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As executive director of Oregon’s Mt. Hood Territory, it gives me great pleasure to work with such an 
outstanding team. This is the place I call home, and a beautiful region of diverse attractions, people and scenery. 
Our authentic brand resonates with visitors, as they continued to visit in increasing numbers to experience our 
rich heritage, unique farms and take part in our unparalleled outdoor recreational opportunities. As a result, 
Transient Lodging Tax revenue once again broke records this year. 

Travelers continued to stay in our lodging properties at a rate higher than the national average. More than 69% 
of rooms were occupied throughout the year, which is 4% greater than the rest of the country. Hoteliers also 
brought in more revenue for those rooms. The average daily rate for a hotel room jumped about 9% to almost 
$111. 

These ongoing successes don’t happen by themselves. It’s thanks to the efforts of our Tourism Development 
Council, staff and industry partners who work tirelessly to promote Oregon’s Mt. Hood Territory around the 
state, the country and the world. Our team continues to take home awards and earn the respect of the tourism 
industry, as other destination marketing organizations look to us for leadership.

Ever maintaining an eye to the future, we completed our 5-year Strategic Plan that will guide our efforts and 
programs through 2022. In addition to highlighting some of our successes this past year, our annual business 
plan outlines the priorities for Tourism this year. 

Danielle Cowan
Executive Director

Executive Director’s Welcome

Summit Meadow meteor shower

 
How we’re funded
Oregon’s Mt. Hood Territory is the branded name of Clackamas County Tourism and Cultural Affairs. We are a Destination 
Marketing Organization (DMO) that is funded through a voter-approved, 6% lodging tax paid by visitors who stay 
overnight at hotels, motels, campgrounds, vacation rentals, bed and breakfasts and short term vacation rentals. The 
term “Transient Room Tax” has been in place since its inception in 1993, but was changed in 2017 by the Board of County 
Commissioners to “Transient Lodging Tax” (TLT) to better reflect the sharing economy and to bring county code up to 
date. 

How we’re organized 
Mt. Hood Territory is overseen and by the Tourism Development Council (TDC), a nine-member board comprised of 
business and community leaders volunteering their time to represent the tourism industry, who guide the policies and 
priorities of Tourism. The TDC members are appointed by the Board of County Commissioners to three-year terms. The 
TDC directs the work and the investment of Clackamas County Transient Lodging Tax revenues. These efforts are guided 
by a Tourism Master Plan and a 5-Year Strategic Plan. 

Chairman
John Erickson 

Marylhurst Univ.
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Tourism Development Council



Tourism staff
Oregon’s Mt. Hood Territory is staffed by an 
award-winning team of professionals that are 
leaders in the industry. An ongoing priority is 
to maintain a top performing team, and our 
successes have proven we continue to do just that. 

Development
The “Dev Team” works with industry partners to assist 
in developing attractions and hospitality services and 
packages. They also work with our partners and tour 
operators to increase our product offering to vital 
international markets and oversee the $250,000 Tourism 
Development Grant Program and the $50,000 Heritage 
Capital Grants Program.

Community Relations
Community Relations works closely with local 
entities on tourism efforts. They manage our 
contracts with Visitor Information Centers in 
the county, and administers the $260,000 
Community Partnership Program grants. Staff 
also serve in a Legislative Affairs capacity, 
monitoring activity in Salem to keep track of 
legislation that ould have an impact on tourism. 
They also work with other local government 
partners on a variety of issues. 

Administration
Administration includes our Executive Director, who 
serves as a liasion with the TDC and in a leadership 
role both in the county and at the state and national 
levels. Also, our Admin Analyst manages the day-to-day 
operations of the office, budget and accounts payable.

Marketing
Marketing includes several aspects at Oregon’s 
Mt. Hood Territory: advertising campaigns, public 
relations efforts, social media programs and 
website performance are all integrated under 
the marketing division. The advertising agency 
contract is managed by the marketing director.

