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Background

Longwoods International was commissioned by the State
of Oregon to conduct research into the size and structure
of the overnight visitor market for Oregon in total and for
each of the state’s 7 travel regions.

This report provides:

® estimates of overnight visitor volume to Oregon State and
to the Coast Region in particular

® Strategic intelligence on the Coast Region’s:
® key sources of travel business
® visitor profile and trip characteristics

® visitor imagery of Oregon



Methodology

For each of the 2004 and 2006 travel years, a
representative sample of Oregon visitors was identified
through Travel USA®, Longwoods’ annual syndicated
survey of the U.S. travel market.

Travel USA® contacts 200,000 U.S. households annually.

® The households are members of a major consumer mail panel
which is balanced statistically to be representative of the U.S. in
terms of key demographic characteristics.

Respondents were asked which of Oregon’s 7 regions was
their main destination and which they spent time in. For the
2 travel years combined:

® atotal of 817 respondents spent time in the Coast Region
Oregon and 600 indicated that it was their main destination

® 768 respondents traveled to the region on a pleasure trip, 479 of
whom were marketable visitors.



Analytical Note

® The results reported in this study are based on 2 time
frames:

® Market size and structure estimates are reported for the
most current year (2006), based on the robust annual
Travel USA® sample

® To maximize statistically reliability, other analytics (trip
characteristics, visitor profiles and imagery) are based on
the combined sample of Marketable visitors from the 2004
and 2006 studies.
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The Coast Region
Travel Market Size and Structure

— 2006



Visitors to Oregon and the Coast

Region in 2006

Total Visitors to Oregon = 21.2 Million

36%

(7.7 Million)
Spent Time
iIn the Coast

Region



Length of Stay In the Coast Region

Spent Time in the Coast Region = 7.7 Million

1+ Nights

(1.0 Million)

Day
Pass-throughs



Purpose of Trips to the Coast Region

Spent Time in the Coast Region = 7.7 Million

Marketable

Pleasure 54% 41% Visit Friend
(4.2 Million) (3.1 Million) Relatives

(0.

Business



Trips By Segment

— Coast Region vs. Oregon State
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The Coast Region’s Marketable

Trip Segments In 2006

Qutdoors 123
Beach Resort }25

Touring

Special Event

Casino

Combined Business-Pleasure
City
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Main Destination of Travelers to the

Coast Region

Spent Time in the Coast Region = 7.7 Million

Coast
Region

72%
(5.5 Million)

28%
(2.2 Million)

Other
Regions



The Coast Region’s State Sources of

Business in 2006

A
Base: Overnight Marketable Trips (visitors who spent time in the Coast Region)

Oregon b
Washington 3
California
|daho
Colorado
Nevada
Texas
Arizona
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The Coast Region’s Urban Sources of

Business in 2006

& Base: Overnight Marketable Trips (those who spent time in the Coast Region)

Portland, OR ;5

Eugene, OR

Seattle-Tacoma, WA
Medford-Klamath Falls, CA/OR.
Denver, CO

Boise, 1D

Spokane, [DAWA

Los Angeles, CA

Yakima, WA

San Francisco-Oakland-5an Jose, CA
Las Wegas, Ny

Houston, T
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The Coast Region
Marketable Trip Characteristics,
Visitor Profile and Imagery

— 2004/2006
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Marketable Trip

Characteristics
— 2004/2006



Planning Cycle

— 2004/2006

= Base: Overnight Marketable Trips
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Information Sources Used

for Planning — 2004/2006

Base: Overnight Marketable Trips

Past personal experience Bfgs
Internet search engines %1
Advice from friends/relatives Eﬁga

Other websites s

Hotel/resort E‘gs

Online booking engines 2

Local visitors bureau 1
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Information Sources Used

for Planning —2004/2006 (Cont'd)

Base: Overnight Marketable Trips

Books

Auto club

Newspapers

Toll-free phone number
Magazines
Association/club
Airline/commercial carrier

Government tourism office
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Booking Cycle

