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New beginnings for Oregon’s 
Mt. Hood Territory
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Welcome
from the 
Director

Stepping into the role of Director 
presents the opportunity to reflect 
on the place, the people of Mt. 
Hood Territory and the role of 
tourism. It is an honor to take on 
the position with an accomplished 
organization and team in a 
destination that is unmatched in 
the state. 
As a lifelong Oregonian, some of 
my first memories of Mt. Hood are 
as a child picking huckleberries, 
building gnome homes and 
learning the habits and habitats 
of Bigfoot. When I think of visits 
to The Territory, I think of summer 
hikes across snow fields, road trips 
winding along the West Cascades 
Scenic Byway, muddy boots in a 
sea of colorful tulips and always 
picking a train seat that would 
provide a view of Willamette Falls. 
The place is a part of me. It is this 
sense of place that we strive for 
every visitor to take with them 
from Mt. Hood Territory.
More than an Instagram worthy 
experience, the people make Mt. 
Hood Territory memorable. Unique 
communities, warm welcomes 
from locals and passionate 
people bring The Territory to 
life for visitors. Tourism thrives 
in our area because of the 
individuals creating experiences, 
businesses and communities 
where people want to visit. In 
turn, tourism creates economic 
activity that strengthens 
communities and supports a 
rich diversity of attractions and 

activities throughout the area. 
It is a privilege for the staff at 
Clackamas County Tourism to 
bring their industry expertise 
to collaborations that build 
sustainable tourism throughout 
Mt. Hood Territory. Tourism 
priorities this year focus around 
many collaborations with 
individual businesses, agencies 
and coalitions to align our work 
with local efforts. 
Developing sustainable tourism 
is at the core of all Tourism’s 
efforts. Sustainability is a journey. 
The Sustainable Destination 
Assessment conducted in 2019 
will serve as a guide for Mt. 
Hood Territory as a destination 
ensuring that the four pillars of 
sustainability are considered in 
every action. This year, efforts 
are underway to engage more 
tourism businesses in Clackamas 
County’s Leaders in Sustainability 
program to develop a system 
for monitoring local perception 
of tourism and developing year-
round visitation to Mt. Hood 
Territory.
It is our pleasure to share the 
accomplishments of FY2018/2019. 
Several innovative projects are 
highlighted that built destination 
product, identity and awareness. 
The work for FY2019/2020 will 
continue to support Mt. Hood 
Territory as a thriving destination 
for years to come. I look forward 
to the work ahead.

Samara Phelps -  
Executive Director
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Oregon’s Mt. Hood Territory is the 
branded identity of Clackamas County 
Tourism & Cultural Affairs. We are 
what’s known in the industry as a 
“DMO.” Traditionally, this has stood for 
“Destination Marketing Organization.” In 
recent years this acronym has evolved 
to stand for “Destination Management 
Organization,” as the typical roles for 
entities such as Mt. Hood Territory 
have changed. Marketing is still a core 
function, as substantial effort is placed 
on creating awareness of the region in 
our chosen markets. But it is also our 
responsibility to ensure the destination 
can remain as attractive as it is today 
to future generations. Issues such as 
sustainability, access and equity are all 
important parts being addressed by 
today’s DMO. These are issues that Mt. 
Hood Territory has been focused on 
for years, and our work in these areas 
continues to increase. 

FUNDING
Mt. Hood Territory’s funding comes 
from a 6% “Transient Room Tax” or 
“TRT” that was approved by voters in 
1992. This tax is paid by visitors who 
spend a night in any lodging property 
or campground within Clackamas 
County. The ordinance creating the tax 
mandates that the money generated 
by TRT must be used for destination 
management and marketing, except 
for a dedicated amount that goes 
toward the operations of the Clackamas 
County Fair. 

ORGANIZATION
The programs of Mt. Hood Territory are 
overseen by the Tourism Development 
Council (TDC), a nine-member 
volunteer board comprised of tourism 
industry leaders. The TDC members 
are appointed by the Board of County 
Commissioners (BCC) to three-year 
terms. The TDC directs the investment 
of Clackamas County TRT revenues, 
ensuring they are in accordance with 
the Tourism Master Plan, which is 
realized through the execution of 
the 5-year Strategic Plan. Fiscal Year 
2019/2020 is the third year of the 
current 5-Year Strategic Plan. 

