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RESEARCH OVERVIEW & OBJECTIVES

This report presents the findings of a focus grdngsed research project conducted by
Destination Analysts on behalf tife CentralOregonVisitorsAssociationFocus groups
were conducted between Februaryc®, 2020 in Sakrancisco, CA; Los Angeles, CA
Phoenix, AAand Seattle, WA

Partof a larger comprehensive destination brand research stiidyprimary objectives
of the focus groupsvere to:

A 9EFYAYS fSAadaNB GNI St SNEQ OdaNNBy G LIS
and the attractions, activities and experiences offered in the destination

A Understand the attractions, experiences and attributes that would most motivate a
leisure trip to Central Oregon

A Testcreative and messaging conceptsdetermine which would be most successful
in influencing travel to Central Oregon

Above: Image of the focus group environment in Los Angeles.

A Identify any differences in perceptions amongst the four markets studied
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METHODOLOGY

Eight (8) imperson focus groups took place between Februagy632020. Each
focus group consisted of ten (10) leisure travelers and lasted 2 hours. Focus
groups in all four markets were recruited via the focus group facility and one

group in each marketonsistedof past visitordo Central Oregon and the other

group consisteaf non-visitorst those who have never visited Central Oregon.

Session details are as follows:

San Francisco, CA Session 1: Monday, Febrfaaty@00pm PT
San Francisco, CA Session 2: Monday, Febrfaaty&@00pm PT
Los Angeles, CA Session 1: Tuesday, Febrfiaty6400pm PT
Los Angeles, CA Session 2: Tuesday, Febrfiatyd400pm PT
Phoenix, AZ Session 1. Wednesday, Febrdaat 6:00pm PT
Phoenix, AZ Session 2: Wednesday, Febrdaat B:00pm PT
Seattle, WA Session 1: Thursday, Februirgt®:00pm PT
Seattle, WA Session 2: Thursday, Februirgt@®:00pm PT

o Po Do Io Io I» Do Do

Leisure Traveler Participant Requirements:

A

A

To Io o

Not employed in advertising, market research and
travel/hospitality industries

Took one or more overnight leisure trips in the
past year

Expresse@ strong level of interest in visiting
Central Oregon for leisure (interest level of 8, 9 or
10 on a 16point scale)

Mix of male and female

Mix of Millennials, Gen Xers and Baby Boomers
Mix of married/partnered,singleand those with
children under 18 in their household

Had a minimum annual household income of
$50,000

Were mostly college graduates
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THE CENTRAL OREGON DESTINATION BRAND

A Topof-YAYR |3420A1FGA2ya 6A0GK GKS 06NJ YR Whéhask& kaBhihk dpéciBicaily aboutltheSTena Aragany Q &
NBEIAZ2Y YR 6KIFG Faa20Al0A2ya FANBRO OF Y Sichio#eringss pink TeesNBoa@aink frasSandf I NH S
outdoor activities. Noticeably lacking from the associations cited were specific attractions, sites and cities withirothel teg was true from all
focus group participants, regardless of past visitation to the region. Associations wergemanal, suggesting lower level of familiarity with the
brand, even amongst past visitors.

A While thought of as strong for outdoor recreation, scenic beauty and water activities, Central Oregon was widely considebedacking in ethnic
diversity and arts and cultural offeringg\dditionally, although craft breweries and winter sports are a big part of the Central Oregon brand, this was
Y20 F dzy AGSNEIf LISNOSLIGA2Y | ONRPaa F20dz 3INEdzZL) LI NJsorexated Gedt@l@regok S |
highly for thisattribute, most others weremoderate in their ratingsuggesting that culinary is not seen as a major pillar of the brand.

A While a range of emotions were cited as reasons for traveixcitement, relaxation, eta the core emotional motivation for nearlall focus group
participants was escapa/hen asked (in an opeendedquestion)what motivated focus group participants to travel, most responses boiled down to
4S540 LIS FNRY GKSANI RFAfE NRdAziAySé FyR F2N Ylyes | PRBspécificemadichalo S St
GNF St Y2GA01F G2NRZ LI NGAOALI yiGa Yz2ald 2FGSy NI G§SR &S EiwlfCerud Oragdny S (i K
was identified as one of the best destinations for this specific attribdteghlighting a major opportunity for the destinati@a position itself as a
place for new experiences.
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THE CENTRAL OREGON DESTINATION BRAND (continued)

A Lack of buzz and lack of knowledge of Central Oregon are the primary reasons that travelers
have not yet visited the regionWhen asked why focus group participants have yet to visit
Central Oregon, thenost commonly citetNB a4 L)I2yaSa ¢SNB Ff2y3 GKE
AGé FTYR GKIFGO GKSe aR2y Qi 1y2¢6 lyeaKAYy3a 0
0SOlIdzaS GKS@ R2y QG KSEFENJ Fo2dzi A0 FTNRY TN

trusted and most frequently used travel inspiration resource for American leisure travelers

