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About Clackamas County Tourism & Cultural Affairs 
 
Clackamas County Tourism & Cultural Affairs (CCTCA) is charged with developing and 
administering a comprehensive destination marketing plan to enhance the quality of life 
for residents by achieving optimal economic benefit from tourism for county businesses, 
attractions and government. A large part of this happens (thanks to you) through well-
developed partnerships based on a common vision for tourism in the county. 
 
Definition of Tourism/Visitor – “Tourism” is defined as the economic activity 
generated by visitors’ spending. “Visitor” is defined as a person who travels from his/her 
place of residence for pleasure, recreation, business (other than daily employment) or 
participation in events on a trip that requires the person to travel more than 50 miles 
and/or includes an overnight stay at a lodging property. 
  
Vision – Serve as the leading force to grow and sustain tourism in Clackamas County 
through effective marketing and asset development strategies and by building strong 
partnerships with businesses, organizations, other governmental entities and citizens. 
  
Mission – Increase overnight stays and encourage visitors to linger longer in 
Clackamas County by serving as the primary destination resource for trip planning 
resulting in destination visits and by working in partnership to develop and enhance 
local tourism assets. 
  
Insights – Trends and External Factors That Influence County Tourism 

• Evolving Industry 
• Evolving Technology 
• Changing Traveler Behavior 
• Shifting Revenue Resources 
• Distressed, Declining and Underdeveloped Local Tourism Assets 

  
Our Guiding Principles 

• Leader in County and Regional Tourism 
• Promotions of Clackamas County Tourism Assets and Opportunities 
• Effective and Efficient Use of Public Resources 
• Build New and Strengthen Existing Public and Private Partnerships 

 
The Three Pillars of County Tourism 

• Outdoor Recreation 
• Agritourism 
• Heritage/Cultural Tourism 

  
Marketing Goal – To serve as the primary destination resource for trip planning 
resulting in a visit to this destination, as measured by demand for information, intent to 
travel, overall (transient room tax) TRT collections, visitor spending and length of stay.
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Strategic Plan 
 

A. Business/Marketing Objectives 
 
To create a successful strategic plan we must begin with a clear understanding of 
overarching business goals. Once these objectives are established, we can develop a 
strategy that will help guide the effective use of creative and media to ensure these 
business goals are achieved.  

 
 
 
 
 
 
 
 
 
 
 
 
 

 
1. Business Objective: Increase transient room tax (TRT) revenue and regional 

economic impact. 

Oregon’s Mt. Hood Territory (The Territory) reached a then high of $3 million in TRT 
revenue in FY 2007-2008 (CCTCA, March 2014, pg. 4). The Territory was not 
immune to the effect of the “Great Recession” that soon followed, which impacted 
the country as a whole. In FY 2012-13, we again reached $3 million in TRT revenue, 
along with generating a broader regional impact that stems from visitors who not 
only visit the region, but also stay overnight (e.g., eating out at restaurants, visiting 
microbreweries, shopping at clothing stores). The Territory’s business goal is to 
continue to keep the TRT above the $3 million threshold, and even expand on this 
by converting more day-trippers to overnighters.  
 
While spending by all overnighters increased 6% from 2008 to 2013, it increased 
even more among those who specifically stayed at a hotel/motel – by 6.7% between 
2010 and 2013 (Dean Runyan Associates, 2014, pg. 73). Those who came to The 
Territory and did not stay overnight spent even more (8%); converting these day-
trippers to overnighters will be crucial to achieve the overall business objectives 
(Dean Runyan Associates, 2014, pg. 73).  
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2. Marketing Objective: Increase brand awareness and personality.  
A deep analysis was undertaken using data collected by Strategic Marketing & 
Research, Inc. (SMARI), which indicated that three distinct areas of the country are 
key markets to examine, when considering how likely it would be to get someone to: 
a) visit Oregon’s Mt. Hood Territory and b) stay overnight. CCTCA has classified 
these markets as primary, secondary and investment markets. Important factors to 
consider when entering these markets include: 

• Increasing awareness of The Territory, beyond Mt. Hood 
• Clearly demonstrating the personality of the region, which has a “bland” 

reputation among those who are aware of the area but live outside of primary 
markets 

 
3. Marketing Objective: Position Oregon’s Mt. Hood Territory’s web and social media 

channels as the go-to travel resources for the area.  

