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Dear friends,
Welcome to Travel Portland’s latest industry snapshot. Inside these pages, you’ll find statistics, updates and
insights that highlight our success in achieving Travel Portland’s five key objectives:

Our most important initiative

Increase visitor-related economic
impact for the Portland region 
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Influence the long-term development
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Deliver a consistently remarkable customer experience

Page 10

Foster high-value relationships with our stakeholders
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Lead an efficient, high-performing organization
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We appreciate your partnership and the role you play in making the visitor industry such a powerful economic
driver for the Portland area.
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Cheers,

				
				

Jeff Miller
President & CEO
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Increase visitor-related economic
impact for the Portland region
J a n u a ry–D ec e m b e r 2 0 1 6 • source: Dean Runyan associates

OVERALL ECONOMIC IMPACT
p r e l i m i n a ry i m pact s f o r 2 0 1 6

VISITORS & SPENDING

$4.9 B

$5.2 B

In 2016, the Portland metro area welcomed 9.1
million overnight visitors, who generated
$5.2 billion in direct spending.

2015

TAX REVENUE

2016

$231.3 M

$253.8 M

Helping ease the state and local tax burden, area
travelers generated $253.8 million in tax revenue,
of which $134.6 million was local tax revenue.

2015

JOBS

35,600

2016

37,200

The travel industry supports 37,200
jobs in the Portland area, generating in
excess of $1.33 billion in employment
earnings.

2015
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2016
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HOTEL PERFORMANCE: CITY OF PORTLAND
+ 0.4%

+ 1.5%

+ 1.2%

- 0.2%

JAN–JUNE 2017
JAN–JUNE 2016
Source: STR

1,881,407

1,889,248

Hotel Rooms Sold

$145.16

$147.27

$113.08 $114.49

Average Daily Rate

RevPAR*

77.9%

77.7%

Occupancy

ADVERTISING CAMPAIGNS
SPRING ADVERTISING SUCCESSFULLY TARGETS NEW MARKETS
Travel Portland launched its inaugural fly-market campaign, “You Can, in
Portland,” in San Francisco, Phoenix and Minneapolis in April 2017. The
campaign was designed to fill new hotel rooms and inspire year-round
travel from longer-haul markets, by travelers who are likely to stay longer
and spend more. The activation featured stop-motion animation videos,
billboards, bus stop wraps, social media and search engine advertising,
content partnerships, and the launch of a “You-Can-O-Mizer” on
TravelPortland.com. Through July, the campaign—which leveraged Travel
Oregon’s efforts in San Francisco and Phoenix—generated $55 million in
incremental visitor spending that would not have otherwise occurred,
according to Longwoods International.
WINTER ADVERTISING DRIVES RESULTS
The “You Can” campaign was preceded by a successful winter campaign
targeting travelers in our Pacific Northwest feeder markets. From
November 2016–March 2017, demand (rooms consumed) at TID hotels
was up 2.6% (source: STR), outstripping STR Analytics’ forecast (+1.6%).
Through March, the winter campaign generated $29.5 million in
incremental visitor spending (source: Longwoods).
*Revenue per available room
**Tourism Improvement District
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PORTLAND INTERNATIONAL AIRPORT (PDX)
2017 has been an exciting year for Portland International Airport. PDX was named the best airport in
the U.S. for the fifth consecutive year by Travel + Leisure readers. It has also added new and expanded
nonstop international flights serving the city, region and state. The newest exciting announcement is
that Aero Mexico, in partnership with Delta Air Lines, will start nonstop daily year-round service from
Mexico City starting Dec. 1, 2017.
The seasonal nonstop air service from London Heathrow began in May 2017 with four flights per week,
and Delta Air Lines, in partnership with Virgin Atlantic, has announced it will extend this service through
2018. Year-round services from Amsterdam, Tokyo, Vancouver and Calgary are going strong, and Volaris
from Guadalajara and Icelandair from Reykjavik are now flying almost year-round to serve our market.
Air Canada’s seasonal service from Toronto and Calgary, and Condor Airlines from Frankfurt are also in
strong positions.
+5.7%