A Central Oregon is largely perceived as a place that elicits positive feelings around being
relaxed, creative and connectedoth past visitors and newisitors were asked how they felt or
would feel while in Central Oregon. The overwhelming majority of past visitors andisitors
OAGSR GaNBfFESRX¢é aLISHOSTdzZ ¢ |yR aONBIGADE
feeling connected) were connected to nature, themselves and/or their travel companions. :
| RRAGAZ2Y I ffeés a2YS alAR GKSeée ¢g2dzZ R FSSt GRA&O?2 ' YR & dzy LI

allowing them to experience a slower pace compared to their daily life.
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CENTRAL OREGONOS COMPETI TI VE SI TUAT

A Central Oregon is not tof-mind as a leisure destination in the Pacific Northwe¥then
asked which destinations within the Pacific Northwest region they would most like to visit,
bigger cities such as Seattle and Portland were cited most, in addition to the San Juan Island j
the coasts and Oregon wine country. This was true of past visitors and nowisitorsto
Central Oregon, although a few from the latter group did cite Bend specifically as a place the) ) 4 ]

would like to visit for leisure.

A Central Oregon is viewed as a competitive destination for appreciating life, connecting with
nature, challengingneself, exploring something new, quality time with others, relaxation and
self-care.However, other Oregon destinations (the Oregon Coast and Crater Lake) and Lake

Tahoe were also commonly viewed as being strong for these attributes as higlilighting a

need to differentiate Central Oregon from itsstate competitors and Tahoe. The attributes A i
/ Sy NIt hNBI2y sta O2yaiARSNBR 4S840 T2N) gSNE yd A
GoNJ IIAYI NRAIAKG&E&AET {SFHGGES YR {Iy CNIyOArAaoOoz2z o6SNBF O2yaARSNBR 0Sai

T

a0 SA y 'y SEOAI

DestinationQAnalysts page8



MOTIVATING TRAVEL TO CENTRAL OREGON

A The activities considered most motivational for inspiring a trip to Central Oregon fell into two categories: Unique urbariexges and accessible
outdoor experiencesThe urban experiences participants were most interested in were tax free shopping, culinary experiences and craft breweries
and the accessible outdoor experiences of most interest were hiking, horseback riding, kagalnghnd photography.

A Of the images tested, image |, G, L and F (shown below) were considered most motivational to inspiring visitation to Ceatyah. These images

evoked a sense of calm and relaxationgarticipants,which they found extremely appealing.

A Financial situations, costs and lack of time are the most common deterrents to general leisure tiRekdted to limited time off, several participants
reported being too busy at work or having inflexible schedules. When it comes to marketing the Central Oregon regicnmsadénation, it may
be worthwhile to highlight the value of a Central Oregon trip (such as any travel promotions or deals) and the fact tleatgoebpve a fulfilling
visitor experience in a short amount of time.
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KEY DIFFERENCES BY MARKET

A Los Angeleand Phoenixwere the most likely markets to feel that Central Oregon was difficult to travel They were also the likeliest to comment
that they had access to similar outdoor recreation that is in closer proximity to them than Central Oregon. HighlightiegCenigal Oregon
experiences that they are unable to replicate nearby could increase their consideration of the region for a future ligisure tr

A Across nearly all markets, participantaost commonly ratedx SELJX 2 N8B a2 YSGOKAYy3 ySgé | a 0STKhfekceptibiNE A
G2 GKAA 61 a GKS tK2SYAE 3INRdzZI 6K2 6SNB Y2NB f A1 St éngainbspheredvasdatetd JLINE
highly (but secondary ta S E L3forBethiBgy’ S 4 raost often for theLos Angeleand San Franciscmarkets.

A Motivational activities for taking a CentraDregontrip differed by market.San Franciscgroup participants showed the relatively highest interest in
the urban experiences compared to the other markétss Angeled LISOA FAOF f f &8 RAAaA0dzaaSR GKS LISt 27
highly motivationalPhoenixgroup participants were generally more interested in the water activities and outdoor experiences that involve greenery
and nature and less interested in western themed towns and other urban experieheasleexpressed interest in most of the activities with the
caveat that they would want to focus @S E LISNA Sy 0Sa @& 2 dz Obtigig®hat mard of kth&l & tilzyieR ard cBrhnibii to \Wasigington as
well.

A 2KSy | 41SR 6KIG GKS& d¢2dzf R SELX 2NB¢ 2y | GNRAL (2 [/ Swyel akndtureh NE 32 y:

(mountains or forests)ThelLos Angeleand San Franciscgroups also responded with snow and winter activities, while tR@oenixand Seattle
ANRdzLJA LINAYFNRf & F20dza SR 2wgathéradiitiGs. 0 SAy 3 2dziR22NBE YR &1 NY
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FAMILIARITY AND ASSOCIATIONS WITH CENTRAL OREGON

Central Oregon is not to@f-mind as a leisure destination in the Pacific Northwest which suggests that familiarity and awareokthe brand is low.
When asked which destinations within the Pacific Northwest region they would most like to visit, bigger cities sucheaan8d=titland were cited
most, in addition to the San Juan Islands, the coasts and Oregon wine country. This was true of Wshiarerand past visits to Central Oregon,
although a few from the latter group did cite Bend specifically as a place they would like to visit for leisure.