Clackamas County’s “DMO”
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TOURISM 
DEVELOPMENT 

COUNCIL

Jody Carson 
Board Chair 
Willamette Falls  
Legacy Project

Justin Friend 
Best Western Plus 
Rivershore Inn

Barb Iverson 
Vice-Chair 
Iverson Family Farms

Luke Spencer 
Clackamas River 
Outfitters

David Penilton 
America’s Hub 
World Tours

Bobbie Wilburn 
Best Western Sandy Inn

Hans Wipper 
Wippersnappers

Betsy LaBarge 
Mt. Hood 
Vacation Rentals

Tammy Thompson
Member-at-Large 
Monarch Hotel & 
Conference Center 



TOURISM
STAFF
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Jeannine Breshears 
Deputy Director

Marketing Manager

Janice Nilson 
Admin Analyst

Jim Austin 
Community Relations 

Annie Bailey Austin 
PR Coodinator

Aaron Liersemann 
Development Specialist

Sandy Carpenter 
Database Specialist

John Richards 
MVIC Operator

Jarrod Lyman 
Social Media/Content

Ithaca Janzen 
Marketing Assistant

Lizzie Keenan 
Regional Coordinator

Danielle Cowan 
Special Projects

Daniel Gering 
Marketing Technologist

Jeannie Panchal 
Development Specialist

Samara Phelps 
Director

Casey Knopik 
Regional PR Specialist

Molly Johnson 
Social Media/Content



The work of the Mt. Hood Territory team, 
while organized through the divisions, 
is never compartmentalized. The 
Tourism team is comprised of industry-
leading professionals recognized as top 
performers. 

The Administration/Leadership includes 
the executive director, who serves as 
liason to the TDC and in a leadership role 
at the county, state and national levels. 
The deputy director manages contracts 
with vendors and administrative 
processes as well as oversees marketing 
efforts. The administrative analyst 
manages the day-to-day operations of 
the office, budget and acounts payable 
and serves as the TDC board secretary. 

The Marketing and Communications 
Team oversees Mt. Hood Territory brand 
advertising campaigns, public relations 
efforts, social media and content 
programs, website management and the 
Mobile Visitor Information Center (MVIC).

Development efforts are handled by the 
“Dev Team,” who 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 available annually for local tourism 
projects. 

Community and Government Relations 
works closely with local communities, 
government partners, organizations 
and individuals on tourism efforts. They 
administer the Community Partnership 
Program (CPP) grants and serve as the 
Legislative and Government Affairs 
representative monitoring legislation that 
would have an impact on tourism. 

Mt. Hood Territory resides in three 
“regions” determined by the state’s 
tourism office. Tourism acts as the 
Regional Destination Management 
Organization (RDMO) for the Mt. Hood 
& Columbia River Gorge region and 
serves in advisory roles for the Portland 
Region and Willamette Valley Visitors 
Association (WVVA) through Travel 
Oregon’s Regional Cooperative Tourism 
Program (RCTP).

Tourism’s contracted partners are a 
vital part of our work and successes, 
possessing particular skill sets necessary 
for accomplishing goals outlined in the 
5-year Strategic Plan. Borders Perrin 
Norrander (BPN) is a Portland-based 
marketing agency responsible for the 
creation and placement of our marketing 
campaigns. Anvil Media oversees both 

the search engine optimization (SEO) of 
Tourism’s website and the search engine 
marketing (SEM) efforts. Lawrence PR 
works alongside public relations staff to 
secure earned media coverage. Drozian 
Webworks is the web developer for 
Tourism’s website and handles many of 
the back-end tasks that keep the site 
running smoothly.  

THE TEAM
Tourism’s strategic priorities are integrated across all 
divisions. 
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Borders Perrin Norrander 
Marketing Agency

Anvil Media
SEO/SEM Agency

Lawrence PR
Public Relations Agency

Drozian Webworks
Web Developer



Visitors traveling to Oregon’s Mt. Hood Territory 
spend millions of dollars a year in business 
across Clackamas County. The amount of travel 
spending, earnings and jobs supported by 
tourism has grown each year since 2010. 

