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How we’re funded
Oregon’s Mt. Hood Territory is the branded name of Clackamas County Tourism and Cultural Affairs. We are 
a Destination Marketing and Management Organization (DMO) that is funded through a voter-approved, 6% 
lodging tax paid by visitors who stay overnight at hotels, motels, campgrounds, bed and breakfasts and short 
term vacation rentals. The term “Transient Room Tax” (TRT) has been in place since its inception in 1993.

How we’re organized 
Mt. Hood Territory is overseen by the Tourism Development Council (TDC), a nine-member board comprised 
of business and community leaders volunteering their time to represent the tourism industry and guide the 
policies and priorities of Tourism. TDC members are appointed by the Board of County Commissioners to three-
year terms. The TDC directs the work and the investment of Clackamas County Transient Room Tax revenues. 
These efforts are guided by a Tourism Master Plan and a 5-Year Strategic Plan. 

Jody Carson
Chair 

Arts/Heritage

Barb Iverson 
Wooden Shoe 

Tulip Farm

Roger Beebe
Vice Chair

Best Western
Wilsonville

Sam Drevo
eNRG Kayaking

Betsy LaBarge
Mt. Hood Vacation 

Rentals

Tourism Development Council

Director’s Welcome Letter
Tourism at a Glance

Tammy Thompson
Monarch Inn

Hans Wipper
Mt. Hood Skibowl

David Penilton
Hub World Tours

As I reflect back on another successful year in Oregon’s Mt. Hood Territory, I am pleased to 
share that we worked through some very heady issues surrounding governance; located, 
remodeled and moved into new office space; created a new website; developed new policies 
to allow Tourism to function more effectively; expanded into new markets; launched a new 
marketing campaign; developed a robust Oregon Trail 175th Anniversary multi-state campaign; 
and invested more than half a million dollars in Tourism grant funding to local communities, to 
name just a few.  

This was the first year of our 5-Year Strategic Plan for 2017-2022. Last year, the County 
Commission approved a new Tourism Master Plan that embraces sustainable tourism as a key 
value for Clackamas County. We will focus a lot of our energy over the next year developing a 
sustainable tourism strategic plan and will also spend time and resources on implementing a 
major new initiative in water-based tourism. Clackamas County has outstanding water tourism 
assets, and we hope to leverage those into great experiences for residents and visitors.

The highlights of the past year are a tribute to the hard working Tourism team we have at 
Oregon’s Mt. Hood Territory. They continue to raise record revenues and win awards for their 
professionalism. We have a knowledgeable and engaged Tourism Development Council that 
continues to lead with vision. Our goal is to continue to be a leading force in the industry, 
championing both Clackamas County and the industry’s best practices that will ensure we 
remain a leading destination in the coming years.

Bobbie Wilburn
Best Western Sandy



Tourism Staff
Oregon’s Mt. Hood Territory is staffed by an award-
winning team of professionals that are leaders in 
the industry. An ongoing priority is to maintain a 
top performing team achieved through positive 
management and continuing education. 

Development
The “Dev Team” works with industry partners to assist the 
development of attractions and hospitality assets, services 
and packages. They work with our partners and tour operators 
to increase tourism product offerings to vital international 
markets. They also implement the Tourism Development Grants 
and Heritage Capital Improvement Grants programs, together 
providing $300,000 annually for local tourism projects.

Community/Government Relations
Community Relations works closely with local communities, 
organizations and individuals on tourism efforts. They 
manage our contracts with Visitor Information Centers in the 
county and administer the $260,000 Community Partnership 
Program grants. Staff also serve as the Legislative and 
Government Affairs representative, monitoring legislation 
that would have an impact on tourism. In addition, they work 
with other local government partners on a variety of issues. 

Administration/Leadership
Administration includes the executive director, who 
serves as a liasion to the TDC and in a leadership role 
both in the county and at the state and national levels. 
Also, our administrative analyst manages the day-to-
day operations of the office, budget and accounts 
payable and serves as the TDC board secretary.

Marketing
Marketing includes Oregon’s Mt. Hood Territory 
advertising campaigns, public relations efforts, 
social media programs and website management.
The advertising agency contract with Borders Perrin 
Norrander (BPN) is managed by the marketing manager.