Top-of-mind Associations with Central Oregon

fcowoon

Topof-YAYR | aa20AFdA2ya 6AGK (GKS ON}YyR OSyi: MOUNTHINS HIKIN”“ ““mem inygé y
When asked to think specifically about the Central Oregon region and what associations COOD 00D N AT i &

first came to mind, regardless of past visitation to the area, responses largely related to the ERATER 1 DRy %

I NB I Q &richy/offfelirzBine trees, mountains, forests and outdoor activities. While a .[U R [R[[N[RY =

few mentioned craft beer as an association with the region, past visitors from California Sl N

specifically associate Central Oregon with wirigely conflating it with the Willamette e

Valley. What is noticeably lacking from the associations cited were specific attractions, sites . m[()“)[ %MS N A.\-UR OPE '\D,mvwe g

and cities within the region. This was true from all focus group participants, regardless of W,mv 2

past visitation to the region. Associations were mgeseral, suggestinglawer level of HIKIN(, 0 R - \ .\- g:.

familiarity with the brand, even amongst past visitors. CAVES

10 MOUNTATNS  SMALL mww § s
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CENTRAL OREGON ATTRIBUTE RATINGS

While thought of as strong for outdoor recreation, scenic beauty and water activities, Central Oregon was widely considepedacking in ethnic
diversity and arts and cultural offeringg.hese perceptions were similar across all markets studied and by past visitation to the area. Additionally,

although craft breweries and winter sports are a big part of the Central Oregon brand, this was not a universal percgssdo@is group participants.
Some past visitorsand néiA a A G2NR | f A1S> KIFIR y?2

1y26ft SRIS 2F (KS Neoreawgdilde oA Y G SN
RSalGAYyFGA2Yy f26SNJ F2NJ 6KSA&S

FGONROdzESad ¢KS NBIA2Y @don gty faryhis Atfbutd OSy
most others were moderate, suggesting that culinary is not seen as a major pillar of the brand.

Past Visitor

Non-Visitor
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BEST TYPE OF TRAVELER FOR CENTRAL OREGON

The best person to visit
Central Oregon is .

Outdoor adventurersare considered to behe best type of traveler suited for a Central

Oregon visitor experienceDuring the lightning round towards the end of the focus group
sessions, participants were presented with a set cfrfithe-blank statements and were

prompted to share the one thing that first comes to mind. For the statemert, KS 06 Sad L
02 @GA&aAG / SYuGNB2dza RBARY | RASY D depBNEE G 4% 0«
NBalLR2yaS® hiKSNI &AYAf N NBalLkryasSa GKFG FI €
GFAAKSNEZE GSELX 2NBNEE |yR GLIS2LX S 6K2 | NB
Central Oregon brand and how well they align with it, several participants who had previously
0N @St SR G2 (GKS NBIA2Yy O2yaARSNBR (KSYasStg
Gdza ¢ | yR &S @Em@ espéhses to the sinrnént.
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PERCEPTI ONS OF CENTRAL OREGONOS RES:S

C20dza 3IANRdzL) LI NIGAOALI yiaQ LISNOSLIIAZ2Y A
When asked what one word or phrase best described the people who live in Centra
Oregon both past visitors and neuisitors described them in positive terms:
G2dziR22NEE&£€>Y AFNASYREEZ¢é AAYQDBAUAYAZE
although both groupgiave CentraDregonrelatively low ratingdor ethnic diversity

(see page 14pnlythenon@A & A G2 NJ ANR dzL) dzASR G g KA (0S¢
| 26 SOSNE  FS¢ LI ad Grariaz2NaA faz OAd
describe residents. When asked to elaborate on their response, one focus group
LI NOAOALI yizZ |y [D.LvRERYRY FHESO2H2RD
many confederate flags on bumper stickels | 2 6 SOSNE GKAa 41 &
experience that other past visitors have had in the region. Locals were most often
described as being nice and welcoming to the focus group participants who visited

previously.

2T HSSYONRILINKARY A2 2 Ff 2 Gl ANI §S N

}”EZIOUIDODR Wi

G/ SYUuNFf hNBI2yQa f 2 Ol fcFocusiGoupyParticipant (1 K

G¢CKSe NBE az2ysS 27T 0KS Foous Group PEstigipant S

L

NICETN TOUCK WITH NATURE

HMM[XRHNDYWWWM i
INVHIM LUCKY

EASY-GOING

ADVENTUROUS wirri

HNELCOMING
RETIRED H[ A HHY El(%o[r Dm IRSTATE

KIS S@OSNJ YSiadh
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DETERRENTSO VISITING CENTRAL OREGON

Lack of buzz and lack of knowledge of Central Oregon are the primary reasons that travelers
have not yet visited the regionWhen asked why focus group participants have yet to visit
Central Oregon, thenost commonly citetNB &4 LI2yaSa ¢SNB f2y3 GKS
Fo2dzi AdGé YR GKFG GKSe GR2y QU (1y26 FyeilKA
N} RFNJ 6SOlFdzaS (KSe& R2y Qi KSFNJI Io62dzi AdG FNP
most trusted and most frequently used travel inspiration resource for American leisure
travelers (from Destination Analysi$ie State of the American Travéldrarticularly for the

t K2SYAE YR [2& !'y3aStSa YINyISGas /SyidiNrf nh
not quite worth a plane trip. Educating leisure travelers about what Central Oregon uniquely
offers visitors is key to increasing awareness of and familiarity with the destination, boosting

appeal and ultimately getting travelers to consider Central Oregon.