In today’s increasingly digital world, consumers have become more and more savvy 
when making travel decisions, relying heavily on digital channels, which requires a 
rethink of the traditional purchase funnel, along with giving these channels at least 
equal weight to traditional media channels (Court et al., 2009). Reviewing web data 
has shown us that traffic to MtHoodTerritory.com has increased by up to 15% over 
the past six years, with 2013-2014 set to be a record in unique and overall visitors; 
further stressing the importance it plays in our media ecosystem (Google Analytics, 
2008-2014). It is imperative that this website complement any marketing initiatives 
attempting to drive traffic to this site; otherwise, potential consumers may be 
dissuaded from visiting and pursuing further information about the region. 
 

B. Internal and Competitive Analysis 
 
Before pursuing the more “flashy” aspects one might expect from a marketing platform, 
we undertook a review of The Territory’s competitors. There are multiple travel options 
in the Pacific Northwest/West Coast, making it important to consider how competitors 
position their region’s offerings to drive tourism, and how The Territory can distinguish 
itself from them with its own offerings and marketing initiatives. Using a variety of data 
sources and factors, we narrowed this set of competitors down to: 

• Oregon Coast 
• Lake Tahoe 
• Seattle 
• Moab, Utah  
• San Diego 
• British Columbia 
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C. Brand Strengths  
 
When examining the strengths of Oregon’s Mt. Hood Territory, four areas emerged as 
prime opportunities to take advantage of (Jaworksi et al., 2013, pg. 8-9): 
1. Proximity to a metropolitan area 

The close proximity to Portland is a great advantage for The Territory. The two 
locations complement each other by providing the potential to explore a major urban 
center such as the city of Portland while getting a much different experience in 
Clackamas County. 

2. Proximity to an international airport 
Having an international airport like PDX provides certain advantages (e.g., many 
more transportation options), even for those traveling domestically to Clackamas 
County. This helps potential visitors even further down the consumer decision 
journey when deciding if The Territory is the right destination for them. 

3. Deep local pride in heritage 

How locals feel about their area can help drive visitors’ perceptions and feelings 
about the location. If locals are less likely to take pride in their area, visitors are less 
likely to take interest in visiting the place, regardless of the range of attractions that 
is available. Fortunately for Clackamas County, pride and heritage run very deep. 

4. Committed county involvement 
The level of involvement a local government has in promoting tourism can help sell 
an area and secure essential resources for marketing. Clackamas County has a 
government that a) sees the importance of tourism and b) is willing to take the extra 
steps needed to ensure that the Tourism Development Council (TDC) has the 
resources it needs. 

 
When examining the competition, most competitors appear to position themselves as 
one-dimensional (1-D) or possibly two-dimensional (2-D) experiences; this signals an 
opportunity for Oregon’s Mt. Hood Territory to distinguish itself with a unique offering. 
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D. Value Proposition 
 
After reviewing the competitive landscape and determining that competitors offer a more 
1-D or 2-D approach to marketing their regions, we were able to more deeply consider 
Oregon’s Mt. Hood Territory’s positioning. The Territory has such a variety of urban, 
agricultural and outdoor activities available to visitors that it truly offers a 3-D experience 
– not 3-D as in special effects, but rather a 3-D tourism experience for prospective 
visitors. 
 
For example, if someone wants: 

• A more cultural experience, there are numerous art galleries, cinemas and 
performing arts options 

• A more agritourism experience, there are farm-to-table experiences that can be 
found at 11 scheduled dinners between May and September 

• A more outdoor experience, well, that is what the area is known for, and there is 
no limit of activities 

 
Despite The Territory offering a 3-D experience, many people from outside the region 
(and even some within) think solely of Mt. Hood, which signals the need and opportunity 
to change such perceptions. 
 
E. Strategic Imperatives 
 
Three overarching strategic imperatives emerged from the SMARI data that are 
essential for achieving the business and marketing objectives outlined previously. 
 
