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OREGON’S SEVEN REGIONS 



WHAT IS OCVA?

OVERVIEW

The Oregon Coast Visitors Association (OCVA) is the official Regional 

Destination Management Organization (RDMO) as designated by the 

Oregon Tourism Commission (OTC), DBA Travel Oregon. Our 

association is comprised of Chambers of Commerce, Visitors 

Centers/Bureaus, resource management entities and 100+ private 

tourism businesses along Oregon's 363 miles of coastline. 

9 MEMBER BOARD OF DIRECTORS

5 STAFF

6 STRATEGIC ADVISORS
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9 MEMBER BOARD OF DIRECTORS
Donna Quinn • Astoria 
Scott Humpert • Lincoln City
Connie Soper • Manzanita
Drew Roslund • Yachats
Joy Hawkins • PDX 
Gary Hayes • Cannon Beach
Court Carrier • Cannon Beach
Nic McNair • Gold Beach 
Gary Milliman • Brookings 
Sue Meyers • Non-Voting Member

OCVA STAFF
Marcus Hinz • Oceanside
Dave Lacey • Gold Beach
Katera Woodbridge • Waldport
Elizabeth Gronert • Bandon
Michael Barbieri • Rockaway Beach

WHO IS OCVA?
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WHAT IS THE STRATEGIC ADVISORY GROUP?

MISSION 

SAG is one unified table that regularly convenes representation from coastal natural resource 

agencies to share information, resources and develop unified strategies, tactics and 

messaging aimed at reducing the impacts of visitation on natural resources while also 

promoting public safety.

One rep from each agency:



2017-2019 PLANNING

A: MOST CURRENT OUTREACH AND STRATEGY DOCUMENTS
• Sept 2016 RCTP – Work Group Takeaways  
• April 2016 Oregon Tourism Stakeholder Engagement Survey Results  
• Oct 2016 Travel Oregon  Strategic Planning Leadership Summit Summary  
• Oct 2016 Oregon Tourism Town Hall Findings   
• Oct 2016 Travel Oregon Strategic Planning Leadership Summit Summary  
• 2016 Travel Oregon All Staff Strategic Insight Session 

B: MOST CURRENT RESEARCH AND DATA
• 2015 - Longwoods
• 2015 - Runyan

C: STAKEHOLDER CENTRIC PERSPECTIVE
• 2017 Regional Tourism Stakeholder Survey Oregon Coast

D: HISTORIC FACTORS & CONSIDERATIONS
• Sub-regionality
• Change 2013 - Present in coastal structure OCVA+COCA+Travel Oregon  
• 22 Active DMO's (conservatively) peppered along 363 miles of coastlineOREGON

THE
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2017-2019 PLANNING

2017-2019 RCTP COAST PLAN
=
OCVA VISION
+
RCTP Guidelines
+
2015 Consumer Research
+
2016/2017 Stakeholder Research
+
Travel Oregon's Strategic Plan
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STAKEHOLDER FEEDBACK

CONDUCTED SURVEYS
• February, 2017  (193 people) 
• Coos Bay - April 13, 2017 (28 people)
• Tillamook - April 14, 2017  (20 people) 
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GENERAL FEEDBACK  

Planning/Management: Increase visitation to the region during off-peak 
seasons (85%)

Marketing: Leveraging Marketing Opportunities with Travel Oregon and other 
tourism organizations (79%) 

Marketing: Developing or enhancing current regional destination website (76%) 

Marketing: Enhancing non-paid social media presence for regional social 
channels (69%) 

Capacity: Improve quality and professionalism of customer service at tourism-
related businesses (68%) 

Marketing: Creation of more region-specific stories (68%) 

PR: Targeted communications to publications and journalists for the region (66%) 

Capacity: Increase skilled workforce in the tourism industry (66%)



HONORING STAKEHOLDER FEEDBACK

ACTION 1: Pre-RCTP Plan Work - Modified 2016 survey for 2017:  
• Added North, South, Central segmentation  
• Reduced and clarified industry lingo  
• Added measurable metrics so stakeholders could rate 

performance of both DMO's and their RDMO  
• Advocated for 3 Stakeholder Meetings (got 2!)

ACTION 2: Stakeholder Summary document for the OCVA Board of 
Directors to review (see your handout) prior to plan development.

