
Tourism is Economic Development
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Oregon Travel spending increased 4.3% 
to $11.3 Billion in 2016





337

394.4

463.5

566.1
597.3

0

100

200

300

400

500

600

700

2000 2005 2010 2015 2016
Spending (in Millions)

Travel spending up in Clackamas County



2017 Economic Impact Report on Clackamas 
County by Dean Runyan

According to Dean Runyan 2015 Economic Impact Report 
on Clackamas County:

• Welcomed nearly 2.5 million overnight visitors in 2014

• Overnight and day visitors spent $461 million in 2014

• Total travel spending generated $20.3 M in state/local revenues

• Visitors spent an average $220 per day, per person

• Average Occupancy Rates at lodging properties increased 4.5% 
to reach 67% in 2013 over 2012. (Smith Travel Research)

• Welcomed more than 2.6 million overnight visitors in 2016

• Visitors spent $597 million in 2016

• Total travel spending generated $24 M in state/local revenues

• Average Occupancy Rates at lodging properties was 70.7% in 
2016. (National average is 65.4) (Smith Travel Research)



Who are we?
We are a Destination 
Marketing Organization 
(DMO)

Branded as Oregon’s Mt. 
Hood Territory

Bring visitors into Clackamas County

Generate overnight stays

Get visitors to linger longer with fun and 
memorable experiences

Leave visitors with reasons to return and 
recommend a visit to friends and relatives 



How are we funded?

100% of our funding 
comes from the 6% 
Transient Room Tax 
on visitors.

…That means not one 
dollar of our budget 
comes from the 
General
Fund and local 
property taxes. 



TRT Revenue Collections



We use transient lodging tax revenues to attract visitors, develop new markets and bring 

new assets on line…..    Which in turn increases economic activity in 
communities and generates greater transient lodging tax revenues….   

Which we use to attract more visitors, development 
new markets and bring new assets on line ….   Which in 
turn increases economic activity in 
communities and generates greater transient 
lodging tax revenues….  

What We Do In a Nut Shell



• Tourism is overseen by the Tourism Development Council (TDC).
• Nine member board comprised of business and community leaders.
• This board guides the policies and priorities of Tourism.
• TDC directs work and investment of Clackamas County Transient Lodging Tax revenues.
• Efforts guided by Tourism Master Plan and 5-Year Strategic Plan 

The Tourism Development Council



Our 3 Pillars of Tourism

Outdoor Recreation Agritourism Cultural Tourism



• Leadership
• Marketing
• Community Relations
• Development

How we operate

Mt. Hood Territory has four “divisions” 
that each have their own scope of work:
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Marketing sells the                    to potential visitors.  
(through advertising, website, PR & Social Media)  

Development works on making bigger

… on making different

and on packaging different pieces of  

pie together for visitors who want variety once they get here.



Tourism Marketing 

Strategies
Owned & Earned
• PR/Communications
• Social Media
• Website
• Videos

Paid
• Print Ads
• Digital Ads
• Co-op Ad Program
• SEM – Pay-Per-Click
• Social Media



100 Ways to Play Campaign; Soon to 
Announce New Campaign





Social Media Channels + #OMHT



Social Media 
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Total followers on Mt. 
Hood Territory 
channels increased by 
28% to 150,189. 

Instagram once again 
saw the largest leap, 
going from 5,344 to 
18,055, a 238% jump.

Mt. Hood Territory 
social strategy 
includes continued 
marketing to a 
growing community 
of followers via 
Facebook, Instagram, 
Twitter, and Pinterest. 



Facebook Live

• Online videos as the 
lead marketing tool

• Facebook Live gets 
priority views

• Support our film crews

• Waive any fees and 
assist with film permits



International Marketing Program
International Visitors Stay Longer and Spend More





Building International Demand 

Growing markets…

- Consumer Publications
- Tour Operators
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Building International Consumer Demand

Consumer Publications

Tour Operators

Brand USA



Facilitating Product Development

Activities

Hotels
Excursions



Research & Data are Key!
Develop Strategic & Master Plans

Agritourism

Heritage

Water Recreation

Bicycle Tourism Studios



Grant Programs

Tourism Development Grants - $250,000 go to 

projects and organizations that increase tourism assets in 
Clackamas County 

More pies! Bigger pies!
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Capital Improvement Grants

$50,000 a year dedicated to visitor readiness 
Improvements to cultural/heritage assets



Collaboration with our communities



Community Relations

• Works with 13 local partner communities to deliver the Community 
Partnership Program, through grant funding for projects that have an ability 
to create overnight stays or that give visitors reasons to “linger longer.”

• $20,000 available annually for each partner community

• Works with awardees on project implementation and connects them with 
Tourism resources



Community Relations

• Manages OMHT’s contract with vendors providing Visitor 
Information Services at the End of the Oregon Trail 
Interpretive Center in Oregon City, the Mt Hood Cultural 
Center and Museum in Government Camp and the Zigzag 
Ranger Station in Rhododendron.  

End of the Oregon Trial – O.C.

Mt. Hood Cultural Center & Museum – Govy 

ZigZag Ranger Station – Rhododendron 



Continued Rise & Conflict of the 
Sharing Economy

• Continued issues with Intermediaries like Airbnb

• Lack of agreements; enforcement

• Collections/tracking

• Conflicting county code

• “Not in my backyard”

• Houselessness

• Need for alternative lodging alternatives



Wellness/Adventure Travel

• Adventure travelers want to broaden worldview and learn 
about different cultures, less extreme activities

• Science-based, medical approaches to wellness and travel

• Demand for more than a massage- i.e. sleep therapy

• Allow travelers to escape their hectic lives and focus on 
health: physical, mental and spiritual

• Digital detox: Disconnect from devices; get back to nature

• Healthy cuisine: farm-to-table/local food

• Hygge!



Sustainability

Green Values:*

 Genuine and authentic

 Responsible

 Economically sustainable

 Environmentally sustainable

 Nature and scenery

“We can not only talk 
about the customer 
experience; we have 
to talk about 
everyone’s experience 
including the 
community-based 
experience. Tour 
itineraries have to be 
beneficial to everyone 
involved or they 
won’t be sustainable.”

*www. GreenDestinations.info 



Quality is not an issue
From habitat and fisheries to experience and 
convenience Clackamas County can compete

Fishing is king in Oregon
Anglers are the largest market, largest untapped 

market and produce the vast majority of 
overnight stays

Paddlers traveling more than 500 miles are 
coming for multiple reasons
Paddlers and motor boaters are key in creating 
new products, generating a “buzz” and getting 
visitors to “linger longer”

Water Tourism Findings



Water Tourism Opportunities

Create unique family focused experiences
From habitat and fisheries to experience and 
convenience Clackamas County can compete

Improve access and leverage river to urban interface
Infrastructure improvements would improve 
experience and our communities connection to the 
water 

Put Mt. Hood Territory on the map
Move from information to inspiration



Thank you!

www.mthoodterritory.com