1. Build Awareness 

Overall awareness of The Territory is fairly low across the board. Data focusing on 
primary markets, which include people living in Oregon, Washington and Northern 
California, show that awareness is only 40% (SMARI, Fall 2013). Looking beyond 
the primary markets, these numbers continue to decrease. People are unlikely to 
visit The Territory, regardless of all the activities available, if they are unaware of 
these offerings. Those who do visit Oregon’s Mt. Hood Territory are transformed and 
rate the experience very highly – a staggering 99% (SMARI, Fall 2013). This 
response is further reflected through social media analysis, which shows that 100% 
of conversational sentiment falls under “positive” or “neutral”; none was denoted as 
“negative” (0%) (Social Mention, February 2014).1 
 

 
 
 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1 Social Mention is a social media search and analysis platform that aggregates user-generated content 
from across the universe into a single stream of information. It allows you to easily track and measure 
what people are saying about you, your company, a new product, or any topic across the web’s social 
media landscape in real time.	  



	   9 

2. Create Advocacy 
Visitors to The Territory share their feelings on social media. Even if they do not 
return to the area in the near future, the region still gains equity if these people talk 
about The Territory on social media channels, especially since there is 
nearly unanimous positive sentiment toward the region for those who have visited, 
as previously mentioned. With the rise of social media has come the rise of the 
sharing culture, and seeing that there is a certain level of "social currency" one gets 
from sharing cool content, it is imperative to provide these supporters of The 
Territory with easy way to share content via social media channels, and eventually 
with the creation of a social-based loyalty program, that encourages and makes it 
easy for them to share – thus acting as advocates of The Territory. 

 
3. Enhance Oregon’s Mt. Hood Territory’s Brand Personality 

The data show that, while The Territory is multidimensional (i.e., 3-D), those who are 
familiar with it still view it primarily as a good location for outdoor activities (SMARI, 
Fall 2013). The area receives high ratings for being “a good place for outdoor 
recreation” and having a “beautiful forest and natural scenery” (SMARI, Fall 2013). 
Very few rate The Territory highly as a destination that “is rich in history and 
heritage” and “is a good place to visit farms and experience agritourism” (SMARI, 
Fall 2013). This is not an issue of disagreeing about the available offerings, but an 
overall awareness issue. Enhancing The Territory’s personality and expanding 
awareness will help increase motivation to visit the region.  

 
F. Target Audience 
 
To develop specific audience understanding, we examined the research data numerous 
ways, and analyzed using various segmentation techniques and multiple cluster 
analyses; this revealed two main ways to consider the audience for strategic planning – 
The Visitors and The Prospects.  
 
The Prospects 
The three main characteristics of The Prospects are that they: 

• Have never been to The Territory 
• Have some level of familiarity with The Territory 
• Are open to the possibility of visiting The Territory 

 
Comparing The Prospects to The Visitors demographically 
showed clear differences. The Prospects are (SMARI, Fall 
2013): 

• More likely to be multicultural (30%) 
• More likely to be spread across many markets (not as clustered geographically) 
• From a more diverse set of households – ranging from no children to young 

families and in between 
• Younger (most are under the age of 45) 
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Studying them attitudinally showed that they are option-seeking people (i.e., they like 
variety in their life and feel less comfortable with uniformity). After testing multiple types 
of messaging against this group, we have concluded that they are much more likely to 
be moved by advertising featuring the idea of variety in some form, such as showing a 
variety of activities (SMARI, Fall 2013). 
 
Examining The Prospects geographically revealed a greater spread than with The 
Visitors. Over half (57%) are located outside the primary markets of Oregon and 
Washington, including clusters in Vancouver, British Columbia, and Southern California 
(SMARI, Fall 2013). 
 
