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OUR PRIORITY STRUCTURE
THE WAY WE EXECUTE AND WHAT WE EXECUTE

Leisure 
Demand

Convention 
Sales

Equity, Diversity & Inclusion

Destination Reputation Community & Local 
Residents



ECONOMIC IMPACTS ON TOURISM



MERC 1st Quarter 2nd Quarter 3rd Quarter YTD
Circulation ## ## ## ##
Placements ## ## ## ##
Outgoing ## ## ## ##

DEAN RUNYAN

2019 2020 2021 2022 Percent 
Change 
2021-22

Percent 
Change 
2019-22

Spend $5,625 MM $2,180 MM $3,792 MM $5,156 MM +36.0% -8.3%

Earnings $1,566 MM $1,143 MM $1,217 MM $1,524 MM +25.2% -2.7%

Jobs (Incremental) 
*Thousands

36.9 26.4 27.2 32.4 +19.2% -12.3%

Local Taxes 
*Millions

$139 $61 $88 $118 +34.1% -15.1%

State Taxes 
*Millions

$139 $86 $105 $130 +23.8% -6.7%

Total Taxes
*Millions

$278 $147 $193 $248 +28.5% -10.9%



PORTLAND HOTEL COMP SET COMPARISION

Downtown I CBD 
Denver Downtown 66.3 53.9 
Seattle CBD, WA 65.3 44.5 
Salt Lake Downtown+ 65.0 54.5 
San Diego CBD, CA 71.7 54.5 
Phoenix Central , AZ 66.2 55.5 
Nashville CBD, TN 72.5 60. 1 
Austin CBD, TX 68.6 54.5 
San Anton io CBD, TX 62.6 53.0 
Minneapolis CBD, MN 47.0 30.1 
San Francisco Market St, CA 58.5 39.4 
Anaheim - Disneyland , CA 
Long Beach, CA 
Vancouver, BC Downtown 
Portland Central City+ 

75.4 
74.0 
72.4 
50.7 

51.8 
68.3 
40. 1 
38.3 

199.38 159 .75 
214.12 161.12 
161.65 130 .05 
247.84 196.87 
204.47 159.79 
247.47 196.94 
249.43 183.45 
177.26 148 .53 
167.37 128 .30 
233.36 159.47 
227.95 197.46 
175.58 142.01 
214.60 153.79 
162.50 143.36 

2023 

62.6 56.4 
55.7 48.7 
68.2 62.5 
73.8 65.0 
75.4 71.8 
74.1 68.9 
72.7 66.6 
66.5 62.3 
40.9 34.1 
56.3 47.7 
73.7 
72.2 
71.0 
50.5 

68.0 
69.3 
53.7 
41.3 

188.05 169.39 
181.85 163.75 
172.85 160.87 
242.92 221.05 
281.53 245.59 
284.49 267.04 
277.69 246.60 
191.01 180.78 
153.62 140.83 
287.08 206.35 
243.02 217.36 
186.98 163.45 
177.47 159.54 
156.54 146.11 



PORTLAND HOTEL PERFORMANCE: CENTRAL CITY
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PORTLAND HOTEL PERFORMANCE:CITY OF PORTLAND+
(CITY OF PORTLAND+ INCLUDES CENTRAL CITY, AIRPORT, JANTZEN BEACH, AND EASTSIDE)
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$16,001,381

$22,520,733

$29,658,168
$27,555,125

$9,877,100

$15,195,615

$22,870,299
$24,608,680

$26,584,385

$35,594,968
$34,846,977

$32,781,544
$32,069,974

$32,016,817

$23,182,911

$15,989,818

$22,447,947

$28,066,623

$35,810,296

$35,998,633

$42,405,735
$45,874,127$49,443,570

$50,371,339

$43,423,358$42,217,894

$31,284,487

$24,143,692

$0

$10,000,000

$20,000,000

$30,000,000

$40,000,000

$50,000,000

$60,000,000

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Revenue ($)
2023

2022

2019

Source: STR

PORTLAND HOTEL PERFORMANCE:CENTRAL CITY 



$25,412,813.00

$33,466,178.00
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INTERNAL EDI EFFORTS



