner, as well as offering participatory programming that aligns individual tourism assets with a
more compelling city-wide vision, Oregon City tourism can ensure its relevancy and competitive stance in a crowded, ever

changing market.

4, Champion the Value of Tourism: A destination is its people—they make up the culture and the experience the visitor
engages with during their visit. Therefore, a tourism product is only as good as the people who support it and its value.
Oregon City needs to ensure the value of tourism is understood by the local community so that the community can get

behind these efforts and create an authentic experience.

Objectives:
At the end of three years, Oregon City will decide whether we have been suecessful at building tourism leadership and capa-

bilities in Oregon City. We will measure success against the following Oobjectives:
1. Aleadership govemance structure has been identified

2. Participation in year-over-year technical education programs has increased
3. Afinancial funding model has been identified

coraggio



A destination’s brand is an important differentiator in the travel and tourism industry. It helps distinguish one destination from
another and helps influence visitor decision making. A well-communicated and understood brand also helps direct marketing
efforts to visitor segments who have the highest affinity to your brand, optimizing activity and spend. Brand also serves as a
unifying tool to get various stakeholders to come together under one common understanding of the experience they are trying
to create. To this end, Oregon City tourism has realized the importance of establishing a brand that can rally stakeholders,
align Oregon City offerings and drive awareness for the destination. Enhancing the Oregon Clty brand consists of the following

three steps:

1.

Develop, approve and deploy Oregon City branding: Using early brand work completed during strategic marketing
sessions, Oregon City will align on a brand for Oregon City tourism, This includes tonality, target personas and other key

brand guidelines.

Activate a city-wide branding campaign to strengthen brand connection among local assets and businesses:
Once a brand has been approved, Oregon City will commit to activating that brand throughout the City to create a unified

sense of place.

Research and define the Oregon City visitor: Understanding your visitor and the effectiveness of your brand and
marketing activations is key to any destination's continuous improvement. While initial work has been completed during
strategic marketing sessions to identify the ORegon City brand, it wil be important to reassess as the Oregon City brand
grows. Once the brand has had time to take root, Oregon City will begin to dig deeper into how their brand is resonating
with initial visitor profiles and determine more clearly what visitor segments are being drawn to their offerings.

Objectives:
Oregon City will track the success of this initiative by striving to accomplish the following objectives:

1.

Brand guidelines established

2. Baseline and increase brand awareness



CO INATE TOURISM

Tourism in Oregon City has the benefit of being supported by muitiple stakeholders who are passionate about what the City
has to offer and are committed to sharing it with prospective visitors. In the past, efforts have been more or less decentralized
and not aligned. Key assets at times do not share common operating hours, marketing collateral is at times specific to one
in-town experience and city-wide brand ambassadors are limited. In order for Oregon City to develop a multi-experience, com-
pelling destination offering, the strategic planning team found It vital to create a coordinated tourism effort through increased
stakeholder coliaboration. They say a rising tide lifts all boats— this initiative aims to create that tide through planned and

focused collaboration via the following initiatives:

1. Develop a plan to coordinate operating hours, ticketing and brand collateral to enable a more unified tourism
experience: Tourism in Oregon City will connect key stakeholders to help create a convenient, accessible and holistic
tourism offering. The focus will be on pursuing common operating hours, ticketing options and brand coliateral that
communicates more inclusive and accessible travel ifineraries for potential visitors.

2. Convene a working group of asset and business operators to share best practices and resources: With Oregon
City tourism being relatively young in its development, resources are scarce. In order for the City to realize its full tourism
potential, local stakeholders will have to work together to combine efforts, educate each other on efiective practices and

share resources where necessary.

3. Promote “every site is a visitor center” thinking through cross-training opportunities: Creating brand ambassadors
is important in any destination. They are your representatives and help disperse visltors to various locations once they
are in-market. This initiative is intended to put a focus on creating brand ambassadors who can promote the Oregon
City experience and help keep visitors in-market longer by providing cross-training opportunities that educate individual

tourism businesses about broader Oregon Cify offerings.

Objectives:
The success of this imperative will be directly measured by the accomplishment of the following objectives

1. Baseline and increase % of assets sharing common opening hours
2. Baseline and increase participation rate growth in cross-training and collaborative events

coraggio



ULTIVAT ‘ [C OF EXPERIENCE

A destination is only as strong as the experiences and assets it has to offer ifs visitors. Assessing this portfolio of experiences,
determining what condition tourism assets are in, understanding the differentiating factors of each asset and experience, and
ensuring these offerings are easily accessible are all key to effectively marketing and driving visitation to the destination. To
ensure that Oregon City tourism is fully aligned on its portfolio of experiences and the promotion of those experiences, the City

will pursue the following initiatives:

1.

Inventory and assess existing tourism assets and experiences for tourism readiness: Oregon City will inventory
and assess what stakeholders have deemed to be primary fourism assets, select which will be primary drivers for the
destination and then ensure they are prepared to receive increased visitation. This assessment will also include the iden-
tification of any experience gaps or opportunities that may be considered for potential development as the visitor market

grows.

Develop a plan to promote existing experiences and activate new experiences: Having a solid understanding of
what Oregon City's primary assets and experiences are, the City will then develop a plan to promote eXisting experienc-
es that are deemed to be tourist-ready. Additionally, the previous assessment opportunities for new experiences will be
evaluated and activated where and when appropriate. The first experiential marketing campaign is already underway and

should serve as a model going forward.

Assess and prioritize infrastructure (parking, wayfinding) required to enhance tourism readiness and experience:
Stakeholder engagement highlighted the fact that the infrastructure necessary to absorb increased visitation may be in-
adequate. This potential inadequacy needs to be evaluated in concert with previous promotional initiatives to ensure that
successful marketing campaigns are supported by the capacity to host these new visitors.

Create or leverage regional travel itineraries to drive awareness: Understanding that an advantage of Oregon City
tourism is its location in relation to the Portland Metropolitan area, the City will pursue opportunities to create or be
included on new or existing fravel itineraries that include Oregon City as a must-see, taking advantage of visitors already

in-market who may not be aware of the Oregon City offering.

Objectives:
Tourism in Oregon City will know if it has successfully cultivated and curated a portfolio of experiences when they have

achieved the following objectives or measures:

1.
2,

Growth in visitor spending .
Increase number of Htineraries published by 3rd parties



OREGON CITY TOURISM
OPERATIONAL PLAN

Oregon City Tourism’s Operational Plan can be rolled up into four key steps. They are as follows:

Lead it

First and foremost, Oregon City needs to establish a governance structure and create the capacity necessary to drive the
strategic plan. Therefore, this is the first and most important part of the 2019-2021 Oregon City Tourism Strategic Plan to

operationalize.

Brand It

Once governance and capacity has been established, Oregon City tourism needs to brand its offering in order to differentiate
itself in the market. This early branding exercise will help solidify brand awareness through existing tourism assets that are

already receiving visltation.

Align It

Using the govemance structure and new brand, the City will have to work on aligning all stakeholders into a common vision.
Ensuring the representatives of your tourism product are all on the same page is important in creating destination momentum

and ensuring brand success.

Build It

Once these three steps are in motion, it will be imperative for Oregon City to begin improving, expanding and amplifying its
current offerings to continually improve the Oregon Clty experience, increase brand awareness and generate more funding

through increased visitation.

The general timeline and target timeframes for completing each phase of the operational plan is as follows. Each subsequent
or concurrent action is subject to change as the representative body continues to make progress, reassess efforts and refocus
resources. Given the current capacity to operationalize this plan, it will be very important to focus on 1-year increments and

pivot accordingly.
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Initiatives

Q1 Q2 Q3 Q4(Q1 Q2 Q3 Q4 |(Q1 Q2 Q3 Q4

Build tourism leadership
capabilities

Identify and empower a
tourism leadership and
operational structure

Solidify and grow a
tourism financing
model

Build tourism assets
through technical
education and support
programming

Champion the valie of
tourism in the
community

Enhance the brand

Develop, approve and
deploy Oregon City
branding

Activate a city-wide
branding campaign to
strengthen brand
connection among local
assets and businesses

Research and define
the Oregon City visitor
(using existing data™)

Coordinate tourism assets through
collaboration

Develop a plan to
coordinate operating
hours, ticketing and
brand collaterai to
enable a more unified
tourism experience

Convene a working
group of asset and
business operators to
share best practices
and resources

Promote “every site is a
visitor center” thinking
through cross training
opportunities

Imperatives
and

Cultivate

Inventory and assess
existing tourism assets
and experiences for
tourism readiness

Develop a plan to
promote existing
experiences and
activate new
experiences (elevator*)

Assess and prioritize
infrastructure (parking,
wayfinding) required
enhance tourism
readiness and
experience

Create or ieverage
regional travel
Itineraries to drive
awareness




In order to manage to the plan, we recommend quarterly meetings that include those who are active in the implementation of
the plan. These meetings shouid cover the following items:

Progress made against Initiatives in the previous quarter

Upcoming acfivities for the following quarter

Challenges or barriers encountered, and any course changes necessary as a result
Progress against Objectives

Dashboard/Key Objectives & Tracking Cadence ,
Many objectives are tracked on an annual basis, while some can be tracked on an ongoing basis in every quarterly meeting,

and others are “pass/fail’ and indicate when a major body of work has been completed. The following nine objectives,
identified in the strategic plan, should be used by those implementing the plan to track progress:

A leadership govemance structure has been identified

Participation in year over year technical education programs has increased

A financial funding model has been identified

Brand guidelines established

Baseline and increase brand awareness

Baseline and increase % of assets sharing common opening hours

Baseline and increase participation rate growth in cross- training and coliaborative events
Growth in visitor spending

Increase number of tineraries published by 3rd parties -

©END oA

The high-level objectives for this strategic plan were identified in the original RFP, and we recommend that these three
measures be reported to the City Commission on an annual basis as a “dashboard” the Commission can use to verify

progress:

1. Increasing the number of fourists/visitors
2. Increasing the length of stay of the tourist/visitor
3. Increasing the average amount of touristivisitor expenditures

Updating This Plan
This plan is designed to serve Oregon City through 2020. During the course of plan execution, initiatives may be changed on

an annual basis, as work is completed and new work is identified in support of the Imperatives. Similarly, Oregon City may
choose to track some additional or different Objectives based on work accomplished or other external changes. The full plan
should be reviewed and refreshed in time to begin a fresh plan for 2021.