Visitor Spending in 2018 Earnings in 2018

“TOURISM MEANS 

JOBS”
Travelers coming to 
Clackamas County are 
an important part of 
the economy, as travel 
supported the workforce 
by providing more than 
$189 million in earnings 
for workers in tourism-
related fields.  

ECONOMIC

IMPACT
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Visitor spending 
directly supported

Visitor spending 
indirectly supported

*

* **

*

*Dean Runyan & Associates
**US Census Bureau



WHERE THE MONEY GOES
Visitor spending reaches throughout many sectors in Oregon’s economy. 
With the rise of the “foodie scene” in travel, it is of no surprise that the largest 
spending segment is in the food services industry. Lodging is the second 
largest investment visitors make when traveling to Mt. Hood Territory. 

$283 daily 2.1 days $6M

Local impact
The average traveler spends       stays for an average of

Tourism generates 
local taxes of

*
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Total tax generated includes lodging taxes collected both by the Clackamas County and by individual cities 
that have a local transient lodging tax in place. Local communities use their TRT revenue to enhance their own 
tourism efforts as well as provide various services for their residents. 

Dean Runyan & Asssociates

*
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2018/2019

Lodging revenues are impacted by the amount of rooms properties fill 
(occupancy) as well as the rate they charge. TRT continued to grow at a 
similar rate seen since 2015/2016. As predicted, growth has slowed due to 
a lack of new rooms added to inventory, where our neighboring regions 
have added thousands of rooms. 

TRT data from Clackamas County Finance Dept

LODGING
REVENUES



2018/2019
Highlights
Engagement is a highlight of the past 
year. Potential visitors continue to 
engage with our channels more in the 
digital spehere which includes our social 
channels and website, and engage in 
person with the MVIC at events. Media 
are telling richer deeper stories about 
our destination. Mt. Hood Territory 
products available to international 
buyers expand each year as their 
awareness of our area grows. These 
successes are highlights themselves, but 
this year the team reached beyond these 
traditional avenues for engagement by: 

•Partnering with DMO’s along the entire   
 Oregon Trail for the first time

•Bringing the sights and flavors of Mt.  
 Hood Territory to surprise and delight  
 consumers in an investment market

•Gathering input on tourism from more  
 than 1100 residents and engaging more  
 than 100 stakeholders to inform  
 destination assessment

•Developing new tourism-specific  
 trainings for local partners

•Bringing Travel Oregon’s first Water  
 Tourism Studio to the Clackamas River

11



The 175th anniversary of the Oregon Trail was 
the perfect opportunity for Tourism to promote 
the rich heritage of Mt. Hood Territory. A pair of 
programs made great strides in branding The 
Territory as a historic destination. 

Heritage Milestone Marked
in Mt. Hood Territory

Oregon Trail 175th Campaign
PR took the lead in creating a partnership with 14 destination organizations 
spanning the entire trail. The destinations worked together to create itineraries for 
social media influencers to promote stops and engage with locals along the trail. To 
promote the content, all of the posts linked to an Oregon Trail-focused microsite on 
the Mt. Hood Territory website.

The anniversary was also leveraged to promote 13 of our partners across all three 
tourism pillars by creating “Modern Pioneer” feature videos, which highlighted 
locals in their communities. These were shared on the website and through our 
social media channels and were viewed more than 505,000 times.

“The ‘Modern Pioneers’ campaign between the Oregon Trails Coalition and Mt. Hood 
Territory truly exemplified what can happen when great collaborations are fostered.”

-Alice Trindle
Oregon Trails Coalition Member

15 bloggers

17 cities

259 blog posts

9.58M impressions

31.4K engagements

21,446 
clicks
to microsite

223
outlets 

ran press release

12



Activity Guides were 
ordered from 40 states 
and Washington, D.C. as 
well as Canada and the 
U.K.