The primary indicator of tourism health in Clackamas County is Transient 
Lodging Tax revenues, which continued an 8-year streak of growth. The total 
amount collected in FY 2015/16 was $4,494,368, a 2% increase over the 
previous year.

State of the industry

TLT Revenue has 
nearly doubled 
in seven years, 
without the 
addition of new 
hotel or motel 
properties. 
The growth 
has mostly 
been fueled 
by increases in 
visitation and 
room rates; a 
result of more 
visitors. 



State of the industry

Room prices continued to 
increase in Fiscal Year 2016/17, 
jumping 9% or a little more 
than $9 to $110.90. Room rates 
have increased more than $16 
since 2015. Higher rates come 
from greater demand; a sign of 
increased visitation. 

ADR continues to increase

Statewide, visitors continued 
to spend more money on their 
trips to Oregon. Visitors spent 
$11.3 billion in 2016, a 4.3% 
jump. 

State visitor spending surges

Visitor spending in Clackamas 
County jumped by more than 
$31 million in 2016, totaling 
more than $597 million in 2016 
according to Dean Runyan 
Research. Spending has 
increased an average of 5.5% 
each year since 2000.  

Visitor spending breaks records

Tourism is economic development in its 
truest form. New dollars are brought to our 
communities by visitors. Travel paid more 
than $176 million in earnings to employees 
who work for visitor-facing businesses. 
Visitor spending generated more than 
$24 million in tax revenue for local and 
state governments. That money supports 
education, infrastructure and services for 
local residents. 

The Resort at The Mountain

The Tourism Development Council embarked on a months long process of 
drafting its 5-year Strategic Plan. Public input was sought at each step of the 
process through a series of listening sessions in five communities throughout 
the county, via online surveys and email communications sent to tourism 
partners. The public feedback was incorporated into the plan which will 
guide the work of Mt. Hood Territory until 2022. 

The word cloud to the right 
is a graphic representation of 
all the tourism-related topics 
our partners and the public 
expressed were important 
to them. The larger the font, 
the more 
often it was 
mentioned. 

5-year Strategic Plan



Sustainability is a key element in ensuring the continued success of tourism 
in Clackamas County. Environmental sustainability is one key element of 
this strategy, ensuring that activities don’t adversely affect our sensitive 
natural areas, but it goes beyond that. Sustainability should also support the 
economy and the culture of an area. Tourism is working to bolster visitation 
to “shoulder” or less busy times to increase economic benefit to those areas 
and prevent “visitor fatigue.” Sustainability also includes the concept of 
promoting the roads less taken or hidden gems to disperse visitation more 
evenly throughout Mt. Hood Territory. 

Another priority that came from the process is increasing our access to 
quality research. The landscape is changing at a rapid pace, making it more 
imperative than ever to have quality data backing up all our decisions. 
Tourism will work with reputable research resources to provide a more 
complete perspective of who our visitors are and the best ways to reach those 
visitors to ensure an optimal return on investment.

As Tourism reached out to the communities and gathered a lot of quality 
information about tourism programs. It was rewarding to hear that overall 
our partners and the public were happy with the direction Tourism is going. 
They appreciate the outreach and multilayered programs for tourism 
partners. New ideas that came up allow us to further serve these segments. 
The conversations are now shaping our priorities. For example, our partners 
and the public agreed that Outdoor Recreation, Agritourism and Cultural 
Heritage should remain the 3 Pillars of Tourism on which Mt. Hood Territory 
focuses. Each pillar is an important part of the our tourism stategies and 
benefits local communities by attracting diverse travelers.

2016/17 Marketing Highlights

Fiscal Year 2016/17 was a big year for the marketing division. In partnership with our 
advertising agency of record, BPN, we tapped in to new investment markets while 
enhancing our presence in existing markets, continued with effective partnerships, 
expanded our work with the Regional Cooperative Tourism Program (RCTP) and saw 
increased returns on our investments. The next few pages will outline some of our 
achievements that the award-winning staff has spearheaded this year. 