The primary indicator of tourism health in Clackamas County is Transient Room Tax 
collections, which continued a 9-year streak of growth. The total amount collected in FY 
2017/18 was $4,621,367, a 2.8% increase over the previous year.

Transient Room Tax 
(TRT) revenues continue 
to increase. Growth has 
been driven by increases 
in Average Daily Rate 
(ADR) (room rentals) 
since no development of 
new lodging properties 
in Clackamas County 
has occurred for several 
years. Additionally, the 
rise of Airbnb and similar 
companies known as 
“intermediaries” has 
impacted the number of 
room nights rented from 
traditional lodging entities. 
Some of these businesses 
currently do not 
contribute to the TRT as 
other lodging companies 
do. State and local entities 
are working to solve this 
inconsistency. 

Tourism Staff

Tourism staff and programs have taken home more 
than 16 state and national awards in the past four 
years? Clackamas County Tourism is recognized as 
a leader in destination marketing. 

Did You Know...

State of the Industry



By the Numbers

The amount of money visitors spent statewide 
in Oregon in 2017.*

Total dollars spent by travelers visiting 
Clackamas County in 2017. (2.9% increase)*

Average Daily Rate (ADR) at hotels in 
Clackamas County during FY 2017/18. (4.3% 
increase)**

Total earnings including wages and salaries 
earned by employees and proprieters paid by 
visitors in Clackamas County. *

* Dean Runyan and Associates 
** Smith Travel Research

$11.8 billion

$613 million

$121.04

$175.9 million

TRT Revenue
 by Lodging Type

Tourism Highlights
The work performed by Tourism staff is 
guided by annual priorities approved by 
the TDC and outlined as part of the 5-Year 
Strategic Plan. Those priorities are in turn 
guided by the Master Plan. Accomplishments 
include creating an all new website at
MtHoodTerritory.com, developng

the new “Species” advertising campaign and 
executing an integrated heritage-focused 
promotion of the Oregon Trail’s 175th anniversary. 
The Dev Team oversaw the completion of a 
comprehensive Water Tourism Strategic Plan 
that will guide efforts in the coming years. More 
highlights are found in the next few pages. 

The Community Relations division 
lead frontline workers on two different 
familiarization tours at attractions 
throughout Mt. Hood Territory.  



Marketing efforts are classified 
under advertising, Public Relations 
(PR), Social Media and the Mobile 
Visitor Information Center (MVIC). 
Additionally, website metrics fall 
under Marketing since driving traffic 
to MtHoodTerritory.com is the primary 
call to action for most ads. In turn, 
sending those web visitors on to 
partner websites is a main conversion 
goal of all traffic to the website. The 
Marketing Manager oversees the 
advertising contract with the agency 
of record: BPN. Tourism staff and the 
Marketing Committee worked closely 
with BPN to create a new marketing

campaign: “Species – a new 
breed of traveler.” The tag line is: 
“If your thing isn’t one thing” and 
visually portrays the many diverse 
activities visitors can choose to 
experience rather than a singular 
activity. The first “Species” 
introduced are KayaHikeBoarder, 
VinoWhooshTuber, 
HistoFarmKarter, and 
LinksCastCavore. These species 
are based off the highly-targeted 
marketing personas created by 
BPN using data derived from our 
target and prospect markets. 

The Marketing Division created the Mt. Hood Territory Tap Trail 
and Wine Trail as part of the Explorer Trails theme. The free 
mobile passports encourage visitors to travel to businesses 
throughout the county by allowing them to receive discounts 
at breweries, cideries, distilleries, meaderies and wineries. 
Redemptions have occurred at each of the partner businesses 
and encouraged users to “linger longer” and experience more 
of what Clackamas County businesses have to offer.

Marketing

Public 
Relations

Public Relations works with 
writers, editors and reporters 
to gain “earned media” which is 
coverage we didn’t purchase. An 
additional PR staff member was 
added this year, allowing them to 
more than double their impact. 
Achievements include the Oregon 
Trail 175th Commemoration 
campaign, a massive social 
influencer effort involving 15 
influencers visiting six states and 
17 cities along the Oregon Trail. 