The 175th anniversary 
inspired the creation 
of the Oregon Trail 
Activity Guide, a free 
publication intended 
to teach children 
about the Oregon 
Trail and inspire travel 
to the region so 
they can experience 
heritage firsthand. 
While created for 
the anniversary, this 
is an enduring piece 
that continues to 
be marketed and 
requested.

73% of all 
people who 
ordered 
an Activity 
Guide 
online also 
requested 
our Travel 
Planner. 

In addition to distribution at state welcome centers, Bureau 
of Land Management (BLM) heritage sites and Oregon Trail 
attractions statewide, additional distribution requests came 
from:

 • The US Forest Service to use in their Junior Ranger  
 Programs  in the Mt. Hood National Forest. 

 • The Oregon State Capital to be distributed onsite as  
 part of the state’s birthday celebration.

 • The organizer of a large family reunion requested  
 guides to give activity ideas to the many families    
         visiting.

13
Promoting Family Travel



Phoenix 
Investment

Market
Phoenix has been identified as an 
investment market that would be receptive 
to Mt. Hood Territory’s message and 
geography. Portland Region RCTP funds, 
which were earmarked for PR efforts, were 
used to craft a comprehensive campaign 
combining traditional advertising elements 
with strategic PR placements and social 
media marketing, all culminating in an 
“activation” that put tourism boots on 
the ground over two weekends. The 
focal point of the event was a Mt. Hood 
Territory branded vending machine filled 
with products from partner businesses and 
attractions. The novelty of the machine 
served to attract attention from both 
Phoenix area residents and local media. 
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Phoenix Consumer 
Activation

238%

1,795%  

increase in web 
traffic from 
Phoenix area

increase in 
direct web 
traffic from 
Phoenix area

Web traffic includes users who came to the 
Mt. Hood Territory website via any source. 
Direct web traffic users came to the site by 
specifically typing in the mthoodterritory.com 
web address after seeing it on some form of 
marketing. 

150+ earned media 
placements

100 million 
impressions generated 
by paid and earned 
media coverage



8X

Industry standard  
for PR attribution
Traffic to campaign-related 
content on our website from 
earned media coverage exceeded 
the industry benchmark of 1% by 
eight times.

12.3%

Increase in email 
subscriber base

53%

Conversion rate
More than half of the Phoenix 
visitors to our website clicked 
outbound links to lodging 
partner websites. Benchmark 
standard is 5%.
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Nearly 40% of vending machine 
users opted to subscribe to our 
email list, resulting in a more than 
12% jump in the total size of our 
email subscribers list.

Phoenix Consumer 
Activation

Web traffic includes users who came to the 
Mt. Hood Territory website via any source. 
Direct web traffic users came to the site by 
specifically typing in the mthoodterritory.com 
web address after seeing it on some form of 
marketing. 



Public Relations works with 
writers and editors to garner 
earned media (coverage we 
don’t purchase) in target 
markets. Media relations 
efforts resulted in feature 
stories highlighting key 
marketing messages in 
outlets such as Wine Press 
Northwest, Forbes, USA 
Today and The Arizona 
Republic.
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MEDIA
MENTIONS

Circulation Articles  
published

Partners
mentioned

For every $1 spent on PR efforts, more 
than 18.7K people were exposed to 
positive earned media covereage 
about Mt. Hood Territory and its 

partners. 

150+

9.5
Billion 1.4K



The metrics Mt. Hood Territory uses to measure 
web performance go beyond the traditional stats 
such as users and clicks. Different metrics are 
employed depending on the purpose of each 
marketing campaign driving traffic to the site. 

Trip Planning/Booking Phase
Campaigns focusing on the “Booking Phase” 
concentrate on “conversions,” which are defined as 
when a user clicks a link to a partner site, signs up 
for a newsletter, views or orders the Travel Planner 
or calls a partner from the phone listing.

Inspiration Phase
Users driven to the site during the “Inspiration Phase” 
are measured against a metric called “Page Through 
Traffic,” or PTT. This performance indicator determines 
the level of interest a user has in the content on the 
site by the number of pages they visit. 

When combined with Campaign Tracking through 
Google Analytics, a clear picture of what is working 
and what isn’t is created, ensuring that we have the 
best data possible when making marketing decisions. 

