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RESEARCH OVERVIEW & OBJECTIVES

This report presents the findings of a focus group-based research project conducted by 

Destination Analysts on behalf of the CentralOregonVisitorsAssociation. Focus groups 

were conducted between February 3 ς6, 2020 in San Francisco, CA; Los Angeles, CA;

Phoenix, AZ and Seattle, WA.

Partof a larger comprehensive destination brand research study, the primary objectives 

of the focus groups were to:

Å 9ȄŀƳƛƴŜ ƭŜƛǎǳǊŜ ǘǊŀǾŜƭŜǊǎΩ ŎǳǊǊŜƴǘ ǇŜǊŎŜǇǘƛƻƴǎ ƻŦ /ŜƴǘǊŀƭ hǊŜƎƻƴ ŀǎ ŀ ǇƭŀŎŜ ǘƻ Ǿƛǎƛǘ 

and the attractions, activities and experiences offered in the destination

Å Understand the attractions, experiences and attributes that would most motivate a 

leisure trip to Central Oregon

Å Test creative and messaging concepts to determine which would be most successful 

in influencing travel to Central Oregon

Å Identify any differences in perceptions amongst the four markets studied

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

Å Not employed in advertising, market research and 

travel/hospitality industries

Å Took one or more overnight leisure trips in the 

past year 

Å Expressed a strong level of interest in visiting 

Central Oregon for leisure (interest level of 8, 9 or 

10 on a 10-point scale)

Å Mix of male and female

Å Mix of Millennials, Gen Xers and Baby Boomers

Å Mix of married/partnered, single and those with 

children under 18 in their household 

Å Had a minimum annual household income of 

$50,000

Å Were mostly college graduates

Leisure Traveler Participant Requirements:Eight (8) in-person focus groups took place between February 3 ς6, 2020.  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 market consistedof past visitors to Central Oregon and the other 

group consisted of non-visitorsτthose who have never visited Central Oregon.

Session details are as follows: 

Å San Francisco, CA Session 1: Monday, February 3rd at 6:00pm PT 

Å San Francisco, CA Session 2: Monday, February 3rd at 8:00pm PT 

Å Los Angeles, CA Session 1: Tuesday, February 4th at 6:00pm PT

Å Los Angeles, CA Session 2: Tuesday, February 4th at 8:00pm PT

Å Phoenix, AZ Session 1: Wednesday, February 5th at 6:00pm PT 

Å Phoenix, AZ Session 2: Wednesday, February 5th at 8:00pm PT

Å Seattle, WA Session 1: Thursday, February 6th at 6:00pm PT

Å Seattle, WA Session 2: Thursday, February 6th at 8:00pm PT



EXECUTIVE SUMMARY
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THE CENTRAL OREGON DESTINATION BRAND

Å Top-of-ƳƛƴŘ ŀǎǎƻŎƛŀǘƛƻƴǎ ǿƛǘƘ ǘƘŜ ōǊŀƴŘ ŎŜƴǘŜǊŜŘ ŀǊƻǳƴŘ ǘƘŜ ǊŜƎƛƻƴΩǎ ƴŀǘǳǊŀƭ ŀǎǎŜǘǎΦ When asked to think specifically about the Central Oregon 

ǊŜƎƛƻƴ ŀƴŘ ǿƘŀǘ ŀǎǎƻŎƛŀǘƛƻƴǎ ŦƛǊǎǘ ŎŀƳŜ ǘƻ ƳƛƴŘΣ ǊŜǎǇƻƴǎŜǎ ƭŀǊƎŜƭȅ ǊŜƭŀǘŜŘ ǘƻ ǘƘŜ ŀǊŜŀΩǎ ƴŀǘǳǊŜ-rich offerings; pine trees, mountains, forests and 

outdoor activities. Noticeably lacking from the associations cited were specific attractions, sites and cities within the region. This was true from all 

focus group participants, regardless of past visitation to the region. Associations were more general, suggesting a lower level of familiarity with the 

brand, even amongst past visitors.

Å While thought of as strong for outdoor recreation, scenic beauty and water activities, Central Oregon was widely considered to be lacking in ethnic 

diversity and arts and cultural offerings. Additionally, although craft breweries and winter sports are a big part of the Central Oregon brand, this was 

ƴƻǘ ŀ ǳƴƛǾŜǊǎŀƭ ǇŜǊŎŜǇǘƛƻƴ ŀŎǊƻǎǎ ŦƻŎǳǎ ƎǊƻǳǇ ǇŀǊǘƛŎƛǇŀƴǘǎΦ ¢ƘŜ ǊŜƎƛƻƴΩǎ ŎǳƭƛƴŀǊȅ ǎŎŜƴŜ ŀƭǎƻ ƘŀŘ ƛƴŎƻƴǎƛǎǘŜƴǘ ǊŀǘƛƴƎǎΦ ²ƘƛƭŜ some rated Central Oregon 

highly for this attribute, most others were moderate in their rating, suggesting that culinary is not seen as a major pillar of the brand.

Å While a range of emotions were cited as reasons for travelτexcitement, relaxation, etc.τthe core emotional motivation for nearlyall focus group 

participants was escape. When asked (in an open-ended question) what motivated focus group participants to travel, most responses boiled down to 

άŜǎŎŀǇŜ ŦǊƻƳ ǘƘŜƛǊ Řŀƛƭȅ ǊƻǳǘƛƴŜέ ŀƴŘ ŦƻǊ ƳŀƴȅΣ ŀ ŘŜǎƛǊŜ ǘƻ ōŜ ŜȄǇƻǎŜŘ ǘƻ ŘƛŦŦŜǊŜƴǘ ŜȄǇŜǊƛŜƴŎŜǎΦ Lƴ ŦŀŎǘΣ ǿƘŜƴ ŀǎƪŜŘ ǘƻ ŦƻŎǳǎon specific emotional 

ǘǊŀǾŜƭ ƳƻǘƛǾŀǘƻǊǎΣ ǇŀǊǘƛŎƛǇŀƴǘǎ Ƴƻǎǘ ƻŦǘŜƴ ǊŀǘŜŘ άŜȄǇƭƻǊŜ ǎƻƳŜǘƘƛƴƎ ƴŜǿέ ŀǎ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘΦ [ŀǘŜǊ ƛƴ ǘƘŜ ŎƻƳǇŜǘƛǘƛǾŜ ǎŜǘ ŜȄŜǊcise, Central Oregon 

was identified as one of the best destinations for this specific attributeτhighlighting a major opportunity for the destination to position itself as a 

place for new experiences. 
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THE CENTRAL OREGON DESTINATION BRAND (con t inued)

Å Lack of buzz and lack of knowledge of Central Oregon are the primary reasons that travelers 

have not yet visited the region. When asked why focus group participants have yet to visit 

Central Oregon, the most commonly citedǊŜǎǇƻƴǎŜǎ ǿŜǊŜ ŀƭƻƴƎ ǘƘŜ ƭƛƴŜǎ ƻŦ άL ƴŜǾŜǊ ƘŜŀǊ ŀōƻǳǘ 

ƛǘέ ŀƴŘ ǘƘŀǘ ǘƘŜȅ άŘƻƴΩǘ ƪƴƻǿ ŀƴȅǘƘƛƴƎ ŀōƻǳǘ ƛǘΦέ /ŜƴǘǊŀƭ hǊŜƎƻƴ ǎƛƳǇƭȅ ƛǎ ƴƻǘ ƻƴ ǘƘŜƛǊ ǊŀŘŀǊ 

ōŜŎŀǳǎŜ ǘƘŜȅ ŘƻƴΩǘ ƘŜŀǊ ŀōƻǳǘ ƛǘ ŦǊƻƳ ŦǊƛŜƴŘǎ ŀƴŘ ŦŀƳƛƭȅΣ ǿƘƛŎƘ ƛǎ ǘƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘΣ Ƴƻǎǘ 

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

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

relaxed, creative and connected. Both past visitors and non-visitors were asked how they felt or 

would feel while in Central Oregon. The overwhelming majority of past visitors and non-visitors 

ŎƛǘŜŘ άǊŜƭŀȄŜŘΣέ άǇŜŀŎŜŦǳƭΣέ ŀƴŘ άŎǊŜŀǘƛǾŜΦέ ¢ƘƻǎŜ ǿƘƻ ŦŜƭǘ άŎƻƴƴŜŎǘŜŘέ όƻǊ ǿƘƻ ŀƴǘƛŎƛǇŀǘŜŘ 

feeling connected) were connected to nature, themselves and/or their travel companions. 