Funding This Plan
Any consolidated and centrafized destination marketing effort requires a certain leve! of funding to be effective. Currently,

funds available to the city to promote tourism in Oregon City are generated through transient room taxes assessed at Oregon
City lodging properties. In order to understand the potential future state of any centralized tourism effort and the possible funds
that may be available to Oregon City, a financial forecast was created with the assistance of Dean Runyan Associates. Using
current occupancy rates, average daily hotel rates and the potential of additional room capacity coming online in the market,
we projected the following funds available through the transient room tax.

coraggio:



$500,000

$400,000
$300,000
$200,000
$100,000
] 2016 2017 2018 2019
Curmrent Capacity

Current TRT Allocation and Org Structure:

+  25% to Economic Development Coordinator position
+  10% to City overhead

+  Balance used for grants and reserves

» 1 Additional Hotel

- .

2021 2022
= 2 Additional Hotels

2020

Using current TRT levels, we recommend the following options for allocation of current TRT dollars to fund the Oregon City
Strategic Plan. Any additional funds and allocations would need to be reassessed once any additional room capacity comes

online. Both options below are funded completely by Transient Lodging Tax:

Option 1-Add 1.0 FTE

$200,000 (TLT Annual Revenue)
-20,000 {10% Overhead, State Law)

$180,000
-30,000 (Ec Dev Support)

$150,000 (what is left over)
= $80,000 (FTE, afl in)
= $70,000 (Tourism Programs)

Provides the focus that was originally intended

More engaging with stakeholders

Maintains momentum for faster results and return
Examples of work:

support tourism advisory board

leads special projects

coordinates operating hours among tourism assets
create a more uniformed fourism experience
marketing and promotion focus

identify and apply for fourism grants

full time tourism stakeholder engagement
monitors tourism mefrics and successes
leverage regional fravel itineraries

cancentrate on needed infrastructure and tourism
readiness

- - - .

Option 2 - Reallocation of Existing Staff Load;
No New Hire

$200,000 (TLT Annual Revenue)
-20,000 (10% Overhead, State Law)

$180,0000
- 70,000 {Ec Dev Support)

$110,000 (Tourism Programs)

Reduction in City-wide Economic Development Services
Limited tourism focus

Less engaging for stakeholders

Bring contractor in as needed for special projects
Potentially more operational funds to leverage grants

e & » e o @

Examples of work:

«  support tourism advisory board
identify fourism projects
hire contractor

* o o o

identify and apply for tourism grants
limited stakeholder engagement
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In addition the strategic planning effort, Oregon City's Economic Development team formed a team to specifically identify the
key brand message for Oregon City and establish an initial marketing effort to support that brand.

Over the course of several meetings, this team worked to identify key brand aftributes, demographics to be targeted, and to
frame out an initial experience-based marketing effort. This work became the basis for an RFP that was Issued to creative

firms:

Attributes
Oregon City is a walkable small-town experience just 20 minutes from Portiand. The historic aspects of the city combine with

riverfront access to create an attractive place for a weekend getaway or a day trip.

Attractions
Once the end of the Oregon Trail, we now boast an historic Main Street where you can enjoy a Northwest-style selection of

food and drink. Take in views of Willamette Falls and the historic bridge. While you're here, ride the unique Municipal Elevator.

Trends
We know tourists are staying close to home and driving to destinations more, and Oregon City’s proximity to the Portland

metro area makes this an atiractive destination for Portland residents and their visiting friends and relatives. More tourists
these days are atfracted to places where they can live like a local, enjoy food and beverage options, and take in natural,

cultural and heritage attractions.

Preferences
Oregon City embodies a relaxed small-town atmosphere where one can enjoy a city/country balance and a change of pace in

a family-friendly setting. In a way, Oregon City is like a comfort food—say, mac n cheese—both safisfying and comforting.

Sentiments
Locals and visitors alike will describe Oregon City as friendly, laid-back, warm and approachable. Since its founding, the ity

has been filled with people who are there to make their own way in life—they're true originals.

Tone
Oregon City is your favorite pair of jeans—just the right blend of fun, comfort and nostalgia. Oregon City’s color palette might

include earthy greens and biues, with some brick reds and bright, clear tones for interest.
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Attributes

Oregon City is a walkable small-town
experience just 20 minutes from
Portland. The historic aspects of the
city combine with riverfront access

to create an altractive place for a
weekend getaway or a day trip.

BRAND BRIEF

Attractions

Once the end of the Oregon Trail,

we now boast an historic Main Street
where you can enjoy a Northwest-
style selection of food and drink.
Take in views of Willamette Fallis and
the historic bridge. While you're
here, ride the unique municipal
elevator.

Trends

We know tourists are staying close
to home and driving to destinations
more, and Oregon City’s proximity
to the Portland metro area makes
this an attractive destination for
Portland residents and their visiting
friends and relatives. More tourists
these days are attracted to places
where they can live like a local, enjo
food and beverage options, and
take in natural, cultural and heritage
attractions.
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Oregon City is your favorite pair of
jeans—ijust the right blend of fun,
comfort, and nostaigia. Oregon

Oregon City embodies a relaxed _
small-town atmosphere where one [
can enjoy a city/country balance '

and a change of pace in a family- Locals and visitors alike will describe City’s color palette might include
friendly setting. In a way, Oregon Oregon City as friendly, laid-back, earthy greens and blues, with some
City is like a comfort food—say, warm, and approachable. Since its brick reds and bright, clear tones for
mac ‘n cheese—both satisfying and founding, the city has been filled interest.

comforting. with people who are there to make

their own way in life—they're true
originals.
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RiCkSStenhensandiDaniefalbischerithe Millennial Colinle

Rick (28) and Daniela (30) met through mutual friends during trivia night in a SE Portiand dive
bar. They both shouted out the correct answer {o the game-winning question about the
Louisiana Purchase. Six months later, they moved in together and the rest is history.

Rick studied education at Colorado State University and moved to Pertland for a job teaching
af alocal elementary school. Daniela grew up just south of Portland in Wilsonwille. She
attended Western Oregon University and now works in the pediatrics unit at Legacy
Emmanuel. Al night, Rick grades homework and writes his next day's lesson plans to the
sound of Daniela’s music that helps her focus on studying for her next nursing certification.

When not at work, Rick and Daniela like to get out of the house and venture into the great
Pacific Northwest. They don't venture too far, just fo places where they can throw their dog
Clark in the car and head out for weekend adventure. Rick and Daniela are planning to buy a
house, so the irips they used o take to Europe just aren't practical at the moment, as every

penny counts.

They recently completed their McMenamin's passport and used their free night to hike a
portion of the Pacific Crest Trail, all of which Danigla posis to her Instagram as an aspiring
travel viogger.
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| 2 SylviaRoberts-Retired BabyBoomers s Rl i et ',?l, L.r‘

Having spent most of her life in the Bay Area, gaing to Berkiey, raising
children and working for an NGO, Syivia (67) is is ready fo buy some
experiences on a limited annual income of $65K. She is ready to hit
the road in her Subaru Outback, complete with a lifetime of books, and
knitting supplies fo keep her busy, As she drives from place to place,
she keeps herself entertained by listening to This American Life on
NPR.

Her first leg is up o Napa Valley to pick up her life-long friend Barbara,
who like Sylvia was recently widowed. They have been planning this
trip for a year and are excited to get going. The two will take in a few
Napa wineries and enjoy some fine dining at a local farm to table
restaurant before heading north. From here, they intend to wander
through Oregon and Washington, choosing each day's destination as
they go, letting the road lead the way.

coraggio



el acobs Family: YoungFamily
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The Jacobs family recently relocaled to Vancouver, WA from Beliingham to pursue
a job opportunity in Portiand. Being a family of moderate means and two children,
they enjoy the cheaper living in Vancouver.

Having altemating work schedules, it is ot often that the Jacobs have the
oppartunity to spend time together, When they do, they often spil their time
between laid-back, quality time together playing board games and watching the
History or Discovery channel as a family, or on a weekend adventure. Given the
lack of time they have to plan, their weekend adventures are often spontaneaus,
requiring their adventures to be close by, family friendly, and accessible by car.

