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Approach Methodology: Stakeholder Survey

Stakeholder Engagement

From July 20, 2017 to August 11, 2017, Coraggio Group surveyed a wide variety of Oregon City Tourism stakeholders,
including attraction owners, business owners, citizens and city officials. Over this period 139 people responded to the
survey.

Attraction Owner [ 5%
Business Owner [N 229%
Citizen | 56%
City Official/Employee [N 5%
Other (please specify) NG 12%

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

 Brand and Reputation « Target Demographic
« Tourism Asset Identification * Tourism Support Role
* Target Geographic Regions  Opportunities & Barriers

Target Itinerary Length

Themes were developed using a number of methods. Quantitative questions were analyzed using category percentages
compared to the total response rate. Qualitative, open ended, questions were analyzed by assigning themes/categories
influenced by response content and Coraggio’s interpretation of those responses. Because one response could include
numerous topics and themes, qualitative graphs were complied using the total number of times the theme was mentioned.
Themes displayed are only those that were comparably significant to the total number of themes per question.
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Approach Methodology: Visioning Session

Stakeholder Engagement

On August 3", Coraggio group held a tourism visioning workshop with a select and representative population of Oregon
City tourism stakeholders. This group was given exercises to help provide guidance to the strategic planning team.
Exercises covered the following topics:

* Visitor Profile: Who is Oregon City’s Visitor?
« Tourism Asset Criteria: What are the criteria necessary to be marketed as a Oregon City tourism asset?

* Propelling Questions: What are the opportunities and barriers confronting Oregon City in developing a vibrant
tourism industry? And how can we address them?

» Long-Term Needs: What are the long-term needs of Oregon City to drive and sustain a tourism industry?

* Oregon City 2022: Looks Like, Sounds Like, Feels Like

Themes were developed using a qualitative method that summarized the common and overarching themes of each
exercise. Where applicable, all responses have been included.
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Visitor Profiles, Tourism Assets, and
Brand Reputation



Oregon City Tourism Reputation: Today vs. Tomorrow

What are THREE words you would use to describe Oregon City's reputation as a tourism destination TODAY?
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Today, Oregon City is an unknown, historic and quaint town with lots of tourism potential in the Oregon Trail and Willamette Falls.
Tomorrow, Oregon City will be a vibrant, historic and unique destination with recreational opportunities grounded by Willamette Falls
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Tourism Asset Inventory and Potential

Please rate the following tourism assets on their potential for creating a successful tourism industry in Oregon City:

Natural Attractions
Cultural Heritage Sites
Outdoor Recreational Activities
Historic Nature of Downtown
Food and Drink 3.29
Accessibility to Surrounding Areas
Agri-Tourism 3.04
Entertainment
Available Lodging
Shopping 2.53
0 1 2 3 4

Stakeholders believe Oregon City’s primary tourism assets are its natural attractions, cultural heritage sites, overall historic nature,
and its access to recreational outdoor activities. These are followed by Oregon City’s 2™ tier assets of food and drink offerings,
accessibility to Portland and the surrounding areas, and agri-tourism.
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Tourism Asset Hierarchy

Tertiary Assets

Secondary Assets

Foundational Assets
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Target Regions

From the options below, please select the TOP TWO REGIONS that you believe provide the best marketing opportunity to
drive tourism to Oregon City.

Pacifc Nortwest
Portiand Metr
Wilamette Vally
Greater Oregon
Western US
AIUS
International

0% 10% 20% 30% 40% 50% 60%

Stakeholders believe that the top two geographic regions that should serve as Oregon City’'s marketing target are the local Portland
Metro area (49%) and the Pacific Northwest as a whole (51%).
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Itinerary Lengths

Please select the itinerary/trip length that you believe is the most realistic and ideal for Oregon City Tourism TODAY and in
2022.