ACTION 3: OCVA Board and Staff Review of plan  
• OCVA Board represents 22 DMO's + 100+ Business Members.  
• Staff is intensely involved with stakeholders.  
• Summarized & represented stakeholder feedback.OREGON
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HONORING STAKEHOLDER FEEDBACK

RESULT 1: Excellent, actionable high quality stakeholder data (by 
sub-region)

RESULT 2: Stakeholder Summary thoroughly and explicitly integrated 
into each section (Department) of RCTP Plan.

RESULT 3: Almost entirely Stakeholder-Centric

OREGON
THE

PEOPLE’S
COAST

RESULTS



SKY IS THE LIMIT • HERE COMES 2020

RCTP GOALS
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2017-2019 RCTP GOALS

Identify and Execute Strategies to Increase Off-peak Season Visitation

Identify & Execute Strategies to Increase Availability of Skilled Workforce

Develop New Tourism Products & Experiences

Enhance Sustainability Programs

Increase Frequency, Methods, & Topics of Communication with Industry 
Partners & proactively adapt industry communications accordingly

Increase Access to and Capacity to Accommodate International Visitation

Expand Cooperative Marketing Opportunities
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TRAVEL SPENDING
ENTIRE COAST
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TRAVEL SPENDING
REGIONAL BREAKDOWN
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TRAVEL SPENDING
COUNTY BREAKDOWN
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TRAVEL IMPACTS
CHANGE FROM 2006-2015
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TRAVEL IMPACTS
BY TYPE OF ACCOMMODATIONS
2006-2015
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2017-2019 DESTINATION DEVELOPMENT

DESTINATION DEVELOPMENT 2017/2018 2018/2019

Regional Trail Development & Planning $100,000 $100,000 

Travel Oregon Forever Fund $0 $0 

Tourism-related Volunteer Events (SOLVE) $0 $20,000 

RARE Tourism Development Staff $24,000 $0 

Strategic Investment Fund $71,000 $71,000 

OREGON COAST SPECIFIC

Beaches, Bikes and Brews – Event $0 $25,000 

Fat Tire Beach Bike Map & Marketing $30,000 $0 

S. Lincoln County Trail Maps & Signage $0 $18,000 

S. Coast & Coquille River Water Trail $0 $27,000 

Wild Rivers Coast Farm Trail Marketing & Dev $18,500 $0 

Wild Rivers Coast High Impact Event Dev $25,000 $0 

OSU PARTNERSHIP

Workforce Study $12,000 $12,000

$280,500 $273,000



2017-2019 INDUSTRY SERVICES

INDUSTRY & VISITOR SERVICES 2017/2018 2018/2019

Guest Services Training ($30 person) $15,000 $15,000 

Oregon Welcome Center $1,080 $2,160 

Industry Services Trainings (Grants) FREE $0 $0 

Tour Product Market Pricing $0 $12,000

$16,080 $29,160 
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2017-2019 GLOBAL MARKETING

GLOBAL MARKETING 2017/2018 2018/2019

FAM Tours $5,000 $10,000

Travel Oregon Regional Pack (TORP) $10,000 $20,000 

Influencer Marketing $8,000 $8,000 

OTIS Partnership $0 $10,000 

Travel Oregon Ad Network $10,000 $10,000 

Winter Campaign Coop $25,000 $25,000 

Paid Advertising (Co-ops) $58,300 $68,300

$116,300 $151,300
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2017-2019 GLOBAL SALES

GLOBAL SALES 2017/2018 2018/2019

Global Sales Educational Trainings ($500 per) $3,000 $3,000 

Active America China Summit $0 $9,000 

Go West Summit $8,000 $8,000 

ITB $0 $6,000 

Tourism Economics Intl Regional Research $5,000 $0 

China Sales Mission $0 $16,000 

Travel Trade FAMS & Press Trips $25,000 $50,000 

Travefy – Itinerary Management Software $1,800 $1,800 

WTM – UK Market $0 $7,000 

Oceana Sales Mission $0 $5,000 

Vancouver Outdoor Adventure Show $2,000 $2,000 

Western Canada Road Show $3,000 $3,000 

Brand USA Opportunities $25,000 $45,000 

$72,800 $155,800 



STAY IN CONTACT
INDUSTRY RESOURCES WEBPAGE
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STAY IN CONTACT
ENEWSLETTERS
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Thank You