Local broadcast and print 
coverage grew exponentially 
due to two new strategies: one-
on-one introductions and story 
pitching; and individualized, 
targeted press releases. 

Coverage was secured in 
top-tier media in primary, 
seconday and prospect 
markets. Publications 
include Forbes, Nat Geo 
Traveler and Good Day 
LA. 

The PR Team was 
honored with the 2017 Public 
Relations Society (PRSA) Oregon 
Spotlight Award for their media 
deskside tour program, the 
chapter’s highest honor. 

For every dollar spent on public 
relations efforts, 6,450 people had the 
opportunity to view positive coverage 
about Oregon’s Mt. Hood Territory due 
to efforts made by the Tourism team. 

Mt. Hood Territory
By The Numbers:

Articles Published:
520

Circulation of Publications:
2 billion+

Partners Mentioned: 
100+



+ 15,000

1.8 million 

32,000

1.9 million

New followers across all social channels: 
Facebook, Instagram, Twitter and Pinterest.

Likes, comments and clicks on all content 
across all branded social media channels.

In web traffic, a jump of nearly 61,000 visitors.

The website redesign lead to more visitor engagements with 
content on the site, resulting in more than 13,000 more clicks to 
partner websites.

Improved connection to booking engine resulted in an increase of 
nearly 2,700 more visitors sent to lodging partner websites. 

Users referred to MtHoodTerritory.com from 
branded social media channels. 

Video views on social media channels. Staff 
placed an increased emphasis on videos this year.  

Social Media
Tourism has placed great importance on social media 
since 2013. In that time, the face of marketing via 
Facebook, Instagram, Twitter and Pinterest has changed 
dramatically. Tourism’s strategies have continued to 
evolve, as has the division’s scope of work.

The team creates and maintains the content on 
MtHoodTerritory.com, a key task under our new website 
strategy. The website no longer has a “blog” feature.
Instead, numerous “articles” that are the primary targets 
for ads and posts drive traffic to our website. Article 
pages were viewed nearly 213,000 times in the past fiscal 
year. Half of the ten most visited pages were articles.

Website
Driving traffic to MtHoodTerritory.com is the primary call 
to action for most of our marketing efforts. The website 
underwent a massive redesign to a content-driven site to 
better serve today’s user. Most web traffic now comes from 
a mobile source, so the new site was based on a “mobile 
first” approach.  

18% increase

34% more   

20% higher
MtHoodTerritory.com 
was recognized by Travel 
Oregon as the 2017 Best 
Oregon Website.



Mobile Visitor
Information Center
The easily-recognizable Mobile Visitor Information 
Center, or MVIC, is sent to high-traffic events in our 
primary markets to inspire people on a one-on-one 
basis to visit Oregon’s Mt. Hood Territory.

Staff uses the MVIC’s visibility to attract people at fairs 
and events and uses a wide selection of targeted travel 
information to inform potential visitors of the wealth of 
attractions and activities available.

In accordance with our goal of enhanced sustainability, 
staff consolidated materials to lessen the amount of 
paper that is distributed, focusing on quality over 
quantity. More than 29,000 pieces of collateral were still 
handed out to potential visitors. 

One of the largest projects undertaken by 
Community Relations was the relocation 
of Tourism’s operations from the Red Soils 
campus in Oregon City to a commercial 
building in West Linn. Community/Gov 
Relations oversaw the renovation of the 
space to make it functional for Tourism 
and coordinated the move. 

Tourism works with 13 communities, numerous city, state 
and federal agencies and many associations. Community/
Gov Relations manages these relationships. The division 
also oversees $260,000 in grant funding for visitor-
related projects or events, keeps on top of legislation with 
potential impacts on tourism at the state and local levels 
and works with local partners to provide educational 
professional development and training.

2% increase

 2 million impressions

The MVIC served more than 13,000 people, an all-time high.

More than two million people were exposed to Mt. Hood Territory 
through events attended by the MVIC.

Community/
Government

Relations

Community/Gov Relations 
staff coordinated the first 
ever Mt. Hood Territory 
media/story-telling training 
for agritourism partners.