B Today m2022
60%

50% 52%
40%
30%
20%

10%

i - i B

4-Hour Day Trip 8-Hour Day Trip Overnight Trip  Weekend Adventure Other (please specify) Vacation Destination
(3 or more nights)

0%

Today a typical Oregon City travel itinerary is believed to be a half-day trip, with some visitors extending their visit to a full eight
hours. Stakeholders believe the Oregon City itinerary length will, or should, evolve into one that targets and serves overnight and
weekend visitors.
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Visitor Demographic

Please select the tourist demographic that you believe would be most interested in tourism opportunities in Oregon City
TODAY and in 2022

mToday m2022
45%
40%
35%
30%
25%
20%
15%
10%

5% 6% 7%

1% m‘

Young Single Travelers Couples Families Retirees Business Travelers

0%

Today, Oregon City stakeholders believe their core visitor is spread across a wide demographic of retirees, families and couples. In
2022, stakeholders feel this core visitor demographic will narrow and will be a destination focused on couples and families.
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Visitor Profile

Young Families from various
U.S. cities looking for history
and recreation through
interactive experiences

Ecoraggiogroup

Retirees on the road looking for
a blend of history, good food,
and wine

Millennial day-trippers looking
for discovery and exploration in
the Mt. Hood territory,
accompanied by a downtown
scene with good food.
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Tourism Asset Inventory and Potential

What mix of activity is a potential tourist to Oregon City interested in?

30
25
Looking 20 Looking
for a for a little
specific bit of
activity 15 everything

o

o

1
| I
10 20 30 40 50 60 70 80 90 100

Rating Buckets

Stakeholders opinions vary on what the standard visitor of Oregon City is looking for when they visit. Some believe targeting visitors
who are looking for a breadth of options is ideal, while others believe the Oregon City visitor is more focused on a specific activity or
attraction.
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Tourism Services

Of the services listed below that could be funded through potential tourism tax revenues, which TWO do you believe would
be most beneficial to Oregon City's tourism industry and its stakeholders?

52%
45% 45%
26%
18%
11%

Assisting in the Marketing and Providing funding for Being champions of Assisting local Attracting Other (please
developmentand  advertising Oregon specific tourism tourism as an tourism businesses in  conventions and specify)
management of City as a tourism development important economic expanding their group meetings
tourism attractions destination activities industry in Oregon tourism business
and assets City (marketing/strategy

help, education)

Stakeholders believe that Oregon City’s tourism industry would benefit from funds being directed towards the development and
management of tourism attractions and assets, marketing Oregon City as a destination, and providing funding for specific tourism
development activities (grants).

Ecoraggiogroup 13



Oregon City 2022: Looks Like, Sounds Like, Feels Like
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Oregon City in 2022 is a historic, connected and active place with sounds of the waterfall intermittently disrupted by laughter and
music, creating a vibrant, welcoming, and authentic experience in the Pacific Northwest
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Visitor and Brand Summary

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

 Oregon City’s ideal visitor lives within the greater Portland region or the Pacific
Northwest

» The Oregon City visitor 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 Trail.

» Stakeholders are looking for leadership to help develop, market and fund tourism
development and activity in Oregon City
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Strategic Planning Guidance



Tourism Asset Criteria
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visitors while offering a unique American experience
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Opportunities and Barriers

What are the top three Barriers and Opportunities facing Oregon City’s tourism industry?
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The Willamette Falls and historic nature of Oregon City afford the tourism industry many opportunities for success. This success is
reliant on addressing key barriers such as, a lack of parking and lodging, competition with Portland, and limited funding.
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Propelling Questions Facing Oregon City Tourism

How can we become the PNW »  We can if...we work with current assets to increase open hours

destination point when there isn’t *  We can if...we create co-marketing materials available at End of Oregon Trail, Elevator, Lodging,
enough to do 7 days a week and and have a central web presence

no direction on where to go and »  We can if...we leverage partners at the Mt. Hood Territory and Travel Oregon

what to do?

How can we attract tourists who *  We can if...we add bus parking and help develop coordinated itineraries and routes

choose alternative modes of transit ~ «  We can if...we promote with Amtrak and pursue bike shares, rental cars, and shuttles
such as cascade linc, m4x, boats,
buses, etc., when everyone drives?

How can we be tourism ready »  We can if...get buy-in to a vision

when we can’'t accommodate our *  We can if...we provide training and workshops

local population? »  We can if...encourage business-savvy competition and create more businesses
How can we become a major *  We can if...buy-in to a vision

destination for history and agri- *  We can if...get the word out through marketing

tourism in Oregon City, when we *  Wecan if...create fees for tourism-related activities (boating, car rentals)

don’t have coordination?

