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#

Home I Browse Council Documents 

466-2022 

( Report ) 

Accept 2022 Travel Portland Annual Report to 
City Council 
Accepted 
Jeff Miller, Travel Portland President and CEO, and Angela Nelson, VP 
Equity, Diversity and Inclusion, will present the efforts and 
accomplishments of Travel Portland during the past year and also share 
their outlook for the year ahead. 

This annual report is a requirement of the City's agreement with Travel 
Portland to provide travel and tourism promotion and marketing services 
to the City. Agreement No. 30007731 was adopted by Council by Ordinance 
No. 190407 on May 19, 2021 . 

The report presentation is attached. 

Documents and Exhibits 

ReP-ort Presentation (12.39 Mb) 

Impact Statement 

Purpose of Proposed Legislation and Background Information 

Travel Portland will provide an update on their activities. This annual report 
is required by the City's Contract with Travel Portland to provide tourism 
promotion and marketing services for the City. 

Financial and Budgetary Impacts 

NIA 

Introduced by 
MaY-or Ted Wheeler: 
Commissioner Mingus MaQP-S 

Bureau 
Chief Administrative Officer 

Contact 

Karl Lisle 
Spectator Venues Program 
Manager 

E:a karl.lisle@P.ortlandoregon.gov 

J 503-823-5876 

Requested Agenda Type 
Time Certain 
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Community Impacts and Community Involvement 

Travel Portland engages the community through their work in promoting 
tourism throughout the City. 

100% Renewable Goal 

N/A 

Budget Office Financial Impact Analysis 

No fiscal impact to accept the report. Beginning July 1, 2021, an additional 
1 % surcharge in lodging taxes to support economic recovery in the tourism 
industry has been allocated to Travel Portland. The City's Revenue Division 
has reported that $2,574,335 was collected from this tax during the 3rd 
Quarter of FY 2021-22. 

Agenda Items 

466 Time Certain in June 1-2, 2022 Council Agenda 

Accepted 

Motion to accept the report Moved by Wheeler and seconded by Hardesty. 

Commissioner Dan Ryan Absent 

Commissioner Jo Ann Hardesty Yea 

Commissioner Mingus Mapps Yea 

Commissioner Carmen Rubio Yea 

Mayor Ted Wheeler Yea 



CITY OF PORTLAND
JUNE 1, 2022



DEAN RUNYAN 

2012 2019 2020 2021
PERCENT 
CHANGE 
2020-21

PERCENT 
CHANGE
2012-21

SPEND $2,609 Bn $5,625 Bn $2,180 Bn $3,765 Bn +72.7% +4.2%

EARNINGS $644 MM $1,566 Bn $1,143 Bn $1,214 Bn +6.2% +7.3%

JOBS (Incremental)     

*Thousands
24.9 36.9 26.4 27.1 +2.9% +0.9%

LOCAL TAXES
*Millions

$49 $139 $61 $88 +44.1% +6.8%

STATE TAXES
*Millions

$55 $139 $86 $105 +21.6% +7.4%

TOTAL TAXES
*Millions

$104 $278 $147 $193 +30.9% +7.1%



Angela Nelson

Vice President of 
Equity, Diversity, & Inclusion



QUESTION #1

What has the outreach strategy been to diverse convention 
interests, and what have been the results of that outreach?



• Two Dedicated Sales Positions and 
Robust Program of Work 

• Leverage influence of local diverse 
community organizations and 
diverse community leaders. 

• Connecting diverse communities 
with convention opportunities

MULTICULTURAL SALES STRATEGY



CLIENT EVENTS



FOCUS ON DIVERSITY



MULTICULTURAL SALES STRATEGY

DIVERSE MEETINGS ON THE BOOKS DATES

National Indian Child Welfare Association
National Indian Head Start Directors Association
Union of North American Vietnamese Student Associations
National Association for Bilingual Education
National Association of Hispanic Nurses
Association of Higher Education and Disability
Society for Advancement of Chicanos/Hispanics and Native Americans in Science
United National Indian Tribal Youth Convention

June 2022
June 2022
July 2022
Feb. 2023
July 2023
July 2023
Oct. 2024
June 2024

RECENT EVENTS - FY2021/22

National Conference on Race and Ethnicity in American Higher Education May 2022



MULTICULTURAL SALES STRATEGY

TENTATIVE DIVERSE 
MEETINGS

MEETING
DATES

TOTAL 
ROOM 

NIGHTS

National Association of Latino Elected and 
Appointed Officials 

June 2023 or June 2024 1,836

National Coalition of Black Meeting 
Professionals

Nov/Dec 2022 750

Church of God in Christ Women's International 
Convention 

May 2025 or May 2026 9,000

NAACP Annual Convention July 2025 7,300

National Congress of American Indians August 2024 3,080

National LGBT Chamber of Commerce August 2023 2,900

Omega Psi Phi Fraternity, Inc. June 2025 1,705



May 26 – June 5, 2022
5,000 attendees

NATIONAL COUNCIL ON RACE AND ETHNICITY



MY PEOPLE’S MARKET

June 3-5, 2022



OMEGA PSI PHI FRATERNITY, INC. SITE VISIT



QUESTIONS #2 & #3



How are businesses of color being supported in 
helping to bring back tourism to the city?