Half a dozen partners learned 
techniques to improve their 
story-telling and on-camera 
skills. This will allow them 
to better promote their 
businesses as well as make 
it easier for Tourism staff to 
bring media to their farms. 
This was the first step in 
creating a complete series of 
similar training sessions. 



The Dev Team partnered with the Mt. Hood-
Gorge Region and U.S. Forest Service in the 
creation of the Trailhead Ambassador Program. 
More than 90 volunteers helped improve the 
visitor experience of 22,000 hikers.  

The team promoted Mt. Hood as a winter destination for 
Australians through partnerships with major ski wholesalers, 
produced winter-focused FAM tours for product managers, 
and attended Australian Ski Expos. They developed new 
handout materials and created a ski travel video.

Destination
Development

Rising Stars

Tourism invests Transient Room Tax (TRT) revenue to 
create new tourism opportunities in Clackamas County. 
Efforts include developing new international markets, 
enhancing existing tourism product and supporting well-
researched and planned projects creating new tourism 
assets and enhancing visitor experiences.

The “Dev Team” works diligently to ensure the county 
remains a viable destination in both the short-term and 
into the future. 

Casey Knopik and Aaron Liersemann from the Development Team 
were both awarded the national Rising Star Award from the U.S. 
Travel Association. This was the first time the award was given to 
two people. They were recognized during a luncheon ceremony 
at the annual ESTO conference, located this year in Minneapolis, 
Minnesota.

Cycling continues to be an important 
priority in Tourism’s efforts. 
Development staff completed 
the lengthy process to nominate 
Clackamas County for recognition 
from the League of American 
Cyclists. The county earned a 
“Bronze” level recognition, a major 
accomplishment for an entire county 
to earn such a distinction. 



After much discussion and 
work across both the County 
Commission and administration, 
as well as the Tourism 
Development Council and staff, a 
memorandum of understanding 
(MOU) was ultimately created 
to clarify the differing roles and 
responsbilities between the two 
boards. The direction forward 
for operations and management 
as outlined in the MOU is now 
being implemented. 

The Executive Director serves in several 
leadership capacities within the Tourism 
industry, including executive board 
member of the Willamette Falls Heritage 
Area Coalition, Willamette Falls Locks 
Commission member DMA West board 
member. She also serves as President 
of the Oregon Destination Marketing 
Association (ODMO) Board, which 
held their annual meeting in Mt. Hood 
Territory this past winter. Staff arranged a 
familiarization (FAM) tour for delegates, 
who enjoyed activities on Mt. Hood after 
their meetings. 

The TDC and staff revised the county’s Tourism Master Plan and developed 
new 5-year strategic priorities. Listening sessions were held throughout the 
county. Stakeholders, partners and the public were encouraged to share their 
vision is for Tourism and ideas they have to improve tourism in the county. 
The Master Plan was revised to include the value of sustainability to Tourism’s 
work, and was approved by the Board of County Commissioners. 

We continued implementation of Department restructuring, and continued to 
redraft and reclassify positions that were not within the Tourism classification 
stream, but were still in old classifications. Increases in staffing led to 
recruitments and on-boarding duties this year. 

Leadership/Administration

Tourism Master Plan

The Leadership and Administration includes the Tourism Development Council who guides the 
work of Tourism. The executive director serves as a liason with the TDC and in a leadership role 
both in the county and at state and national levels. Also, our administrative analyst manages the 
day-to-day operations of the office, budget, accounts payable and serves as the board secretary 
for the TDC.

“Having a new agreement 
between the Commission 
and the TDC on governance 
issues allows us to maintain 
a positive relationship 
between the two boards 
and focus our energies 
on implementing our 
comprehensive strategic 
plan for Tourism.”

 - Jody Carson, TDC Chair

New Tourism Master Plan 
Initiative: Sustainability

“Incorporate Principles of 
Sustainable Tourism through 
the Integration of Products 
and Partners that Sustain, 
Reinforce, or Enhance the 
Unique Character of the 
County’s Culture, Environment,  
Aesthetics, Heritage and 
Community Livability.”