How can we interconnect our «  Wecanif...we have a leader and can create a culture of collaboration
tourist assets when there is a lack «  We can if...we create an inventory of assets and products
of coordination? e We canif...we ensure our assets are sustainable
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Long Term Needs

What are the long-term needs Oregon City needs to address for a vibrant tourism industry?

Asset Development
$450

You can't sell apples from an empty cart
More lunges, its all about the bass

Not currently developed to full potential
Have to have a desirable product to sell

Large group infrastructure (bus parking, hotels) and river connections. All needed to create sustainable

industry

Destination Marketing &
Brand Awareness
$270

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

If no one knows...

Need unified messaging of a “one stop shop” and social media presence,
Need funds to “wow” and create ongoing marketing

An experienced based destination through coordination

Sustainable Tourism
$80

Resiliency, economic value, and value to visitors
We don’t want to fall down, stop, and start again

Public Relations and Political
Support
$70

Plays well with others

Need to increase breweries, food processing

Stress green industry

Recreate historic industry of woodworking, milling, etc.

Workforce Needs
$20

Film, Outdoor, Creative/Cultural, Destination Retail

Ecoraggiogroup
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Strategic Planning Guidance Summary

« Primary tourism assets must be historic, authentic and accessible

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

* How can Oregon City address capacity, coordination and transportation issues?

* Asset development and marketing are needed to drive tourism in the long term
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Additional Guidance



Oregon City’s heritage attractions have the potential to support a thriving year-round tourism industry with national appeal.
Oregon City’s tourism industry is underachieving

Money is not the obstacle to Oregon City’s tourism success, at least not in the near term.

Oregon City’s fragmented tourism industry, divided heritage leadership, and the general lack of coordination are an anchor
There are enough tourism assets and tourism potential to eventually justify a DMO

The time to evolve is now. There is community momentum, and it's time for Oregon City’s tourism industry to organize and
collaboratively plan for a lucrative future

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

Oregon City’s heritage assets are the foundation and “the hook” of Oregon City tourism, even without the Riverwalk Legacy
Project.

Outdoor recreation and agri-tourism are important tourism segments that merit Oregon City’s cultivation and promotion
While anecdotal, there seems to be a defeated and frustrated attitude when it comes to Oregon City tourism.

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

Assets Development & Infrastructure

Ecoraggiogroup

The city should reconsider building A waterpark as part of the Willamette falls redevelopment of the old mill property. They also need to
address the issue of the increasing number of homeless people that are living on our streets and camping in our open areas

1. Burry the utilities downtown. The visual is greatly improved when power lines/poles are gone.

2. Demand/require ANY light rail extension into Oregon city come only with the capacity for express trains to downtown Portland. Itis my
opinion that MAX is now A liability and not an asset. It must have better security as well so that families feel safe. Fear spreads easier than
good news and the only way to overcome the current image is time.

3. I need to improve my understanding of the scope of the legacy project. It is my hope that the project guidance represents A WIDE range of
inputs and that A case of tunnel vision doesn't develop where things are done A certain way because things have always been done that way

Better transit connections to Portland (MAX or BRT)

Bring MAX to the waterfall

Development of the blue heron mill

Fixing/developing/showcasing the old blue heron paper mill

Hoping the falls will be open and views accessible. Also, in the new area being created where the old mill sits, | hope there will be some fun
businesses like brew pubs that will bring people in.

Make sure new rediscover the falls development includes parking.

Oregon city has tremendous potential! Go for it! Seek out investors and develop the river front!
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Additional Guidance

Assets development & infrastructure

Ecoraggiogroup

Parking in downtown Oregon city. Traffic flow in downtown Oregon city. How can people come to visit and enjoy the city when parking is
marginal?

Perhaps developing the ross landfill.

The Riverwalk falls overlook at the Hawley pump house should be opened to the public to let people experience the power of the falls up
close, yet safely.

There is huge potential to make Oregon city into a vibrant destination. There are wineries open year round that no one knows about - create
an Oregon city wine tour? The Willamette falls is a huge opportunity, but will take huge development dollars to remove and restructure.
Hopefully it happens sooner than later.