GLO LINPolofeée KFa | 3INBF G NB LikEocusiGrogpyParticipafth 2
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WHAT TRAVELERS NEED TO KNOW ABOUT CENTRAL OREGON

Accessibility both to and within Central Oregon, as well as geography, are major topics of
education for leisure travelers who are unfamiliar with the destinatiomhose who have

not yet visited Central Oregon were asked to share what they would need to learn in order

to inspire them to consider Central Oregon for a leisure trip. In general, this audience WHERE IS CENTRAL g \ y-)
OREGON?

wanted to know how to get to Central Oregon and how to travel within the destination once
they arrived. Common perceptions were that Central Oregon is hard to get to and attractio/
within are far apart. There were also questions around the boundaries of Central Oregon,
gKI0O RSaAAIYIFGSa /SYaNrt hNB3I2Y YR gKI

G NBE 00N OQGA2ya wmn Y AdFecas Grouf Pardicipant\.

GCKAAE AA A4dOK | y&8o6dA 2dza ARSHF® L R2y Qi 1y26 6KSNB AlG Aad FyR y2i
0 KSasS | OIlgFacusiGroGpiParticigantd &

DestinationQAnalysts pagel8



EMOTIONAL EFFECT OF VISITING CENTRAL OREGON

Central Oregon is largely perceived as a place that elicits positive feelings around

being relaxed, creative and connecteBoth past visitors and newisitors were asked

how they felt or would feel while in Central Oregon. The overwhelming majority of

past visitorsandno®@A a A 12 NAE OAGSR aNBfIFESRZ¢ aLISI OS¥
GO02yYySOGSRE 02N gK2 FYIAOALI GSR FSStAy3a OF
themselves and/or their travel companions. Additionally, some said they would feel

GRAaA02YyYSOGSRé YR adzyL) dzZ33aSR¢ FNRBY GKS R7

slower pace compared to their daily life.
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CENTRAL OREGON AS AWORK OF ART

These positive feelings were also reflected in the art piece exercise, in which participants imagined that people who tatevath their Central

hNB3I2y | NI LIASOS é62dz R 5SSt & O Focus patticipa@shdérg préamptad3difelyiieShatdhey wéR andad? vy SO G
tasked with creating an art piece that represents Central Oregon. Regardless of the m&diether a painting, collage or spalire - all art pieces
RSLIWOGSR /SYyG4NIf hNBI2yQa yIFGdzNIf o0Sltdzié |yR | a4aSia wildifekKSote preG&ed ONR 0 S
also reflected the winter season with snas@pped mountains and winter recreational activities. In addition to the ubiquitopiesentation of

nature, participants unanimously reported that their Central Oregon art piece would elicit positive feelings. In additin6Z ¢ G2 LISy ¢ @& SE
YR aO0O2yySOUSR>¢é 20KSNJ FSStAy3da 6SNBY

Happy g —

Interested i
Relaxed

Wonder

o Io o Do
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COMPETITION

Focus Group participants were shown a map of the United States highlighting the Pacific Northwest destinations of Oreg@fadmndgton and asked
where they wouldmostwant to visit and why.




TOP-OF-MIND LEISURE DESTINATIONS IN THE PACIFIC NORTHWES

Seattle, Portland and the Oregon Coast were commonly mentioned as Pacific Northwest
destinations focus group participants would be interested in going @ther destinations of ik o »
AYGSNBad 6SNB hNBE3I2yQa 2AyS /2dyiNBT . SyR EAGRE e (SN[

Islands. Key motivations and interest to visit these locations was based on their level of - i 4 : o =i FNOE

familiarity with these destinations. Messaging to travelers about how the Central Oregon
SELISNASYOS RATFSNA YR Ada adzZLSNRA2N) G2 (KSa

of the region.

Eastern Washington &astern Oregomvere noted as the least appealing destinations in the

Pacific NorthwestFocus group participants were then asked to share destinations they would ~aef
NOTg I yi (G2 OA&aA0P awdabl BSKR>ZG0BNNFEZE yRI BKDJ&IA_J:%
0Al &SR NI & A Ritagasuget] to deSANie thésg ddstinations. Additionally, a few ) a7 s, % [
T20dza 3IANRdzLI LI NIAOALI Y& aKFINBR (KS& RAR ﬁ’[ n,Iz e sy (NI OS

during the winter season.
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PERCEPTI ONS OF CENTRAL OREGONOS CON

¢KS 3INRdzLIA LI NIHAOALI GSR Ay | O2dzLd S <2t Srid RakieSlake Tahde d28e§oR Cahst, San Erricided dnd h
Seattle.The following words were most often associated with each competitor:

Crater Lake Oregon Coast San Francisco

GHIRARDELLL

GREeN YSTERS cpmsye o
I
s WATER [OI.DNATUR iy O[EAN UHF 1§ X(HING ) TVERS ROH [’00 IE%WDED

F[SMU ANTS

uBEATRUL CNTC: . erNsTyE

RELAXATION U. AR VO[(ANO FORESTS ROMANT WA-\- HOMELE Al ]WP{KHU
o OPEN ROADS FResh Ak

Lake Tahoe Seattle

Vo MARVELOF NATURE. ¢, Lo SEAFOOD ampazon

o SKHNG AUHFUUWF [OH-E[ ot

GODFATHERSe sw«SEAH Aw'i“(”s‘”“f“““

WATER [ AMP[NG COLDse PORTTONN
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CENTRAL OREGEN VS. COMPETITIVE SET

Focus group participants were then asked to rate these destinations against Central Oregon/Bend by completing the folloarkgheet to denote

which destination was strongest and weakest for each of the emotional travel motivators tested:

NAME:

STRONGEST = / WEAKEST =X

Central Crater Lake Oregon \ San ) \Seattle \

Oregon/ | Lake Tahoe Coast Francisco

Bend
Appreciate life (o ‘ \ . \ J
e . I
Bragging rights L.} x \ \ d \ J
Connect with nature q v ‘ \ X \ J
Challenge myself q e \ \ \ )QJ
Explore something new% N \ \ \ Xj
Quality time with others j( \ J \ e \
Re.laxatior-\ & 5 j( L v, \ j
rejuvenation
Self-care b v J' \ \ )<_J

NAME: __ ~ = >0y

STRONGEST = &  WEAKEST = X

Central Crater Lake Oregon San Seattle
Oregon/ | Lake Tahoe Coast Francisco
Bend
Appreciate life 2 e Ve
Being in an exciting
ambiance/atmosphere 2 >< v
Bragging rights 2 >< —
Connect with nature 0 X \
Challenge myself < = \ \ % J
Explore something new /0 v \ X \ \
Quality time with others >< \ \ v \ J
Relaxation & - '
uvenation s | X |V \ \ \ J
rejuvenation
R x|
Self-care 5

Destination ¢Ana lysts
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CENTRAL OREGEN VS. COMPETITIVE SET (continued)

Central Oregon is viewed as a competitive destination for appreciating life, connecting with nature, challenging mysedfriaggdomething new,

guality time with others, relaxation and seltare.However, other Oregon destinations (the Oregon Coast and Crater Lake) and Lake Tahoe were also
commonly viewed as being strong for these attributes asweighlighting a need to differentiate Central Oregon from itstaie competitors and

¢ K2Sd ¢KS | dUNROdzISEa / SYGNIf hNB3IA2y g1 a O2yaiRSNBR &&ttlelasdssan FladciNdo ¢ S

were considered best for these.

Results of the Strongest/Weakest Destination Exercise:

G ! LILINE O ks lstiorigest fdr ®rgbn Coast, Tahoe & Central Oregon and weakest for San Francisco.

. SAy3 Ay |y SEORA I Aiysiongeyt doAJaryFiafaisto & Beatild dKaSmeakest for Crater Lake, Lake Tahoe & Oregon Coast.
G . NJ 3 3 A ys3trohgksBfer $an £rancisco, Seattle & Lake Tahoe and weakest for Crater Lake and Central Oregon.

G/ 2y ySOU gidstrdagesf foriOdetds €oast, Central Oregon & Lake Tahoe and weakest for San Francisco & Seattle.

G/ KI £t Sy BStrongéstf@ Orégbn Coast, Central Oregon & Crater Lake and weakest for San Francisco & Seattle.

49 ELJ 2 NB & 2i¥SrdngestyoBOrggéh &£ éast, Central Oregon & Crater Lake and weakest for San Francisco.

Gvdzl £ A08 GA YsStrodgistifée Or2gorKCasE Gentral Oregon & Lake Tahoe and weakest for San Francisco & Seattle.

GwSt I EIF GA2Y i stwRyestid SrgdoniiCodsty Gentral Oregon & Lake Tahoe and weakest for San Francisco & Seattle.

o o Do Do Io Do Po Do Do

G { fl NsBgongest for Oregon Coast & Central Oregon and weakest for San Francisco.
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CENTRAL OREGON AND EMOTIONAL TRAVEL MOTIVATOR RATING

Lo D When evaluated separately from its competitive set, Central Oregon was
NAME: JAN
O rated strongestora / 2y ySOG GAGK yI Gdz2NEZ¢ a/ KI f
STRONGEST = /  WEAKEST =X . n . . ) ) ~ - L . s o
AaZ2ZYSUKAY 3 ySgZze awSft | EI Q2N €3 FwiSISNIEDS
Central | Crater Lake Oregon | San \Seaﬁ'ej
Oregon/ | Lake Tahoe Coast Francisco
Bend
Appreciate lfe T \/ N ¢/ SYGNIt hNBI2y 2df R 0S5 GKS LISNFSC
Smbancefatmosshere |77, Ne \ 4 \ / j g A0 K ydFocus\Gtody Participant
Bragging rights 8 > ( \/ : i % ﬂ
Connect with nature lo\/ l %
Challenge myself 10\/ \ \ X ﬂ
Explore something new |,/ X 14, \\ \\ | However, Central Oregon was rated weakdstd . SAy 3 Ay |y SEC
uality time with other: . X = A ‘ - N ~ i~ ,
:I"’”‘:‘t:& thotes fio” \\/\ \ J FYOAl yOSKIGY2ALKSNBE YR &. NFIIAYy3I N
rejuvenation C < J
Self-care \C ‘ '\/ ‘ ’ i’<