Jonsrud Viewpoint sunrise



Advertising
Partnered with Next Stop to produce a 
30-minute program comprising seven segments  
highlighting fall harvest experiences in Mt. Hood 
Territory with a global distribution platform. 
Additionally, Next Stop produced :30 second 
spots from each of the seven segments. 

Sponsorship co-op buy-in with the Arts 
Alliance and Pamplin Media to create 
and publish the Clackamas County 
Cultural Guide in local community 
newspapers. The full-color publication is 
distributed to 112,000 readers quarterly.

Partnered with Brand USA for 
international marketing through 
DiscoverAmerica.com, a print 
inspirational guide, an Australia multi-
channel campaign, a China multi-channel 
campaign and the Culinary print guide. 

Included Mt. Hood Territory advertising in 
Department of Agriculture Growing Oregon 
consumer publication; Travel Oregon 
International Guide in English, Chinese and 
Japanese; Horizon Travel Magazine on their 
California, Southwest, Midwest and Eastern 
Canada issues, including commercial spots on 
the ABC screen in Times Square. 

Worked with Bandwango to launch the Explorer 
Trails Mobile Passport programs, including the Tap 
Trail Craft Pass and the Wine Trail Tasting Pass. 

Fall Campaign

The fall campaign focused on social 
(Facebook and Instagram) and 
generated 6.8 million impressions, 
69,525 links to our website with a 1.33% 
engagement rate.  
(Higher than industry standard)

The winter campaign (digital 
and social) generated 7.2 million 
impressions, 30,143 clicks to our 
website with a 1.12% engagement rate. 
445,614 completed video views with an 
86% video completion rate. 

The spring campaign generated 
48.6 million impressions, 897,000 
completed video views, 29,000 clicks 
to our website, with a .53% click 
through rate. 

Winter Campaign

Tourism focused on a new “investment market” which is defined 
as a new area outside of our primary marketing area, that 
research has shown is receptive to our message. Minneapolis 
was selected and generated 12.6 million brand awareness 
impressions, 8,700 links to website with a .61% engagement 
rate. Two interactive Skyway Wallscapes in the Minneapolis 
Skyway generated 80 contest entries where people shared a 
selfie on Instagram. 

The Austin, TX campaign was in its fourth year with pedicabs, 
TV, Cinema, video, and social digital, generating 7.4 million 
impressions, 411,000 completed video views with a .43% 
click through rate. Hosted a booth at two of the Blues on the 
Green outdoor concert events demonstrating our VR 360 
video experienc. 328 people viewed the virtual reality (VR) 
experience. Collected 1,370 sweepstakes contest entries. 

Spring Campaign

Investment Markets



Public Relations

Hosted 85 journalists and secured stories in publications such as VIA, Texas Lifestyle Magazine, HuffPost (pictured 
below), Forbes, CNN, Travel + Leisure, VITA Magazine, Boston Globe and the Daily Meal. 

This year’s PR efforts earned Annie Austin the inaugural DMO Rising Star 
Award from Women in Travel and Tourism International, as well as the 
MarCom Gold Winner 2016 Award for Mt. Hood Territory’s public relations 
program. 

PR secured 25 appointments with Tier One media in Sydney, AUS during 
International Media Marketplace, hosted six Oceania media trips and secured 
story placements in outlets such as Stuff, Travel INC, Flight Centre, Expedia.
com (AU & NZ), Adventures All Around and ABC Radio. 

Executed media deskside tours in Houston, Los Angeles, Vancouver, BC, San 
Francisco, Denver and Minneapolis, and made over 60 new media contacts.

Pete’s Mountain Winery

Web Visitors
Bounce Rate

Visitors were happier with new web content, as 
bounce rate (defined as someone immediately leaving 
the website without engageing) dropped 9.7%. 