STAFF DEMOGRAPHICS

Prior to 
COVID

Post COVID 
Layoffs

October 2021 
Meeting

Current

Multicultural 19% 21% 24% 36%

Caucasian 81% 79% 76% 64%

Prior to 
COVID

Post COVID 
Layoffs

October 2021 
Meeting

Current

Female 78% 74% 78% 72%
Male 22% 26% 22% 27%



EDI TRAININGS: MAY + JUNE
EDI TRAINING FOR JUNE W ITH - OREGON BLACK PIONEERS 



MEGAN CONWAY
Chief Strategy Officer



CONSUMER SENTIMENT



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: How appealing is Portland as a potential vacation destination to you? 
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PORTLAND CONSUMER RESEARCH
Q: If you have visited Portland before, are you likely to visit again? 
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LOCAL SENTIMENT
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OPPORTUNITY: FOCUS ON OUR FANS

skeptics

haters

fans

• Live in the city

• Have visited 
downtown 
recently

• Inclined to invite 
out-of-town 
friends & family

• Skew younger

• Active on social 
media



VISITOR CENTER
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PUBLIC RELATIONS



“Like a phoenix from the ashes, Portland, Oregon is reemerging in 2023 with 
unprecedented growth in the food and beverage scene, both in quality and 
variety…One especially exciting trait of Portland’s new trajectory is how many of the 
new and rising businesses are owned and operated by BIPOC and LGBTQA+ 
trailblazers, reinforcing that a visit to Portland can suit every traveler...”

TRAVEL I FEBRUARY 16 , 2023 7 :14 AM 

A Post-Pandemic Guide to Eating (and 
Drinking) in Portland 
A true dining scene before COVID, the Rose City also saw some of the worst of the 
past few years, but it has bounced back. And then some. 

The Best Places To Travel In 
The U.S. In 2023, According To 
The Experts 
Laura Begley Bloom Senior Contributor 0 
Transformative Travel: I look at how /ravel can ---- _. .. 

Chosen By: Kay K.ingsman, travel writer and blogger at The Awkward 

Why: "Like a ~ 1ix from the ashes, Portland, Oregon is reemerging in 
2023 with unprecedented growth in the food a nd beverage scene, both in 



“…this is a makers’ town at heart, with a craft 
scene that dates to the 1800s.  Whether it’s sewing 
clothes, tempering artisanal chocolate or brewing 
craft beer, the folks here aren’t afraid to get their 
hands dirty.  It’s a land of forward-thinkers and 
freewheelers.”

Portland, Oregon guide: What to do and where to stay 

SFGATE 



“Portland is still the best city in the 
country, even as it grows and 
changes. It’s still crafty, still a 
collection of one charming 
neighborhood strung to the next, still 
chock full of beautiful parks and great 
live music and world-class eateries 
and nerdy, friendly people…” Portland is still the best city in the country. It's still crafty, still a collection of charming neighborhoods, beautiful parks, great live music, and 

world-class eateries. 

[I ast fall, on the worst day to take a helicopter ride above the city of 
Portland, Oregon, in months, I climbed into a Robinson 44 chopper and 
soared above my adopted City of Roses. The bird roared nimbly from the 
roof of the headquarters of Portland's Police Bureau, the understaffed 
agency that has found itself a focal point of all the grown-up, big-city 
problems a town known to the nation for much of the last two decades as 

the quaint "Portlandia" now faces: a soaring homicide rate; an alarming spike in gun 
violence; homeless camps proliferating from one end of town to the next and hiding 



EVENTS & FILM OFFICE PARTNERSHIP



PARTNERSHIP WITH FILM OFFICE

*Room night data is provided via audits completed by the Oregon 
Film Office and is based on a $152 average cost per night. 

O)PBS Expore TVSdledu!es Shep Oor,m 0. :•J:J:]• • . .. ,. 
Quarter 1 7 /1- Quarter 2 10/1-

9/30 12/30 

Engagements 225 74 

Room Nights 426* 1,104* 

Lodging Spent $64,887.89* $167,889.11 * 



PARTNERSHIP WITH EVENT OFFICE

• Scale Up Grants for mid-size events

• $100,000 budgeted in FY23 and FY24

• Technical assistance in Marketing & PR

• My People's Market

• $50,000 budgeted in FY23 and FY24



STRATEGIC GRANTS & SPONSORSHIP



EVENT SPONSORSHIPS

Good Food MercantileWinter Light Festival Portland Pride Festival



INFRASTRUCTURE INVESTMENTS

Blumenauer Bridge 
Mural

O'Bryant Square
public engagement

Lan Su Chinese 
Garden



JAMES JESSIE
Chief Sales Officer
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\ 
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LEISURE  MARKETING UPDATE



