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WHO IS TRAVEL PORTLAND?

Travel Portland generates travel demand to drive economic impact for
Portland. We promote the city in bold, innovative and collaborative
ways, harnessing Portland’s personality and values and connecting
visitors to authentic experiences — which can have transformative effects
on our guests and community.




STRUCTURING OUR PRIORITIES

Leisure
Demand
The Way Organizational
we execute Excellence
Convention
Sales
What

we execute



ECONOMIC IMPACTS ON TOURISM




PORTLAND HOTEL COMP SET COMPARISION DOWNTOWN (October 2023)

Current Month - October 2023 vs October 2022 Year to Date - October 2023 vs October 2022

Room Room Room
Occ % ADR Room Rev Sold Occ % ADR Rev Sold

Percent Change from Percent Change from
October 2022 YTD 2022

Downtown / CBD
Denver Downtown 5.6 . 12.2
Seattle CBD, WA 3.8 . 14.8
Salt Lake Downtown+ 4.2 . 7.0

San Diego CBD, CA -0.6 . 8.5
Phoenix Central, AZ 7.4 . 14.2
Nashville CBD, TN 2.8 . 13.9
Austin CBD, TX 2.1 . 5.6
San Antonio CBD, TX 9.3 . 3.2

Minneapolis CBD, MN

San Francisco Market St, CA
Anaheim - Disneyland, CA
Long Beach, CA

Vancouver, BC Downtown
Portland Central City+

*This represents compound growth on top of a significantly stronger 2022 in these destinations



PORTLAND HOTEL PERFORMANCE: CENTRAL CITY
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PORTLAND HOTEL PERFORMANCE:CENTRAL CITY

Revenue ($)
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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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PORTLAND HOTEL PERFORMANCE: CITY OF PORTLAND+

(CITY OF PORTLAND+ INCLUDES CENTRAL CITY, AIRPORT, JANTZEN BEACH, AND EASTSIDE)
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STR REPORT - CITY OF PORTLAND+

+19%

-1%




FY24 BUDGET CUT

Budget Resclsxry Reg)?/ery Decline
% YoY (TID TLT combined) +17% +4% 0% -4%
% of the FY19 90% 80% 77% 74%
Bottomline with no expense cut - -$2.8M -$3.6M -$4.4M
Proposed program cut - -$1.3M -$2.1M -$2.0M
Dip into Reserve - -$1.5M -$1.5M -$1.5M




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: Portland is a welcoming destination. (AGREE - Top 2 Box)

Q: Portland is a safe destination. (AGREE - Top 2 Box)

VS.
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PORTLAND CONSUMER RESEARCH

Q: If you have visited Portland before, are you likely to visit again?
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PORTLAND CONSUMER RESEARCH

Q: What do you feel is appealing about Portland as a vacation destination?



PUBLIC RELATIONS




PUBLIC RELATIONS

Media interest in Portland
regarding travel remains strong

2022-23

e Travel Portland hosted 115 travel
journalists and content creators

* More than 320 positive media placements
and 5.2 billion impressions

* More than 1,000 EDI engagements with
media







flos Angeles Times

12 kid-friendly things
to do around Portland,
like meet robots and

zip-line from trees










STRATEGIC COMMUNICATIONS

- New endeavor seeks to align messaging, open communications to
improve national coverage of Portland’s challenges and address
decline in reputation

« Current national front page media coverage often excludes Portland
stakeholders or omits how the city is responding to challenges

« Other cities have enacted similar plans in response to similar
circumstances




TRAVEL PORTLAND PARTNERSHIP STATISTICS




PARTNER STATISTICS

Our current partner totals:

Total # partners: 1570 (+152 from last year)
Total # BIPOC-owned: 209 (+54 from last year)
Total # women-owned: 266 (+58 from last year)




VISITOR CENTER




PORTLAND VISITOR CENTER

Serving visitors 7 days a week

KultureCity Sensory
Inclusive™ Certified Venue

Activations for West
End Wednesdays & Pacific
NW Experience

Pop-up visitor information at
Portland Marathon, Bookfest,
Holiday Press Event




PORTLAND VISITOR CENTER

« Up to 200+ visitors
a week/40% International

- Japanese student tour
groups

- Now offering on-
demand translation services




STRATEGIC GRANTS & SPONSORSHIPS




EVENT SPONSORSHIPS TO DRIVE LEISURE DEMAND

July — December 2023:

- Black Friday Indigenous
Marketplace

« Portland Book Festival

 Crafty Wonderland

« Portland Retro Gaming
Expo

Average: 12.9% of attendees
visiting from out-of-town



INFRASTRUCTURE GRANTS TO DRIVE LEISURE DEMAND

2023 Grant Recipients:

- Milagro Theatre

- Kickstand Comedy

- Lan Su Chinese Garden

« Portland Street Art Alliance

-« PAM CUT Tomorrow
Theater

2024 Grants open in January



PORTLAND EVENTS & FILM OFFICE PARTNERSHIP




PORTLAND EVENTS & FILM OFFICE PARTNERSHIP

Q1 Q2 Q3 Q4 Total
Engagements 225 74 173 350 822
Room Nights 426 1104 3990 1120 6640
Lodging Spend S 64,887 | $ 167,889 | S 606,569 | $ 170,370 | S 1,009,715
Permits 210 52 86 129 477




PORTLAND EVENTS & FILM OFFICE PARTNERSHIP

z

f?‘i\ll ; '

Scale Up Grants (capacity-building for
mid-size events) FY23 $100,000

- 18 applications for events in Jan. —
June 2024 with 750 — 5,000 attendees

- Up to 4 grants of up to $25,000 may
be awarded in first round

« Technical assistance in Marketing/PR
My People’s Market

$50,000 in FY23
$50,000 in FY24
$50,000 in FY25




JAMES JESSIE
Chief Sales Officer




GENERATING LEISURE DEMAND




OUR APPROACH

Awareness —

Engagement —

Conversion —

priceline



ALWAYS-ON + LEISURE CAMPAIGN

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

ROI per dollar of  PORTLAND
media spend: $62* YOURS TOSHARE

*Phocuswright, 2023




Every neighborhood has a story.
Every corner has a tale.
Every street holds a legacy.

It’s time to share the Portland
we all know and love.



DESIGN DIRECTIONS




YOURS TO SHARE: CONTENT PILLARS

Food & beverage
Culture
Outdoors

Shopping



BIG & BOLD

Madison Taylor Marketing




2021: THE LETTER

{Los Angeles Times




SUPPORTING LIMITED-SERVICE HOTELS

Asian American Hotel Owners Association

Room Nights: | Return on
July - October | Ad Spend

Platform




CONVENTION UPDATE




CONVENTION MARKET HEADWINDS



PORTLAND CITYWIDE BOOKINGS




PORTLAND CITYWIDE TENTATIVE BUSINESS




IT PAYS TO PLAN ON
PORTLAND PROMOTION

Promotion ran
Dec. 2022 - May 2023

62,428 Definite Room
Nights



CONVENTION CENTER BUSINESS PROMTION



RECENT WINS!!

American Counseling
Association

 March 2027

* 1350 Peak, 5,374 Total

Defense Health Agency
« April 2024
* 1,734 Peak, 6,468 Total

Association of Zoos &
Aquariums

« September 2026

* 1,200 peak, 5,800 total

American Animal
Hospital Association

* 667 Peak, 2,724 total

« September 2026




NEW: ALIGNMENT WITH CONSUMER MARKETING

Shifting our media target

From Towards




CONVENTION MARKETING

Adjusting our message

For planners For decision-makers




DIVERSE MEETINGS




DIVERSE MEETINGS - COMING SOON!

Center for Asian Pacific American

Women August 2023

Affiliated Tribes of Northwest Indians January 2024

Kappa Alpha Psi Fraternity, Inc March 2024

National Tribal Youth Association July 2024




SOCIETY FOR THE ADVANCEMENT OF CHICANOS
AND NATIVE AMERICANS IN SCIENCE

October 22-30, 2023

Occupancy (%)




SPORT OREGON UPDATE -m NCAA.COM/M E_‘

Travel Portland Partnership
NCAA Bid Portal

Sports ETA