— 2004/2006

= Base: Overnight Marketable Trips Booked in Advance

45

17 18

29 26

17 13

1 month or less

2 months
[ Coast Region

3-5 months
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6 months or more




Use of Internet for Trip Planning and Booking

— 2004/2006
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Trip Seasonality

— 2004/2006

& Base: Overnight Marketable Trips

}3
January - March 0
. 9
April - June 7
1
July - September 9
}6
October - December 4
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Length of Stay

— 2004/2006

Base: Overnight Marketable Trips

Ave. No. of
Nights

L

3.0 1.1

o 1 2 3 4

Mean Mumber of Mights
O This Place O Elsewhere

Total: 4.1



Size of Travel Party

— 2004/2006

Base: Overnight Marketable Trips

Coast Region Total: 3.5

2006 State Norm Total: 3.7

Mean Mumber of People

@ Adults B Children



Travel Party Composition

— 2004/2006

& Base: Overnight Marketable Trips

Spouse/partner 72

Child(ren) %ﬁ

Friends
40 B0 a0 100

:mm
Parent(s) 1
Other relatives 3
Traveled on own
Business associates
0 20
Fercent

[ Coast Region [ 2006 State Morm




Accommodation Used*

— 2004/2006

Base: Overnight Marketable Trips

Hotel ﬁ“—@l

Motel s

RV Park Site s
Rented Campground o
Friend/Relatives _m—gﬁ

Rented House/Cottage
Time Sharing Unit
Country Inn
Bed & Breakfast
Other 1
0 20 40
Fercent
[[] Coast Region [] 2006 State Norm

* Percent of trip nights spent in each type of accommodation



Transportation Used

— 2004/2006

P
L)

& Base: Overnight Marketable Trips

Personal Own car lﬁ—ﬁa
Truck/van/RV T
Rental car 0
Motorcycle
Motor/saillboat

Commercial Plane 2
Ferry Cruise

Bus

Train

Shuttle van

0 20 40 60 80 100

Fercent

[l To Enter Region [ Inside Region



Use of Vacation Packages

and Group Travel - 2004/2006

Prepaid package

Escorted group tour
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Marketable Trip Experiences
— 2004/2006



Experiences and Sightseeing

— 2004/2006

Base: Overnight Marketable Trips

Beaches/Ocean | &
Wentto an oceanbeach | Jio
Small townshilages |
Natura environment [ 3
Widerness Areas | &
Lakesirivers | B4
Visited friends/relatives | |83

Historic Sites and Museums 31
National/State park b
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Experiences and Sightseeing

— 2004/2006

Base: Overnight Marketable Trips

Landmarks/historic sites —_Hs
Rural farming areas __H?
Mountains _-Hs
Unusual wildlife —r:eu

Photography 6
Historical Museums 5

o
Mo
o
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Percent



Experiences and Sightseeing

— 2004/2006

Base: Overnight Marketable Trips

Beautiful Fall Colors
Interesting architecture
Art gallery
Z00
Went to alake side beach
Micro-brewery
Short guided tour
Winery/vineyard
Swam in alake or ariver
American Indian Culture
Outdoor educational program
Native American Cultural Site
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Percent



Entertainment

— 2004/2006

= Base: Overnight Marketable Trips

Shopping 52

Unique local foods 30
Aquarium 4
Whale watching
Cultural events/plays/exhibits
Elegant restaurants
Local music
Entertainment/shows
Fair/exhibition/festival
Bar/nightclub
Arts and crafts
Science exhibit
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Sports & Recreation

— 2004/2006

Base: Overnight Marketable Trips

Viewing wildlife/birds 4
Used a sauna/hot tub 1
~Swam in a pool 8
Hiking/backpacking
Off-road vehicle use
Freshwater fishing
Horseback ridin
_Go
Saltwater fishing
Mountain biking
Freshwater canoeing/kayaking
Power boating/sailing
Sea kayaking
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Percent
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Marketable Visitor Profile
— 2004/2006