The Visitors 
The two main characteristics of The Visitors are that they:  

• Make at least one vacation trip per year 
• Have been to Oregon’s Mt. Hood Territory at least once 

in the past two years 
 

Comparing The Visitors to The Prospects demographically 
showed further differences. The Visitors are (SMARI, Fall 
2013): 

• More likely to be married (78%) 
• More likely to live in Washington/Oregon (75%) 
• More likely to be white (83%) 
• Older (67% are 45+ in age) 
• Less likely to have children living in the household (25%) 

 
A gap analysis evaluated them behaviorally by comparing what they planned to do 
before their trip to The Territory happened, to what they actually ended up doing. The 
data showed that they usually transitioned from one type of activity to exploring many 
different areas, realizing after the fact that The Territory has more diverse offerings than 
just outdoor recreation – it is in fact 3-D (SMARI, Fall 2013); this aligns with the three 
tourism pillars for The Territory of Outdoor Activity, Heritage and Culture, and 
Agritourism. Understanding that The Visitors have experience with the options available, 
and that The Prospects are motivated by variety, a unified message could be used to 
target both audiences (with minor adjustments for nuanced activities). 

 
 
 
 

Source: SMARI, Fall 2013 
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G. Messaging Ideation 
 
Three elements must be kept in mind 
when determining a core idea:  

• Consumer Truth – What is the 
one true thing that we know 
about the consumer?  

• Cultural Truth – What is 
happening in culture that 
influences the consumer and 
technology? 

• Product Truth – What is the 
special proposition that the 
product/brand can make? 

 
The core idea emerges from the intersection of these three elements. 
 
 
H. Platform 
 
After we identified the core idea, we developed a 
creative platform. In this context, a platform is 
considered to be a dramatized way of bringing 
the core idea to life across various media. It is 
used to guide anyone responsible for these 
media channels in order to achieve a unified look 
and feel, regardless of the channel or device 
being used (e.g., TV, digital banner ads, 
concerts, festivals, PR). 
 
 

 
 
 

 Platform: “Play” 
The Territory is the best playground ever – the 
fun is nearly unlimited, and every activity is 
within reach. 3-D travel appeals to me because 
there’s a lot to do and it’s all so accessible. 
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I. Messaging/Platform Testing 
 
Before you place advertising in-market, it is crucial to do a communication test to ensure 
that your creative idea not only resonates with an intended audience, but is also proven 
to be effective in moving metrics of success. We performed a rigorous test using a 
control/test method: 

• Control Group – was not exposed to the platform 
• Test Group – was exposed to the platform 

 
We developed two hypotheses prior to testing: 

• HYPOTHESIS #1: Someone exposed to the concept in a secondary or 
investment market, due to an over-index of The Prospects, would have more 
positive views toward the concept than someone in a control cell. This would lead 
to him/her being more likely to want to visit The Territory, more likely to stay 
overnight, rating The Territory as a top vacation destination, etc.  

• HYPOTHESIS #2: Someone exposed to the concept from a primary market 
would have at least similar or more positive views toward the concept than 
someone in a control cell. 

 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Source: OMHT Platform Test – Control/Test Method, March 2014, among 611 
respondents 

Respondents exposed to the platform are more likely to visit The Territory than 
respondents who were not exposed, by six points. 
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Source: OMHT Platform Test – Control/Test Method, March 2014, among 611 
respondents 

Respondents exposed to the platform are more likely to desire to stay overnight in 
The Territory than respondents who were not exposed, by five points. 
 

Source: OMHT Platform Test – Control/Test Method, March 2014, among 611 
respondents 

Respondents exposed to the platform are more likely to rate The Territory as a top 
vacation destination than respondents who were not exposed, by seven points. 
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Source: OMHT Platform Test – Control/Test Method, March 2014, 
among 611 respondents 

Respondents exposed to the platform are more likely to believe 
there are a variety of activities to do in The Territory than 
respondents who were not exposed, by 11 points. 
 