 - Goal 6 of 2017-2022
Tourism Master Plan



Tourism Priorities FY 2018/19
The work of Tourism is guided by a 5-Year Strategic Plan that outlines priorities for 
2017-22. These priorities are routinely monitored to ensure goals remain relevant in the 
rapidly changing tourism environment. Below are the top priorities for Tourism in FY 
2018/19. These don’t reflect the day-to-day duties completed by staff, but instead the 
overall work these duties aim to achieve. 

Explore additional opportunities for paid influencer marketing programs with an influencer 
platform/service incorporating artificial intelligence (AI) to best target influencers, develop 
new multimedia content for Mt. Hood Territory’s use, provide measureable results and offer 
strategic messaging around our recreation, agritourism and heritage/culture pillars. 

Continue to evaluate and implement ongoing marketing strategies to leverage the 175th 
anniversary of the Oregon Trail.

Expand on marketing water-related tourism opportunities as prioritized and developed 
through the Water Tourism Strategic Plan. Identify marketing opportunities around other 
outdoor recreation experiences.

Grow regional PR efforts by assisting with the planning of new media deskside tours and 
resulting media hosting opportunities through the Hood-Gorge Region, as well as expanding 
media hosting and pitching efforts through the Portland Region and Willamette Valley 
Visitors Association. 

Establish new PR measurement and analytics tools focused on driving strategy that will 
further integrate PR with overall marketing plans and goals.

Enhance awareness in Minneapolis, MN for year three and Phoenix, AZ for year two. Include 
a PR-able event in Phoenix utilizing additional $40,000 investment from Greater Portland 
Regional Cooperative Tourism Program (RCTP) funds. Consider a possible third target 
market served by direct flights to Portland International Airport and implement strategy to 
market Mt. Hood Territory to these new destinations through brand awareness, target media 
buys and public relations efforts.

Marketing Priorities

Integrated Marketing

Marketing Measurement

Investment Market 
Development

Niche Markets

Public Relations 
Priorities

Integrate the new “Species” marketing campaign as part of the Advertising Communication 
Strategy that continues a year-round integrated media mix, addressing both the inspirational 
phase and trip planning/booking stages of the Visitor Lifecycle Management (VLM). 

Monitor advancements in digital marketing analytic data tools for tracking and measuring 
return on investment (ROI) and visitor arrivals as related to advertising spend and 
implement vendor services and opportunities as appropriate.

Expand the understanding of niche users in international markets and implement marketing 
strategies in these markets identified by the development team as ready for consumer 
marketing and public relations efforts.

Partner with state and regional destinations on a consumer and media event in Anaheim, CA 
if Travel Oregon and the Portland Region move forward with this plan.

Explore weddings and special interest meeting groups and opportunities for developing 
partnerships, campaigns and targeted media buys.

Review and adjust the percentage of spend in the areas of print, digital, out of home, 
broadcast and cinema advertising.

Continue promoting Mt. Hood Territory heritage partners through strategic and integrated 
Oregon Trail 175th PR efforts. 



PR Priorities continued

Work with web team to make images on website “pinnable” so content from our website is 
shared across the Pinterest communities.

Work with Anvil Media to implement an integrated SEO/SEM strategy to continue to 
improve the efficiency of media spend in relation to conversion of website traffic.

Research and implement, if feasible, artificial intelligence (AI) evaluation of analytic data and 
the chatbot messaging help tool.

Expand international translation services within the website for our targeted countries, as 
identified by the Development Team.

Continue growing the national market through Mt. Hood Territory dedicated PR efforts. 

Create short-form videos to enhance content on Facebook, YouTube and website as an 
ammendment to the Facebook Live strategy.

Work with the marketing team and BPN on PR elements of Mt. Hood Territory’s new 
marketing campaign to ensure an integrated approach, particularly with the planning of a 
consumer-facing Mt. Hood Territory activation in a target market. 

Evolve PR’s strategy and efforts promoting Mt. Hood Territory products, such as our 
Explorer Trails program.

Invest in a user-generated content (UGC) aggregating/curating service to assist in sourcing 
and displaying more images for use in social and website strategies. Use those assets in 
website content as both embedded images and in galleries.