Conversions

Visitors converted at an increased level over last year. 
The rate jumped 5.19% to an overall rate of 11.42%. 
Conversions are defined as someone who clicks any 
outbound link, orders a travel planner, sign up for the 
newsletter, call a phone number or watch more than 
50% of a video.

The primary call to action for most of our advertising is to 
drive visitors to our website, MtHoodTerritory.com. There they 
can learn about our lodging options, activities and attractions 
and plan their trip. We measure nearly 200 different metrics 
when identifying performance of MtHoodTerritory.com. The 
three primary performance indicators are total number of 
visitors, bounce rate (people who come to the site and then 
immediately leave) and conversions.

Website

Web traffic grew by more than 21,300 visitors 
to a total of 343,516. That’s a 7% increase in 
visitors.

PR efforts generated media placements worth more than
$8.9 million, a 32.5% inrease over last year.

Total circulation for these media placements reached
3.98 billion, up 61.3%. 



Sites like Facebook, Instagram and Twitter have become a vital component of the 
marketing plan for many DMO’s. Mt. Hood Territory was an early adopter of these 
channels and as such, has enjoyed successes in using them for the benefit of our 
partners. 

Mt. Hood Territory’s Facebook page continues to be the largest channel for the 
brand. It has higher engagement rates (likes, comments, shares, etc.) than any other 
Oregon DMO. Social Media highlights include:

Social Media

Facebook followers jumped to 
more than 152,000 from about 
133,000 in FY 2015/16. 

Blog content shared on social channels was viewed by more than 45,000 people. 

Additionally, video views on Facebook shot up by 
more than 428% thanks to the Mt. Hood Territory 
Live program, where staff did weekly live videos at 
partner businesses throughout the county. Videos 
received 2.1 million views for a total of 489,500 
minutes. That’s nearly 340 days of watch time. 

Instagram followers increased 
nearly 10,000 to 34,090, a 
27% jump.  

Blog views FY 2016/17

Development Highlights

Mt. Hood Territory invests some of its resources 
to build our tourism markets and assets. These 
include international sales efforts, outreach 
programs to help businesses work with tour 
operators, and grant programs to increase 
visitor-ready attractions in Clackamas County.

Gallery Without Walls - Lake Oswego



Grant Programs
$250,000 in Tourism Development Grants were awarded to projects that improve assets that 
reflect our 3 pillars of tourism. Those projects include:
 • Bike Friendly Amenities for Willamette Street in West Linn – Outdoor Recreation
 • Genealogy Research Lab – Heritage
 • Willamette Falls Heritage Area Market Research – Heritage
 • Sandy Ridge Trailhead access improvements – Outdoor Recreation
 • Canby Bike Hub – Outdoor Recreation
 • River Tourism at Willamette Falls – Outdoor Recreation
 • Clackamas Cultural Plan – Heritage
 • Rodeo Walk of Fame – Heritage
 

$20,000 in Heritage Capital Improvement Grant funds were 
awarded to the historic Raven Studio at the Cascadia Center 
for Arts & Crafts to replace the aging roof. A total of $50,000 
annually is made available to Heritage Sites in need of repairs 
that affect visitor readiness.  

Canby Bike Hub - 
Photo via Canby Herald

This culturally important asset 
is designated as ‘Historic’ by 
the National Forest Service, 
requiring the replacement roof to 
be a cedar shake roof matching 
original construction.

Staff created the new Mt. Hood Territory Heritage Trail app to guide visitors 
around 25 of our historically and culturally significant sites throughout the 
county. 

Increased Mt. Hood Territory offerings in international markets:  

 • Hotels and B&Bs in Mt. Hood Territory signed seven new receptive tour    
      operator contracts making it easier for international visitors to book stays. 

 • Travel trade professionals from a dozen countries visited Mt. Hood  
      Territory on familiarization (FAM) tours. 