The Jacobs don't ofien get the chance to enjoy themselves as a family. By the end
of the work week, they are fired and usually spend their nights with the kids. Once
the kids are asteap Mrs, Jacobs reads her latest non-fiction interest, while Mr.
Jacobs drinks his new craft beer find and plays video games. But lately they are
missing the old days when they would take in a museum and enjoy some good
food afterwards and their usual weekend trips to Portland are becoming boring.
Recently, Mr. Jacobs has been going old schoa! and playing the new version of
the Oregon Trail Game, which he finally won and realized Oregon City was just
around the comer.
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Landmarks

Arch Bridge

Clackamette Park

Court House

John Storm Park

Oregon City Amirak Station
Willamette Falls

Food Service

Arch Bridge Tap House
Coasters Crossing

Mi Famiglia

Nebbiolo Wine Bar and Market
Ranee’s On Main

Thirsty Duck Saloon

Landmarks
McLoughlin Promenade
Oregon City Library

Landmarks

Clackamas Community College
Environmental Learning Center
Oregon City Chamber of
Commerce

EVENTS

First City Celebration

Oregon Trail Brewfest

Oregon Trail Game 5k + Kids Race
Willamette Falls Open Air Antique
Fair

coraggio

N CITY TOURISM ASSETS

Weinhard Grill
Yvonne's

Retail

Active Water Sports
Busch Furniture
Christmas at the Zoo
Coin Comer & Hobbies
Coyote Hobby

Denim Salvage

Homelife Fumniture
Ladybird’s Vintage
Maizee Mae’s Antiques &
Treasures

QOregon City Sporting Goods

Food Service

The Highland Stillhouse
Mike’s Drive-In Restaurant
Singer Hill Café

Super Torta

.
*
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Food Service
Bugatti's

Coin Toss Brewery
Growler Run

Trail Distilling

Historic Oregon City Cruise
Brews & Broomsticks Pub Crawl
Small Business Saturday
Oregon City Tree Lighting
Ceremony

g A i m\?r,’

B B af {

Ruud’s Jewelers

The Vintage Nest

White Rabbit Gifts

Willamette Valley Books & Bullion
You Can Leave Your Hat On

Historical Sites

End of the Oregon Trall Inferpretive
Center

Oregon City Municipal Elevator
Willamette Falls Locks

Historical Sites

Carnegie Center

Ermafinger House

McLoughlin House

Mountain View Cemetery
Museum of the Oregon Territory
Stevens/Crawford House

Historica! Sites

Ainsworth House & Gardens
Baker Cabin Historical Site
Rose Farm

.



INITIAL EFFORTS TO REACH OUR TARGET DEMOGRAPHIC

Rotator Creative from Tacoma, WA was chosen to develop the initial marketing efforts for Oregon City coming out of this plan-
ning effort. Their charge was to target a 25-34 year old demographic across the Portland Metro area, including visiting friends

and relatives (VFR), tourists, and residents.

We know from industry research that this younger demographic of traveler is willing to spend more than their Baby Boomer
counterparts, particularly for experience-based activities. We also know from the tourism economic impact study performed
by Dean Runyan and Associates that the Food Service and Retail sectors make up the great majority of visitor spending in

Oregon City.

Visitor Spending by Commodity Purchased
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Millions $

Accommodatmns food Serwce

The strategy in targeting this demographic is to gain the greatest economic impact for the spend, while simultaneously raising
the profile of Oregon City within a broader audience. Because the Millennial traveler seeks high-value, authentic experiences,
we narrowed down the fist of candidate assets for the Rotator Creative work. The Municipal Elevator was ultimately chosen
because of its proximity to the Food Service and Retail core of the city, its high profile within the landscape of the city, its
unique and quirky character, and the cool factor of its mid-century modem architeciure.

The Rotator Creative work is underway, with an estimated activation date of September, 2018.



Destination Marketing Partners

Oregon’s Mt. Hood Territory

https:/fwww.mthoodterritory.com/
“The CCTCA is responsible to develop and promote tourism for [Clackamas] County. By increasing the number of new

and repeat visitors to the County, we increase the amount of money visitors spend in our area, and thus cantribute to eco-
nomic development and local vitality. The CCTCA is overseen by the Clackamas County Tourism Development Council
(CCTDC) which consists of nine members appointed by the Clackamas County Board of Commissioners. The Council
oversees and directs the programs and operations of the CCTCA staff.”

Jim Austin

Community Relations Lead
Office: 503-742-5901

Cell: 503-706-5449

Fax: 503-742-5907
jim@mthoodterritory.com

U.S. Travel/ESTO Conference

Travel Oregon

https:/firaveloregon.com/ A
“The Oregon Tourism Commission, doing business as Travel Oregon, is a semi-independent agency created by the

Oregon Legislature in 2003 to enhance Oregonians’ quality of life by strengthening economic impacts of the state’s $11.8
billion tourism industry. The Trave! Oregon staff develops and implements a biennial strategic marketing plan which in-
cludes advertising and marketing, publication development, cooperative promotions, consumer fulfillment, public relations,
international marketing, tourism product development, State Welcome Centers, research, and industry relations. Travei
Oregon cooperates extensively with local communities, industry associations, government agencies, and private busi-
nesses in the implementation of its strategic plan.”

Alexa Carey

Specialist, Community-Based Services

Alexa@TravelOregon.com

971-717-6178

U.S. TravellESTO Conference

hitps:/fwww.ustravel.org
*The U.S. Travel Association s the national, non-profit organization representing all components of the travel industry that

generates $2.4 trilllon in economic output and supports 15.6 million American jobs. The U.S. Travel Association’s Educa-
tional Seminar for Tourism Organizations (ESTO) is the only national forum where destination marketing professionals at
the state, regional and local level get critical tools, tips and information to help them better market and grow their destina-

tions.”
Nora Thomas
Coordinator, National Councils & ESTO

nthomas@ustravel.org
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Data Sources/Partners

Sparkloft Media
+  Visitor sentiment and brand perception studies
+  sparkloftmedia.com
+  Arianna Howe
Vice President, Client Services
503 737 9425
arianna@sparkloftmedia.com

Dean Runyan & Associates
«  Tourism economic impact studies
+ Dean Runyan

Founder

503.226.2973

dean runyan@deanrunyan.com

STR Report
+  Hotel visitor data
+  https:/Awww.strglobal.com/
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Visioning Session Participants

Jackie Hammond-Williams, Oregon City Farmers Market
Sam Drevo, eNRG Kayaking

Kent Ziegler, Oregon City Business Alliance

Dan Fowler, Abemathy Center, End of the Oregon Trail,
OCBA, Hampton

Phil Lewis, Oregon City Community Services

Ryan Bredehoeft, Oregon City Finance

Eric Underwood, Oregon City Economic Development
Leigh Anne Hogue, Oregon City Economic Development
Jonathan Stone, Downtown Oregon City Association
Nancy Ide, Oregon City City Commission

Gail Yazzolino, Clackamas Heritage Partners

Rocky Smith, Heritage

Claire Blaylock, Formerly Museum of the Oregon Territory
Denyse McGriff, Heritage, Neighborhood Association
Jodi Schmelzle, Best Western Plus Rivershore Hotel
Amy Byers, Best Western Plus Rivershore Hotel

Kevin Yell, Ainsworth House and Garden

Darrell Hames, Tumwater Ballroom

Dennis Anderson, Canemah Neighborhood Association
William Gifford, Hillendale Neighborhood Association
Karin Morey, Rivercrest Neighborhood Association

Jim Austin, Mt, Hood Territory

Bryce Morrow, Oregon City Brewing

Jan Wallinder, Forest Edge Vineyard

Burl Mostul, Villa Catalana Cellars

Planning Team Members

Eric Underwood, Economic Development Manager, Oregon
City

Leigh Anne Hogue, Economic Development Coordinator,
Oregon City

Christina Robertson-Gardiner, Oregon City Planning

Phil Lewis, Oregon City Community Services

Nancy Ide, City Commissioner

Jonathan Stone, Executive Director, Downtown Oregon City
Association

Carrie Crook, Downtown Oregon City Association/Elevator
Manager

Claire Blaylock, Heritage

Marge Harding, Heritage

Rolla Harding, Heritage

Thelma Haggenmiller, Heritage

Gail Yazzolino Clackamas, Heritage Partners

coraggio

Denyse McGriff, Heritage, Neighborhood Association
Dan Fowler, OCBA, Heritage, Hotel, Events

Jim Austin, Mt Hood Territory

Jan Wallinder, Forest Edge Vineyard

Jerry Herman, Recreation/River

Cameron McCredie, Chamber Representative

Biane Meier, OCBA/First City Cycles

Marketing/Branding Team Members

Eric Underwood, Economic Development Manager, Oregon
City

Leigh Anne Hogue, Economic Development Coordinator,
Oregon City

Jonathan Stone, Executive Director, Downtown Qregon City
Association

Sarah Vale Rapp, Events and Marketing Manager, Downtown
Oregon City Association

Denyse McGriff, Oregon City resident -

Jeannine Breshears, Marketing & Programs Manager, Clack-
amas County Tourism & Cultural Affairs

Matthew Landkamer, Principal, Coraggio Group

Colin Stoetzel, Associate Principal, Coraggio Group
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ECONOMIC IMPACT REPORT
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CONOMIC IMPACT

Oregon City Direct Travel Impacts 2012-2016p
Ave. Annual % Chg.