GL R2y QU O2yaARSNI/SYuNlf hNB3I2Y
0SOlFdzasS L KI @Sy Qi K %Fddus Group Pattigigant 0 |

Destination ¢Analysts page27



RAVEL TO
L-OREGON

~

S B RS ——

-
o —

/Al
3 Y

——y =Ry R e




GENERAL EMOTIONAL TRAVEL MOTIVATORS

While a range of emotions were cited as reasons for traveixcitement, Emotional Travel Motivators Rating Exercise
relaxation, etct the core emotional motivation for nearly all focus group
participants was escapa/lhen asked (in an opeended fashion) what motivated
F20dza 3ANRdAzL) LI NGAOALI yGa G2 GNI @St =
GKSANI RFAf&@ NRdAziAYySé YR F2N Ylyes |
When asked to focus on nine specific travaltivatorst appreciate life, being inan =
exciting atmosphere, bragging rights, connect with nature, challenge myself,
explore something new, quality time with others, relaxation aet-carer a

similar story emerges. Across nearly all markets, participaiotst commonly rated
G SELX 2 NB & 2 asheing very inpoftanhtita why they travel. The
SEOSLIiA2y G2 GKA& ol a GKS tK2SyAE 3
fATSE 6l a Y2a0d AYLRNIFYyd G2 0KSYod !
highly (but secondary to explore something new) most often for the Los Angeles
YR {Iy CNIyOA&al2 YINjJSGad hT GKS

unanimously voted as least important.

DestinationéAnalysts

page29

(0p))



MOTIVATING ACTIVITIES

SndWéhQEéin_g
Rock_Climbing
Mountain_Biking

Snowmobiling/ATV_Rides
Family_Reunions
S’rc:y_m_cu_resor’rG|

Tax_Free_Shopping
Skiing/Snowboarding
Museums/Art_Galleries
Culinary_Experiences

Craft_Breweries ™

Events/Concerts
Western _Themed Towns

Kq_\ycking\/SUPing

Photography
Hiking

Above: Activities woratloud tested in the focus groups

Many potential travelers to Central Oregon will decide whether they want to visit the region based
on what they can do on a trip. Focus group participants were shown a list of activities and asked to
select those that made them most want to visit Central Oregon. Understanding which specific
activities in Central Oregon are most motivating will help to determine which activities are strong
at the brand level as well as provide guidance on which should be highlighted in future marketing

materials.

Although most activities were called out by at least a few focus group participants as
motivational, some activities were more consistently mentioned@he activities that rose to the

top as most motivational fell into two categories:

Unique urban experiences: Approachable/Accessible outdoor activities:
A Tax free shopping (that take advantage of Sy (i NI f h NXaARBcAR R
A Culinary experiences A Hiking

A Craft breweries A Horseback riding
A KayakingBUPing
A

Photography
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MOTIVATING ACTIVITIES (continued)

::? \i NO

Activities that seemed appealing, but were more of a stretch for the Central Oregon brand: Snowshoem

AR Stayinginaresogd YAYR 2F RSTFSIGa (GKS LldzN1J2as 27 M%%%Krc—]%“rgﬁé%g LJY
connecting withy I (1 dzZNB ® ¢ SﬂOWI’ﬂObi”ﬂg?ATV gRides

A Museums and artgallerigsc b 2 0 ¢ KI & L SELEQBI2ZY PEAYR Ay ch”y Reunlons

A Eventsandconcertsd 52 (KSe 3IAS0G oA3 yIlvySa (2 LI I &K Stay_in_a reSOHGOlf

Tax_Free_Shopping
Skiing/Snowboarding

Activities that appeared appealing, but temalleror nicheaudiences: Museums/Art Galleries

A Golf Culmory Experlences

A Fishing | “Craft JE\rewerles

A Snowmobiling/ATV rides Even’rs/Concer’rs

A Snowshoeingiifterestingly,most winter activities were treated like a niche or alternative Western Themed Towns
experience and not part of the core trip idea) KCIYO kmg/SUng

A Western themed towns F;HC‘)T 5 ngphy

A Rock Climbing Hlklng

A Mountain Biking

Above: Activities wordtloud tested in the focus groups
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MOTIVATING ACTIVITIE® DIFFERENCES BY MARKET

Some differences were noticeldy market:
San Franciscgroup participants showed the relatively highest interest in the urban
experiences compared to the other markets.

GL RARYQU (1y2¢ (GKSeé& R2Y

LosAngelesS NB dzLJ LI NOAOA LI yia aLISOAFAOFIffeE& RAA&Od
and wine regions as highly motivational.
GLQY AYGSNBAGSR Ay hNX3I2y &aSoN

Phoenixgroup participants were generally more interested in the water activities and outdoor
experiences that involve greenery and nature and less interested in western themed towns
and other urban experiences.
a2S KIFI@gS (Kz2a
GL g2dz R glyd G2 32 Ay (GKS adzyy:

Seattlegroup participants expressed interest in most of the activities with the caveat that
they would want to focusott SELISNA Sy 0S& @& 2 dz Onogh@that iRady of NP dz
the activities are common to Washington as well.
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DESIRED CENTRAL OREGON EXPERIENCES