WEBSITE
TRAFFIC
The mthoodterritory.com website continues to be the 
most important travel tool we provide to visitors
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Big numbers may be more impressive when it comes to statistics, but what’s more 
important is what those users do when they come to the website. Our efforts have 
been focused on “quality over quantity” when it comes to website and social 
metrics. It’s better to talk to 100 people who want to hear your message than to 
1,000 who don’t. 

The number of users in FY 2018/2019 was actually lower than the number of visitors 
the prior year. However, with fewer visitors we still saw 34% more conversions. The 
biggest jump came in users conducting multiple searches on our lodging partners 
through the online booking engine. 

Quality Over Quantity: focusing on attracting more 
engaged web users, not just increased user numbers



ENGAGING 
CONTENT
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23% increase in followers across all  

          

social channels

                                      
 
 

     5% increase in engagement

Another new outlet for the content/social media team is 
a podcast, Territory Tales. This allows Mt. Hood Territory 
to showcase the stories behind the attractions and 
activities while taking advantage of the one channel 
where long form content is still consumed. 

1,800 listeners to Territory Tales
   podcast

Instagram Stories have been a great addition 
to the social media strategy, as it allows us 
to easily send users to partners’ profiles. 
The content/social media team’s new 
Instagram Story strategy drove nearly 
3,800 visitors to Clackamas County 
businesses’ profiles in its first year. Every 
tap to a partner profile was organic, as 
there was no paid boost behind these 
posts.

While Facebook counts a “video 
view” as anything longer than 
three seconds, the content/social 
media team wanted to measure 
engagement on a deeper level. 
Videos on the Mt. Hood Territory 
Facebook page promoting 
attractions in Clackamas County 
were viewed to 50% completion, or 
beyond, more than 116,000 times 
in the past fiscal year. This shows a 
high level of engagement with the 
destination’s content. 

Overall Engagement
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RCTP
Regional Cooperative Tourism Program

The Mt. Hood & Columbia River Gorge Region 
has been instrumental in the creation and 
implementation of the Trailhead Ambassador 
program, bringing together land managers, 
nonprofits, tourism entities and local residents 
to improve the visitor experience at popular 
trailheads, including three in Mt. Hood Territory. 
Ambassadors have spoken to more than 43,000 
visitors to the region over the course of two 
seasons.

Portland Region funds supported local tourism 
projects. To improve visitor experience on the 
Willamette Shore Trolley, the region provided 
funds to convert the diesel engine to a quieter, 
more efficient battery system. The Region 
conducted an inventory and assessment of 
garden tourism assets including local gardens. Mt. 
Hood Territory’s successful Phoenix promotion 
was bolstered by Portland Region funds. 

The Willamette Valley Visitors Association 
website, oregonwinecountry.org, continues to 
drive strong visitation to Mt. Hood Territory’s 
website website through Tourism’s content 
contributions highlighting valley communities, 
attractions and events.

In 2018-19 Portland Region investments in Canada, 
Germany and the United Kingdom featured Mt. 
Hood Territory hotels and experiences. 

The Portland and Mt. Hood & Columbia River 
Gorge Regions hosted events in Oregon City and 
Welches during Travel Oregon’s Road Rally, giving 
international buyers from key markets firsthand 
experiences in The Territory.

International Highlights

Oregon’s Mt. Hood Territory lies within three 
of Travel Oregon’s tourism regions: Mt. Hood 
& Columbia River Gorge, the Portland Region 
and the Willamette Valley. We were selected 
by Travel Oregon to serve as the Mt. Hood & 
Colombia River Gorge Regional Destination 
Marketing Organization (RDMO) for the next 
six years. Funding for RDMO work comes from 
Travel Oregon through the RCTP.



Through the Community 
Partnership Program (CPP), 
Oregon’s Mt. Hood Territory 
makes grant funding available 
in 13 communities across 
Clackamas County to support 
locally generated tourism-related 
projects. 