!ŘŘƛǘƛƻƴŀƭƭȅΣ ǎƻƳŜ ǎŀƛŘ ǘƘŜȅ ǿƻǳƭŘ ŦŜŜƭ άŘƛǎŎƻƴƴŜŎǘŜŘέ ŀƴŘ άǳƴǇƭǳƎƎŜŘέ ŦǊƻƳ ǘƘŜ ŘƛƎƛǘŀƭ ǿƻǊƭŘΣ 

allowing them to experience a slower pace compared to their daily life.
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CENTRAL OREGONõS COMPETITIVE SITUATION

Å Central Oregon is not top-of-mind as a leisure destination in the Pacific Northwest. When 

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 Islands, 

the coasts and Oregon wine country. This was true of both past visitors and non-visitors to 

Central Oregon, although a few from the latter group did cite Bend specifically as a place they 

would like to visit for leisure. 

Å Central Oregon is viewed as a competitive destination for appreciating life, connecting with 

nature, challenging oneself, 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 wellτhighlighting a 

need to differentiate Central Oregon from its in-state competitors and Tahoe. The attributes 

/ŜƴǘǊŀƭ hǊŜƎƻƴ ǿŀǎ ŎƻƴǎƛŘŜǊŜŘ ǿŜŀƪŜǎǘ ŦƻǊ ǿŜǊŜ άōŜƛƴƎ ƛƴ ŀƴ ŜȄŎƛǘƛƴƎ ŀǘƳƻǎǇƘŜǊŜέ ŀƴŘ 

άōǊŀƎƎƛƴƎ ǊƛƎƘǘǎέΤ {ŜŀǘǘƭŜ ŀƴŘ {ŀƴ CǊŀƴŎƛǎŎƻ ǿŜǊŜ ŎƻƴǎƛŘŜǊŜŘ ōŜǎǘ ŦƻǊ ǘƘŜǎŜΦ
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MOTIVATING TRAVEL TO CENTRAL OREGON

Å The activities considered most motivational for inspiring a trip to Central Oregon fell into two categories: Unique urban experiences and accessible 

outdoor experiences. The 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, kayaking/SUPingand photography.

Å Of the images tested, image I, G, L and F (shown below) were considered most motivational to inspiring visitation to Central Oregon. These images 

evoked a sense of calm and relaxation for participants, which they found extremely appealing.

Å Financial situations, costs and lack of time are the most common deterrents to general leisure travel. Related to limited time off, several participants 

reported being too busy at work or having inflexible schedules. When it comes to marketing the Central Oregon region as a leisure destination, it may 

be worthwhile to highlight the value of a Central Oregon trip (such as any travel promotions or deals) and the fact that people can have a fulfilling 

visitor experience in a short amount of time. 
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Å Los Angeles and Phoenix were the most likely markets to feel that Central Oregon was difficult to travel to. 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. Highlighting unique Central Oregon 

experiences that they are unable to replicate nearby could increase their consideration of the region for a future leisure trip.

Å Across nearly all markets, participants most commonly ratedάŜȄǇƭƻǊŜ ǎƻƳŜǘƘƛƴƎ ƴŜǿέ ŀǎ ōŜƛƴƎ ǾŜǊȅ ƛƳǇƻǊǘŀƴǘ ǘƻ ǿƘȅ ǘƘŜȅ ǘǊŀǾŜƭΦThe exception 

ǘƻ ǘƘƛǎ ǿŀǎ ǘƘŜ tƘƻŜƴƛȄ ƎǊƻǳǇΣ ǿƘƻ ǿŜǊŜ ƳƻǊŜ ƭƛƪŜƭȅ ǘƻ ǎŀȅ άŀǇǇǊŜŎƛŀǘŜ ƭƛŦŜέ ǿŀǎ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ǘƻ ǘƘŜƳΦ !ŘŘƛǘƛƻƴŀƭƭȅΣ ŜȄŎƛǘƛng atmosphere was rated 

highly (but secondary to άŜȄǇƭƻǊŜ something ƴŜǿέύ most often for the Los Angeles and San Francisco markets.

Å Motivational activities for taking a Central Oregon trip differed by market. San Francisco group participants showed the relatively highest interest in 

the urban experiences compared to the other markets. Los Angeles ǎǇŜŎƛŦƛŎŀƭƭȅ ŘƛǎŎǳǎǎŜŘ ǘƘŜ ŀǇǇŜŀƭ ƻŦ hǊŜƎƻƴΩǎ ŎǊŀŦǘ ōǊŜǿŜǊƛŜǎ ŀƴŘ ǿƛƴŜ ǊŜƎƛƻƴǎ ŀǎ 

highly motivational. 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. Seattleexpressed interest in most of the activities with the 

caveat that they would want to focus on άŜȄǇŜǊƛŜƴŎŜǎ ȅƻǳ ŎŀƴΩǘ Řƻ ŀǊƻǳƴŘ {ŜŀǘǘƭŜΣέnoting that many of the activities are common to Washington as 

well.

Å ²ƘŜƴ ŀǎƪŜŘ ǿƘŀǘ ǘƘŜȅ άǿƻǳƭŘ ŜȄǇƭƻǊŜέ ƻƴ ŀ ǘǊƛǇ ǘƻ /ŜƴǘǊŀƭ hǊŜƎƻƴΣ ŜŀŎƘ ŦƻŎǳǎ ƎǊƻǳǇ ŎƻƳƳƻƴƭȅ ƭƛǎǘŜŘ ǿŀǘŜǊ όǊƛǾŜǊǎ ƻǊ ƭŀƪŜǎύ ŀǎwell as nature 

(mountains or forests). The Los Angeles and San Francisco groups also responded with snow and winter activities, while the Phoenixand Seattle 

ƎǊƻǳǇǎ ǇǊƛƳŀǊƛƭȅ ŦƻŎǳǎŜŘ ƻƴ άƧǳǎǘ ōŜƛƴƎ ƻǳǘŘƻƻǊǎέ ŀƴŘ ǿŀǊƳ-weather activities. 

KEY DIFFERENCES BY MARKET



Page 11

DETAILED RESEARCH FINDINGS



THE CENTRAL OREGON 

DESTINATION BRAND
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FAMIL IARITY AND ASSOCIATIONS WITH CENTRAL OREGON

Central Oregon is not top-of-mind as a leisure destination in the Pacific Northwest which suggests that familiarity and awareness of the brand is low. 

When 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 Islands, the coasts and Oregon wine country. This was true of both non-visitors and past visitors 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-ƳƛƴŘ ŀǎǎƻŎƛŀǘƛƻƴǎ ǿƛǘƘ ǘƘŜ ōǊŀƴŘ ŎŜƴǘŜǊŜŘ ŀǊƻǳƴŘ ǘƘŜ ǊŜƎƛƻƴΩǎ ƴŀǘǳǊŀƭ ŀǎǎŜǘǎΦ 

When asked to think specifically about the Central Oregon region and what associations 

first came to mind, regardless of past visitation to the area, responses largely related to the 

ŀǊŜŀΩǎ ƴŀǘǳǊŜ-rich offerings; pine trees, mountains, forests and outdoor activities. While a 

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

specifically associate Central Oregon with wineτlikely conflating it with the Willamette 

Valley. What is noticeably lacking from the associations cited were specific attractions, sites 

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

past visitation to the region. Associations were more general, suggesting a lower level of 

familiarity with the brand, even amongst past visitors.