Transportation connectivity to Portland metro is essential. It needs to be easy to get here and feel slower paced Americana when you arrive. If
you are stressed about traffic or parking, it won't be worth it.

We are all waiting eagerly for the waterfront/ river walk project to be approved and | believe this will be a huge asset to OC. Please include a
parking structure with the plans, it's called planning for the future, parking is already extremely limited downtown.

We need more parking for downtown

Willamette falls is an ace in the hole

Zip line from Oregon city to west limn over the falls

Parking in downtown Oregon city. Traffic flow in downtown Oregon city. How can people come to visit and enjoy the city when parking is

marginal?

Perhaps developing the ross landfill.
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The Willamette Falls is key to a successful tourism industry
Parking and accessibility needs to be addressed

The Old Mill Site is prime for development



Additional Guidance

Place Making

Ecoraggiogroup

A wide vision for a more upscale environment would be nice. Attracting better shopping, new seasons, whole foods, public art. It's depressing
driving into town after shopping in Tualatin or LO.

Businesses need to stay open later (especially in the summer).

Development of the mill area would really be beneficial. Can not be simply another target, Victoria secret, bath and body works retail. Needs
to have a niche and more original. Boutique and non chain dining.

Focus on everything Oregon city has to offer and not pigeon hole Oregon city into a heritage destination

I love going downtown because we have great restaurants. But once dinner is over there are no real reasons to hang around. Shops are few
and far between n seem to close early making for a very sleepy feel.

| think the best tourism focuses on creating a great place, rather than new attractions or gimmicks (no Ferris wheels!). | also think the hilltop
has almost no developable tourism assets because it feels like every other suburb in the area. Downtown and adjacent areas should be the
focus.

Making more opportunities for business and shops to thrive and draw tourists

My husband and | recently purchased a home in Oregon city after being unable to buy in Portland. OC is a very desirable place, but I'd love to
see more offerings for young adults who can afford OC over Portland.

Need more stuff for people to do that is cheap but fun.

OC can be the jewel of the Willamette. Focus on business development and supporting business activities (venues with music, restaurants,
beer gardens, etc.). And focus on a few tourism-related things so that when someone says "hey where's the best place to do x?" The
answer is always "Oregon city."

Oregon city is pretty boring, so you would need to add night life besides bars and something for families. There are also homeless people
everywhere so it doesn't feel safe. Need to have more shopping options such as a Costco and places for people to stay.

Much better signage throughout the city.
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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



Additional Guidance

Coordination and Collaboration

Ecoraggiogroup

If you cannot get the entire tourist groups working together for the same goal you will fail. Everyone has value in what they say.

Agritourist is fast becoming a major tourism driver, and that coupled with oc's incredible history and natural features should be enough to
make it a destination. Youthful vision, creative, cool branding and good organization would help!

Coordination of existing organizations; understanding of their priorities and perspectives.

Creating a position on city staff to coordinate tourism efforts among tourism vendors, business owners, and county and state tourism
agencies is a HUGE first step in the right direction. Also, formalizing the Oregon city tourism advisory council will be another positive step
forward. OC has an enviable basket of tourism assets; now all we need is coordination and a plan. Finally, rather than focusing efforts on a
new Oregon city DMO, why not just coordinate efforts with Mt. Hood territory and travel Oregon. MHT is spending huge amounts of money
on Clackamas county tourism, and OC is a major beneficiary of MHT efforts. Why waste a lot of time and money duplicating mht's efforts?
Downtown Oregon city is often promoted with the exclusion of the midtown and hilltop areas of the city. A more cohesive plan would benefit
all businesses, regardless of area.

Ensure widespread community meetings to obtain citizen comments and address concerns.
| think its important that we not only promote our unique history in both Oregon and the west coast but allocate resources to help historic

homes and other museums develop and be OPEN and READY for the public. You cant have tourism if there is nothing to see half of the
week.

In order to be a tourism destination the entire city needs to be on the same page and needs to be working towards the same goal.
Collaboration, consistency, coordination, cooperation and cash (funding for more staff and potential DMO).

