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THE 
BUSINESS

OF
TOURISM

Presenter
Presentation Notes
My goal today is to give you an update on how the industry did in 2012 and some of our recent programs with an eye to the future.  I really wanted to focus this year on the business of tourism.   

 











SELECT INDICATORS OF 
PORTLAND METRO TRAVEL

2012p

Prepared by Dean Runyan Associates, Inc.
February 7, 2013

Presenter
Presentation Notes
A few indicators of travel from Dean Runyan’s year end projections. And they are from the same company that does Travel Oregon’s impacts.



READ THE NUMBERS FROM THE CHART



It is also interesting to note that Food Service, Restaurants, carts and stores are the biggest slice of this spending pie 22%.  Retail also ranks high at approx. 16% and entertainment at 7%





Spending Earnings Employment Tax receipts ($Million)

($Million) ($Million) (Thousand) Local State Total

2010 3,683 824 28.5 57.9 74.7 132.6

2011 3,855 876 29.2 62.5 84.5 147.0

2012p 4,016 916 30.1 70.2 90.9 161.1
*Portland Metro includes Multnomah, Clackamas and Washington counties

TOURISM IMPACTS –
 

DEAN RUNYAN
*PORTLAND METRO TRAVEL TRENDS

2010-2012p

Presenter
Presentation Notes
This presentation will not be a lot of slides with a bunch of numbers but I do think it is important to give context to the size of tourism in the 3 county region.



Tourism is a big business and while everyone in this room understands the impact of local businesses we need to continue to tell the story.  You can see here how business has improved and at the volumes we haven’t seen before



Read some of the numbers

















HOW
DID WE 

DO?

Presenter
Presentation Notes
Let’s get right into How We Did!  









FUTURE CITYWIDE CONVENTIONS 
BOOKED CURRENTLY 

2013 –
 

2021

92 
Conventions

Presenter
Presentation Notes
Read the numbers



As we look to the future, Travel Portland has booked meetings into 2021 and we continue to look for new lucrative meetings to come to Portland.



You can see the impact to the convention center’s revenues as well as businesses throughout the city through the economic impact.









MEDIA/PUBLIC RELATIONS 
FY 2011-12

Presenter
Presentation Notes
One of the nicest success stories is media and public relations in 2012.  When we look at the value of the mentions and articles we measure it by the value if we had to place a paid advertisement in the publication which is the industry standard.  We don’t use multipliers for this number.



This exposure is equal to more than $18.7 million worth of paid advertising, this was a significant increase over last year’s $16.1 million. We continue to be a strong media story and you can see the key themes we focus our efforts on. 





































May 2013

Presenter
Presentation Notes
And at your desks is a fresh new copy of Food and Wine magazine.  Having an article like this takes many hands and our team is always pitching the Portland food scene.  For this article they contacted Jenn Louis, from Lincoln, directly, who was one of their Best New Chef’s of 2012.  You can see why we would take Jenn with us for client events.



Telling the food story really is branding work for us at Travel Portland.  



March-April 
2013

Presenter
Presentation Notes
And here is a story that our team developed and pitched to Via which is Triple A’s regional magazine.  Having the new East Side service gave our team inspiration to give visitors things to see and do there.  At this year’s Travel Portland Award’s Breakfast, we are giving Portland Streetcar an award for the east side loop and it’s help to tourism for that part of the city.



Print circulation: 2,732,291

	 

 





TOURISM 
IMPROVEMENT 

DISTRICT

Presenter
Presentation Notes
As most of you know, we started collecting TID funds in October.  The hotels with 50 rooms or more agreed to assess themselves 2% per room night to expand our marketing efforts to drive more overnight hotel stays.



Their first goal is to drive business into the need periods.  We’ll focus on November/December and then first quarter, January – March.  



The TID board, consisting mostly of hoteliers who pay the fee, has been very directive in shaping this program and the spending of these funds.



PASSPORT: “THE EXCUSE”

Presenter
Presentation Notes
We did customer focus groups in Seattle, Vancouver BC and San Francisco.  We wanted to hear how Portland is perceived and what would drive a visitor to come in our off season.  San Franciscans said they have too many options to go some place warm, they love Portland but probably wouldn’t get on a plane here in the winter.



However, those in Seattle and Vancouver BC said, it’s raining here anyway and Portland is a great short getaway.  Give us an EXCUSE.  And food is always a great excuse.





 



Presenter
Presentation Notes
We expanded our partnership with Expedia and you can see how well this paid off.  While our advertising and online efforts drove to travelportland.com to book rooms, the big numbers come from the booking engines like Expedia.  Our job with the advertising efforts was to create the desire, we don’t care how they book, just that they do.



Read some of the numbers







TID HOTELS
 January/February Revenue

2013 $80.7 million
+6.3%2012 $75.9 million

Revenue Increase $4.8 million

Source: Smith Travel Research

Presenter
Presentation Notes
The TID Board agreed that using Smith Travel Research as a barometer would give us the best indicators of our progress.



Of the hotels Smith Travel tracks in the City of Portland during the first quarter of the year you see a very nice jump in revenue.  We don’t try and take credit for this entire increase but we know our efforts, especially with Expedia, drove part of this revenue increase.





TID HOTELS
 Tax Collection

 January –
 

February 2013

Revenue $80,701,000

6.3%
Incremental

increase

$4,813,000
City of Portland 5% $4,035,000 $240,650
Travel Portland 1% $807,010 $48,130
Tax Total 12.5% $10,087,000 $601,625

TID Assessment 2% $1,614,000 $96,260

Source: Smith Travel Research

Presenter
Presentation Notes
And here is what it means in increased tax collections.  