It’s important for frontline workers to know what 
attractions Clackamas County has to offer. To 
accomplish this, each year Community Relations 
organizes Partner FAM (familiarization) Tours 
so the people who work most with visitors can 
experience firsthand the things to see and do 
so they can best recommend options for their 
guests. The summer 2018 FAM tour showed 
participants several Molalla area attractions 
including Alpacas at Marquam Hill, Molalla Train 
Park, Whiskey Hill Winery, TMK Creamery and 
Rosse Posse Acres elk ranch. 

Another element to partner education is 
the popular Tourism Tech Symposium. After 
seven years of sell-out sessions, we’ve created 
monthly, single-topic classes called the Tourism 
Tech Series covering topics like Google 
Analytics and Instagram Stories. 

COMMUNITY AND

PARTNER 
ENGAGEMENT
“You always ‘nail it’ on every Mt. Hood Territory FAM trip! I thoroughly enjoyed 
every place we visited, and learned so much from each place.” 
         - FAM Attendee

Community Partnership 
Program

Short Term Rentals

13
Communities

66
Grants

The rise of the short term rental (STR) market 
has proven difficult for many regulatory 
agencies attempting to get a handle on 
this segment of the “sharing economy.” 
Numerous questions exist related to regulation, 
contribution to dwindling housing supplies and 
aherence to lodging tax laws. Tourism has been 
part of this conversation to ensure that the 
industry’s interests are represented in any and 
all decisions made regarding this trend. 

Our third annual Agritourism Summit 
brought together owners looking to learn 
new ideas to bring visitors to their farms and 
develop partnership opportunities with other 
businesses. 
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Tourism conducted visitor intercepts at three 
visitor information centers (VIC) to determine 
how today’s traveler interacts with the centers 
and how they prefer to research their trip. 
Respondents answered a dozen questions that 
will help shape our VIC contracts in the future. 

Visitor Center Surveys Findings: Visitor center users also plan online.

To promote travel to Oregon’s Mt. Hood Territory, 
the Mobile Visitor Information Center (MVIC) 
travels to events both local and beyond in our 
target markets. The MVIC offers a unique way to 
paint an engaging picture of Mt. Hood Territory 
that is tailored to the individual’s imagination 
using our printed collateral to convey our 
message and inspire future vacation plans. 

The MVIC’s visibility attracts people at fairs and 
events and provides a wide selection of targeted 
travel information to inform potential visitors of 
the wealth of attractions and activities Mt. Hood 
Territory holds.

By having a staff member present to answer 
questions that arise, we are able to engage a 
potential visitor and sell them on the destination. 

MVIC

16 shows attended

9,000 people 
engaged

18,672 
brochures distributed

VISITOR
INFORMATION
SERVICES
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PRODUCT 
DEVELOPMENT

Through Mt. Hood Territory’s 
participation in travel trade 
shows, local partners were 
connected with tour operators 
bringing international clients to 
Oregon. To support overnight 
offerings and meet the industry 
demand for activities available 
through international travel 
agencies, the development team 
worked with partners to create a 

portfolio of bookable activities. 
Mt. Hood’s winter activities took 
center stage at the Australia Ski 
Expos in Melbourne and Sydney, 
putting midweek skiing on Mt. 
Hood top of mind for Australian 
snow sport enthusiasts and travel 
agents. Visitation from Australia 
continues to grow demonstrating 
the strong alignment between 
our destination and the Australian 
visitors’ interest.

In the fall of 2018, nearly 200 partners engaged in 
water tourism discussions built around the Water 
Tourism Strategic Plan. Participants included 
fishing, paddling and boating enthusiasts along 
with local residents, agency representatives 
and elected officials demonstrating robust and 
diverse interest in water recreation throughout 
the county and building collaborative support for 
a variety of initiatives. 

Based on stakeholder feedback, Tourism worked 
with Travel Oregon to develop and implement 
a first of its kind Water Recreation Tourism 
Studio for the Clackamas River. Participants 
dedicated multiple days in April to discussing 
barriers and opportunities along the entire river 
and brainstorming solutions. A volunteer action 
team is working to create a River Ambassador 
Program on the Clackamas in 2020.

Global Sales

Grants

Water Tourism
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Tourism Development Grants foster the 
creation of new tourism assets and grow 
existing ones to continue to improve the 
offerings in Clackamas County. 

