
Oregon’s Mt. Hood Territory – Clackamas County Tourism

 FY 24/25 UARTERLY REPORT 
This quarterly report presents industry trends and highlights some of Mt. Hood Territory’s key projects during Q3 of FY 24/25, January – 
March 2025. 
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NOTE: Q3 we started to see dips in occupancy, ADR, and RevPAR for hotel lodging, January being the softest of the 
three months. 
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This data is filtered for visitors from 50+ miles away. 
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TransUnion credit card data includes all major credit card spending in 
destination. Only purchases made with a physical credit card via swipe, 
insert or tap are included. This results in lower representation for things 
booked ahead of time out of destination and/or online, like lodging.



Oregon’s Mt. Hood Territory – Clackamas County Tourism

 FY 24/25– PROJECT HIGHLIGHTS

Maximizing Portland Region’s Sub-Region Funds
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Our Winter Awareness Campaign with Travelzoo (December 1, 2024 – March 31, 2025) advanced our 
thriving economy strategic priority while stretching every dollar. Funded by Portland Region dollars 
distributed to sub-regions and amplified with fiscally efficient Clackamas County Tourism advertising 
funds, the campaign told the full Mt. Hood Territory winter story from peak to valley floor.

The effort generated 3.77 m illio n  im pressio ns (26% above the guarantee) and 24,394 engagements 
across the destination gallery and on social media. Users spent 531 cumulative hours with the 
content — 31 hours over the target — and averaged nearly two minutes per session. Social 
engagements surpassed the 1,600 benchmark by 500%, demonstrating the content's appeal.

Crucially, Travelzoo enabled us to 
highlight our numerous tourism 
partners and businesses offering 
winter fun — including guided 
snow excursions, indoor activities, 
cozy lodging, vibrant downtowns 
and Cellar Season wine events — 
thereby broadening consideration 
beyond ski resorts. Heat mapping 
identified dining, indoor activities, 
and family fun as the most popular 
interests.

Portland, Los Angeles, Seattle-
Tacoma, San Francisco Bay Area 
and Phoenix converted best, 
confirming demand from both 
drive- and fly-markets.
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Leveraging Willamette Valley Region Relationships
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The Willamette Valley Visitors Association (WVVA) played a key 
role in helping Clackamas County Tourism further its strategic 
priorities around visitor flow and an accessible and inclusive 
environment by amplifying our nuanced messaging around the 
iconic Wooden Shoe Tulip Festival.

Each spring, visitors come from all over to witness the colorful 
tulip fields, but many don’t realize how much more there is to 
explore nearby, including attractions, outdoor adventures and 
family friendly spots. WVVA helped amplify tips to potential visitors 
about experiencing local businesses and communities around 
Wooden Shoe Farm by sharing our messaging through its March 
consumer newsletter and blog, reaching a broad, engaged 
audience already interested in Oregon’s unique spring travel 
experiences.

WVVA also helped highlight the EnChroma colorblind glasses 
collaboration we did with the Wooden Shoe Tulip Farm at the 
festival. These special glasses allowed colorblind visitors to see 
the full vibrancy of the tulips — many for the first time. Promoting 
this offering showed the region’s commitment to accessible travel 
and created a shareable experience that resonated with a broader 
audience than we could have reached.

WVVA NEWSLETTER STATS:

• 39.84% open rate (6,002 opens)
• 4.1% CTR; 50% of clicks (124) went to Wooden Shoe
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PRIORITY MESSAGES PARTNER 
ENGAGEMENT

Partners actively engaged with via 
email, phone or in person. 

Q3 outreach included a relatively high 
ratio of outdoor recreation partners as 
we prepared for spring/summer 
messaging.

Q3 aligned with Mt. Hood Territory’s winter 
peak, so our messaging balanced 
destination stewardship with economic 
growth. We spotlighted small businesses 
through Cellar Season, indoor family fun, 
Mt. Hood base camp communities and 
winter lodging highlights. Audience insights 
also guided us to keep evergreen drivers 
such as the travel planner and newsletter 
front and center.

Message Highlights:
• Winter lodging
• Midweek deals
• Otter Dos/Take Care Out There
• Why Guides
• Indoor family activities
• Cellar Season
• Mt. Hood homebase
• Travel planner & consumer newsletter

138

1,048,154,955
Impressions
,
4,425,969
Engagements

37,313
Partner Conversions

15,504
Room Nights

$22,728,179.10
Visitor Spend

$516.96 : $1
ROAS 
(Return on Ad Spend)

OPTIMIZATIONS & 
LEARNINGS
Previously, Datafy used extrapolation, 
which estimates total reach beyond 
device counts for its advertising 
attribution reports. Datafy’s recent shift to 
a more conservative model based on 
individual devices provides a more 
accurate, verifiable minimum reach. The 
attribution and ROAS appear lower this 
quarter, partly because the reach 
calculation now uses this more 
conservative count. This change ensures 
that our results are measured against a 
more rigorous and transparent baseline.

Datafy captures behaviors of visitors 
who were served our ads then traveled 
to the destination. 
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DATAFY MARKETING 
ATTRIBUTION

Agritourism
Recreation
Food/Beverage
Retail Shopping
Lodging
Heritage
Art
Community/Government Organizations
County Departments
Other
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TOURISM DEVELOPMENT COUNCIL
Luke Spencer 
Chair
Clackamas River 
Outfitters
Estacada

Am y Barton
Clackamas River Basin 
Council
Clackamas

Brian Crow
Clackamas County Fair 
& Event Center
Canby

Patrick Dawsey
Residence Inn Lake 
Oswego
Lake Oswego

Tessa Koch
TMK Creamery & 
Distillery
Canby

Lizzie Keenan – Executive Director
Clackamas County Tourism

MISSION

VISION

FY 24/25 STRATEGIC OUTCOMES

Enhance the quality of life for residents by optimizing the 
economic impacts of the tourism industry derived from the 
County’s Transient Room Tax.

Serve as the leading force to grow and sustain tourism in 
Clackamas County through effective and efficient marketing 
and asset development strategies, and by building strong 
partnerships with businesses, organizations, other governmental 
entities and citizens.

Holly Pfortmiller 
Vice Chair
Best Western Plus 
Rivershore
Oregon City

Katen Patel
K10 Hotels, Milwaukie 
Inn
Milwaukie

Mike Quinn
Mt. Hood Skibowl Winter 
& Summer Resort
Government Camp

Ryan Tignor
iTrip
Clackamas County
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