+5.4%

8,945,367

8,601,351

8,461,345

8,160,607

+14.4%
344,016
300,738

JAN–JUNE 2017
JAN–JUNE 2016
Source: Port of Portland

Domestic:
total passengers

International:
total passengers

Total enplaned &
deplaned passengers

TRAVELPORTLAND.COM
1,436,365

U N IQ U E E N

ORS
G A G E D V IS IT

JU LY 20 16 – JU

NE 20 17

TravelPortland.com maintained the broad reach it has achieved
over recent years, attracting over 4 million visits in FY 2016-17.
The shift to mobile browsing continues apace, with only 42%
of visitors now accessing our content via traditional desktop or
laptop displays.
$56,908,7

JU LY 20 16 – JU

EC O N O M IC IM

PA C T

62

NE 20 17

Using the formula from Destination Analysts’ 2014 report,*
engaged user on TravelPortland.com generated nearly $57
million in incremental visitor spending in FY 2016-17.
* Unique engaged visitors are individuals who visited TravelPortland.com at
least once and viewed at least two pages on the site.

TRAVELPORTLAND.COM/REPORTS
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MEETINGS AND CONVENTIONS: OCC TARGETS
In FY 2016-17, the Oregon Convention Center (OCC) realized $13.5 million in revenue
from Travel Portland booked business. For the future, Travel Portland’s bookings this fiscal
year will deliver a total community economic impact of $173.4 million.

Travel Portland staff and community leaders marked the groundbreaking of the
Regency Hyatt Portland Hotel at the Oregon Convention Center in August 2017.

Did you know?
From July 2016 – June 2017, Travel Portland
booked 24 minority meetings with an estimated
economic impact of $10.5 million.

JULY 2016–JUNE 2017 FISCAL YEAR GOAL
JULY 2016–JUNE 2017 FISCAL YEAR TOTAL

3.9:1

3.8:1

38%

$13.5 MILLION $14 MILLION

OCC revenue realized
from Travel Portland bookings
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42.4:1

ROI on future
OCC business

Lead conversion

TRAVELPORTLAND.COM/REPORTS

42.0:1

Community
economic impact

Increase visitor-related economic
impact for the Portland region

INTERNATIONAL IN-COUNTRY REPRESENTATION
JULY 2016–JUNE 2017 TOTAL
JULY 2016–JUNE 2017: GOAL
$3

4.2

M

$30

M

Es ti m at ed
ec on om ic
im pa ct

Last winter, Travel Portland hired two new representatives to increase
and maximize Portland’s destination message in the high potential
markets of United Kingdom and Oceania (Australia, New Zealand),
adding to our in-country contractor in The Netherlands. After extensive
search and interview processes in both markets, the firms Black
Diamond in the UK and Barking Owl in Oceania have been retained
on a year-round basis, joining Buro Six in The Netherlands. The
firms are contracted to implement consumer-direct, travel trade and
media relation strategies to drive demand. The international tourism
team will add in-country representation in Japan, and continue with a
limited contract in China.

Estimated economic impact

TOURISM TEAM AT IPW
IPW, a conference attended by clients from all
international markets, is Travel Portland’s most
important annual international sales activity. The
tourism team implemented several firsts at this year’s
IPW conference, held in Washington, D.C., June 3–7:
• Held more than 200 20-minute long appointments
businesses within three days.
• Had the largest unified exhibit and appointment
booth yet, with six booth spaces.
Clients experienced Portland, PDX and
wearable virtual reality heads at IPW.

• Achieved the highest level of local business
participation ever.
• Sponsored the Japanese delegation’s annual IPW
breakfast event.
• Hosted the International Inbound Travel
Association’s (IITA) reception at IPW. Travel
Portland is also hosting the annual IITA
Summit in February 2018 at the Embassy Suites
Downtown.

TRAVELPORTLAND.COM/REPORTS
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Influence long-term development
of the destination and its brand

MEDIA PLACEMENT
43.4 MIL

561 MIL

28 MIL

321 clips
561,763,311

93.6 MIL

9.4 MIL

36 clips
50,050,866

26.3 MIL

TOTAL International

Australia & New Zealand
93 clips
9,405,397

59 clips
28,399,610

Netherlands

United Kingdom

66 clips
93,660,486

Europe

50 MIL
26 clips
43,461,086

Total number of clips: 838
Total circulation: 2,249,012,715

17clips
26,324,295

TOP KEY MESSAGES
Coverage analysis of FY 2016-17

Travel Portland team with chefs Gregory Gourdet
and Erick Harcey at a media event in Minneapolis.