As part of our committment to supporting 
water tourism, four of the five Tourism 
Development Grants the TDC awarded were 
focused on developing water assets:

• Barton Park Complex Master Plan
• Estacada Lake Shore Trail Design
• Willamette Falls Portage Trail Plan
• Willamette Waterways: Water Gateway to 

Historic Willamette Main Street

The Clackamas County Fairgrounds in Canby 
received funds to develop a master plan for future 
redevelopment.

The TDC also awards grants to heritage sites in 
need of immediate repairs to maintain visitor-ready 
status through the Heritage Capital Improvement 
Grants. Grants awarded last year include: 

•William L Holmes House for porch repair
•Sandy Area Historical Society Museum for climate 
control
•Hopkins Demonstration Forest for fire tower 
restoration 

33.5% 
in international 
hotel room 
bookings

33.7%  
in international 
lodging 
revenue

Hotel bookings from international 
visitors through receptive tour 
operators continue to grow in our 
region. One lodging partner reported an 
82% increase in bookings. 



Managing visitation to prevent 
overtourism to popular sites 
and helping to promote 
“hidden gems” is one of the key 
principles behind sustainable 
destination management.

The Trails Guide was created to 
direct visitors to underutilized 
locations. Local, state and 
federal land managers were 
consulted on which trails should 

be included in the piece. As a 
result the guide includes a wide 
range of visitor-ready trails, 
from family-friendly walks to 
more challenging climbs for 
every season. 

Available through visitor 
centers, local businesses and 
online, the Trails Guide provides 
inspiration to explore more of 
the area.

Sustainability

Resident Survey Key Findings:

Trails
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In our ongoing commitment to sustainable tourism, Mt. Hood Territory 
contracted The George Washington University International Institute of 
Tourism Studies to conduct a destination assessment using the internationally 
recognized Global Sustainable Tourism Council Destination Criteria and 
Indicators. Mt. Hood Territory is among the first destinations in the United 
States to complete this internationally recognized evaluation.

The destination assessment process 
gathered insights from 1,219 residents 
of Clackamas County about their 
perceptions of the impacts of tourism, 
both positive and negative. Resident 
support of the tourism industry is 
critical to ensuring positive visitor 
experiences and an economically and 
socially viable industry that generates 
revenue and is well integrated into 
the fabric of the community. The 
findings of the online survey indicate 
that Clackamas County residents 
seem satisfied with tourism overall, 
its benefits for the community, the 
resulting economic contributions, and 
its impact on local cultural heritage. 

• 60% of respondents stated that they 
are either satisfied or very satisfied with 
tourism in the area.

• 85% of respondents believe that tourism 
is helping to improve the economy.

• 60% of respondents said that tourism is 
helping to improve cultural heritage in the 
area.

• 40% of respondents felt that tourism 
is helping to maintain the environment, 
while 29% felt that tourism leads to 
environmental damage.
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2019/2020
PRIORITIES
Sustainable tourism practices guide 
the work of the department. The 
accomplished staff team continues the 
commitment to innovative industry 
leadership bringing best practices 
to life through the ongoing work of 
destination promotion and development. 
Informed by both research and the 
best data available to the industry, 
Tourism’s Master Plan and 5-Year 
Strategic Priorities direct efforts each 
year to ensure Clackamas County’s 

communities, residents and businesses 
benefit from tourism. The 2019/2020 
priorities include immediate actions on: 

• last year’s sustainable tourism 
assessment

• developing products and messaging 
for targeted niche audiences

• support of local efforts through 
partner trainings and collaborations.



Encourage sustainable business practices 
by engaging local tourism businesses in 
the Leaders in Sustainability program 
offered through the Clackamas County 
Sustainability Department.

Develop a method to regularly asses 
how residents, stakeholders and visitors 
perceive the impacts of tourism activities 
in the county. Create tools for internal 
tracking of attraction attributes related to 
assessment findings to inform monitoring 
of industry health.

Encourage year-round visitation using 
development and marketing tools. Efforts 
include the new “Always On” digital 
marketing strategy, international sales 
focused on winter and spring travel, and 
encouraging low impact and off-peak 
visitation to trails and attractions.