Top-of-mind Associations with Central Oregon
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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 considered to be lacking in ethnic 

diversity and arts and cultural offerings. These 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 perception across focus group participants. 

Some past visitors and non-ǾƛǎƛǘƻǊǎ ŀƭƛƪŜΣ ƘŀŘ ƴƻ ƪƴƻǿƭŜŘƎŜ ƻŦ ǘƘŜ ǊŜƎƛƻƴΩǎ ǿƛƴǘŜǊ ǎǇƻǊǘǎ ƻŦŦŜǊƛƴƎǎ ƻǊ ŎǊŀŦǘ ōǊŜǿŜǊȅ ǎŎŜƴŜ ŀƴŘ ǘherefore rated the 

ŘŜǎǘƛƴŀǘƛƻƴ ƭƻǿŜǊ ŦƻǊ ǘƘŜǎŜ ŀǘǘǊƛōǳǘŜǎΦ ¢ƘŜ ǊŜƎƛƻƴΩǎ ŎǳƭƛƴŀǊȅ ǎŎŜƴŜ ŀƭǎƻ ƘŀŘ ƛƴŎƻƴǎƛǎǘŜƴǘ ǊŀǘƛƴƎǎΦ ²ƘƛƭŜ ǎƻƳŜ ǊŀǘŜŘ /ŜƴǘǊŀƭ hregon highly for this attribute 

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

Outdoor adventurers are considered to bethe best type of traveler suited for a Central 

Oregon visitor experience.During the lightning round towards the end of the focus group 

sessions, participants were presented with a set of fill-in-the-blank statements and were 

prompted to share the one thing that first comes to mind. For the statement, ά¢ƘŜ ōŜǎǘ ǇŜǊǎƻƴ 

ǘƻ Ǿƛǎƛǘ /ŜƴǘǊŀƭ hǊŜƎƻƴ ƛǎ ψψψψψψΣέ άƻǳǘŘƻƻǊ ŀŘǾŜƴǘǳǊŜǊǎά ǿŀǎΣ ōȅ ŀƴŘ ƭŀǊƎŜΣ ǘƘŜ Ƴƻǎǘ ŎƻƳƳƻƴ 

ǊŜǎǇƻƴǎŜΦ hǘƘŜǊ ǎƛƳƛƭŀǊ ǊŜǎǇƻƴǎŜǎ ǘƘŀǘ Ŧŀƭƭ ǿƛǘƘƛƴ ǘƘƛǎ ǘǊŀǾŜƭŜǊ ǘȅǇŜ ƛƴŎƭǳŘŜŘ άƴŀǘǳǊŜ ƭƻǾŜǊǎΣέ 

άŦƛǎƘŜǊǎΣέ άŜȄǇƭƻǊŜǊǎέ ŀƴŘ άǇŜƻǇƭŜ ǿƘƻ ŀǊŜ ŀŎǘƛǾŜΦέ wŜŦƭŜŎǘƛǾŜ ƻŦ Ƙƻǿ Ǉŀǎǘ ǾƛǎƛǘƻǊǎ ǇŜǊŎŜƛǾŜ ǘƘŜ 

Central Oregon brand and how well they align with it, several participants who had previously 

ǘǊŀǾŜƭŜŘ ǘƻ ǘƘŜ ǊŜƎƛƻƴ ŎƻƴǎƛŘŜǊŜŘ ǘƘŜƳǎŜƭǾŜǎ ǘƻ ōŜ ǘƘŜ ōŜǎǘ ǇŜǊǎƻƴ ǘƻ ǾƛǎƛǘΣ ŎƛǘƛƴƎ άƳŜΣέ άȅƻǳΣέ 

άǳǎέ ŀƴŘ άŜǾŜǊȅƻƴŜέ ŀǎ ǘƻǇ-of-mind responses to the statement. 
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PERCEPTIONS OF CENTRAL OREGONõS RESIDENTS

CƻŎǳǎ ƎǊƻǳǇ ǇŀǊǘƛŎƛǇŀƴǘǎΩ ǇŜǊŎŜǇǘƛƻƴǎ ƻŦ /ŜƴǘǊŀƭ hǊŜƎƻƴ ƭƻŎŀƭǎ ǿŜǊŜ Ƴƻǎǘƭȅ ǇƻǎƛǘƛǾŜΦ 

When asked what one word or phrase best described the people who live in Central 

Oregon both past visitors and non-visitors described them in positive terms: 

άƻǳǘŘƻƻǊǎȅέΣ άŦǊƛŜƴŘƭȅΣέ άƛƴǾƛǘƛƴƎΣέ άƘŀǇǇȅέ ŀƴŘ άƘŜŀƭǘƘȅέ ǘƻ ƴŀƳŜ ŀ ŦŜǿΦ LƴǘŜǊŜǎǘƛƴƎƭȅΣ 

although both groups gave Central Oregon relatively low ratings for ethnic diversity 

(see page 14), only the non-ǾƛǎƛǘƻǊ ƎǊƻǳǇ ǳǎŜŘ άǿƘƛǘŜέ ǘƻ ŘŜǎŎǊƛōŜ ǘƘŜ ǊŜƎƛƻƴΩǎ ƭƻŎŀƭǎΦ 

IƻǿŜǾŜǊΣ ŀ ŦŜǿ Ǉŀǎǘ ǾƛǎƛǘƻǊǎ ŀƭǎƻ ŎƛǘŜŘ ƴŜƎŀǘƛǾŜ ǘŜǊƳǎ ǎǳŎƘ ŀǎ άŎƻƭŘέ ŀƴŘ άōǊǳǘŀƭέ ǘƻ 

describe residents. When asked to elaborate on their response, one focus group 

ǇŀǊǘƛŎƛǇŀƴǘΣ ŀƴ [D.¢v ǿƻƳŀƴ ƻŦ ŎƻƭƻǊΣ ǎǘŀǘŜŘ άL ŘƛŘƴΩǘ ŦŜŜƭ ǎŀŦŜ ŀǘ ƴƛƎƘǘΦ L ǎŀǿ ǿŀȅ ǘƻƻ 

many confederate flags on bumper stickersΦέ IƻǿŜǾŜǊΣ ǘƘƛǎ ǿŀǎ ƴƻǘ ŀ ŎƻƳƳƻƴ 

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.

ά/ŜƴǘǊŀƭ hǊŜƎƻƴΩǎ ƭƻŎŀƭǎ ŀǊŜ ƴƛŎŜǊ ǘƘŀƴ {ŜŀǘǘƭŜ ƭƻŎŀƭǎΦέςFocus Group Participant 

ά¢ƘŜȅ ŀǊŜ ǎƻƳŜ ƻŦ ǘƘŜ ƴƛŎŜǎǘ ǇŜƻǇƭŜ L ƘŀǾŜ ŜǾŜǊ ƳŜǘΦϦ ςFocus Group Participant 

5ŜǎŎǊƛǇǘƛƻƴǎ ƻŦ /ŜƴǘǊŀƭ hǊŜƎƻƴΩǎ wŜǎƛŘŜƴǘǎ
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DETERRENTS TO VIS IT ING CENTRAL OREGON

Lack of buzz and lack of knowledge of Central Oregon are the primary reasons that travelers 

have not yet visited the region. When asked why focus group participants have yet to visit 

Central Oregon, the most commonly citedǊŜǎǇƻƴǎŜǎ ǿŜǊŜ ŀƭƻƴƎ ǘƘŜ ƭƛƴŜǎ ƻŦ άL ƴŜǾŜǊ ƘŜŀǊ 

ŀōƻǳǘ ƛǘέ ŀƴŘ ǘƘŀǘ ǘƘŜȅ άŘƻƴΩǘ ƪƴƻǿ ŀƴȅǘƘƛƴƎ ŀōƻǳǘ ƛǘΦέ /ŜƴǘǊŀƭ hǊŜƎƻƴ ǎƛƳǇƭȅ ƛǎ ƴƻǘ ƻƴ ǘƘŜƛǊ 

ǊŀŘŀǊ ōŜŎŀǳǎŜ ǘƘŜȅ ŘƻƴΩǘ ƘŜŀǊ ŀōƻǳǘ ƛǘ ŦǊƻƳ ŦǊƛŜƴŘǎ ŀƴŘ ŦŀƳƛƭȅΣ ǿƘƛŎƘ ƛǎ ǘƘŜ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘΣ 

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

travelers (from Destination Analysts The State of the American Traveler). Particularly for the 

tƘƻŜƴƛȄ ŀƴŘ [ƻǎ !ƴƎŜƭŜǎ ƳŀǊƪŜǘǎΣ /ŜƴǘǊŀƭ hǊŜƎƻƴ ǿŀǎ ŎƻƴǎƛŘŜǊŜŘ άǘƻƻ ŦŀǊέ ŦƻǊ ŀ ǊƻŀŘ ǘǊƛǇ ŀƴŘ 

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.  