Social Media Priorities

Website

Website continued

Mobile Visitor 
Information Center 
(MVIC)

Diversify Facebook content via targeted posts to reach new people, focusing on quality of 
engagement over quantity. 

Research and develop a strategy of marketing opportunities for digital assistants and smart 
media.

Research and incorporate opportunities for increased visibility and consumer interaction 
and engagement, including 360 VR. Increased visibility includes upgraded battery power 
and exterior lighting package for outdoor events. 

Continue to monitor the durability and need for replacement of the vinyl display wrap.

Regional Cooperative 
Tourism Program (RCTP)

Prepare for the 2018-19 RCTP request for qualifications (RFQ) process applying for the next 
6-year management contract for the Mt. Hood-Gorge region.

Grow our global sales, public relations and product development efforts working in 
partnership with the Portland Region, Willamette Valley Visitors Association, and Mt. Hood-
Gorge regions.

Destination
Development Priorities

Create and implement a Sustainable Tourism Strategic Plan to ensure sustainability values 
are incorporated and embraced by not only tourism staff but decision makers, stakeholders, 
visitors and residents throughout the destination.

Work with community stakeholders to implement the recommendations from the Water 
Tourism Strategic Plan and build on the economic potential of water tourism.

Support water tourism related projects in local communities by incentivizing investment in 
water tourism strategies through the FY 2018-19 Development Grants Program.

Assist in clarifying county code to ensure lodging alternatives are available throughout the 
county that provide value to local residents and authentic experiences for visitors.



Leverage the Oregon Trail 175th Anniversary into long-term theme based experiences that 
showcase the heritage and culture of Clackamas County.

Assess Clackamas County’s opportunities to reach targeted audiences with themed 
experiences that address seasonality through unique agritourism offerings.

Enhance visitor experience on trails throughout the county by promoting meaningful, safe 
and sustainable trail use.

Create a portfolio of activities available for purchase through travel trade channels by 
educating local businesses on the prospective markets and travel trade companies on the 
products available.

Position Clackamas County as a winter destination for visitors from Australia and New 
Zealand through targeted product development and promotion through niche travel trade, 
media and consumer channels.

Destination 
Development Priorities
continued

Community/GOV 
Relations Priorities

Community Partnership 
Grant Program

Work with the webmaster to continue implementing improvements to the online grant 
application and reporting forms. Potential changes include integrated contact management, 
automated messaging, report generation, streamlining file uploading and creating a user-
friendly Admin Console to make program management easier.

Work with tourism partners to schedule and plan seasonal FAM trips for frontline hospitality 
and visitor staff, tour operators and others so they can gain firsthand knowledge about the 
various sites, attractions and activities and are better informed to refer visitors. 

Partner Education

Offer partner training in tourism web/technology, social media management, storytelling 
and presentation skills building. Offer sponsorship opportunities for external partner 
trainings such as Oregon Restaurant and Lodging Association’s (ORLA) Guest Service Gold.

Legislative 
Coordination

Community/Gov 
Relations priorities 
continued

Identify issues of concern/interest for Tourism and manage its legislative agenda during 
the 2019 Legislative Session. Work with partners and other county departments during the 
interim to research potential issues and priorities.  

Community 
Engagement Schedule outreach and informational meetings/presentations with chambers of commerce, 

partners and other groups to share information about Tourism’s programs.

Mt. Hood Scenic Byway

Leadership  
Priorities

Complete reroute of the byway and work with Marketing Department and neighboring 
regions on promotional efforts.

Develop new approaches to our work and operations as well as reporting relationships to 
address the newly agreed to MOU, and internal purchasing and contracting rules.

Continue implementation of the 5-Year Strategic Priorities.

Determine strategies for implementation of the Water Tourism Plan.

Work with other County departments and staff to address county code issues affecting 
agritourism and lodging needs within the county.

Work with the TDC and the County to address issues surrounding short-term vacation 
rentals in the County.

Engage with the redevelopment of Summit Ski Area and the surrounding area at 
Government Camp.



Oregon’s Mt. Hood Territory
1830 Blankenship Rd. Suite 100 West Linn, OR 97068

www.MtHoodTerritory.com
info@MtHoodTerritory.com

503-655-8490

Thank You!