2012 2013 2014 2015 2016p 15-16p  12-16p

Spending ($Millions)

Total 28.9 20.7 31.1 331 34,7 4.8% 3.7%
Other 7.7 7.8 7.8 74 72 14% -1.2%
Visitor 2.2 21.9 234 26.0 275 5.7% 5.3%

Non<ransportation 18.1 18.8 20.2 229 244 6.3% 6.1%
Transportation 3.1 3.1 3.2 3.1 341 1.0% 0.1%
Earnings ($Millions)
Eamings 6.7 7.1 7.7 8.8 8.6 7.8% 76%
Employment
BEmployment 280 280 310 340 360 5.9% 52%
Tax Revenue ($Millions)

Total 0.97 1.01 1.06 1.19 134 125% B8.7%
Local 0.06 0.06 0.07 0.11 0.19 699% 28.2%
Sete 0.91 0.85 0.98 1.07 1.14 6.4% 4.7%

Spending Eamnings Employment Tax Revenue

4.8% 7.8% 5.9% 12.5%
Non-transportation Spending
300 ; — . ——— -
xp L — —
| ;
w ’
.gng.,_____. - e — - = == ‘=~_”_______ ——— — -
g | — Non-transportation
jsﬂ._.__ - ——e e e e - —
100 | - - - T Y
2012 2013 201 2015 2016p
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Travel Generated Local Tax

250 - R

TRT Tax Increase 4% to 6% i

150 e — e a—— 4 - S———
§
g Locs! Tax
{00 — —— . S _— ~ -— — —_—
- -
50 4 —0 — —
[ i - —_— e —
2012 2013 2014 2015 2016p
Cladamas County
Oregon City Travel Impacts 2008-2016p
Travel impacts 2012-2016p
2012 2013 2014 2015 20M6p 2008 2010 2012 2093 2014 2015 201&p

Total Direct Travel Spencing ($MiMlon) Total Direct Travel Spending ($MMion)

Destination Spending M2 218 23.4 26.0 275 Destination Spending 4057 3805 4400 4443 4514 48756 5132
Other Travel* 77 7.8 7.8 74 7.2 Other Traval* 635 741 853 B30 892 786 844
Total Direct Spending 280 207 34 231 M7 Tots Direct @anding ~ 488.1 4635 6228 65333 5506 5661 5973

Visitor Purchamd ($Milllan) Visitor P d ($Million)

Accommodslions 15 15 19 3.0 34 Accommudalions 668 685 720 737 705 908 1018
Food Srvice 71 78 8.1 2.0 o7 Food Svice 1180 1204 1338 1373 1443 1558 1660
Food Snores 19 1.9 2.0 21 22 Food Stores 24 32 345 51 368 V0 33
Local Tren, & Gss 34 31 32 3.1 81 Local Tran. & G 562 493 695 574 568 513 09
Arts, Btt. & Rec. 24 25 26 28 3.0 Asts, Eit. 8 Rec. 4768 458 480 403 G60B 536 &7
Redri] Sdlen &3 54 66 59 8.1 Retall Sies B47 B48 B1.2 915 832 972 994
Dedinstion Spending 212 249 234 260 275 Destination Spanding 4057 3655 440.0 4443 4614 4875 5132
industry s by Trevel SMUition) Induatry Earnings d by Travel #Mllilon)

" Accom. & Food 8ev. a7 39 43 52 55 Actom. 8 Food Serv. 770 7256 824 840 890 98B0 1097
Arts, Enl, & Rac. 0.8 0.8 1.0 14 14 Arts, Ent. & Rec, 165 150 160 176 187 198 23
Reteil** 0B 08 0.8 10 14 Retall** 1456 141 153 155 183 175 184
Ground Tran. 03 a3 0.3 04 04 Ground Tran. 43 41 48 47 60 54 60
Other Travel® 10 11 14 13 14 Cther Traval® 71 112 123 128 137 143 177

Total Direct Bamings 6.7 74 7.7 88 -] Total Diract Eamings 4195 1168 1306 1346 1427 1549 167

Industry by Travel bobe) Industry Brploymant 7y Travel {bbe)

Accom. & Food Sarv. 160 1€0 180 200 210 Acvom, & Food Sarv. 3450 9,150 3430 34E0 3560 2,760 3,880
Arts, Bt & Rex, 50 & 60 80 80 Asts, Bt & Rec. 1,120 1020 1,010 1070 1,100 1,150 1210
Rtalt** 30 30 a0 30 40 Retal** 600 660 GO 600 60D 810 620
Ground Tran. 10 10 10 10 10 @round Tren, 140 140 150 150 450 160 16D
Other Trave® 30 30 s 30 40 Other Troval® 250 @50 350 370 980 390 400
Tots! Direct Employment 280 260 310 340 360 Total Dlrect Evployment 5,580 5220 5530 5630 5800 6,050 6,260

Governmont Reverua Ganerated by Travel Spondirg ($Milifon) Government Revenue d by Travel [ I
Local Tax Recelpls 006 Dos 007 011 D139 Locat Tex Recdpts 88 392 39 43 48 54 59
Saka Tex Recelpts 05i 085 D83 107 114 Sate Tax Recelpts 123 127 51 154 158 167 182

_ Totdlocd89se 097 101 106 118 134  Yotel locd & Sate 164 158 190 198 204 221 M4

Dazlamsy notadd 1o totaladue o ounding. 1o totets dus ta rounding.

Peicvsd peni akloms snil A Pk el K “Other Traval ravel end ground \mpacts for baval 2 cther Oregan Vidor

ragen Vil cem, rvices and & rade oh Loare. ** et

u
omentrws. ** Retall Inclucies gawofine. Inchuies gasolina.
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2016p Destination Spending

Clackamas County
i Oregon Giy

2016p Total Direct Employment

Clackamas County
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2016p Total Direct Earnings
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2016p Local & State Tax Revenue

Chckamas County
»Oregon Gty
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Viditor Spending by Type of Traveler Accommadation ($Million), 2012-2016p

2012 2013 2014 2015 2016p
All Overnight 15.1 15.7 16.8 19.0 202
Hotel, Motel* 3z 35 4.0 6.0 6.8
Private Home 115 11.8 123 12,5 128
Other Overnight 04 o4 04 05 05
Campyground 04 04 04 05 0.5
Vacation Home 0.0 0.0 0.0 0.0 0.0
Day 8.1 6.3 6.6 7.0 73
Shending &t Destination 21.2 21.9 234 26.0 275
Visitor Spending by Accommodation Visitor Spending by Accommodation
7 G — 100K g e e g
R e e e
E 0% 1—8l — 8 —— N —
$10 +f e e — 0% 4 ] el
&% b Q%L —_— — ——— — -
Prv+Vac 509 — el e B e B Hotel Motel
s~ —hE ™ »HotdMotel m%i-’ e e em Pry4Vac
il R o =i sussj —_— B
z ¥ 20% 4o’ — . e — -
Wil B E N W B PO
0+ e e T e Wy 06 4— v - T "
M2 W13 01 D15 Wi6p 012 2013 2014 22015 06p
Overnight Visitor Volume, 2014-2016p
Person-Nights (000) Party-Nights (000)
2014 2015 2016 2014 2015 2016
Hotel, Moted* 33 47 52 15 2 24
Private Home 462 469 475 199 204 209
Other Overnight 1 12 12 3 4 3
All Ovemight 505 5268 539 7 228 236
Person-Tri 00) Party-Trips (000)
2014 2015 2016 2014 2015 2016
Hotd, Motel* 17 25 27 8 11 12
Rivate Home 152 154 156 62 64 65
Other Overnight 3 4 4 1 1 1
All Overnight 173 183 187 7 78 78
Average Expendlituresfor Ovemight Visitors, 2016p
Trave! Party Person Parly Length of
. Day Trp Day Trip Size Say mights)
Hotel, Motel* $283 $581 $132  $250 2.1 2.0
Rrivate Home $62 $199 $27 383 23 32
Other Ovarmnight $144  $465 $42  $135 34 3.2
All Overnight $85  $259 $38  $108 23 3.0
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INSIGHT REPORT

Stakeholder Engagement
From July 20, 2017 to August 11, 2017, Coragglo Group surveyed a wide variety of Oregon City Tourism stakeholdsrs,

including atiraction owners, business owners, citizens and city officials. Over this period 138 people responded to the
survey.

Aftraction Owner N 5%
Business Owner  IEEE——— 22%
Clken T ———" 58%
Cly OfficieVEmployes  msm 5%
Other (ploase specify) IR 2%

Theme Development
Stakeholders were asked a number of questions intended to shed light on the following categories:

» grand and Repulstion + Target Demographic
» Tourism Assel [dentiicstien « Tewism Support Rele
« Terget Gengraphic Regions ~ Oppostuniiies & Bariers

e Turget itinerary Length

Themes were developed using a number of methods, Quantitative questions wers analyzed using category percentages
compared fo the fotal response rate. Qualitative, open ended, questions were analyzed by assigning themes/categories
influenced by response content and Caraggio's interpretation of those responses, Because ane response could include
numeraus topics and themes, qualitative graphs were complied using the total number of imes the theme was mentlaned.
Themes displayed are only.those that were comparably significant to the total number of themes per question.

Scoraggiogroun
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Stakeholder Eppagement

On Augst 31, Coragglo group held a tourism visloning workshop with a select and representative population of Oregon
Cily tourlsm stakeholders. This group was given exercises to help provide guidance to the strategic planning team.
Exercises covered the following topics:

- Visitor Profite: Wi ie Oregon Gily's Visitor?
« “fourism Assel Criteria: What are the oriteria necessary fo be masitsted a8 & Oreyon City tourisr assel?

« Propsling Questions: What zre the opporiurities and barders confoniing Oregon City in developing & vitrant
touziswn Industry? And how cen v address them?

« Long-Tern Noods: Whatar the lang-sra ieeds of Oregon Cliy to grive and sustein & fourism ndusty?

Oregen Gity 2022: Looks Like, Sounds Like, Fecls Lixe

Themes were developed using & qualitative method that summarized the common and averarching themes of each
exercise, Where applicable, alt responses have been included.