Source: OMHT Platform Test – Control/Test Method, March 2014, among 611 respondents 

Across key attributes of success, respondents exposed to the platform are more likely to agree 
with all key attributes, including believing The Territory “is rich in history and heritage” (15-point 
difference) and “is a good place to explore” (13-point difference). 
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In addition, we tested the emotional resonance among those who were exposed to the 
concept. Evidence from neuroscience and advertising effectiveness studies shows that 
emotion is the primary driver of purchase intent/decision (Damásio, 1994; LeDoux, 
1996). This makes it essential to ensure resonance among an audience. This study 
found that 85% had either a positive or neutral response to the platform, which provides 
extra confidence that this direction is strategically sound. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
J. Media Channel Plans 

Source: OMHT Platform Test – Control/Test Method, March 2014, among 611 respondents 
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To develop a channel plan, we gave consideration to the appropriate media channels in 
which to place our platform and the creative executions made against it. In many 
campaigns, media planning can live in a silo, but often in such cases, a good marketing 
plan will not reach its objectives. In order for The Territory to reach its business and 
marketing goals, it was necessary to examine how The Visitors and The Prospects 
consume media, and if there were differences, we would take those into account when 
placing target-specific messaging, ensuring the right message in the right channel 
reaches the right audience.  
 
Research on the profiles of The Territory’s 
current Visitors and Prospects shows that 
they consume media differently (MRI, 
2013).2 Therefore, strategic focus will be 
placed on media where it is most 
efficiently consumed by each target 
audience, and where The Territory’s 
brand voice and message will be most 
effectively heard. In order to increase 
brand awareness, and ultimately 
overnight visits to The Territory, we 
identified the following unique channels 
and ways for each media outlet to serve 
The Visitors and The Prospects:  
 
Social Media 
Use focused and specific social media channels to encourage fans to interact directly 
with the Oregon’s Mt. Hood Territory brand and voice. Additional fans can be gained 
through further paid social media efforts.  

• Facebook – Focus on sharing content with The Visitors who already “like” 
Oregon’s Mt. Hood Territory on Facebook. Allow fans to interact and develop a 
relationship with the brand. Post longer-form content to encourage fans to share 
The Territory’s message. 

• Twitter – Engage users with the #OMHT hashtag to increase brand awareness, 
curate content, and track engagement and conversations. Reply to users to 
increase interaction with The Territory’s voice.  

• Instagram – Capitalize on the variety of great imagery from The Territory and 
post images featuring #OMHT to curate content. Utilize crowd-sourced content 
collected via #OMHT to repost and feature fans’ images. 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
2	  GfK Mediamark Research & Intelligence (GfK MRI) provides audience demographic data covering all 
forms of media, including radio, television, print and the Internet. Its reports allow advertisers and 
advertising agencies to target ad placement for maximum exposure to their intended demographic. 
www.mriplus.com	  
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• Pinterest – Provide “iPineraries” and place maps for users following the brand 
and travel information, since The Prospects search for information about travel 
and The Territory’s main pillars through Pinterest boards and search features.  

• Blog – Our blog is the best channel for disseminating longform information. Free 
from the constraints on character limits, posts can be as long or as short as the 
story merits. The inclusion of compelling photography adds to posts. Our blog 
offers an excellent opportunity to continually add fresh content that can drive 
traffic to our website from our social media channels.  

• Google+ – This is the most recent channel incorporated into the Mt. Hood 
Territory marketing strategy. This channel plays heavily into Google’s rankings 
for SEO. Unlike other channels, posts with long-form content tend to generate 
better results. Those results are further enhanced with the inclusion of compelling 
photography. 

• SlideShare and Prezi – These channels allow us to give our presentations much 
wider visibility than the groups to which we speak. Sharing the presentations can 
help increase the visibility of Clackamas County Tourism and Cultural Affairs' 
staff successes, improving our public image. 

• YouTube – Videos offer the chance to show new and compelling content in an 
easily consumed medium. In addition to being viewable on YouTube, videos 
hosted on our channel may also be easily shared across other social networks. 
The videos can also be embedded in blog posts of relevant content   

 
Traditional PR 
Reach out to both The Visitors and The Prospects in regional areas in order to 
encourage them to learn more about Oregon’s Mt. Hood Territory. Reach out to trusted 
sources and publications to build awareness and rapport with The Territory as a top 
travel destination and resource.  
 
Travel Planner 
Utilize the Oregon’s Mt. Hood Territory Travel Planner as a trip planning resource with 
detailed itineraries and information about the area for both The Visitors and The 
Prospects.  
 