άLǘ ǇǊƻōŀōƭȅ Ƙŀǎ ŀ ƎǊŜŀǘ ǊŜǇǳǘŀǘƛƻƴ ǊŜƎƛƻƴŀƭƭȅΣ ōǳǘ ƴƻǘ ƴŀǘƛƻƴŀƭƭȅΦέ ςFocus Group Participant 
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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 destination. Those 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 

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 attractions 

within are far apart. There were also questions around the boundaries of Central Oregon, 

ǿƘŀǘ ŘŜǎƛƎƴŀǘŜǎ /ŜƴǘǊŀƭ hǊŜƎƻƴ ŀƴŘ ǿƘŀǘ ά/ŜƴǘǊŀƭ hǊŜƎƻƴέ ƳŜŀƴǎΦ 

ά!ǊŜ ŀǘǘǊŀŎǘƛƻƴǎ мл ƳƛƭŜǎ ŀǇŀǊǘ ƻǊ мрл ƳƛƭŜǎ ŀǇŀǊǘΚέ ςFocus Group Participant

ά¢Ƙƛǎ ƛǎ ǎǳŎƘ ŀ ƴŜōǳƭƻǳǎ ƛŘŜŀΦ L ŘƻƴΩǘ ƪƴƻǿ ǿƘŜǊŜ ƛǘ ƛǎ ŀƴŘ ƴƻǘ ǎǳǊŜ Ƙƻǿ ŦŀǊ ŀǇŀǊǘ ŀƴȅ ƻŦ 

ǘƘŜǎŜ ŀŎǘƛǾƛǘƛŜǎ ŀǊŜΦέ ςFocus Group Participant 
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EMOTIONAL EFFECT OF VIS IT ING CENTRAL OREGON

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

being relaxed, creative and connected. Both past visitors and non-visitors were asked 

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

past visitors and non-ǾƛǎƛǘƻǊǎ ŎƛǘŜŘ άǊŜƭŀȄŜŘΣέ άǇŜŀŎŜŦǳƭΣέ ŀƴŘ άŎǊŜŀǘƛǾŜΦέ ¢ƘƻǎŜ ǿƘƻ ŦŜƭǘ 

άŎƻƴƴŜŎǘŜŘέ όƻǊ ǿƘƻ ŀƴǘƛŎƛǇŀǘŜŘ ŦŜŜƭƛƴƎ ŎƻƴƴŜŎǘŜŘύ ǿŜǊŜ ŎƻƴƴŜŎǘŜŘ ǘƻ ƴŀǘǳǊŜΣ 

themselves and/or their travel companions. Additionally, some said they would feel 

άŘƛǎŎƻƴƴŜŎǘŜŘέ ŀƴŘ άǳƴǇƭǳƎƎŜŘέ ŦǊƻƳ ǘƘŜ ŘƛƎƛǘŀƭ ǿƻǊƭŘΣ ŀƭƭƻǿƛƴƎ ǘƘŜƳ ǘƻ ŜȄǇŜǊƛŜƴŎŜ ŀ 

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

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

hǊŜƎƻƴ ŀǊǘ ǇƛŜŎŜ ǿƻǳƭŘ ŦŜŜƭ άŎŀƭƳΣέ άƻǇŜƴΣέ άŜȄŎƛǘŜŘέ ŀƴŘ άŎƻƴƴŜŎǘŜŘΦέFocus participants were prompted to imagine that they were an artist 

tasked with creating an art piece that represents Central Oregon. Regardless of the medium - whether a painting, collage or sculpture - all art pieces 

ŘŜǇƛŎǘŜŘ /ŜƴǘǊŀƭ hǊŜƎƻƴΩǎ ƴŀǘǳǊŀƭ ōŜŀǳǘȅ ŀƴŘ ŀǎǎŜǘǎΦ ¢ƘŜȅ ŘŜǎŎǊƛōŜŘ ǘƘŜƛǊ ŀǊǘ ǇƛŜŎŜ ŀǎ ƘŀǾƛƴƎ ƳƻǳƴǘŀƛƴǎΣ ǊƛǾŜǊǎΣ ƎǊŜŜƴŜǊȅ ŀƴŘwildlife. Some pieces 

also reflected the winter season with snow-capped mountains and winter recreational activities. In addition to the ubiquitous representation of 

nature, participants unanimously reported that their Central Oregon art piece would elicit positive feelings. In addition to άŎŀƭƳΣέ άƻǇŜƴΣέ άŜȄŎƛǘŜŘέ 

ŀƴŘ άŎƻƴƴŜŎǘŜŘΣέ ƻǘƘŜǊ ŦŜŜƭƛƴƎǎ ǿŜǊŜΥ 

Å Happy

Å Interested

Å Relaxed

Å Wonder



CENTRAL OREGONõS

COMPETITIVESITUATION
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COMPETIT ION

Focus Group participants were shown a map of the United States highlighting the Pacific Northwest destinations of Oregon and Washington and asked 

where they would mostwant to visit and why. 
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TOP-OF-MIND LEISURE DESTINATIONS IN  THE PACIF IC  NORTHWEST

Seattle, Portland and the Oregon Coast were commonly mentioned as Pacific Northwest 

destinations focus group participants would be interested in going to.Other destinations of 

ƛƴǘŜǊŜǎǘ ǿŜǊŜ hǊŜƎƻƴΩǎ ²ƛƴŜ /ƻǳƴǘǊȅΣ .ŜƴŘΣ [ŜŀǾŜƴǿƻǊǘƘΣ /ǊŀǘŜǊ [ŀƪŜ ŀƴŘ ǘƘŜ {ŀƴ Wǳŀƴ 

Islands. Key motivations and interest to visit these locations was based on their level of 

familiarity with these destinations. Messaging to travelers about how the Central Oregon 

ŜȄǇŜǊƛŜƴŎŜ ŘƛŦŦŜǊǎ ŀƴŘ ƛǎ ǎǳǇŜǊƛƻǊ ǘƻ ǘƘŜǎŜ ŎƻƳǇŜǘƛǘƻǊǎ ŎƻǳƭŘ ƛƴŎǊŜŀǎŜ ǘǊŀǾŜƭŜǊǎΩ ŎƻƴǎƛŘŜǊŀǘƛƻƴ 

of the region. 