If | were in Central Oregon,
| would explore :

Thetop desired experiences for a Central Oregon trip related to water and nati@yvards

the end of each focus group, participants were askeuimber ofquestions in a lightning
round formatr after being presented with a fiih-the-blank statement they were asked to
share the first thing that came to mind. The goal of this exercise was to assess the stronge

Faa20AF0A2ya gAUK GKS ON}XYR® 2KSYy FaiSR

Oregon, each focus group commonly listed water (rivers or lakes) as well as nature (mount
or forests). The Los Angeles and San Francisco groups also responded with snow and win
F OGAGAGASEsY 6KAES (GKS tK2SYAE FyR {SFGGf

and warmweather activities.
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MOTIVATIONAL IMAGERY

Focus group participants were shown each of the following images and asked to select those that made them most want @evisat Oregon.
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MOTIVATIONAL IMAGERY

Similar tothe analysis of motivational activities, it is important to understand how images
impact potential travelersThe focus groups sought to identgpecific imagethat were most
motivational,with the ultimate goalof learning what elements or attributes of those images

most influenced interest in visiting Central Oregon.

Image | of the waterfall and flowing water over mossy rocks was identified as motivational
most often amongst all tested images (by 19.2% of focus group participais)wvith the

activities, most of the images were selected by at least a few focus group participants as
motivational, with some images being called out more often than others. Following image |,
image G (panoramic of sunlight on mountains), image L (kayaking on still reflective water) and
image F (Bend with outdoor concert or event) were all selected as personally motivating by at

leastone-tenth of all focus group participants.

G
L
F
D
E
A
J
H
K
C
B

Most Motivational Imagery

0% 10% 20% 30%
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MOTIVATIONAL IMAGERY

Looking deeper into why certain images were found to be motivational will assist in
understanding what elements or attributes of those images most influenced interest in
visiting Central OregonThe emotions participants reported feeling from images that

motivated them to want to visit Central Oregon fell into three categories:

Images that communicated Calm / Relaxing / Nature
A Imagelcat 2214 a2 OFfY YR o0SFdziAFdzZ ¢ aidNI Yl dz
A Imagea52SayQia t221 tA1S FyeldKAYy3 I NRPdzyR 6K
O2YLISGS F2NJ aLl OS¢

Imagelcd FSSt a NB2dz@SylFdAy3aé aLQY | &dzO1 SNI F2N
A Image F the image of Bend with the outdo@oncert/eventwasuniversallyliked, but

o

interestingly for its display of water rather than the event or urban elemeints, | i S NJ
FOGADGAGASEaEHE aL aSS (KS NRA OS NhhefeardBend G L f
KFrda SOSNRIKAY3I || OAGe &aKz2dzZ R KIF@GS FyR Aa
onlynony I G dzNB 2yS |yR AdQa adAatft yI 0ddzNB§E
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MOTIVATIONAL IMAGERY

Images that communicated Central Oregas Approachable / Inviting

A Imagea 1 KS o0A0eOfS LIGK asSSvya alfFS FyR asSLJ
A Imaged G KI G 2dzald 22144 6FNY IyR ¢St O2YAy3Ao
LISNB2YFE S y20 | 0A3 addzZFFe K2aSté¢ aljdzZ Ay
A ImageAcd i KS K2NESoOolFO] NARAY3I t221a Fdzy | yR
A Imagekca FI YAt & FTNASYRtee¢ a3t R (2 aSS | OGAD

Images that communicated Active / Adventure / Excitement
A Imagexa OKIFG 2214 FOGADGS YR FTdzyé daly | RGOS
A ImageHcaL gFyd G2 NARS Ay 2yS 2F GK2aSH¢ ad
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MOTIVATIONAL IMAGERY

Focus group participants also shared some other image concepts or themes they would find
motivational. Images of food and culinary experiences were suggested more than once and in
multiple markets. Additionally, images of the local people and small towns would make the
destination feel more inhabited and approachabdel Yy A OS NB A G| dzNIF yi 2y
AUNBSG 2N az2YSGUKAYy3a gAGK fATIKGaA EA1S Iy 2f

G¢CKS yIFGdz2NS A& o0SlIdziATFdzZ = LQY a2t RH . dzi
how people livethere. WK | i ®& O dzf ig BoNUIS Group Pastigigant

Group participants also called out the lack of diversity in the imsggted, explaining that

more representation would significantly impact their interest in visiting.
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PRINT ADVERTISEMENT

Thea LG Qa b20 Wdza @advértisem2rdzgagived nfi¥ed rediédvsyfrdm focus group

. — y L s oa _ N Arde a L IT’'SNOT JUSTA |
partlcllpants.Sorrje descrlbeAd it as @NE RS R’Z Tl YAfte FNRASYREe | MOUNTAIN:

y2u 2dzaiu | YWVY2/NEe#ed pbsitieife@dback and the list of direct flights at :ESM/‘\#TEQORY;_
the bottom was perceived to be useful. Top of mind emotions/reactions from this ad include 1?53‘552:” - #

peaceful, freskair, serene, rugged, remote and recharging.