 • Produced our first translated publication in Chinese and Spanish.

Created the first Mt. Hood video and handbook focused on international ski 
wholesalers and consumers. Awareness of Mt. Hood as a ski destination is 
growing in Australia and New Zealand. Building on this budding interest, the 
handbook and video introduce tourism professionals and consumers to the 
communities on the mountain, the winter experience and our locals’ love of Mt. 
Hood.

Development staff visited more than 100 local tourism businesses learning 
about their business and goals while sharing ways to better leverage tourism 
programs and markets.

Conducted deskside trainings for hotel staff on how to work with international 
markets at lodging properties throughout the county.

For the first time, this year’s Clackamas County Agritourism Summit featured 
an out of state keynote speaker. Lisa Chase, Director of the Vermont Tourism 
Research Center, educated Clackamas County agritourism business owners and 
managers on national agritourism trends and best practices.

Ermatinger House - Oregon City



Development’s efforts at enhancing visitor services 
through Electronic Visitor Information Kiosks 
continues to benefit visitors in Mt. Hood Territory 
looking for lodging, dining and activity information. A 
third kiosk was added at the Government Camp Rest 
Area, in addition to the existing ones at French Prairie 
Rest Area on I-5 and Sandy Area Heritage Museum. 
They received a total of 119,307 hits in FY 2016/17.

The French Prairie kiosk remains the most used of 
the three electronic kiosks in the county. 

Categories

Community/Government Relations Highlights

Community Relations oversees the Community Partnership 
Grant Program which provides $260,000 in grants to 13 local 
communities; works with our partners providing opportunities 
to educate frontline staff about attractions in Mt. Hood Territory; 
handles our Government Affairs efforts; and manages our Visitor 
Information Center contracts. 

Dinners in the Field



Successfully worked with our partner communities to offer local grants to projects and events that increase visitor-
friendly offerings in each community. 

Migrated the application and project execution reports for the Community Partnership Program Grants from a  
paper-based system to on-line format.    

Coordinated a series of community listening sessions, issued an on-line survey and 
engaged tourism partners to gather input to update Tourism’s Master Plan and 
5-Year Strategic Priorities. 

Worked with heritage partners to organize and promote Oregon City Heritage Days, 
which offered common open hours, and free shuttles and tours of multiple sites in 
Oregon City.

Incorporated the “on-boarding” of the Forest Service’s Timberline educational and 
interpretive program interns into our summer familiarization tour.

Visitor Services
Continued expansion of the Mobile Visitor Information Center to attend events 
outside of Mt. Hood Territory. Increased the number of 2016 and 2017 Travel 
Planners distributed due to improved design. Served a record 12,976 visitors, 
a 26% increase over the prior year.  Distributed 35,777 pieces of collateral, a    
32% increase.

Visitor Information Services are also provided at three fixed locations: End 
of the Oregon Trail Interpretive & Welcome Center in Oregon City, Mt. Hood 
Cultural Center & Museum in Government Camp and at the Zigzag Ranger 
Station in Rhododendron. These sites provided information to nearly 76,500 
visitors in FY 2016/17, a 6% increase over last year.

Regional Cooperative Tourism Program (RCTP)
Oregon’s Mt. Hood Territory is located in three cooperating regions of Travel Oregon: Mt. Hood/
Columbia River Gorge, Portland Region and Oregon Wine Country. Tourism works with cooperating 
agencies in the new and greatly expanded RCTP program, leveraging money, partnerships and 
talent to increase the positive benefits of travel to all of the communities in these three regions. 

Mt. Hood Territory is the fiscal agent 
responsible for the Mt. Hood/Columbia 
River Gorge Region. Staff successfully 
renewed the 2-year contract with 
Travel Oregon for this position, 
completing a lengthy application 
process. The region’s lone staff person 
is housed within Mt. Hood Territory’s 
offices, which supervises the work 
performed by this person. 