Eastern Washington & Eastern Oregon were noted as the least appealing destinations in the 

Pacific Northwest. Focus group participants were then asked to share destinations they would 

NOTǿŀƴǘ ǘƻ ǾƛǎƛǘΦ άwǳǊŀƭΣέ άōƻǊƛƴƎΣέ άŀƎǊƛŎǳƭǘǳǊŀƭ-ōŀǎŜŘΣέ άŘǊȅέ ŀƴŘ άŎǳƭǘǳǊŀƭƭȅ ŀƴŘ ǇƻƭƛǘƛŎŀƭƭȅ 

ōƛŀǎŜŘ ǊŜǎƛŘŜƴǘǎέ ǿŜǊŜ ǘƻǇ phrases used to describe these destinations.  Additionally, a few 

ŦƻŎǳǎ ƎǊƻǳǇ ǇŀǊǘƛŎƛǇŀƴǘǎ ǎƘŀǊŜŘ ǘƘŜȅ ŘƛŘƴΩǘ ƘŀǾŜ ƛƴǘŜǊŜǎǘ ƛƴ ǘǊŀǾŜƭƛƴƎ ǘƻ ǘƘŜ tŀŎƛŦƛŎ bƻǊǘƘǿŜǎǘ 

during the winter season. 
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PERCEPTIONS OF CENTRAL OREGONõS COMPETITORS

¢ƘŜ ƎǊƻǳǇǎ ǇŀǊǘƛŎƛǇŀǘŜŘ ƛƴ ŀ ŎƻǳǇƭŜ ŜȄŜǊŎƛǎŜǎ ŦƻŎǳǎŜŘ ƻƴ /ŜƴǘǊŀƭ hǊŜƎƻƴΩǎ ŎƻƳǇŜǘƛǘƛǾŜ setτCrater Lake, Lake Tahoe, Oregon Coast, San Francisco and 

Seattle. The following words were most often associated with each competitor: 

Crater Lake 

Lake Tahoe 

Oregon Coast San Francisco  

Seattle
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CENTRAL OREGEN VS. COMPETIT IVE SET

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

which destination was strongest and weakest for each of the emotional travel motivators tested: 
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Å ά!ǇǇǊŜŎƛŀǘŜ ƭƛŦŜέ is strongest for Oregon Coast, Tahoe & Central Oregon and weakest for San Francisco.

Å ά.ŜƛƴƎ ƛƴ ŀƴ ŜȄŎƛǘƛƴƎ ŀƳōƛŀƴŎŜκŀǘƳƻǎǇƘŜǊŜέ is strongest for San Francisco & Seattle and weakest for Crater Lake, Lake Tahoe & Oregon Coast.

Å ά.ǊŀƎƎƛƴƎ ǊƛƎƘǘǎέ is strongest for San Francisco, Seattle & Lake Tahoe and weakest for Crater Lake and Central Oregon. 

Å ά/ƻƴƴŜŎǘ ǿƛǘƘ ƴŀǘǳǊŜέis strongest for Oregon Coast, Central Oregon & Lake Tahoe and weakest for San Francisco & Seattle.

Å ά/ƘŀƭƭŜƴƎŜ ƳȅǎŜƭŦέ is strongest for Oregon Coast, Central Oregon & Crater Lake and weakest for San Francisco & Seattle.

Å ά9ȄǇƭƻǊŜ ǎƻƳŜǘƘƛƴƎ ƴŜǿέ is strongest for Oregon Coast, Central Oregon & Crater Lake and weakest for San Francisco.

Å άvǳŀƭƛǘȅ ǘƛƳŜ ǿƛǘƘ ƻǘƘŜǊǎέis strongest for Oregon Coast, Central Oregon & Lake Tahoe and weakest for San Francisco & Seattle.

Å άwŜƭŀȄŀǘƛƻƴ ϧ wŜƧǳǾŜƴŀǘƛƻƴέis strongest for Oregon Coast, Central Oregon & Lake Tahoe and weakest for San Francisco & Seattle.

Å ά{ŜƭŦ-ŎŀǊŜέis strongest for Oregon Coast & Central Oregon and weakest for San Francisco.

CENTRAL OREGEN VS. COMPETIT IVE SET (con t inued)

Central Oregon is viewed as a competitive destination for appreciating life, connecting with nature, challenging myself, 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 wellτhighlighting a need to differentiate Central Oregon from its in-state competitors and 

¢ŀƘƻŜΦ ¢ƘŜ ŀǘǘǊƛōǳǘŜǎ /ŜƴǘǊŀƭ hǊŜƎƻƴ ǿŀǎ ŎƻƴǎƛŘŜǊŜŘ ǿŜŀƪŜǎǘ ŦƻǊ ǿŜǊŜ άōŜƛƴƎ ƛƴ ŀƴ ŜȄŎƛǘƛƴƎ ŀǘƳƻǎǇƘŜǊŜέ ŀƴŘ άōǊŀƎƎƛƴƎ ǊƛƎƘǘǎέΤSeattle and San Francisco 

were considered best for these.

Results of the Strongest/Weakest Destination Exercise:
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CENTRAL OREGON AND EMOTIONAL TRAVEL MOTIVATOR RATING

When evaluated separately from its competitive set, Central Oregon was 

rated strongest forά/ƻƴƴŜŎǘ ǿƛǘƘ ƴŀǘǳǊŜΣέ ά/ƘŀƭƭŜƴƎŜ ƳȅǎŜƭŦΣέ ά9ȄǇƭƻǊŜ 

ǎƻƳŜǘƘƛƴƎ ƴŜǿΣέ άwŜƭŀȄŀǘƛƻƴ ϧ wŜƧǳǾŜƴŀǘƛƻƴέ ŀƴŘ ά{ŜƭŦ-ŎŀǊŜέ ŀǘǘǊƛōǳǘŜǎΦ

ά/ŜƴǘǊŀƭ hǊŜƎƻƴ ǿƻǳƭŘ ōŜ ǘƘŜ ǇŜǊŦŜŎǘ ǇƭŀŎŜ ǘƻ Ǝƻ ǘƻ ŘƛǎŎƻƴƴŜŎǘ ŀƴŘ ŎƻƴƴŜŎǘ 

ǿƛǘƘ ƴŀǘǳǊŜΦέ ςFocus Group Participant 

However, Central Oregon was rated weakest forά.ŜƛƴƎ ƛƴ ŀƴ ŜȄŎƛǘƛƴƎ 

ŀƳōƛŀƴŎŜκŀǘƳƻǎǇƘŜǊŜέ ŀƴŘ ά.ǊŀƎƎƛƴƎ ǊƛƎƘǘǎέ

άL ŘƻƴΩǘ ŎƻƴǎƛŘŜǊ /ŜƴǘǊŀƭ hǊŜƎƻƴ ŀǎ ŀ ŘŜǎǘƛƴŀǘƛƻƴ ǿƛǘƘ ōǊŀƎƎƛƴƎ ǊƛƎƘǘǎ 

ōŜŎŀǳǎŜ L ƘŀǾŜƴΩǘ ƘŜŀǊŘ ŀƴȅƻƴŜ ǘŀƭƪ ŀōƻǳǘ ƛǘΦέ ςFocus Group Participant 



MOTIVATING TRAVEL TO

CENTRAL OREGON
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GENERAL EMOTIONAL TRAVEL MOTIVATORS

While a range of emotions were cited as reasons for travelτexcitement, 

relaxation, etc.τthe core emotional motivation for nearly all focus group 

participants was escape. When asked (in an open-ended fashion) what motivated 

ŦƻŎǳǎ ƎǊƻǳǇ ǇŀǊǘƛŎƛǇŀƴǘǎ ǘƻ ǘǊŀǾŜƭΣ Ƴƻǎǘ ǊŜǎǇƻƴǎŜǎ ōƻƛƭŜŘ Řƻǿƴ ǘƻ άŜǎŎŀǇŜ ŦǊƻƳ 

ǘƘŜƛǊ Řŀƛƭȅ ǊƻǳǘƛƴŜέ ŀƴŘ ŦƻǊ ƳŀƴȅΣ ŀ ŘŜǎƛǊŜ ǘƻ ōŜ ŜȄǇƻǎŜŘ ǘƻ ŘƛŦŦŜǊŜƴǘ ŜȄǇŜǊƛŜƴŎŜǎΦ 

When asked to focus on nine specific travel motivatorsτappreciate life, being in an 

exciting atmosphere, bragging rights, connect with nature, challenge myself, 

explore something new, quality time with others, relaxation and self-careτa 

similar story emerges. Across nearly all markets, participants most commonly rated