When reviewing the image, some participants appreciated the scenic lake and vista while
others were more critical of the family subject and overall compositign¢ KA & (St f a

/| SYGNI £ hNBI2y A& F2NJ FLFEYAEASE 2N O2dzL)d Sa
Older and single group participants were sensitivéhefamily adand expressedishow me
a2YSUOKAY 3 0KI ( QRarticipanis whodrve a néradifional fafily and

LI NI A OA LI yia ¢ K ZhaRr®simidail feekngddSK A A RAa I f &2 a LS|

POSCENTRAL OREGON
85 e
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PRINT ADVERTISEMENT

IT'SNOT JUST A

MOUNTAIN.
IT’S A MEMORY:

Speading time here i sprading

04 shared. passed down thivigh Ml;ul G

nture, with rel
NI

MCENTRAL OREGON

[\_'/ ADV

Some participants described the image as borgd bland comparingitto @ LJ- &8 & A &S
gl Ol (A 2 ¥or th#separgicipants, tid not elicit positive emotions that would inspire
visitation.d 2 KI 4 A& &LISOAFf lo2dzi GKA&AK LG f221a
SPSy 221 Ay 3 Bah CaksSianvagddalautasiah ®éus group participants
commented on the lack of ethnic diversity of thefamily. & / SY G NI f hNB3I2Yy
FTrYAfASaKE

Of all four markets, focus group participants in Phoenix had the most positive reaction to

the print ad. Phoenix participants found the famibonding subject of the ad appealing
regardless of family status and described a trip where a family creates memories together as
appealinga! & ¢S GOASsT 6SQONB IfyYz2ald LI NG 2F (GKS
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BRAND VIDEO

Focus group participants were shown the brand video and askatumber ofquestions to assess emotional understanding and inspirational value.
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BRAND VIDEO

First reactions to the brand video were largely positiiearticipants appreciated the diversity
of people as well as the diversity of activities and experiences featarédf | R (12 aSS
Y2NB (2 R2 GKFy 2dzad 2271 0 yI {dz2NS ¢

The mosttommon emotions participants felt after watching the brand video were a sense of

adventure, relaxation, inspiration, freedom, warmth, calm, pedcé. & Qa Iy Sa Ol LIS

me want to see this with my love@t y S & ®¢

Examples of specific scenes or elements of the video that stood out in discussion:
A Sun shining on the rocks and mountains
A Rich green trees
A Bright white snow
A Piano playing on a cliff
A

Many smiling faces

References to Native American culture in the video piqued interest among the groups.

Participants discussed how Native American culture experiences would be appealing on a trip

to Central Oregon and asked if they waietually availablén Central Oregon.
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BRAND VIDEO

Participants openly discussed and shared how they would improve the vidmme described likingjl
of i KS I OGAGAGASE YR SELSNASYyOSa T &IDMd#$B R So delk ST § °
2T UKS KA{AYy3 GNIAfT& FYR YIFEGAGS GNARO6SE YR NBaf
Some participants wanted to see more focus on unique experiences to Central Qeycd. K| @S |
2F (K2aS SELISNASyOSa 6AGKAY RNAGAYy3I RA&alGIyOS 2
YdzOK ¥F dzNI K S N3pé

Some participants also discussed the need for more focus on urbamtric activities. Although the

outdoor adventure scenes elicited excitement franmajority ofthe groups, others wanted to see a

more holisticCentral Oregon experience that includes everdntivitesd! 8 A RS FTNRY FAAKAT

L FSSt tA1S L 62dzZ R 3ISG 62NBRZ L adAiatft R2yQi | R 2
GKS GAYSpé
L ¢2dzf R gFyid Y2NB NBfFEFGA2Y YR y2i a2 YdzOK i & d¢

GCKSNB Ad F f20 (2 R2 GKSNB odz2i 8£88vya tA18 y20iKAYy3 AYyR22NAE DL
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ADVENTURE CALLS TRAILER

Focus group participants were then shown the Adventure Calls trailer and askedmber ofquestions.

CHAD COPELAND
|
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ADVENTURE CALLS TRAILER

First reactions to the Adventure Calls trailer were also largely positivecus group participants
felt the messages in the video were conveyed with authenticity. & ¥ SSf a Y2 NB | B
LISNE2Y GFt1 Fo2dzi GKSANI SELISNASyOSa
F2NOSR FyR KIR | vyt KiININAOAEKE ¥ira 102 KRIES ¥ 8 ¥ S
people doing things rather than beautiful aerial landscapes. KS | OG A2y Aa Y2
01 t 1 Ay Toplemotionsfeltsoy participants were excitement, adventure, funliftipg,

thriling, adrenaline and wanderlust. D2 A y3 G2 GKS G2L) 2F | Y2dzy/i

The video made some participants feel Central Oregon was more approachhblaigng multiple
people use phraseslikg,, 2dz 1 y26 LQOS Vv SJS WasRdticedandicEnveyedo ST 2 NBE NA I K0 KE

the message that Central Oregon is accessible.
The connection to National Geographic was positively receivedt K S T Nafiahal (0 K | (i

DS23aANILIKAO A& AYUSNBadGdSR Ay [ Syl Maricipantslis 32y YSIya L akK2dzZ R 0SS AydSN

multiple markets expressed interest in watching the Adventure Calls series after seeing the trailer.
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