Fcoraggiogroup



Visitor Profiles, Tourism Assets, and
Brand Reputation

. Oreaon City Tourism Reputation: Todayvs, Tomoarrow

Wihat eve TMREE werds you wonld uss o descive Oregon Cliy's yapuialicn as @ louitsn: deslingiion TODAY?
|
Today ! oinen o

Beantifa- Limited O

D, gy RIBOIE

UTQEII)IIH ! St , IC ’r‘fg""dugtﬂlll]::;“ﬁ:

Hlﬁﬂg&'“lstury 3 faus | ,""""i““"'smwvmram

Willametts fiest wfl.gfﬂtlﬂll
o FnlISFONIC

Today, Oregon City is an unknown, historic and quaint fown with lots of fourism potential in the Oregon Tralt and Willamette Falls,
Tomorrow, Gregon City will be a vibrant, histeric and unigue destination with recreational oppertunities grounded by Willamette F:

alls

weoraggiogroLp
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““Sourism Bssetnventoryand Potential

Pisase rats the following tourism sssele on thelr potantial for sresiiag & suesassil tourisr i industry 1n Cragon Cliy:

Natural Attractions

Cutual Hertage Sites

Outdor Reeafinl s 100

Histaric Nature of Downtown
Food and Drink
Accessibilty to Suroinding Areas
pati-Touism [
Entertzinment P

AuaieLoghg S

Shopping

o
-
»n
w
ES
w

and its access to recreational awtdoar activities. These are followed by Oregon City's 2+ tiar assets of food and drink offerings,
accessibility to Porfand and the surrounding areas, and agri-fourism.

@ Sinkeholders believe Oregon City’s primary tourism assefs ara s natural atiractions, cultural hertage sites, overall historic nature,

®eoraggioareu?

HolrismAssetHierarety

h

Tertiary Assets

\ Secondary Assels

Foundational Assels

wmcaraggiogroup




From thz oplions below, please selec! s TOP TWO REGIONS that you bulisve provide the best marketing opporlunity t

arive tourism ¢ Oregen City.

Pacific Northwest

ROy R T T T TR T |
rotansiar, | T}
Witanetcvaly Y
S
Wosemus IS
s
Intemational
0% 10% 20% 0% 40% S0% 60%

Stakeholders belisva that the top two geographic regions that should serve as Oregon City's marketing target are the locat Portiand
Metro arsa (49%) and the Pacific Northwes! as a whole {51%).

I=coraggiogroun 8

SiinefaryLenaths :

Please select the Hineraryflis bangih et you baleve is the most reafistic sad ideai for Oregon Clty Towism TODAY ani fi
2022,

»Today 222
60%

glﬁjjmj

4-Hour Day Tip 8-Hour Day Trip OvemightTrip  Weskend Adventure Other (piease spedify} Vacation Destindlion
(3 or more nigts)

hours. Stakeholders befieve the Oregon Gty iinerary length will, ar should, evalve into one that fargets and serves ovemight and

Today @ typical Oragon Gily travel itinerary is believed to be a hati-day trip, with some visitars extending their visit fo a full efght )
waokend visitors. - n

IEcoragRiogrous L]

..coraggio.




—WisitorDemographic:
Fleesa selact tha iouiet demogrephis that you believe would be most intsrested in tourism opporiunilies in Oregon Cily
10DAY and in 2022

wTody £2022
45%
4%
35%
3%
25%
20%

10%

0%

Young Single Travelets

A

Couples Famijes Rellrees Business Travelers

Today, Oregon City stakeholders befieve their core visttor s spread across a wide demographic of ratirees, families and couples. n
2022, stakahelders feel this core visitor demographic will namow and will be 2 destination focused on couples and familles.

Tcoraggiosssis 10

" Wisitor Profile

Young Families from various Retirees on the road looking for Millennial day-trippers fooking

U.S. cities looking for history a blend of history, good food, for discovery and exploration in

and recreation through and wine the Mt, Hoad territory,

interactive experiences accompanied by a downtown
scene with good food.

FCOraggioLruIp L
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What mix of zctivity iz £ poieniial lourie! to Orogon Cily interested in?

30

2
Looking 20 Looking
fora for a little
specific bit of
activity 15 everything

: I I I | I

. I

10 20 30 40 70 80 80 100

Rating Buckets

Stakeholders opinlons vary on what the standard visttor of Oregon City is looking for when they visit. Some believe targefing visitors
who are looking for a breadth of options is idea, while others belleve the Oregon City visitor is more focused on a speclfic activity or

atiraction,

Tcoraggiogruig

NolrlsmiServices

- coraggio:

O the seidoss Bl beinw thal sauid badunded Bveugh polentisl fusiiem tex revenues, which TWO do you botisve would
ba mest banefisie! to Cregen Cly's bouiism indusiy and lis sklisholdare?

52%
' I i |53

Asalsding i the Markefngend  Providng unding for Being champions of  Assisting kooaf A!tracing Ofer [ploase speciy)
devsppmentand  edvertising Oregon specl‘lcnu'lsm tcur(smasan loudsmbusinesses in  conventions aw

menegement of Cliy &s atoudem o 1 xpending their group maetngs
towismatractions desination activifes ndustrynOragm 1owrism busihess

and assets City (marks ing/strategy
help, education)

Stakeholders bafisva that Oregon City's tourism industry wauld benefit from funds being direcled towards the development and
management of tourism atiractions and assets, marketing Oregon City as a destination, and providing funding for spacific tourism

development activities {grants). . g
kel

ZCOraggIag oup




“Orenon City2022: Looks Like, Sounds Like, Feels Like

8
0o happy.. el

o BTtV
hlStUﬂ TGS terfa_"S‘{h erﬁ?snt

00""?.‘53‘(;';‘,;“" Eﬁenuc g Iaug h er

Feels Like
refreshing

wsmmive |/} a N

menm;u%m"ﬂﬂ! wist dvamis histone

nostalgia gestination Fond
authentic <afo proud

Oregon Cily In 2022 Is a historic, connected and active place with sounds of the waterfall Intermittently disrupled by laughter and
muslc, creating 8 vibrant, welcoming, and authentic experience in the Pacific Northwest

Ercoraggiogroup 14

Visitorand Brand Simmary

= Oregon City is currently a 4-8 hr. fourism destination, with future potential for more
overnight visitation

- Oregon Cly's ideal visitor Bves within the greater Pertland regfon or the Pacific
Morthwest

- The Oregon City visiter is heteragensous and interested in history and euiture

o Key tourism aseels are Naturel Atiractions, Herilage Sites and Heercallona!
Astivities, specifically the Viliamstie Fails and End of the 'frafl.

+ Stakeholders are looking for leadership to help develop, market and fund fourism
development and activity in Oregon Gity

fEcoraggiogroup
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Strategic Planning Guidance

"= oirismAssetCriteria

focal wealth Hands on

eology exciting dh
exnaﬁglﬂsm‘i:?'?,?{';;’;émwmmomn:e dwersa
‘eadiness

p e r l e n ce tuil package aBCBSSlhle

Sensory” eulture capacity d friendly
Yisual t h t l c

Amencana recreatwagenume

Slakeholders believe that Oregon City touriem assets must ba authentic, historic, accessible and ready to fake on a diverse set of
visitors while offering a unique Amesican experience

Ecoraggiogroup 17
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What re the top ihrea Basvlays end Qpporiunities mulng Oregon Cliy's touism industry?
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The Willametle Falls and historic nature of Gregon City afford the tourism industry many opportuniiies for success. This success Is
refiant on addressing key barrlers such as, a lack of parking and lodging, competition with Portland, and fimited funding.

Bcoraggiogrosp

' Propelling Guestions Facing Oregon City Tourism

How can we becams the PNW «  We canif...we wark with cutrent assets to Increase open hours

destination point when there isnt «  Wecani...we create co-marketing materials avallable et End of Oregon Trail, Elevetor, Lodging,
enough to do 7 days a week and end have a central web presence

no direction on where 1o go urd < Wa can if...ws leverage partners a1 the Mt Hood Territory and Travel Oregon

whatio do?

Huvz eon we alivect ianisls whe »  We can if...we add bus parking and help develop coprdinated itinerarfes and routes

chocse afemplive modas ofransi  + We can if...we promote with Amirak and pursue bike shares, rental cars, and shuttles

suth a6 cassads fne, médx, buls,
bugss, elt., Ve everTne 57

Hew can we be tourisin ready »  Wa can if...get buy-in to a vision
when wa can't eccommodale cur = Wacanif...we provide training and workshops
lozal ponulation? = Wa can If...encourage business-savvy competition and create more businesses

How cen wa becoss 6 wigjes »  We can if...buy-in o a vision
destination for fiistory end agt »  We can if...get the word out through marketing
tourism in Oragon Cfiy, when ve *  We canif...create fees for tourisme-retated activities (boating, car rentals)

don't have cocrdination?

s=coraggiogroup

«  We canif...we have a leader and can create a culture of collabaration
«  We canif...ws create an inventory of assets and producls
«  Wacan if...we ensure our assets are sustainable

45
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Aggst Developrment
$450

What zre the fong-term neede Oregon Gity nesds $ adgress for 2 vibrant tourism industry?

You can'f seff apples from an emptly cart

More lunges, its all about the bass

Not currently developed to full potential

Have to have a desirable product to sell

Large group Infrasiructure (bus parking, hotels) and river connections, All needed to create sustainabla

Industry

We need to change the perception of Oregon City and the region

Destinztion Makeling B .
Brend hwrsreness « Ifno one knows...
£270 - Need unified messaging of a "one stop shop” and soclal medla presencs,
*  Need funds to "wow” and create ongoing marketing
+  Anexperlenced based destination through coordination
Sugtalnatis Tourlem »  Resiliency, sconomic value, and value to visilors
580 = We don't want to fall down, sfop, and start again
Puiiic Refaions ond Pofifead  »  Plays well with others
Supperi »  Need foincraase brewerles, food processing
Erg »  Strass green industry
«  Retreate historic industry of woodworking, filling, etc.
Warkfores Needs «  Film, Outdoor, Creative/Cultural, Destination Retail
320

Ecoraggiosreup
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StrategicRlanning Glidance’Summany

« Primary tourism assefs must be historic, authentic and accessible

- Histoyy and the Willametie Palls are (regen CHy's mest alfractive 2ssels, but thelr
eircuess fo hamperad by o lmited pariing, fedging and business Infrashuctore,

and cempaiton with Pordand

- How can Oregan City address capacity, coordination and transpertation issues?