Tourism staff are deeply engaged in 
Oregon Wine Country efforts. A staff 
member sits on the governing board 
and helped successfully navigate the 
contract renewal process. PR staff 
takes part in media deskside tours and 
content staff assist in handling social 
media responsibilities. 

Tourism staff are involved in international 
sales efforts with the Portland Region which 
focus on pairing urban dining, shopping and 
entertainment with skiing as a diverse and 
unique winter destination. Public Relations 
efforts also focus on pairing Mt. Hood Territory’s 
unique adventure and cultural experiences with 
Portland’s offerings to create enticing travel 
pieces that attracts visitors to both destinations. 



Priorities

The TDC board and staff of Oregon’s Mt. Hood Territory have 
a healthy scope of work planned for the coming year. The 
following priorities were drafted in the 5-Year Strategic Plan.

Trillium Lake in the snow

Under a new marketing agency contract, maintain an integrated media mix that includes a year-
round strategy that addresses both the inspirational phase and trip planning/booking stages of 
the Visitor Lifecycle Management (VLM).

Explore and identify evolving personas, niche groups, unique assets and experiences to 
efficiently message and promote them through marketing opportunities, PR and social media.

Advertising

Integrated
Marketing

Continue to develop and implement an integrated marketing strategy to ensure all levels 
of development, community relations, communications and marketing efforts convey a 
consistent message and effective leveraging of resources.

Investment
Market

Sustain marketing efforts with reduced funding in Austin, TX for year five. Enhance 
awareness in Minneapolis, MN and a possible second target market served by direct flights 
to PDX and implement strategy to market Mt. Hood Territory to these new destinations 
through brand awareness, target media buys and public relations efforts.

Marketing Priorities

Video
Content

Increase video content and implement best practices across as many marketing channels as 
possible.



Public
Relations

Continue working with the marketing team to ensure integrated communication strategies in 
emerging domestic prospect markets.

Continue working with the development team, state DMO and RDMOs to grow our PR presence 
in our international markets where opportunities best present themselves.

Establish a larger PR presence in the national market through the Greater Portland Region or as 
Mt. Hood Territory.

Monitor the growing trend of incorporating AI (artificial intelligence) into PR plans and leverage 
AI opportunities if and where it makes sense for Mt. Hood Territory.

Social
Media

Conduct an audit, reviewing Google Analytics, identify profiles of consumers, analysis 
of overall effectiveness, and insights for enhancing channels as part of a broader 5-year 
planning process.

Continue to build on prior successes to expand and enhance social media program with 
Instagram stories, Snapchat and expand Facebook Live.

Install option to livestream non-live videos for locations where signal strength or 
scheduling issues prevents actual Facebook livestream.

Develop annual calendar of “Holidays” (ie: National Pie Day, National Donut Day) and have 
corresponding blog articles and social posts to tie in with buzz.

Create and execute a program to work with select photographers for 6-12 months to 
capture POV images that represent epic and seasonal scenic views.

Website

Launch redesigned content driven and mobile-first website, striving to achieve an award-
winning design website.

Implement an integrated SEO/SEM strategy to continue to improve the efficiency of media 
spend in relation to conversion of website traffic.

Continue to enhance and incorporate advanced functions, including upgrading the lodging 
booking engine to provide expanded partner services.

Sustainable
Tourism

Build on strong relationships with public land managers to identify tourism needs around 
sustainability and over use and create a strategy for addressing these needs jointly. 

Disperse trail use to underutilized trails through building awareness of lesser known trails.

Work with partners to develop and promote opportunities for off-peak visitation 
specifically looking at seasonality.

Work with partners to address transportation needs on Mt. Hood during peak use including 
connections throughout the Hood-Gorge Region and  identify a sustainable funding model 
for Mt. Hood Express.

Work with partners to foster sustained local initiatives to ensure the completion of the 
Cazadero Trail.