What businesses are being supported and 
highlighted through marketing with this 

additional resource?

Questions 2&3



MEDIA OUTREACH: RESULTS

Munchies by Vice The New York Times Uproxx



ALWAYS-ON CONTENT STRATEGY



WINTER ADVERTISING CAMPAIGN

PaadeeNacheaux Abbey Creek:
The Crick PDX



CONTENT PARTNERSHIP

Bison Coffeehouse



STRATEGIC PARTNERSHIPS & INVESTMENTS

Food Carts:
Outreach & 
Sponsorship

Old Town
Chinatown

Business Assn.

Celebrating 
Entrepreneurs

of Color



I. Objectives
• Implement short-, mid-, long-term

plans to serve visitors where visitors
are and pre-arrival. 

• Generating demand for Portland needs
a robust on-the-ground experience, 
and extend stays.

VISITOR FACING STRATEGY 



• Partner with Clean & Safe/PBA for Downtown Sidewalk Ambassadors. 

• Printed map with QR code in May; extensive distribution in Portland, Portland Region 

and state-wide.

• Continue to invest in “Near Me” visitor recommendation app and helpful chatbot, Rosie.

• Direct Message responses to visitors via social media channels.

• Hire dedicated Visitor Support Representative.

• Create partnerships for front-line training. 

• Prepare mid- and long-term planning

for comprehensive visitor-facing

strategy, including brick-and-mortar

visitor center. 

THIS SUMMER, THE SHORT-TERM



QUESTION #4

Who is benefiting from the new 1%?
Is it mostly benefiting Central City hotels, or can we show 
smaller, less centrally located hotels are benefiting?



REGION
LODGING TAX COLLECTIONS Q3 YTD FY22*

TLT 1%

Central City $891,131 56%

Airport $499,241 31%

Eastside $41,514 3%

Jantzen Beach $162,256 10%

Subtotal (62%)  $1,594,143 100%

Online Travel Agency $385,678 39%

Short Term Rental $579,705 59%

Other $14,810 2%

Subtotal (38%) $980,193 100%

Grand Total (100%) $2,574,335

*Data provided by the City of Portland Revenue Division

LODGING TAX COLLECTIONS



QUESTION #5

With staff layoffs, has this 1% allowed staff to be rehired, and 
what is the demographic breakdown of the new hires?



PRIOR 
TO 

COVID

POST COVID 
LAYOFFS

OCTOBER 
2021 

MEETING

CURRENT

Female 78% 74% 78% 76%

Male 22% 26% 22% 24%

PRIOR 
TO 

COVID

POST COVID 
LAYOFFS

OCTOBER 
2021 

MEETING

CURRENT

Multicultural 19% 21% 24% 29%

Caucasian 81% 79% 76% 71%

STAFF DEMOGRAPHICS

Current as of May 9, 2022

DO NOT DELETE – THIS SLIDE IS UPDATED



DESTINATION DATA
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TRAVEL PORTLAND 1% LODGING TAX
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PORTLAND HOTEL PERFORMANCE: CITY OF PORTLAND+
(CITY OF PORTLAND+ INCLUDES CENTRAL CITY, AIRPORT, JANTZEN BEACH, AND EASTSIDE)

Source: STR
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PORTLAND HOTEL PERFORMANCE: CITY OF PORTLAND+
(CITY OF PORTLAND+ INCLUDES CENTRAL CITY, AIRPORT, JANTZEN BEACH, AND EASTSIDE)

Source: STR
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PORTLAND HOTEL PERFORMANCE: CITY OF PORTLAND+
(CITY OF PORTLAND+ INCLUDES CENTRAL CITY, AIRPORT, JANTZEN BEACH, AND EASTSIDE)

Source: STR
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Total Available Listings

March 2022 = 
4,240 Listings

Feb 2020 = 
3,547 Listings

SHORT-TERM RENTALS IN GREATER PORTLAND

Source: AirDNA

Aug 2019 = 
6,035 ListingsEclipse =

5,300 Listings



CONSUMER SENTIMENT
APRIL 20-24, 2022



PORTLAND CONSUMER RESEARCH
Q: Would you consider the general tone of media coverage you saw 

or heard about Portland to be:
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PORTLAND CONSUMER RESEARCH
Q: Would media coverage you have seen/heard about Portland 

make it more or less likely you would visit?
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PORTLAND CONSUMER RESEARCH
Q: How appealing is Portland as a potential vacation destination 

to you?
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PORTLAND CONSUMER RESEARCH
Q: Portland is a welcoming destination. (AGREE - Top 2 Box)

VS.
Q: Portland is a safe destination. (AGREE - Top 2 Box)
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PORTLAND CONSUMER RESEARCH
Q: If you have visited Portland before, are you likely to visit again?
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THANK YOUTHANK YOU