άŜȄǇƭƻǊŜ ǎƻƳŜǘƘƛƴƎ ƴŜǿέ as being very important to why they travel. The 

ŜȄŎŜǇǘƛƻƴ ǘƻ ǘƘƛǎ ǿŀǎ ǘƘŜ tƘƻŜƴƛȄ ƎǊƻǳǇΣ ǿƘƻ ǿŜǊŜ ƳƻǊŜ ƭƛƪŜƭȅ ǘƻ ǎŀȅ άŀǇǇǊŜŎƛŀǘŜ 

ƭƛŦŜέ ǿŀǎ Ƴƻǎǘ ƛƳǇƻǊǘŀƴǘ ǘƻ ǘƘŜƳΦ !ŘŘƛǘƛƻƴŀƭƭȅΣ ŜȄŎƛǘƛƴƎ ŀǘƳƻǎǇƘŜǊŜ ǿŀǎ ǊŀǘŜŘ 

highly (but secondary to explore something new) most often for the Los Angeles 

ŀƴŘ {ŀƴ CǊŀƴŎƛǎŎƻ ƳŀǊƪŜǘǎΦ hŦ ǘƘŜ ǘǊŀǾŜƭ ƳƻǘƛǾŀǘƻǊǎ ǘŜǎǘŜŘΣ άōǊŀƎƎƛƴƎ ǊƛƎƘǘǎέ ǿŀǎ 

unanimously voted as least important. 

Emotional Travel Motivators Rating Exercise
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MOTIVATING ACTIVIT IES

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.The activities that rose to the 

top as most motivational fell into two categories:

Unique urban experiences:

Å Tax free shopping

Å Culinary experiences

Å Craft breweries

Above: Activities word-cloud tested in the focus groups

Approachable/Accessible outdoor activities:

(that take advantage of /ŜƴǘǊŀƭ hǊŜƎƻƴΩǎ ǳƴƛǉǳŜ landscape)

Å Hiking

Å Horseback riding

Å Kayaking/SUPing

Å Photography
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MOTIVATING ACTIVIT IES (con t inued)

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

Å Staying in a resort ςάYƛƴŘ ƻŦ ŘŜŦŜŀǘǎ ǘƘŜ ǇǳǊǇƻǎŜ ƻŦ ŀ /ŜƴǘǊŀƭ hǊŜƎƻƴ ǘǊƛǇΥ ŜȄǇƭƻǊƛƴƎ ŀƴŘ 

connecting with ƴŀǘǳǊŜΦέ

Å Museums and art galleries ςάbƻǘ ǿƘŀǘ L ŜȄǇŜŎǘ ǘƻ ŦƛƴŘ ƛƴ /ŜƴǘǊŀƭ hǊŜƎƻƴΦέ

Å Events and concerts ςά5ƻ ǘƘŜȅ ƎŜǘ ōƛƎ ƴŀƳŜǎ ǘƻ ǇƭŀȅΚέ

Activities that appeared appealing, but to smaller or niche audiences:

Å Golf

Å Fishing

Å Snowmobiling/ATV rides

Å Snowshoeing (interestingly, most winter activities were treated like a niche or alternative 

experience and not part of the core trip idea)

Å Western themed towns

Å Rock Climbing

Å Mountain Biking
Above: Activities word-cloud tested in the focus groups
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MOTIVATING ACTIVIT IESñDIFFERENCES BY MARKET

Some differences were noticed by market:

San Francisco group participants showed the relatively highest interest in the urban 

experiences compared to the other markets. 

άL ŘƛŘƴΩǘ ƪƴƻǿ ǘƘŜȅ ŘƻƴΩǘ ƘŀǾŜ ǎŀƭŜǎ ǘŀȄ ǘƘŜǊŜΗέ

Los Angeles ƎǊƻǳǇ ǇŀǊǘƛŎƛǇŀƴǘǎ ǎǇŜŎƛŦƛŎŀƭƭȅ ŘƛǎŎǳǎǎŜŘ ǘƘŜ ŀǇǇŜŀƭ ƻŦ hǊŜƎƻƴΩǎ ŎǊŀŦǘ ōǊŜǿŜǊƛŜǎ 

and wine regions as highly motivational. 

άLΩƳ ƛƴǘŜǊŜǎǘŜŘ ƛƴ hǊŜƎƻƴ ǎŜŎǊŜǘǎ ǘƘŀǘ Ƴƻǎǘ ŘƻƴΩǘ ƪƴƻǿ ŀōƻǳǘΦέ 

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. 

ά²Ŝ ƘŀǾŜ ǘƘƻǎŜ ƘŜǊŜΦέ 

άL ǿƻǳƭŘ ǿŀƴǘ ǘƻ Ǝƻ ƛƴ ǘƘŜ ǎǳƳƳŜǊΣ ǎǇŜŎƛŦƛŎŀƭƭȅ ǘƻ ŜǎŎŀǇŜ ƻǳǊ ƘŜŀǘΦέ

Seattlegroup participants expressed interest in most of the activities with the caveat that 

they would want to focus on άŜȄǇŜǊƛŜƴŎŜǎ ȅƻǳ ŎŀƴΩǘ Řƻ ŀǊƻǳƴŘ {ŜŀǘǘƭŜΣέnoting that many of 

the activities are common to Washington as well.
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DESIRED CENTRAL OREGON EXPERIENCES

The top desired experiences for a Central Oregon trip related to water and nature.Towards 

the end of each focus group, participants were asked a number ofquestions in a lightning 

round formatτafter being presented with a fill-in-the-blank statement they were asked to 

share the first thing that came to mind. The goal of this exercise was to assess the strongest 

ŀǎǎƻŎƛŀǘƛƻƴǎ ǿƛǘƘ ǘƘŜ ōǊŀƴŘΦ  ²ƘŜƴ ŀǎƪŜŘ ǿƘŀǘ ǘƘŜȅ άǿƻǳƭŘ ŜȄǇƭƻǊŜέ ƻƴ ŀ ǘǊƛǇ ǘƻ /ŜƴǘǊŀƭ 

Oregon, each focus group commonly listed water (rivers or lakes) as well as nature (mountains 

or forests). The Los Angeles and San Francisco groups also responded with snow and winter 

ŀŎǘƛǾƛǘƛŜǎΣ ǿƘƛƭŜ ǘƘŜ tƘƻŜƴƛȄ ŀƴŘ {ŜŀǘǘƭŜ ƎǊƻǳǇǎ ǇǊƛƳŀǊƛƭȅ ŦƻŎǳǎŜŘ ƻƴ άƧǳǎǘ ōŜƛƴƎ ƻǳǘŘƻƻǊǎέ 

and warm-weather 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 to visit Central Oregon. 
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MOTIVATIONAL IMAGERY

Similar tothe analysis of motivational activities, it is important to understand how images 

impact potential travelers. The focus groups sought to identify specific images that were most 

motivational, with the ultimate goalof learning what elements or attributes of those images 

most influenced interest in visiting Central Oregon.