CRM 
Engage with The Visitors while they are within The Territory’s boundaries or nearby to 
keep them informed and returning. In order to develop an ongoing relationship, 
encourage The Visitors to sign up for the email newsletter and to connect to Oregon’s 
Mt. Hood Territory’s social channels.  
 
MtHoodTerritory.com 
Utilize MtHoodTerritory.com as the ultimate trip planning resource to inform and 
educate The Visitors and The Prospects.  
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Paid Media 
Digital: Utilize digital media and targeting to efficiently reach The Visitors and The 
Prospects in secondary markets. Track via a third-party ad server. 

• Digital Banners – Use local and weather-focused sites to target The Visitors who 
are closer to Oregon’s Mt. Hood Territory and more likely to take a weekend trip. 
Target them with messaging that shows The Territory’s many activities during all 
seasons. Reach The Prospects by focusing calls to action to drive traffic to 
MtHoodTerritory.com, as they are heavier Internet users and will use online 
resources to plan their travels. Include placements on trip planning sites and 
behaviorally target The Prospects to position Oregon’s Mt. Hood Territory to be 
top of mind when users are considering their next travel destination. 

• Unique Units – Use units like page takeovers in local markets to target 
weekenders and introduce them with timing related to upcoming events. Use 
these units in outer markets on local sites to generate brand awareness and 
inspire The Prospects to learn more or plan a trip. 

• Facebook – Target The Visitors with paid ads focused on events and nearby 
activities. Use Sponsored Story ads to increase engagement with the brand and 
create conversations with The Visitors. Create ads targeted to The Prospect 
markets to drive new fan acquisition and drive traffic to tabs or sweepstakes. 
Highlight broad brand messaging to create awareness.  

• Twitter – Focus on short-form content and target The Visitors with events and 
nearby activities. Focus on The Visitors in primary markets since they are more 
likely to take a weekend trip to The Territory. In The Prospect markets, focus on 
new fan acquisition and drive to events or sweepstakes. Use Sponsored Tweets 
to increase engagement with the brand and create conversations. 

• Google SEM – Reach The Visitors searching for relevant keywords by using 
Google SEM. Focus event keywords in primary markets for The Visitors looking 
for weekend activities. Drive traffic to the website with example ad groups like 
Events, Adventure, and Outdoor Activities. Broadly reach The Prospects 
searching for keywords on general Oregon’s Mt. Hood Territory offerings. Drive 
traffic to the website with example ad groups like Travel, Heritage, Outdoor 
Activities, and Lodging.  

• Digital Video – Target The Visitors with video ads with pre-roll on local sites. 
Utilize targeting on YouTube to retarget The Visitors to the website or those who 
have seen previous Oregon’s Mt. Hood Territory videos. Reach The Prospects 
with pre-roll on news sites and contextually target them on sites/videos about 
travel, the outdoors and adventures. Utilize YouTube to target people watching 
videos about a specific location, Mt. Hood, adventures, etc. 

 
Mobile: Geo-target The Visitors within The Territory’s boundaries or within quick 
traveling distance to drive traffic to the mobile site. Inspire them to drive to local 
activities. Use mobile digital placements to reach The Prospects on travel planning and 
weather apps/sites to increase familiarity and help position The Territory to be part of 
their consideration set in the travel planning process. 
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Print: Place ads in newspapers and magazines with co-op opportunities to increase 
familiarity for The Visitors and show multiple offerings of The Territory. Use high-quality 
placements in outdoor, travel and local city magazines to generate brand awareness in 
The Prospect markets where familiarity is lower.  
Outdoor (e.g., bus wraps, billboards, etc.): Increase familiarity for The Visitors by 
utilizing outdoor placements in Portland and the surrounding market to create visible 
boundaries for The Territory. Introduce placements in the PDX baggage claim area to 
work with Travel Oregon’s Visitor Center and to reach people staying for longer trips to 
venture to Oregon’s Mt. Hood Territory. Outdoor advertising in The Prospect markets 
will generate brand awareness where awareness is minimal. 
Radio: Utilize radio to drive people to events and promotions in secondary markets and 
increase brand awareness.  