«  Assel developmont ang marketing ave needed fo drive tourism in the long feam

wcoraggiogroup
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Additional Guidance

< Oregon City's heritage atiractions have the potential to supporta thriving year-round tourism industry with nationial appeal.
< Qregon City's tourism industry is underachieving

» Moneyls not the obstacle to Oregon City's tourism success, at least natin the near term.

«  Oregon City's fragmentad tourism industry, divided heritage leadership, and the general lack of coordination are en anchor
«  There ars enaugh tourism assets and tourism potential to eventually justify a DMO

«  The time to evolve is now. There Is community momentum, and its time for Oregon City’s lourism industry o organize and
collaboratively plan for a lucrative future

+  Everyone we spoke with wants Oregon City tourism to be successful.

+  Oregon City's herltage assets are the foundation and *ine hook” of Cregon City tourism, even without the Riverwalk Legacy
Project.

o Outdoor recreation and agri-tourism are impartant tourism segments that merit Oregon City's culivation and promotion

«  While anecdotal, there seems to be a defeated and frustrated attitude when It comes to Oregon City tourlsm.

«  Previous recommendations required too much change all at once and did not provide a manageable implementation plan to
achieve the goals and objectives.

Fcoraggiogroup
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The city should reconsider bullding A waterpark as part of the Wilamette falls redevelopment of the old mill property. They also need to
address the issue of the Increasing number of hamelsss peopla that are llving on our streets and camping in our open areas

1. Buny the utiEties downlown. The visuelis greatly improved when power ines/polas ere gons,

2.D quire ANY fight rafl ion Info Oregon city come only with the capatity for expresa trains to downtown Portland. #ls my
opinlon thet MAX is now A liabilty end not an asset, # must have better security as well sa that familles feel safe. Faer apreeds essfer than
good news and the only way to avercome the eurrent image Is time.

3. Insed fo improve my understanding of the scope of the legacy projact. it is my hope that the project guidance represents A WIDE range of
inputs and that A case of turnel visian doesn't develop where things are dons A cerlain way because things have always been dona that way

Batter transit cannectians fo Perland (MAX of BRT)

.

Bring MAX to the waterfall
Bring the max to Oregon cliylitl} Visitors (and Portianders) think it Is too far to take the bus, but a fight rail makes it doable

« Development of the blue heran mift

Fixing/developing/showcasing fhe ald biue haron paper mill

Hoping the falls Wit be open and views accsssible. Also, In the new area being creatad where the old mil sits, | haps there will be soma fun
businesses like brew pubs that will bring peopls In.

Make sure now the falls P inchudes parking.

« Oregon city has tremendous potentiall Go for it Seek out Investors and devalop the river front!

Tcoraggiogresp 24

= Parking in downtown Oregon clty, Traffic fiow In downtown Oregon city. How can psople come to visit and enjoy the city when parking is
marginal?
« Pprhaps developing the ross landfil,

The Rivanwalk falls overlnok at the Hawley pump house should be opened to the publlc to let paopls expsrience the pawer of the falls up
close, yet safely.

Thare is huge potential to make Oragon city inta & vibrant destination. There are winerizs opan year raund that ne one knows about - create
an Oragon clty wine tour? The Willametts falls is a huge opporfunily, bul wil take huge development dollars tn remove and restructure.

Hopafully it happens sconer than |ater.
Trancportation conpectivity to Portland metra is assential. i needs ta be easy to get hare and fos| slower paced Americana when yau amive, if

yolt are etressed aboul trafiic or parking, it won't be worth it
We are afl walting eageny for the waterfront/ ver walk project to be approved and i believe this will be a huge asset to OC. Please include a
parking slructure with the plens, #'s callsd planning for the firture, parking s already extremaly limited downtown,

We need more parking for downtown

.

.

Willamette falls Is an ace In tha hole

Zip ing trom Oregan ¢ty to west fimn over the falls

« Parking in downtown Oragon city. Traffic flow in downtown Oregon city, How can people coma ta visit and enjoy the city when parking is
marginal?
Perhaps developing the ross [andfil.

FRCOraggiogrouly
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The Willamette Falis (s key to & successiul tourism industry

Barking cog acoess e i necuS o e adaressed

The ©!d Mill Site {5 prime for development

Additional Glidance

Piace Making

.

Ecoraggiagroup

Awige vision for a more upscale envi would bs nica. ting betier shopping, new seesans, whole foads, public est. Its depressing
driving Into town eftar shopping in Tualetin or LO.

Businesses need o stay open Jater {especially In the summer),

Devaloprient of the mil area would really be beneficlal, Can not be simply another target, Victoria secret, bath and body works retail, Needs
10 have a niche and more original. Boutique and non chaln dining.

Focus on evarything Oregon city has to offer and not plgeon hole Oregon ity infoe heritage destination

| love going downtawn because we have great restaurents. But once dinner s over there are no resl reasons to hang around. Shops are few
and far betwesn n seem to closs early maldng for a very sleepy feal.

| think the best tourism focuess on creating B great placs, rather than new atiractiona or gimmicks {no Fenis whealsl). | also think the hitop
has slmost no developable tourism assets because it feels fike evary other suburb in the area. Dawntown and adjacent areas should bs the

{ocus.
Making more oppurtuntiies for business and shops to thrive and draw tourists

My husband and | recantly purchated & home In Oregon clty after belng unable fo buy in Portiand. GC Is & very desirable place, but Fdfova fo
se@ mors offeringa for young edults who can afford OC over Portland.

Nesd more stuff for people to do that Is cheap but fun.

A t and supporting busi lvitlas (venues with music, reataurants,

0OC tan be the jewe! of the Willametts. Facus on r
beer gardens, eic.). And focus on a few tourism-related things so that when someone says "hey where's the best placa to do x?° The

answar is always "Oragan city."
Oregon clty ks pretly boring, so you would need 1o edd night ife besides bars and something for famllles. There are also homelass people
svarywhara so l doesn't feel safe. Need to have more shopping options such as a Casteo and placss for peapla to etay.

Much better slgnage throughout the ity.
27
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Creating a unified sense of place is important

Creating more offerings is encouraged

Maintaining the current vibe of Oregon City is important to stakeholders

Coartination and Collsboration

fEcoraggiogroun

If you cennot gat the entire tourist groups working together for the same goal you will fall, Everyone has value [n what they eay.
Agritourist is fast becoming a major tourism driver, and that coupled with ac's Incradibla history and naturel features should be enough to
maks it & destination. Youthful vislon, creative, coo! branding and good arganization would helpl

Goordination of existing organtzations; understanding of thelr pricriies and perspsctives.

Creating & position on ity staff to coordinate lourism efforls among tourlsm vendors, business owners, and county and state tourism
agenoles s a HUGE firs! atep in fhe right direction, Alse, formallzing the Oregon ety tourism sdvisory councll wil be another posttive step
forward, OC haa an enviable backet of tourism sssets; now el we need is coordination and a plan. Finally, rather than focusing efforts on a
new Oregon city DMO, why not Just toordinate efforts with M1, Hood ¢erritory and travel Oragen, MHT is spanding huge amounts of money
on Clackamas county tourism, snd OC i3 @ major beneficiary of MHT efforts. Why waste a lot of time and money duplicating mh¥'s afiorts?
Downlown Oregon oy s often promoted with the excluslon of the midbown and hiltop areas of the city. A more cohesive plan would bensfit

all businesses, regardiess of area.

Ensure widespread community mestings to obtain citizen comments and address concems,

1 think Rs impertant that we not only promote our unique hislory in bath Oregan and the west caast but ellocata resourcas to help historic
homes and other museume develop and be OPEN and READY for the public. You cant have tourism if there is nothing to see half of the

waek.
[n order to be a towrism destination the entire city needs to ba on the same page and needs 1o be working towards the same goal.
Coliaborai i flon and cagh {funding for more staff and potential DMQ).

It pleases me thal thera is a mara focused and detficsted efford on the par of the city to promote tourism

Local businesses & cifizens that da not sae themselvas as directly In tauriam industry must befleve In the broad benefits to afl businesses and
clfizans of 2 successful tourism economy

OC has a lot of potential for tourism, but this survey is the firat effort thad has bean made to promote, and the tone of the survey makes #
obvious thal any progress is el least five yeers awey, Wa have great winerles that ere open only on weekends, heritage attractions with no
sel scheduls, and only ona medlocre motel. Gragen city should be the Jumping off point for tourism throughoul Clackamas courty, but the
lang term view that tourism s not a real industry has cost us that posttion,



Creating a coordinated and collaborative environment, inclusive of all Qregon
City tourism stakeholders, is key for success and itinerary development

increased community engagement around the tourism industry in Gregon City
is important

Additiohal GUidance

Benchmark
« Think autslde the box, fook at bend end the pearl district for @ suggestion.
Brand awaieniss

- Awab sita listing restaurant, racreational, historic & entertainment options
« Am amazed that so many people do not know the hidden gems in OC. Bast trails, faw hemeless, asa lions, donkey sanctuary, rolley, ste..

« Having & POS system that everyane used woukl collect the kind of demographic data OC tourism could use to make smart merketing
deisfons as well as the busd jiural org that usas it.