Image I 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 participants). As with 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 I, 

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 

least one-tenth of all focus group participants.
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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 Oregon.The 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

Å Image L ςάƭƻƻƪǎ ǎƻ ŎŀƭƳ ŀƴŘ ōŜŀǳǘƛŦǳƭέ άǘǊŀƴǉǳƛƭέ άǘƘŜ ŎƭŜŀǊ ǎǘƛƭƭ ǿŀǘŜǊ ƛǎ ǎƻ ƳŀƎƛŎŀƭέ

Å Image G ςά5ƻŜǎƴΩǘ ƭƻƻƪ ƭƛƪŜ ŀƴȅǘƘƛƴƎ ŀǊƻǳƴŘ ǿƘŜǊŜ L ƭƛǾŜέ άŦŜŜƭǎ ƻǇŜƴΣ ƭƛƪŜ L ǿƻƴΩǘ ƴŜŜŘ ǘƻ 

ŎƻƳǇŜǘŜ ŦƻǊ ǎǇŀŎŜέ

Å Image I ςάŦŜŜƭǎ ǊŜƧǳǾŜƴŀǘƛƴƎέ άLΩƳ ŀ ǎǳŎƪŜǊ ŦƻǊ ǿŀǘŜǊŦŀƭƭǎέ

Å Image F ςthe image of Bend with the outdoor concert/event was universally liked, but 

interestingly for its display of water rather than the event or urban elements, ά²ŀǘŜǊ 

ŀŎǘƛǾƛǘƛŜǎΗέ άL ǎŜŜ ǘƘŜ ǊƛǾŜǊ ŦƛǊǎǘέ άL ƭƻǾŜ ŀƴȅǘƘƛƴƎ ǿƛǘƘ ǿŀǘŜǊέ άLΩǾŜ ōŜŜƴ thereand Bend 

Ƙŀǎ ŜǾŜǊȅǘƘƛƴƎ ŀ Ŏƛǘȅ ǎƘƻǳƭŘ ƘŀǾŜ ŀƴŘ ƛǎ ǊƛƎƘǘ ƴŜȄǘ ǘƻ ƴŀǘǳǊŜΦέ άǘƘƛǎ ƛƳŀƎŜ ǎŜŜƳǎ ǘƻ ōŜ ǘƘŜ 

only non-ƴŀǘǳǊŜ ƻƴŜ ŀƴŘ ƛǘΩǎ ǎǘƛƭƭ ƴŀǘǳǊŜέ
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MOTIVATIONAL IMAGERY

Images that communicated Central Oregon asApproachable / Inviting

Å Image J ςάǘƘŜ ōƛŎȅŎƭŜ ǇŀǘƘ ǎŜŜƳǎ ǎŀŦŜ ŀƴŘ ǎŜǇŀǊŀǘŜŘΣ ƭƛƪŜ ǘƘŜȅ ǇǊƛƻǊƛǘƛȊŜ ōƛŎȅŎƭŜ ǎŀŦŜǘȅέ

Å Image E ςάǘƘŀǘ Ƨǳǎǘ ƭƻƻƪǎ ǿŀǊƳ ŀƴŘ ǿŜƭŎƻƳƛƴƎΦέ άŦŜŜƭǎ ƭƛƪŜ ŀ ŎƻȊȅ ŎŀōƛƴΣ ƛƴǘƛƳŀǘŜ ŀƴŘ 

ǇŜǊǎƻƴŀƭΣ ƴƻǘ ŀ ōƛƎ ǎǘǳŦŦȅ ƘƻǘŜƭέ άǉǳŀƛƴǘΣ ǉǳƛŜǘέ

Å Image A ςάǘƘŜ ƘƻǊǎŜōŀŎƪ ǊƛŘƛƴƎ ƭƻƻƪǎ Ŧǳƴ ŀƴŘ Ŝŀǎȅ ǘƻ Řƻέ άƭƻƻƪǎ ǊƻƳŀƴǘƛŎέ άǉǳŀƭƛǘȅ ǘƛƳŜέ

Å Image K ςάŦŀƳƛƭȅ ŦǊƛŜƴŘƭȅέ άƎƭŀŘ ǘƻ ǎŜŜ ŀŎǘƛǾƛǘƛŜǎ ŦƻǊ ƪƛŘǎέ

Images that communicated Active / Adventure / Excitement

Å Image D ςάǘƘŀǘ ƭƻƻƪǎ ŀŎǘƛǾŜ ŀƴŘ Ŧǳƴέ άŀƴ ŀŘǾŜƴǘǳǊŜ ŀǿŀƛǘǎέ

Å Image H ςάL ǿŀƴǘ ǘƻ ǊƛŘŜ ƛƴ ƻƴŜ ƻŦ ǘƘƻǎŜΗέ άǘƘŀǘ ǿƻǳƭŘ ōŜ ŀ ǳƴƛǉǳŜ ŜȄǇŜǊƛŜƴŎŜέ
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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 approachable. ά! ƴƛŎŜ ǊŜǎǘŀǳǊŀƴǘ ƻƴ ŀ Řƻǿƴǘƻǿƴ Ƴŀƛƴ 

ǎǘǊŜŜǘ ƻǊ ǎƻƳŜǘƘƛƴƎ ǿƛǘƘ ƭƛƎƘǘǎ ƭƛƪŜ ŀƴ ƻƭŘ ƳƻǾƛŜ ǘƘŜŀǘŜǊΦέ 

ά¢ƘŜ ƴŀǘǳǊŜ ƛǎ ōŜŀǳǘƛŦǳƭΣ LΩƳ ǎƻƭŘΗ .ǳǘ ŘƻƴΩǘ Ƨǳǎǘ ŦƻŎǳǎ ƻƴ ǘƘŜ ƻǳǘŘƻƻǊǎΦ L ǎǘƛƭƭ ƘŀǾŜƴΩǘ ǎŜŜƴ 

how people live there. WƘŀǘΩǎ ǘƘŜ ŎǳƭǘǳǊŜ ƭƛƪŜΚέ ςFocus Group Participant

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

more representation would significantly impact their interest in visiting.



CREATIVE EVALUATION
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PRINT ADVERTISEMENT

The άLǘΩǎ bƻǘ Wǳǎǘ ŀ aƻǳƴǘŀƛƴέ ǇǊƛƴǘ advertisement received mixed reviews from focus group 

participants.Some described it as un-ŎǊƻǿŘŜŘΣ ŦŀƳƛƭȅ ŦǊƛŜƴŘƭȅ ŀƴŘ ǎŎŜƴƛŎΦ ¢ƘŜ ǘŀƎƭƛƴŜΣ άLǘΩǎ 

ƴƻǘ Ƨǳǎǘ ŀ ƳƻǳƴǘŀƛƴΦ LǘΩǎ ŀ ƳŜƳƻǊȅέ received positive feedback and the list of direct flights at 

the bottom was perceived to be useful. Top of mind emotions/reactions from this ad include 

peaceful, fresh-air, 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 composition.ά¢Ƙƛǎ ǘŜƭƭǎ ƳŜ ǘƘŀǘ 

/ŜƴǘǊŀƭ hǊŜƎƻƴ ƛǎ ŦƻǊ ŦŀƳƛƭƛŜǎ ƻǊ ŎƻǳǇƭŜǎΣ ƴƻǘ ǎƻ ƳǳŎƘ ǎƻƭƻ ǘǊŀǾŜƭŜǊǎ ƻǊ ŦǊƛŜƴŘǎΦέ

Older and single group participants were sensitive to the family ad and expressed, άshow me 

ǎƻƳŜǘƘƛƴƎ ǘƘŀǘΩǎ ƴƻǘ Ƨǳǎǘ ŦŀƳƛƭƛŜǎΦέParticipants who have a non-traditional family and 

ǇŀǊǘƛŎƛǇŀƴǘǎ ǿƘƻ ŘƻƴΩǘ ƘŀǾŜ ƪƛŘǎ ŀƭǎƻ shared similar feelings, άǘƘƛǎ ƛǎ ƴƻǘ ǎǇŜŀƪƛƴƎ ǘƻ ƳŜΦέ
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PRINT ADVERTISEMENT

Some participants described the image as boringand bland comparing it to a άǇŀǎǎƛǾŜ 

ǾŀŎŀǘƛƻƴ ǇƘƻǘƻΦέFor these participants, It did not elicit positive emotions that would inspire 

visitation. ά²Ƙŀǘ ƛǎ ǎǇŜŎƛŀƭ ŀōƻǳǘ ǘƘƛǎΚ Lǘ ƭƻƻƪǎ ƭƛƪŜ ΨƧǳǎǘ ŀ ƳƻǳƴǘŀƛƴΩ ŀƴŘ ǘƘŜ ƳƻƳ ƛǎ ƴƻǘ 