Read some of the numbers



Next you’ll see the second TV spot.





ONLINE BANNERS
More than 20 

million 
impressions

0.23% CTR 
(almost 3x travel 
industry average)

Presenter
Presentation Notes
Read from the slide.



Online and Social Media is a critical element in any campaign.  Weiden produced 25 short videos which were pushed out in many ways.  Facebook, Twitter and our You Tube channel to name a few.  



Alexander Barrett is the star of the videos and wrote a book called, This is Portland: 13 Essays About the City You've Heard You Should Like



Here is one of the results.



Watch video





You don't need a passport to visit 
Portland, Ore., but that doesn't 

mean you shouldn't get one. Those 
who book their next hotel stay at 

Travel Portland's website will 
receive a "passport" for free food 

items instead of free passage.

Planning a Portland 
getaway? Eat, drink and 
make merry with The 

Portland Passport that will 
get you some free treats 

around the city.

You now need a passport to visit 
Portland, but it's not because 
Portlandia is actually a foreign 

country. (It's because they have 
some cool freebies to give you.)

Presenter
Presentation Notes
And the press loved the passport idea.  



Read the tripster blurb, bottom right



31 clips, including:

National: LA Times, USA Today

Regional: Seattle Times, Seattle Met, The Province (Vancouver)



Total circulation:

74.8 million





WEBSITE

Presenter
Presentation Notes
Read the numbers



And I think you’ll find the next Alexander Barrett video a very Portland moment.  They really captured the quirky nature of the city we love.



Play next video













FY 13-14: POTENTIAL APPROACH
Month Search Travel Oregon Travel Portland

July

August

September Bounty: enhance PDX 
message?October

November Holiday
shoppingDecember

January
WinterFebruary

March

April Outdoors: enhance PDX 
message?May

June

Presenter
Presentation Notes
It is important to note that we leverage our funds against other partners to amplify our voice to the consumer.  I mentioned earlier, we worked with Travel Oregon’s assets.  They do two campaigns a year that might allow us to invest in deepening the Portland message and continue a more steady drumbeat almost year round.





INTERNATIONAL 
TOURISM SALES

Presenter
Presentation Notes
International travel is the number 1 US export.  Portland and Oregon is uniquely placed as the smallest US destination with direct service to both Europe and Asia with our direct Delta service to Amsterdam and Tokyo.



Our role is to increase our share of visitors to Portland.



Governor Kitzhaber recently joined Travel Portland, Travel Oregon, the Port of Portland and Business Oregon in Amsterdam and Berlin.  We celebrated the 5th anniversary of the Amsterdam direct flight then traveled on to the world’s largest tourism trade show.  ITB.  I have some video footage to show you.





Marie Claire 
Magazine 

Netherlands 
October 

2012

Presenter
Presentation Notes
It was great to have the governor of Oregon recognize and promote the power of travel’s importance to the Oregon economy.



You’ll note the photo is of Haystack Rock at Cannon Beach with the headline Portland.  For foreign travelers, they really think of distances differently that we do.  Because of PDX those travelers are most familiar with the gateway city name.  It is another reason Travel Portland works so closely with our partners to ensure we help push those visitors to explore the entire state.





Presenter
Presentation Notes
While we were in Amsterdam, we took the opportunity to go to Utrecht, Portland’s newest Friendship city, to meet with their city tourism team.  We had meetings with city government, the University and with Tourism Utrecht.  





DOWNTOWN 
MARKETING 
INITIATIVE

Presenter
Presentation Notes
Another program of work Travel Portland performs is a long running public/private partnership.  DMI is supported by parking revenues generated in the central city and I want to thank you for extending that program for 4 more years at the urging of the downtown retail and arts community.











Annual Marketing Campaign

Fashion’s
Night Out

September
Retail

Feast Co-Promotion

Presenter
Presentation Notes
Sept: Fashion’s Night Out

Sept: Appetizing Oregon

Nov/Dec: Have Yourself a Downtown Holiday



The Downtown Marketing Initiative and its partners produce a steady drumbeat of programs and communications that help keep downtown vibrant and top-of-mind.



Appetizing Oregon (September): To leverage the advertising, media exposure and buzz around downtown-centric Feast Portland food event and Travel Oregon bounty campaign, created the inaugural “Appetizing Oregon” promotion.





HOLIDAY 2012 CAMPAIGN

Presenter
Presentation Notes
Have Yourself a Downtown Holiday (Nov/Dec): The original DMI program, the holiday campaign incorporated messaging, programming and advertising designed to capture the magic, wonderment and discovery of the holidays.



Increased web traffic: Holiday 2012 (Nov. 20 – Dec. 31): 30,862 visits, 133,135 page views (25% increase in visits)  



Online engagement via Pinterest and “Pin it to Win It” Campaign









Presenter
Presentation Notes








PERFORMING ARTS/
RESTAURANT PROMOTION

Presenter
Presentation Notes
Feb/March: Lights, Dinner, Downtown: Evolution of winter arts campaign –Arts and dinner



April: Spring into Color:



June: Portland Dining Month: Return of fourth annual Dining Month offering three course meals for $29 every day for the month of June..  We will have over 75 restaurants participate but the focus of the promotional efforts will center on central city restaurants.











Presenter
Presentation Notes
I’ll now take any questions.
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