Awareness
Advertising

Sponsored Content
Public Relations

Conversion
Online Travel Agency
(OTA) partnerships

Engagement
Social Media

Digital Content Strategy
SEO/SEM

EATER 
mm 

Atlas 
Obscure 

Sios Angeles fflimcs UPR 

~1.. "-1' lit 1 ,,... TRAVEL+ ~•JC ~,cw ~Ort, <?iuncs LEISURE 

FOOD&WINE JHRIUIST 

Ci Expedia !"!!!.!! 
(Sl:)airbn ~ -

https://commons.wikimedia.org/wiki/File:YouTube_Logo_2017.svg


SPONSORED CONTENT

Geo-targeted: LA, SF, SEA

Map sponsorships

Social video series
• Street food: dumplings
• Neighborhood restaurant guides
• Restaurant profiles

VIEW AS MAP 

Scallopjuk with ikura from Toki. I Toki 

by Brookc:Jack>011-Gl1ddon I Up<i,,«!Jm 10. 2023, l:•llpm PST I 
] c.-Oimtmc-nt / new 

PORTLAND 
Wirh ir, rnnglcof rivers, bevy of urban farms, and surplus of 
1nle111ed chefs, PortlJnd is 3 di1>ingcit)' to its core. At food caru, 
subrerrnncan blrs, and whi1c-1ablcclod1 resrnurnnrs, chefs garher 
some of chc region's fines, ingredkms rn ,rans orm inro Jmmaculaic 
sushi, handmade pas<as, and imaginative pintxos. For a cit)' its size, 
Ponland's restaurant: scc:nc: is imprcs .. ivdy mulrifucc11:cd -
traditional and offbeat, covering h11ndreds of cuisines from various 
C(mnrrics l11d. rc:gion:-i around r:he ,,~orld . 11'11c through ll1'llt:: ~<)inc: 

from ,he cicy's collaborarivc nacurc, a desire 10 work wirh ocher 



:06 SEC. FILMS

36

THE 
FOODIE

X12
THE 

CULTURIST

X6
THE 

SHOPPER

X9
THE 

ADVENTURER

X9
:15 SEC. FILMS

X4
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SUPPORTING LIMITED-SERVICE HOTELS

Asian American Hotel Owners Association

Campaign Dates Results through April

Nov. – June 8,664 rm nts
ROAS: 14.7

Dec. – June 1,363 rm nts
ROAS: 12.9

Jan. – June 3,217
navigations

C,Expedia. 

Booking N e t w o r k 
Spo n sored Ad s Dllllil 

G waze 



“PLAN ON PORTLAND”

Big Stats that appeal to the 
planner mindset:
• Nuts & bolts
• Accessibility
• No sales tax
• Safety
• What to do after the meeting
• Sustainability
• EDI
• New/coming soon



AD EXAMPLES

PLAN ON 

PORTLAND 
PLAN ON 

PORTLAND 



DIRECT MAIL

Learn how Portland makes scents for your next event. Let's connect! 

PORTLAND 
dcs,rcc@travclportland.com 
Trave\Portland.com/Meelings 
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CONVENTION UPDATES



• TESOL International Association March 2023

• Specialty Coffee Association of America April 2023

• Government Finance Officers Association May 2023

HOSTING HIGHLIGHTS

international 
association 

® 

Certificate 
°achievement 

FOR EXCELLENCE IN 



SPECIALTY COFFEE ASSOCIATION OF AMERICA 

Source: STR (Central City)
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COMING SOON!

Business Date Attendees
Association of Higher Education and 

Disability July 2023 1,500

Society for the Advancement of 
Chicanos/Hispanics and Native 

Americans in Science
October 2023 4,000

National Organization of Minority 
Architects October 2023 1,200

National Tribal Youth Association July 2024 2,000



2030 Women’s Final Four & 
WBCA Annual Convention

April 2030 
Moda Center
Oregon Convention Center

10,700 Room Nights
15,000+ Attendees

FY 22/23 Big Wins!!!

WBCFI 
WOMEn's BFISKETBFILL 
COFICHES FISSOCIFITIOn 



June 27 – July 7, 2025
Oregon Convention Center
Keller Auditorium
Schnitzer Concert Hall

5,500 Peak Rooms
34,950 Total Rooms

FY 22/23 BIG WINS!!!

-_- .. A.' I o·-_-_-- N·-·A---~-L . rl.. ... • .. . ·.· 

EDUCAT ON 
ASSQ,CIATION 



SPORT OREGON



SPORT OREGON 
UPDATE

• Travel Portland Partnership

• Program of Work

• NCAA Bid Portal



SPORT OREGON 
UPDATE

• Momentum

• Motor Sports

• Sports ETA



THANK YOU
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