8

Canada
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Asia

Influence the long-term development
of the destination and its brand

INTENT TO TRAVEL TO PORTLAND

How likely are yo u to v i s i t P o rt l a n d , O r eg on , f o r a l e i s u r e t r i p / vacat i o n d u r i n g t h e n e x t 24 months?
Source: MMGY Global

80

MARCH 2017
MARCH 2016
MARCH 2015

Lives in the West
48%48%

36%

80

MARCH 2017
MARCH 2016
MARCH 2015

National
65%

63% 63%

46%

32%

29%
23%

21%

22%

19%

16%

Extremely/
very likely

Somewhat
likely

19%

18%
16% 16%

Not very/
not at all likely

Extremely/
very likely

Somewhat
likely

Not very/
not at all likely

COMMUNITY RELATIONS
second annual Tourism Connects to Community

Travel Portland’s informational booth at the Tourism
Connects to Community event.

Travel Portland hosted our second annual Tourism Connects
to Community event on May 4 at Director Park, and it was a
big hit. Attendees interacted with representatives from 45 local
businesses. The Ben & Jerry’s Partner Shop (operated by local
nonprofit New Avenues for Youth) scooped 1,800 cups of ice cream,
12,300 fans opened the related story on Instagram, and four
local media outlets covered the event, reaching an audience of
177,510 people. Tourism Connects is more than just a one-day
event. This year, Travel Portland expanded our local awareness
advocacy program to include pop-up visitor information centers
and sponsorship at six Portland street fairs, where we surprised
and delighted locals with a give-back program celebrating the
positive impact of travel and tourism on our region.

TRAVELPORTLAND.COM/REPORTS
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Deliver a consistently
remarkable customer experience

CONVENTION SERVICES
In FY 2016-17, Travel Portland’s convention services team
distributed 112,735 promotional pieces, sent out 1,248
leads to business partners and hosted 30 site tours. The
housing department booked 26,814 room nights.

“My experience with Travel Portland has
really wowed me… I really appreciate the
attention that you gave me and look forward
to bringing more clients to Portland.”
– Erin DeFouw, SmithBucklin

AWARDS
Did you know?
50% of Travel Portland’s local sponsorship investments
are dedicated to nonprofit organizations serving
communities of color in the greater Portland region.

Successful Meetings Pinnacle Award
— 18-time winner

M&C Gold Service Award
— 16 consecutive years

TRAVELPORTLAND.COM
With Google’s increasingly rich search results, trip
planning tools and “featured snippets” servicing a
growing proportion of superficial consumer queries,
our longer-form inspirational content continues to
satisfy a deeper curiosity about the city’s character and
possibilities, and engagement across our digital
channels remains high.

WAS THIS
PAGE …?

Our social media presence has expanded, thanks in no
small part to the grassroots enthusiasm of our
community. Overall, Travel Portland gained more than
100,000 new followers in FY 2016-17. We are
particularly proud of our Instagram channel
(@travelportland), which has grown to more than
126,000 followers.

“HELPFUL”
93%

7%

“NOT HELPFUL”

JAN-JUNE 2017
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Foster high-value relationships
with our stakeholders

LEADS SHARED
CON

VE

N
NTIO

1 , 24

SER

VICE
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WEBSITE REFERRALS

S
1.04 M

CO NV EN TI ON SA

LE S 949

JULY 2016–JUNE 2017

JULY 2016–JUNE 2017
Coverage analysis of July 2016 – June 2017

PARTNER SUMMARY
Travel Portland has 851 business partners, ensuring
a strong link between Travel Portland’s customers and
the brand and destination promise. Travel Portland
requires an active constituency representing broad
business involvement within the hospitality
i n d u st r y. Among partner businesses, 6% are
minority-owned and 11% are women-owned.
Partner business-to-business networking events and
educational programs are offered regularly.
Partners and staff network at Ponzi Vineyards during
one of our monthly partner networking events.

TRAVELPORTLAND.COM/REPORTS
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Lead an efficient, high-performing
organization

ORGANIZATIONAL PERFORMANCE
To increase organizational efficiency, Travel Portland has focused
on continually improving its internal systems, including payroll
processing, accounting and IT. A major recent IT initiative was
migrating Travel Portland to a cloud-based file sharing system.

KEY REVENUE STREAMS
4.3%

+3.94%

+4.24%

3.4%

JULY 2016–JUNE 2017
JULY 2015–JUNE 2016
3,548,197

3,702,395

DEMAND
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$6,130,148 $6,371,458

$10,742,745 $11,198,621

Transient Lodging
Tax (TLT)

TID
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74.2%

76.7%

OCCUPANCY
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