Create an inventory of mid-week offerings to entice visitors to travel during off-peak times, 
helping the economy and local visitor fatigue. 

Development Priorities

Outdoor
Recreation

Prioritize and begin implementing findings of the Water Tourism Strategic Plan.

Explore opportunities and models to optimize the economic benefits of outdoor recreation 
for communities through Rural Tourism work with Travel Oregon, City of Sandy and Hood-
Gorge Region.

Build robust content of Mt. Hood Territory cycling routes and assets on Ride with GPS and 
Travel Oregon’s website.

Leverage relationships with partners and public agencies to create more awareness of the 
Cascading Rivers Scenic Bikeway starting in Estacada.

Leverage the newly launched Timber Trail to increase bicycle tourism in the Mt. Hood 
National Forest. 



International

Explore the creation of a ski pass that includes multiple resorts for international visitors.

Create tools and implement strategies to educate travel trade professionals and consumers 
about Mt. Hood Territory as a destination and bookable product in the area.

Evolve Mt. Hood Territory’s presence in maturing international markets through work with 
Receptive Tour Operators and Tour Operators to build consumer demand for bookable 
product.

Explore opportunities for international market development in Asia.

Continue to leverage the work of Greater Portland, Travel Portland and Travel Oregon to 
grow visitation from international markets.

Connect local attractions with regional tour operators to build and promote unique group 
travel opportunities.

Work with Travel Portland Domestic Group Travel Manager to promote group travel 
opportunities throughout the county at national trade shows.

Group
Travel

Continue grant programs to promote development of tourism assets across the three pillars 
and around the county. Development Grant funding remains at $250,000.

Evaluate and assess grant programs for continued success.

Grants

Visitor Info.
Kiosks

Continue to offer visitor information through electronic kiosks and in person interactions.
Implement digital information kiosks in hotels and communities as appropriate.

Sports
Tourism

Continue to engage with state and regional sports tourism initiatives in preparation for 
IAAF World Track & Field Championships.

Arts, 
Culture & 
Heritage

Leverage the 175th anniversary of the Oregon Trail to strengthen how visitors experience 
the Oregon Trail in the region.

Work with the Cultural Coalition to implement findings of their updated strategic plan and 
recently released data.

Work with various projects redeveloping Willamette Falls to optimize the opportunities for 
tourism.

Work with heritage locations and marketing to leverage the rebranded Heritage Trail.

Agritourism

Continue work with local and state-wide agritourism initiatives.

Identify policy and procedure impediments to agritourism. Work with operators, agencies 
and government to foster agritourism opportunities on working farms.



Grant
Program

Community Relations Priorities
Offer seasonally appropriate FAM trips for Portland area hotel/motel staff. Incorporate the on-
boarding of the Forest Service’s education and interpretive interns into the summer FAM trip. 

Schedule in-community meetings/presentations with chambers of commerce, partners and 
other groups to share information about the department’s programs, efforts and offered 
opportunities.

Offer partner trainings on topics such as emerging tourism trends, web/social media, 
agritourism, customer service and storytelling and messaging.

Continue to work with community partners to build relationships and tourism opportunities. 

Partner 
relations/ 
education

Legislative/
Government

Affairs

Keep tourism partners up to date on legislative issues that could potentially impact 
tourism. Work with other government partners on tourism issues. Monitor legislative 
calendars for any developing bills that affect tourism locally. Work with legislative partners 
to ensure that Mt. Hood Territory interests are known in Salem. 

Geocaching Work with Geocaching.com, local tourism partners (heritage sites, attraction, land 
managing agencies, etc,) and GeoOregon to establish a county-side GeoTour.  Identify 
potential events and/or themes to leverage for the Tour launch.  

Thank you

Continue grant programs to promote development of tourism assets across the three 
pillars and around the county. Development Grant funding remains at $250,000.

Evaluate and assess grant programs for continued success. 



Oregon’s Mt. Hood Territory
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Oregon City, OR 97045
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