Television: Use TV to increase familiarity and brand awareness in local and national 
cable syndicated programs and public television broadcast markets. In The Prospect 
markets, generate brand awareness with high reach of TV and online web-based 
programming and partner with local stations to create brand trust. 
Promotions/Events: 

• Current sponsorships – Along with current sponsorships, Mobile Visitor 
Information Center (MVIC) van events and the Travel Oregon partnership, 
increase familiarity with The Visitors at trade events where familiarity may 
already be high.  

• New promotional events – Generate brand awareness by introducing strong calls 
to action or sweepstakes to incentivize and generate buzz about The Territory in 
new markets with The Prospects.  

 
Visitor Centers  
Use local visitor centers/kiosks across Oregon’s Mt. Hood Territory to inform and 
educate The Visitors about activities while they are in The Territory.  
 
Travel Oregon/Travel Portland Partnership 
Expand The Territory’s reach to The Prospects and international Visitors by utilizing 
Travel Oregon/Travel Portland’s efforts to reach out to new markets and create 
awareness about Oregon.  
 
E-Newsletter 
Connect opt-ins and The Visitors with event information, itineraries, specials and 
specifics about the activities and areas within The Territory.  
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K. Metrics of Success 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
L. Conclusion 
 
This strategic plan was developed with consideration for Oregon’s Mt. Hood Territory’s 
business and marketing communications objectives. It is designed to support The 
Territory in achieving its overarching goals of increasing tourism to the region and 
increasing TRT revenue, which will be generated through increased overnight stays. 
The new strategic direction of “3-D travel” realizes itself in the “Play” platform, which 
research has shown to be quite effective compared to the status quo, and thus 
Oregon’s Mt. Hood Territory is very excited to present the platform to the world over the 
next three years. 
 
The variety offered in The Territory, along with Mt. Hood as its anchor, has earned it a 
rightful place as one of the Seven Wonders of Oregon, and additional research has 
shown that variety is what the target audience is looking for when planning their 
vacations. Whatever mindset travelers bring – whether seeking outdoor activity, craving 
agricultural or even urban adventures – they are sure to leave Oregon’s Mt. Hood 
Territory satisfied. 
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Oregon’s Mt. Hood Territory’s Commission Team 
 
 
Clackamas County Tourism & Cultural Affairs 

• Danielle Cowan, Executive Director 
• Jeannine Breshears, Marketing Manager 
• Annie Bailey, PR/Communications Coordinator 
• Jarrod Lyman, Communications Specialist 
• Jim Austin, Community Relations Specialist 
• Jen Sotolongo, Development Specialist 
• Jae Heidenreich, Development Lead 
• Janice Nilson, Administrative Analyst 
• Dan Gering, Web Developer  
• John Richards, Visiting Friends & Relatives Program Coordinator 
• Rae Gordon, Marketing Assistant 

 
 
Tourism Development Council 

• Daphne Wuest  
• Sean Drinkwine  
• Sam Drevo 
• John Erickson 
• Betsy Labarge 
• Kirk Mouser 
• Andy Parks 
• Peter Watts 
• Kristy Wheeler 

 
 
Oregon’s Mt. Hood Territory Marketing Committee 

• Betsy LaBarge, Mt. Hood Vacation Rentals 
• Brian Reed, Timberline Lodge & Ski Area 
• Tammy Thompson, Monarch Hotel & Conference Center 
• Penny Pater, Courtyard by Marriott Clackamas 
• Barb Iverson, Wooden Shoe Tulip Farm 
• Gail Yazzolino, Oregon City Visitor Information Center/EOTIC 
• Darren Harmon, Family Fun Center 
• David Penilton, America's Hub World Tours 
• Blane Meier, First City Cycles 
• Gina Muller, Hilton Garden Inn 
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BPN, Inc. 
• Chasson Gracie, Director of Account Planning & Strategy 
• Hali Griffin, Assistant Account Planner 
• Lori Gaffney, President/Media Director 
• Andrea Mitchell, Associate Media Director 
• Kallie Bullock, Assistant Media Planner 
• Loralee Stapleton, Director of Client Services 
• Madeline Parker, Account Executive 
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