Enhance authentic and accurate 
promotion through an audit of 
promotional collateral to ensure they 
address seasonality, mid-week travel 
and underutilized areas. Source visual 
assets to support the representation 
of our diverse audience and authentic 
experiences.

Support car-free forms of transportation 
to visitor attractions through promotion 
of existing options and engaging in 
efforts to expand or improve transit and 
cycling opportunities.

Sustainable Business Practices

Monitor Perception of TourismYear-Round Destination

Ensure Authentic Representation

Car-Free Transportation
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DESTINATION ASSESSMENT RESPONSE

The results of the 2019 Sustainable Tourism Assessment will guide our efforts now 
and into the future. The principles and recommendations are reflected in all of the 
priorities this year. Based on assessment findings and stakeholder feedback a few 
specific activities will be a focus in FY2019-20.



26

NICHE INVESTMENTS

Speak Directly to Niche Audiences

Capitalize on Cycling Growth

Improve Water Tourism

Reroute Mt. Hood Scenic Byway

Farm & Heritage Inspired Road Trips

Ad placements, advertorials and social 
content including videos, podcasts and 
ads will speak directly to these identified 
niche audiences. Media efforts will 
target publications and freelancers who 
are authorities on niche topics. Web 
personalization will allow us to drive niche 
audiences to a page and content that 
speaks to them.

Build on the success of cycling 
development in the County like Skibowl’s 
lift assisted trails, Timberline’s mountain 
bike park, the Oregon Timber Trail and 
the Cascading Rivers Scenic Bikeway 
to improve cyclists’ knowledge and 
engagement with cycling in the area.

Support water tourism improvements 
through Water Tourism Studio efforts 
including stronger relationships to local 
guides and outfitters, the creation of 
a river ambassador program on the 
Clackamas River and participation in the 
Willamette River Trail Studio.

Work to better align the Mt. Hood Scenic 
Byway with communities and improve 
this iconic road trip by completing the 
re-route.

Partner with agritourism and heritage 
operators to package and promote 
experiences for a road trip audience, 
including leveraging and enhancing the 
existing Heritage, Tap and Wine Trails for 
this market.

To better leverage the assets that make Mt. Hood Territory a unique destination, 
developing experiences and communications that speak to niche markets is a 
priority. Inspiring travel to the destination by reaching potential visitors passionate 
about what Mt. Hood Territory offers will increase intent to travel here from 
identified target markets. Current visitor markets include Oregon, Washington, 
California, Arizona and Vancouver, B.C. Based on market research, travel trends, 
current opportunities and past learnings, identified niche areas for this year are 
road cycling, mountain biking, whitewater and flatwater paddling and road trips.



PARTNER SUPPORT

Provide Guest Service Gold training to 
frontline staff; develop and implement 
customized interpretation training 
for Visitor Information Centers; offer 
familiarization (FAM) tours for frontline 
staff to gain firsthand knowledge of local 
attractions.

Develop visitation that supports 
local businesses and communities 
by leveraging regional programs and 
investments through PR, marketing, 
global sales and destination development.

Expanded Frontline Training

Leverage Regional Partnerships

Leverage state and regional hosting 
of international trade shows, including 
GOWest Summit and Adventure Elevate 
in Oregon in the Spring of 2020, to grow 
awareness of Mt. Hood Territory. 

Engage in the tourism related initiatives 
of other county departments, land 
managers and communities to realize 
their tourism related priorities. This 
includes efforts to address short-term 
rental policy and processes in the county 
and redevelopment efforts on both 
sides of the river to provide access to 
Willamette Falls and reopening of the 
Locks.

Global Sales

From Plans to Realities

The end result of our work is increased economic impact for our tourism partners. 
We partner with local businesses, communities and stakeholders in numerous ways 
to further their efforts, be it through developing their own expertise, connecting 
them with opportunities, or collaborating with public and private initiatives that 
impact tourism.

Leverage Google Content Co-op 
program, offered through the RCTP, 
to improve visibility of community and 
partner content within Google’s products 
and educate partners on improving their 
presence. Utilize learnings to enhance 
strategies for voice search optimization.

Google Co-op
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