It pleases me that there is a more focused and dedicated effort on the part of the city to promote tourism

Local businesses & citizens that do not see themselves as directly in tourism industry must believe in the broad benefits to all businesses and
citizens of a successful tourism economy

OC has a lot of potential for tourism, but this survey is the first effort that has been made to promote, and the tone of the survey makes it
obvious that any progress is at least five years away. We have great wineries that are open only on weekends, heritage attractions with no
set schedule, and only one mediocre motel. Oregon city should be the jumping off point for tourism throughout Clackamas county, but the
long term view that tourism is not a real industry has cost us that position.
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Creating a coordinated and collaborative environment, inclusive of all Oregon
City tourism stakeholders, is key for success and itinerary development

Increased community engagement around the tourism industry in Oregon City
IS important



Additional Guidance

Benchmark
+ Think outside the box, look at bend and the pearl district for a suggestion.

Brand awareness

» A web site listing restaurant, recreational, historic & entertainment options

» Am amazed that so many people do not know the hidden gems in OC. Best trails, few homeless, sea lions, donkey sanctuary, trolley, etc..

+ Having a POS system that everyone used would collect the kind of demographic data OC tourism could use to make smart marketing
decisions as well as the business/cultural org that uses it.

» Many people who have lived in Portland all their lives have no idea about the rich history and great food and beer we have. Maybe we need
to learn from places like the Selwood, or Mississippi areas of Portland, how to be hip and cool.

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

 The 1st social media picture that shows a pint glass full of craft beer with the falls in the background will go viral and will the hundreds of
thousands more and ore. City will be reintroduced and be as prominent a trade make as it was 150 years ago

Breweries and food

+ | think it would be important to looks at what other cities are doing to bring in couples and families. Bend has a vibrant craft beer scene and
tons of outdoor opportunities, so do hood river and Astoria. We need to model ourselves on their successes, allowing family friendly
breweries with food trucks from local chefs to cater affordable yet fun meals and experiences to people coming to explore our city.

+ Look at bend as a great representation of how breweries and local food trucks can attract families and tourism. See crux brewing a an
example.
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Look to 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



Additional Guidance

Destination Management

Heritage

Ecoraggiogroup

Honestly, anything that keeps the small town feel. We're not interested in our town getting busy and touristy??, Or the max line coming in.
Keep max in Gladstone or beyond and bring back the trolley when main st expands. Wasn't a big fan of this survey compared to ones past...

Keep it tasteful. We don't need a tacky tourism industry here -- don't try to drive tourists here with shopping and garish attractions, and
especially not chain restaurants or chain stores of any kind. Accentuate the natural beauty and small-town charm of the place. Don't turn it
into a cheap tourist trap.

Have tourism wealth (if it comes,) clearly benefit the whole community, because there will be a cost to locals with the influx of visitors that will
diminish quality of life for us. After all, we didn't move here to be in a weekend Disney world production.

Not really. | am not thrilled with the idea of turning this small city into a touristy destination that disrupts the people who make this town their
home.

Once and for all forgetting the idea of a shopping mall on the landfill site.

Heritage tourism is important to our identify in OC. However, it is a fallacy to think that historic tourism just needs a better marketing
campaign to bring people. The heritage tourism market is quite small if not coupled with everything else as a designation. | think the heritage
part is implied but we need to work to emphasize non heritage activities within an authentic (e.g. Heritage) experience brand

It would be nice if both city and county officials would take time to visit our historical sites. How can you promote tourism if you have never
visited. In the years | have been the ranger at the Mcloughlin house, | could count on one hand how many have visited this site. | don't know
about visitations to the other sites, but | bet it isn't too much different.

Know our history- there is a great story to tell- tell IT

The museums must be funded and promoted. OC is the end of the trail, but many people living in the Portland metro know nothing about this
key historical fact. Oregon city could be the west's Plymouth rock or Williamsburg. The fact that it isn't already considered in this light, is both
perplexing and disturbing.
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Maintaining Oregon City’s small town feel is on the minds of the community

This includes maintaining and leveraging Oregon City’s historic feel



Additional Guidance

Recreational Activities

» Please bring back the idea of having white water rafting on the river.

¢ Look to the rivers.
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Embrace the river in its full and broad potential



We look forward to supporting your next big leap forward.
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