Community Size

— 2004/2006

Base: Overnight Marketable Trips

2.5M+

TM-2.49M

250K-999K

Under 250K

10
14

37

21

2

27

26
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Gender

— 2004/2006

Base: Overnight Marketable Trips

46
Male
45
54
Female
55
| | |
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Percent
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Age

— 2004/2006

= Base: Overnight Marketable Trips

0
25-44 °
-44 years 5
45-64 p-
-64 years 0
65+ >
years "
0 20 40 B0
Fercent
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Coast Reqgion 2006 State
Average Age 43.6 41.9




Marital Status

— 2004/2006

| 69
Married
\54
| | 11
Divorced/widowed .5
_ 19
Never married ;
21
|
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Percent
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Household Size

— 2004/2006

= Base: Overnight Marketable Trips

1 member 13
2 members 1
3 members 9
4 members 5 0
o+ members
ol 20 40 60

Percent
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Education

— 2004/2006

Post-graduate
College graduate
Some college

High school or less

0 20

[l Coast Region

40
Percent

[1 2006 State Norm

60



Employment

— 2004/2006

Base: Overnight Marketable Trips

54
Full time "
20
Part time hg
. 27
Not employed/retired ’7
0 20 40 60 80

Percent
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Occupation

— 2004/2006

= Base: Overnight Marketable Trips

Manager/professional
Other white collar

Blue collar

Armed forces/other

[ Coast Region

[1 2006 State Norm

53
54
J_H .
0 20 40 60 80
Percent



lncome

— 2004/2006

$50K-$74.9K

$25K-$49 9K 33

Under $25K ﬁﬂﬁ

0 20 Percent 40 60

Over $75K 322
1
2
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Children in Household

— 2004/2006

Base: Overnight Marketable Trips

No children under 18
Any child between 13-17
Any child between 6-12

Any child under 6
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(Oregon) Visitor Priorities
and Product Delivery
Among Travelers to the Coast Region

— 2004/2006



Oregon Visitor Priorities

Family Atmosphere y
Exciting i
Worry Free g
Sightseeing :
Unique i
Sports and Recreation y
Entertainment g
Luxurious y
Popular i
Affordable g porance: B>
Climate

*A measure of the degree of association between each factor
and whether destination is a place “l would really enjoy visiting.”



Product Delivery On Visitor Priorities

— 2004/2006

Base: Overnight Marketable Trips

Family Atmosphere 77

Worry Free [ D
Sports and Recreation | Jes
Sightseeing [ D
Excitng M
Affordable [ D
Popular | s
Unique [ Jss

|_uxurious 50

Entertainment l4s
Climate 39

0 25 50 75 100
Percent Who Strongly Agree




Family Atmosphere

— 2004/2006

Base: Overnight Marketable Trips

Family Atmosphere

Good for families

Good for couples

Good for adult vacation
Children would enjoy
Variety of accommodations

0 25 50 75

Fercent YWWho Strongly Agree

100



EXxciting

— 2004/2006

= Base: Overnight Marketable Trips

Exciting %3

A fun place for a vacation 4

Must-see destination 4

An exciting place }6
A real adventure }2

0 25 50 75 100
Percent Who Strongly Agree




Worry Free

Good place to relax
Safe In tourist areas
Not too crowded

Safe anywhere
Warm, friendly people

Worry Free

— 2004/2006

0 20 40 60 80

Percent Who Strongly Agree

100



Sightseeing

Lots to see and do
Interesting small towns/vilages

Truly beautiful scenery
Excellent National/State Parks
Beaultiful gardens/parks
Well-known landmarks
Interesting cities

Sightseeing

— 2004/2006
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Sightseeing

—2004/2006 (Cont'd)

Base: Overnight Marketable Trips

Sightseeing

Good for viewing wildlife/birds
Interesting festivals/events
Excellent museums/galeries
Protected environmental areas
Excellent shopping

Noted for its history
Interesting architecture

0 20 40 60 80

Percent Who Strongly Agree

100



Unique

— 2004/2006

Base: Overnight Marketable Trips

Unique

Unique vacation experience
Interesting local people
Interesting B&B/Inns

Truly unique scenery
Interesting Native American

cultures

0 20 40 60

Percent Who Strongly Agree

80

100



Unique

—2004/2006 (Cont'd)