ŜǾŜƴ ƭƻƻƪƛƴƎ ŀǘ ǘƘŜ ƳƻǳƴǘŀƛƴΦέBoth Caucasian and non-Caucasian focus group participants 

commented on the lack of ethnic diversity of the family. άLǎ /ŜƴǘǊŀƭ hǊŜƎƻƴ ƻƴƭȅ ŦƻǊ ǿƘƛǘŜ 

ŦŀƳƛƭƛŜǎΚέ

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

the print ad.Phoenix participants found the family-bonding subject of the ad appealing 

regardless of family status and described a trip where a family creates memories together as 

appealing. ά!ǎ ǿŜ ǾƛŜǿΣ ǿŜΩǊŜ ŀƭƳƻǎǘ ǇŀǊǘ ƻŦ ǘƘŜ ŦŀƳƛƭȅΣ ǿŜΩǊŜ ǎǘŀƴŘƛƴƎ ōŜƘƛƴŘ ǘƘŜƳέ 
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BRAND VIDEO

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

First reactions to the brand video were largely positive.Participants appreciated the diversity 

of people as well as the diversity of activities and experiences featured. άDƭŀŘ ǘƻ ǎŜŜ ǘƘŜǊŜ ƛǎ 

ƳƻǊŜ ǘƻ Řƻ ǘƘŀƴ Ƨǳǎǘ ƭƻƻƪ ŀǘ ƴŀǘǳǊŜΦέ

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

adventure, relaxation, inspiration, freedom, warmth, calm, peace. άLǘΩǎ ŀƴ ŜǎŎŀǇŜΗέ άƳŀƪŜǎ 

me want to see this with my loved ƻƴŜǎΦέ

Examples of specific scenes or elements of the video that stood out in discussion: 

Å Sun shining on the rocks and mountains

Å Rich green trees

Å Bright white snow 

Å Piano playing on a cliff

Å 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 were actually availablein Central Oregon. 



page44

BRAND VIDEO

Participants openly discussed and shared how they would improve the video.Some described liking all 

ofǘƘŜ ŀŎǘƛǾƛǘƛŜǎ ŀƴŘ ŜȄǇŜǊƛŜƴŎŜǎ ŦŜŀǘǳǊŜŘ ōǳǘ ŦŜƭǘ ǘƘŜǊŜ ǿŀǎƴΩǘ ŜƴƻǳƎƘ ǎǇŜŎƛŦƛŎƛǘȅΦ άDƛǾŜ ƳŜ ǘƘŜ ƴŀƳŜǎ 

ƻŦ ǘƘŜ ƘƛƪƛƴƎ ǘǊŀƛƭǎ ŀƴŘ ƴŀǘƛǾŜ ǘǊƛōŜǎ ŀƴŘ ǊŜǎǘŀǳǊŀƴǘǎ ǎƻ L ƘŀǾŜ ǎƻƳŜ ǎǇŜŎƛŦƛŎ ǊŜŀǎƻƴ ǘƻ ǾƛǎƛǘΦέ

Some participants wanted to see more focus on unique experiences to Central Oregon. ά²Ŝ ƘŀǾŜ ŀ ƭƻǘ 

ƻŦ ǘƘƻǎŜ ŜȄǇŜǊƛŜƴŎŜǎ ǿƛǘƘƛƴ ŘǊƛǾƛƴƎ ŘƛǎǘŀƴŎŜ ƻŦ ƘŜǊŜΣ L ƴŜŜŘ ǘƻ ƪƴƻǿ ǿƘȅ ƛǘΩǎ ǿƻǊǘƘ ƛǘ ƳŜ ǘƻ ǘǊŀǾŜƭ ǎƻ 

ƳǳŎƘ ŦǳǊǘƘŜǊΦέ 

Some participants also discussed the need for more focus on urban-centric activities. Although the 

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

more holistic Central Oregon experience that includes evening activities. ά!ǎƛŘŜ ŦǊƻƳ ŦƛǎƘƛƴƎ ŀƴŘ ƘƛƪƛƴƎ 

L ŦŜŜƭ ƭƛƪŜ L ǿƻǳƭŘ ƎŜǘ ōƻǊŜŘΣ L ǎǘƛƭƭ ŘƻƴΩǘ ƪƴƻǿ ǿƘŀǘ L ǿƻǳƭŘ Řƻ ǘƘŜǊŜΦ L ŎŀƴΩǘ Řƻ ƻǳǘŘƻƻǊ ŀŘǾŜƴǘǳǊŜ ŀƭƭ 

ǘƘŜ ǘƛƳŜΦέ

άL ǿƻǳƭŘ ǿŀƴǘ ƳƻǊŜ ǊŜƭŀȄŀǘƛƻƴ ŀƴŘ ƴƻǘ ǎƻ ƳǳŎƘ ǇƘȅǎƛŎŀƭ ŀŎǘƛǾƛǘȅΦέ 

ά¢ƘŜǊŜ ƛǎ ŀ ƭƻǘ ǘƻ Řƻ ǘƘŜǊŜ ōǳǘ ǎŜŜƳǎ ƭƛƪŜ ƴƻǘƘƛƴƎ ƛƴŘƻƻǊǎΦέ
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ADVENTURE C ALLS TRAILER

Focus group participants were then shown the Adventure Calls trailer and asked a number ofquestions. 
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ADVENTURE C ALLS TRAILER

First reactions to the Adventure Calls trailer were also largely positive.Focus group participants 

felt the messages in the video were conveyed with authenticity. άLǘ ŦŜŜƭǎ ƳƻǊŜ ŀǳǘƘŜƴǘƛŎ ǘƻ ƘŜŀǊ ŀ 

ǇŜǊǎƻƴ ǘŀƭƪ ŀōƻǳǘ ǘƘŜƛǊ ŜȄǇŜǊƛŜƴŎŜǎ ŀǎ ƻǇǇƻǎŜŘ ǘƻ ŀ ǾƻƛŎŜƻǾŜǊΦέ άLǘ ǿŀǎ ƳƻǊŜ ƎŜƴǳƛƴŜΣ ƭŜǎǎ 

ŦƻǊŎŜŘ ŀƴŘ ƘŀŘ ŀ ƴŀǘǳǊŀƭ Ŧƭƻǿ ǘƻ Ƙƛǎ ǎǘƻǊȅΦέtŀǊǘƛŎƛǇŀƴǘǎ ŎƻƳǇƭŜƳŜƴǘŜŘ ǘƘŜ ǾƛŘŜƻΩǎ ŘƛǎǇƭŀȅ ƻŦ 

people doing things rather than beautiful aerial landscapes. ά¢ƘŜ ŀŎǘƛƻƴ ƛǎ ƳƻǊŜ ŎƻƳǇŜƭƭƛƴƎΤ ƛǘΩǎ 

ǘŀƭƪƛƴƎ ǘƻ ƳŜΦέTop emotions felt by participants were excitement, adventure, fun, up-lifting, 

thriling, adrenaline and wanderlust. άDƻƛƴƎ ǘƻ ǘƘŜ ǘƻǇ ƻŦ ŀ Ƴƻǳƴǘŀƛƴ ƛǎ ƛƴǎǇƛǊŀǘƛƻƴŀƭΦέ

The video made some participants feel Central Oregon was more approachable. Having multiple 

people use phrases like, ά¸ƻǳ ƪƴƻǿ LΩǾŜ ƴŜǾŜǊ ŘƻƴŜ ǘƘƛǎ ōŜŦƻǊŜ ǊƛƎƘǘΚέ was noticed and conveyed 

the message that Central Oregon is accessible.

The connection to National Geographic was positively received.ά¢ƘŜ ŦŀŎǘ ǘƘŀǘ National 

DŜƻƎǊŀǇƘƛŎ ƛǎ ƛƴǘŜǊŜǎǘŜŘ ƛƴ /ŜƴǘǊŀƭ hǊŜƎƻƴ ƳŜŀƴǎ L ǎƘƻǳƭŘ ōŜ ƛƴǘŜǊŜǎǘŜŘ ƛƴ ƛǘΦέParticipants in 

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