= Many people wha have Iived n Portiand all thelr tves have no ldea about the rich histary and great food and beer wa heve. Mayhe we need
tn leam fram places like the Setwood, or Mississippi areas of Poriand, how 1o ba hip and coal.

« Please SHARE the area and don't SELL it out

+ The 1et social media picture thal shows a pint giass full of craft beer with the falls In the background will go viral and will the hundreds of
thousands more and ore, City wil ba relntraduced and be as pmminen] a trade make as Ht wes 150 years 8go

Breweries and food

+ | think it would be important to looks al what ather cties are daing to bring In couples and famikes. Bend has a vibrant craff beer scene and
tons of outdoor eppartunities, 80 do hood river and Astorle. We naed 16 model curselves on thetr succasees, allowing fomily friendly
breweries with food tucks from local chafs to cater affardahle yel fun meals and experiences to people coming to explore aur ciy.

« ook at bend as a great represantation of how brewerles and local {ood trucks can gtiract families and tourism, See crux brewing a an
example.

Feoraggiogrouy a
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Look fo other local city success like Bend and Hood River as inspiration

Brand awareness and marketing are needed in the local area to put Oregon
City on the map

There is an opportunity to develop food and beverage offerings to drive
visitation

Addiiona Gldance

Destination Management

« Honsstly, anything that keaps tha emell iown feel. We're nol Inferested in our town gatting busy and tourlaty??, Or the max line caming n.
Kaep mex In Gladstoe or beyond and bring back the trollay whan main st expands. Wasn't a big fan of this survey compared to ones past..

Keep it tasteful. We don'l nend 8 tacky tourism industry here — don't try o drive tourists hiere with ehopping and garish eitractions, and
espaciaily not chaln restaurants or chain stores of sny kind. Accentuata the netural beauty end small-town cham of th place. Donttum it

inio 8 cheap taurist trap.

= Have tourlsm wealth (f  comes,) cleady benefit the whols communily, because there will be a cost to lacals with the imflux. of visitars that will
diminish qualty of Bfe for us. After all, we didn't move here to e In 8 waekend Disney world production,

Not really. 1am not thrilled with the Idea of turning this smal city into @ tourfsty dastinaion that disrupts the paople who make this town their
homs.
Ones and for all forgeting the idee of a shupping mall on the landfill site,

Hurkige

Heritage tourism is impartant to our Identify in OC. However, i s a fallacy to think that historic tourlsm just needs  batter marketing
campalgn to bring people. The heritage tourism market Is quite small f not caupled with everything else as a designation. | think the heritage
partIs Implied but we nead to work to emphasize nan heritege activities within an suthentic {e.9. Heritage) experience brand

Hwould ba nice i both city and county offictals would lake time o vist our historical sites. How can you promote tourism i you have never
visited, In the vears f have besn the renger at the Mcloughlin house, | coutd count on one hand how many hava vistied thie aie. 1 don't know
about visitations ta the other sites, but | bet it lan't tao much different

« Know our history- there Is & great story to tell- tell [T

The museums mus! be funded and promoted. OC fs the end of the trail, bul many people iiving in the Portiand meiro know nothing about this
kay historical fact, Oregon city could be the west's Plymourth rock or Willemsburg, The fact that it isn't already considered in this Uight, is both

perplexing and disturbing.
®coraggiogroLs
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Maintaining Oregan City's siall town feel Is on the mingds of the communily

This includes maintaining and leveraging Oregon City's histonc feet

AddinonatiGuidance

Recreational Activitiss
» Please bring back the Ida of having white water raffing on the river.

= Lookto the tivers,

FECOraggiogioup 35
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Oregon City Tourism

STRATEGIC PLAN
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Oregon City Tourism

Scope of Services

8 Point B Destination Advisors has been contracted to design and recommend a win-
ning tourism strategy for Oregon City. The strategy includes: recommendations on
organizational infrastructure, a near and long-term financial strategy, and a step-by-
step plan and timeline to implement the strategy.

Methodology and Timeline of Work

™ Point B's methodology consists of five phases: 1) due diligence and research, 2) stra-
tegic brainstorming and planning, 3) collaboration and consensus building, 4) presen-
tations of recommendations to community leadership, 5) implementation.

™ Current status: We have completed our Phase | work of due diligence and research,
and our Phase Il work of internal strategic brainstorming and planning. This report
marks the beginning of Phase lll, external collaboration and consensus building.

Sources - Interviews, Meetings, and Research

U Interviews
» Jonathan Stone, Downtown Oregon City Association
@ Sam Drevo, eNRG Kayaking
o Claire Blaylock, Clackamas County Historical Society
o Alice Norris, Willamette Falls Heritage Area Coalition
» Eric Underwood, Oregon City Economic Development
o Amber Holveck, Oregon City Chamber of Commerce
@ Dan Fowler, Abernethy Center
' Danielle Cowan, Oregon's Mt. Hood Territory RDMO/CCTCA
® Michelle Beneville, Oregon City Finance Department
o Gail Yazzolino, End of the Oregon Trail Interpretive & Visitor Information Center
o Jim Mattis, Willamette Falls Heritage Area Coalition and Willamette Falls Heritage
Foundation
“ Rocky Smith, Oregon City Commission
@ Denyse McGriff, Clackarnas County Heritage Association and MclLoughlin Memorial

Association
» Rolla Harding, Oregon City Tourism Council and MclLoughlin House

' Source Documents and Websites

¢ City of Oregon City

» CCTCA(RDMO)
© Clackamas County
® Willamette Falls Legacy Project/Rediscover the Falls
© Willamette Falls Heritage Area Coalition
& Willamette Falls Heritage Foundation
o All prior tourism studies and reports dating back to 2003

n

frm
QOir2go
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Key Findings and Directional Observations

There is not a city in the western half of the United States with a more compelling
collection of historical attractions than Oregon City. From a tourism perspective, Oregon
City's heritage attractions have the potential of supporting a thriving year-round tourism

industry with natianal appeal.

On the flipside, Oregon City's tourism industry is significantly underachieving in relation
to its potential.

Money is not the obstacle to Oregon City's tourism success, at least not in the near
term. To elevate Oregon City's tourism industry to a competitive level, it won't take any
additional money than what is currently available. To implement the recommended long-

term strategy, additional funding will be required.

Oregon City's fragmented tourism industry, divided heritage leadership, and the general
lack of coordination is the anchor preventing Oregon City's tourism industry from rising

to its potential.

Ownership of Oregon City tourism is a “hot potato” in that none of the organizations or
individuals we spoke with expressed a desire to own it (which is unusual, because most
often organizations are fighting for control of the money).

There are enough tourism assets and tourism potential to eventually justify a full-service
and dedicated Destination Marketing Organization (DMOQ) in Oregon City. This is our
recommendation for the long term.

The time to evolve is now. Oregon City is coming of age. There is significant community
momentum, and it's time for Oregon City's tourism industry to organize, collaboratively
plan far a lucrative future, and implement this plan.

Everyone we spoke with wants Oregaon City tourism to be successful. The general
sentiment seems to be that everyone will support a winning tourism strategy once it's

implemented.

" The county-wide tourism promotion effort is strong and well-funded, but alone is not

enough to achieve Oregon City's tourism potential. A city-specific dedicated DMO is
needed.

Oregon City's heritage assets are the foundation and “the hook” of Oregon City tourism.
Even without the Riverwalk Legacy Project, Oregon City possesses enormous unmet
heritage tourism potential. Qutdoor recreation and agri-tourism are important tourism
segments that merit Oregon City’s cultivation and promotion, but heritage tourism is
the segment that has the power and potential to differentiate Oregon City tourism from
every other destination on the West Coast. it is otir recommendation to fortify Oregon
City's heritage tourism segment, then incorporate the other tourism segments into the

rising tide.

Stratopiz Fiar |



ATTACHMENT A

Key Findings and Directional Observations (cont'd)

While anecdotal, there seems to be a defeated and frustrated attitude when it comes to
Oregon City tourism. In addition to structural change, there needs to be cultural change.

Consultants have made recommendations in the past that have not been implemented.
Their ohservations and recommendations are not significantly different from ours. So we
asked a lot of questions about why the advice of the previous consultants had not been
enacted. What we learned is the previous recommendations required too much change
all at once. Additionally the previous recommendations did not provide a manageable
implementation plan to achieve the goals and objectives.

When we distilled the challenges and objectives of the Oregon City tourism landscape
down to their foundation, we identified three separate but interdependent pillars,
each of which must be strong and effective in order for Oregon City’s tourism industry
to reach its potential. The three pillars are: 1) Heritage Asset Operations, 2) Tourism

Promotion, 3) Financial Strategy.

Options for Organizational Infrastructure and Implementation

#1. Continue the city’s current grant program
The advantages (+) and disadvantages (-} of this option include:

+ It's an easy way to disburse funds.
+ It makes peaple happy 1o receive checks.
- It’s marginally effective at awracting visitors.
- It does nct create a censistert year-round, demand-driving tourism program.
It dces not cultivate a long-term brand or strategy for Oregon City tourism.
The qualizy of implementation and outcomes varies amongst grant recipients.
- Grants often subsidize private far-profit business medels znd events. This is not
the most equitable or effective use of todrism promation funds.
The grant program will never lead to Oregon City achieving its tourism potential.

#2. House the ownership and leadership of Oregon City tourism promotion and develop-
ment in one of the existing Oregon City organizations (City Administration, Chamber of
Commerce, Downtown Association, Clackamas County Historical Society, etc.).

The advantages (+) and disadvantages (-) of this option include:

+ It's been done before so there's precedent.

+ It's done in other small towns where the tourism promotion budgets are small.
- The existing organizations' resources are already stretchad to capacity.

- Mistrust and lack of confidence exists.