Base: Overnight Marketable Trips

Unique %4

Interesting antiques/crafts LLLHE
Unique local cooking —_Hﬁ
Different cultures/ways of life 6
Interesting customs/traditions —_G1

0 20 40 60 80 100
Fercent YWWho Strongly Agree




Sports and Recreation

— 2004/2006

= Base: Overnight Marketable Trips

Sports and Recreation

Good for hiking/backpacking

Good place for camping

Great for kite-boarding/windsurfing
Great for boating/water sports
Excellent fishing

Great for sailing

Great beaches

Great river rafting

Great freshwater canoeing/kayaking 68
Great for mountain/off road bicycling 78

0 20 40 60 80 100
Percent Who Strongly Agree




Sports and Recreation

—2004/2006 (Cont'd)

Base: Overnight Marketable Trips

Sports and Recreation

Good for whale-watching

Great for goffing

Excellent snow skiing/snowboarding
Excellent cross country skiing
Excellent tennis facilities

Excellent mountain cimbing

Great for snowmobiling

Excellent hunting

Great for swimming

Has great boardwalks

44

9
46

66

64

62

T8

T2

76
72

0 20 40

60

80

Percent Who Strongly Agree
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Entertainment

— 2004/2006

Base: Overnight Marketable Trips

Entertainment 48

Great live music 49

Great for theater/arts 45
Exciting nightlife/shows 45

Great casino gaming 55

0 20 40 60 80 100
Percent Who Strongly Agree




| uxurious

— 2004/2006

Base: Overnight Marketable Trips

Luxurious

Elegant, sophisticated restaurants
First-class resorts

First-class hotels

4o

0
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Popular

— 2004/2006

Base: Overnight Marketable Trips

Popular %5

Popular with vacationers 4

Well-known destination }2
Notice advertising }1

0 20 40 60 80 100
Fercent Who Strongly Agree




Affordable

— 2004/2006

Base: Overnight Marketable Trips

Affordable 3?

Excellent vacation value 32

Affordable to eat there ——_ﬂﬁ
Affordable accommodations ——_Hz
Good vacation packages ‘_'__Bﬂ
Affordable to get to ——_H3
Not too far away for a day trip ‘——_E%

0 20 40 60 80 100

Percent Who Strongly Agree



Climate

— 2004/2006

Base: Overnight Marketable Trips

Excellent climate overall }m

0 20 40 60 80 100
Percent Who Strongly Agree




Y

Product Strengths

— 2004/2006

Base: Overnight Marketable Trips

Truly beautiful scenery
Good place for camping
Great beaches

Good for hiking/backpacking
Safe in tourist areas
Excellent National/State Parks
A fun place for a vacation
Must-see destination

Good place to relax

Good for families

Good for couples

Good for adult vacation

0 20 40 60

Percent Strongly Agreeing

g0

100




Product Strengths

—2004/2006 (Cont'd)

Y

" Base: Overnight Marketable Trips

Lots to see and do

Good for viewing wildlife/birds

Great for mountain/off road bicycling
Truly unique scenery

Excellent fishing

Good for whale-watching

Excellent mountain climbing

0 20 40 60 80 100
Percent Strongly Agreeing



Product Weaknesses

— 2004/2006

Base: Overnight Marketable Trips

Unique local cooking
Excellent climate overall

Great for swimming
Interesting customs/traditions
Notice advertising

A real adventure

Interesting architecture

Excellent tennis facilities
Great for theater/arts
Exciting nightlife/shows

0 20 40 60 80 100
Percent Strongly Agreeing



Product Weaknesses

—2004/2006 (Cont'd)

Base: Overnight Marketable Trips

Has great boardwalks

An exciting place

Different cultures/ways of life
Excellent museums/galleries
Elegant, sophisticated restaurants
Great live music

First-class hotels

Good vacation packages

Interesting B&B/Inns
0 20 40 60 80 100
Percent Strongly Agreeing