- Tourism promotion is not, and shauld not, be the expertise of the existing

organizations.
- "Mission creep” would likely be detrimental to each organization.

Cingor Cily | Stiafogic Fasier B Tioctiration Advisors



ALLACUHNMEBINIL A

Options for Organizational Infrastructure and Implementation (cont'd)

#3. Funnel Oregon City's tourism promotion funds to the Mt. Hood Territory RDMO and
have the RDMO enhance their marketing efforts for Oregon City.

The advantages (+) and disadvantages (-) of this option include:

+ RODMO alrcady has staff and resources.

+ It's easy.

- It relinguishes control of local communrity destiny and success to a regional entity.
The RDMO promotes a large and diverse area. The RDMQO would be stretched thin
to give the attention and focus that Cregon City deserves.

- It ceuld create political turmoil at the county level.

#4. Establish a full-service DMO for Oregon City in the near term.
The advantages (+) and disadvantages (-) of this option include:

+ Oregon City tourism needs and deserves a fuli-service dedicated DMO.

+ Having a dedicaled DMO is the best vvay for Oregon City to achieve iis fuil tourism
potential.

t A dedicated full-service DMO wauld clearly and permanently establish tourism
leadership and accountability ir Oregon City.

- It takes 2 lol of work and lcadership Lo set up a DMO.

- In the near term, the available funcing would be entirely consumed by
organizational expenses and little would remain for marketing and promotion,

- Until Oregon City's herifage assets are operationaliy stronger and more
coorginated, tourism promation will only be marginally eflective,

#5. Milestone Plan to Long-Term Success:

When we distilled the challenges and objectives of the Oregon City tourism
landscape down to their foundation, we identified three separate but
interdependent pillars that must be strong and effective in order for Oregon City's
tourism industry to reach its potential. The identified pillars are: 1) Heritage Asset
Operations, 2) Tourism Promation, and 3} Financial Strategy.

Additionally, we came to understand the reason why the previous consuftants’
recommendations hadn't been enacted was that the recommendations required too
much change all at once, and the implementation plan lacked sufficient direction.

When we segmented everything required to achieve success into the three pillars,
and overlaid that with a phased-in implementation plan, we were convinced the
winning tourism strategy for Oregon City should be based on a phased-in milestone
implementation plan of manageable and synchronized steps.

The implementation plan for each pillar will be led by three separate but closely
coordinated groups, and will culminate in four years with the development of a
dedicated DMO and unified or coordinated heritage assets.

The milestone projects in each pillar represent key projects that when accomplished
and viewed cumulatively will elevate Oregon City tourism to a competitive level.

Oregan City | Strategic Plar | Poisr B Desdration Advisars



ATTACHMENT A

Options for Organizational Infrastructure and Implementation (cont'd)

~ #5. Milestone Plan to Long-Term Success (cont'd):

© See attached infographic for descriptions and timelines of Milestone Plan
The advantages (+) and disadvantages (-} of this option include:
+ Dividing the responsibilities of the three pillars makes it achievable and not
overwhelming for any one group.
+ Dividing the responsibilities among three separate but coordinated groups allows
| the responsible organizations to focus on their area of expertise.
' ~ + Coordinated and synchronized plans foster collaboration, cooperation, and
ultimately evalution.
+ A phased-in coordinated plan provides step-by-step directions for each pillar to
achieve the end-goal fi.e. it allows us to walk before we can runl.
+ A phased-in plan allows the tourism industry to evolve simultaneously with the rest

of the city (development projects, etc.j.
+IT'S ACHIEVABLE AND WILL LEAD OREGON CITY TO LONG-TERM TOURISM

SUCCESS.
pointy
OREGON CITY TOURISM
MILESTONE PLAN TO LONG-TERM SUCCESS
HERITAGE ASSETS
QOPERATIONS
l UNIFICATION
CROS5-TRAINING

$280.000

l COMMON TICKETING

I OPERATING HOURS ik

3120000

6 it mitee Fgivisists
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ATTACHMENT A

Organizational Infrastructure for the Milestone Plan

I Pillar #1: Heritage Assets Operations Pillar

® Heritage Assets Operations Collaboration Coalition (“The Collaboration Coalition”)

» The Coalition will be comprised of representatives from each of the heritage assets, plus
an independent facilitator wha will also work with the leadership groups overseeing the
other two pillars.

» The group will meet once per month unti the objectives are achieved.

» The facilitator will keep the group on track to achieve the milestones prescribed in the
plan and will ensure coordination with other pillars.

® The Coalition may not rewrite the objectives. They must stay on the prescribed course.
Expenses related to work will be processed by the city and must stay within the original

budget.

0 Pillar #2: Tourism Promotion
» The Tourism Promotion pillar will be averseen by the Tourism Leadership Council.
# This group will be comprised of tourism leaders similar to Oregon City’s existing group
of tourism leaders.
# The project facilitator will also work with this group to keep them on track and ensure

coordination with the other two pillars.
® The marketing work required in each milestone will be contracted to independent

marketing agencies/subcontractors who will report to the Tourism Leadership Council.
® Expenses related to the work will be processed by the city and must stay within the
ariginal budget.
# Pillar #3: Financial Strategy
@ The Financial Strategy pillar will be averseen by the city's economic development staff
{intentionally not the city’s finance department).
© The city’s ownership of this pillar is a clear statement of the city's commitment to and
investment in Oregon City’s tourism industry. it's also a statement that tourism is a
primary and important element of the city's overarching economic development plan.
@ The project facilitator will work with city staff to ensure progress and coordination with
other pillars.
B Project Facilitator
» The project facilitator will guide and “taskmaster” the groups to ensure milestones are
met on time and within budget.
® The project facilitator will contract with and report to the city commission and the city

manager.
® Why have the facilitator report to the city commission and city manager? If Oregon

City tourism is going to achieve its potential and successfully navigate through this

implementation plan, we believe the effort should be owned by the highest level of

community leadership.
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ATTACHMENT A

Potential Revenue Sources for Tourism Promotion and Development

Oregon City's current TRT collections are sufficient to fund the first year of the
Milestone Plan.

An additional increase to Oregon City's TRT rate would provide additional revenue.

* Even with the recent increase in Oregon City's TRT rate, it’s still below the threshold.

Case studies reflect little to no consumer resistance to TRT rates. Lodging taxes
create important economic development funds without taxing the local community

(see TRT comparison chart).

County, state, federal, and cause-specific grants. Various and many grant

' opportunities exist, especially for heritage-related economic development projects.

The Milestone Plan recommends a common grant writing position housed at the city
to pursue grants to fund tourism promotion and economic development.

W The creation of a Tourism Improvement District (TID) to create funds for tourism
promotion. TID's can take many forms. They have been implemented in Portland

with success.

1 We believe the concept of an aerial tram connecting the Riverwalk project to the

upper promenade is an excellent idea that merits careful consideration. An aerial
tram would create a connecting loop for Oregon City's heritage attractions and
could also generate important funding for the heritage atiractions and tourism

promotion.

The Power and Potential of Heritage Tourism

" A 2009 research study conducted by Mandala Research for the U.S. Department
of Commerce, U.S. Cultural Heritage Tourism Marketing Council, National Trust for

Historic Preservation and other industry partners, reports that “78% of all U.S. leisure
travelers participate in cultural and/or heritage activities while traveling, translating

to 118.3 million adults each year.”

The study further demonstrates the impact of this industry segment, reporting that
cultural and heritage travelers spend more than other types of travelers - an average
of $994 per trip compared to $611 for all U.S. tourists. This spending translates to a
contribution of more than $192 billion annually to the U.S. economy by the cultural

heritage tourism segment.

There are approximately 850 million visits each year to American museums, more
than the attendance for all major league sporting events and theme parks combined
(483 million in 2011), according to the American Alliance of Museums.

Arts and cultural spending has a ripple effect on the overall economy, boosting both
commodities and jobs. For example, for every 100 jobs created from new demand for

the arts, 62 additional jobs are also created.

" Cultural Heritage Tourism has been identified by Congressional Research Services as

one of the leading, or rapidly developing, areas of tourism.
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ATTACHMENT A

Miscellaneous Notes

Tourism promotion is a competitive game, with winners and losers. Oregon City
leadership needs to prepare their community for that competition. The team needs
leadership, a winning plan, and a competitive culture of winning.

Having a shared development director/grant writer housed in the city’s economic
development department to support all cultural organizations and tourism objectives is
a smart idea and a good economic development investment for the city.

The city should lead the Financial Strategy pillar even after a dedicated DMO is
established because it institutionalizes the city’s role and investment in the tourism
industry. The city is the ultimate holder of the purse strings of tourism promotion funds.

The city's economic development department should draft a clear mission statement
pertaining to their commitment to and role in achieving the city’s tourism potential.
Tourism must be a primary theme in the city's overarching economic development plan.

1 Oregon City is positioned perfectly to capitalize on the heritage trail concept. This could
be the majority of Oregon City’s tourism promotion work. Refer to Boston's Freedom
Trail and Bend's Ale Trail for case studies and ideas. This is recommended as the first

year milestone for the Tourism Promotion piilar.

= The current shortage in available hotel lodging inventory can be mitigated by
encouraging local home owners to operate VRBO's and bed & breakfasts in their
homes, especially in the many historic hames throughout Oregon City. Additional
lodging inventory would help maximize transient lodging taxes and wouid enhance
Oregon City’s tourism experience. City administration can support and encourage this
by creating policies that encourage and make it easier for homeowners to operate short

term lodging operations out of their homes.

Next Steps
October and November: collaboration and consensus building amongst all stakeholders

November: final presentations

December onward: implementation and success
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