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Cultural and Heritage Traveler Demographics

Total Total CH Non CH
Marital Status

Sample Sizel 2000 1662 338
Gender i Total-CH mNon-CH
Male 49% 49% 52%
Female : 51% 1% 48% Single never Bmimn_ . H@&N&
Race Living with significant other
White/Caucasian 83% 82% 90% R
I arrie 7%
w_mn_.n\.\p?_nm: 39% 39 3% b
American DivorcedSeparated
Asian/Pacific islander 10% 11% 5%
Native American 3% 3% 3% Widowed
Something else 3% 4% 2%
Age
B Gen Y (under 29) m Gen X (29-44) Boomers (45-64) M Matures (over 64)
Total G a5 i |
D57B. Whatis your mmham% Z—N Zmb&m.._m _Wmmmmanwr HL_.LQ 19
D58. What is your age”
? . _ Insights + Strategy * Results



Cultural and Heritage Traveler Demographics

Household Size Mean Household Income

& Under $75K M Over S75K

Total 2.7
71%
61% 0
Total CH 2.8 59%
Non CH 2.4 . 33% 35%
23%
Total Total CH Non CH

Q62. Please indicate your household size, or the number of people there are in your household?
D65. What was your TOTAL household income in 2011 before taxes? % zmb&mmm _ WmmmmHnTu H.hm 20
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Cultural and Heritage Traveler Demographics

Education Total - CH
Less than 9th grade 0% 1%
9th to 12th grade no diploma 2% 2%
High School Graduate or GED 14% 25%
Some college no degree 31% 24%
Associates Degree 13% 15%
Bachelors Degree 27% 23%
Graduate or Professional Degree 13% 10%

Employment Total - CH
Employed Fulltime 45% 30%
Employed Part-time 13% 11%
Fulltime homemaker 9% 10%
Fulltime student 5% 3%
Self-employed 6% 8%
Retired 15% 28%
Unemployed 5% 8%

D66. What is the highest level of education that you personally have completed?
D67. What is your current employment status?

D63 Do you have any children 18 years of age or younger living in your
household?

Have Children under 18 in
Household

37%

25%

Total CH Non CH

E Mandala |Research, LLC 21
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Travel To and Within
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ix Out of Ten Cultural and Heritage Travelers Take One or Two Irips

to Oregon Annually

Leisure Trips Taken Annually to State of Oregon
"0 E1 2 m3 4 mE5+

ey e T )

0,
19% 19%
7%
31%

CH n=288 Non-CH n=45

E Mandala |Research, LLC 23
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Q9b: How many trips for leisure do you take each year in the state of Oregon?



Oregon Assets Are Varied: Traditional Cultural Assets Are Deeply

Embedded in the Minds of Travelers

Awareness of Oregon CH Assets

I Non CH

Sarle .ﬁ%ﬁ

h..-lulﬁﬂ u.ﬁwdﬂm s

FEariyhusiarsazs

Q41: Which of the following are you aware of in Oregon? Please select all that

apply

This is true whether the traveler has
visited Oregon or not.

These varied assets can be used to
Oregon’s advantage, especially as
they relate to the well-rounded and
passionate segments.

Mandala |Research, LL.C
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These Same Historical and Traditional Assets Are Those [hat IMost

Closely Represent Oregon in the Minds of the Traveler

Most Closely Represent Oregon Historic properties, such as Timberline
- sampleSize 1662 | Lodge, are not well represented in the
minds of the travelers. However, an
opportunity exists to increase
marketing and advertising of assets
that span multiple geographic areas
such as public beaches and coastal

lighthouses.
Bandon Dunes Golf Courses
Windsurfing in Hood River
Q41b. From the above list, please rank the top 5 attractions/activities that most closely represent Z—W zmﬁmm;m _ WmmmmHn_.r H.H;ﬁ 25

Oregon in your mind with 1 being the most representative and 5 being the least representative? _ Insights = Strategy = Results



Oregon Beaches Rock: They Are Cited by All Travelers As Being the

Most Impactful Attraction/Activity When Planning a Trip to Oregon

Greatest Impact When Planning OR Trip

Crater Lake and the Columbia
River Gorge have a slightly
greater impact on planning for
non CH travelers than for CH

travelers.
| b i
| OregonCaves | 10% |
Windsurfing in Hood River
41c. From the above list, please rank the top 5 attractions/activities that have the most
impact on you when you are planning a trip to Oregon with 1 having the most impact E Mandala _Wmmmmﬂnwr LLC 28
and 5 having the least impact? _E&mrﬁm « Strategy * Results



An Excellent Opportunity Exists to Educate Travelers About the Varied

Activities Available in Oregon

Why Traveler May Not Consider a Trip to Oregon

mCH

I'd rather visit another State

No friends/family to visit

Considering a different destination

| don't know what there is to do or see there
It is too far to travel to

It's too expensive

Don’t like the weather

Not easily accessible

Other please specify

Q43b: What's the primary reason you would not consider taking a trip to Oregon n=551

= Non CH

VT 23%
0
17%
22%
16%
12%
11%
6%
9%
11%
8%
1 9%
4%
4%
3%
1%
10%
1 22%

27
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Regardless ot Type of Traveler, the Pristine Coastlines and Natural
Beauty of Oregon Prevails

Most Appealing About Oregon
Sample Size

Landscape/Scenery/Natural Beauty

Awesome/good ambience/atmosphere

Mountains/Mount Hood/painted hills/ volcanic mountains/Haystack Rock

Never been there before
Outdoors/getting out into nature
Beer/ Micro breweries

Lived in state or have relatives there

Miscellaneous 9% 5%

% Mandala |[Research, LLC 28
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Q43a: What is most appealing to you about taking a trip to Oregon?
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For Both CH and Non-CH Travelers, Las Vegas, NYC, and Portland were

Top Destinations. California Tops the List of States

ﬂmﬁwm SIS Seattle and LA destinations attracted a

California 29% 9% greater number of CH travelers than Non-

Washington 21% 21% CH travelers.

Nevada 19% 14%

Oregon 18% 13%

Idaho 12% 9%

W L = Top 10 Cities Visited

New York 10% 7%

Florida 9% 4% Las Vegas 12% 12%

Arizona 8% 1% Seattle 9% 5%

Montana 8% 3% Los Angeles 8% 3%
New York City 8% 7%
Portland 7% 7%

2012 Oregon CH Travelers were most likely to San Francisco 6% 3%

visit California and Washington on their most San Diego 5% 1%

recent leisure trip. The number of CH Reno 3% 2%

travelers to California is somewhat higher than Salt Lake City 3% 1%

Non CH travelers. A similar gap exists with Newport 3% 1%

Nevada and Oregon.

QB6: The term cultural andfor heritage traveler is sometimes used to describe

certain types of leisure travelers. Have you ever heard this term? % Mandala _HﬂmmmmHn.T LIL 30
7

Q9. Thinking about your most recent trip, what state(s) did you visit?

Q10. And thinking about your most recent trip, what city or cities did you visit? | Insights + Strategy * Results



Just Over Half ot Cultural and Heritage Iravelers Are Aware of the Term

Cultural/Heritage Traveler

RuarEnRssiof thesTerm An additional 16% of CHTs in the
CH Traveler Oregon study have heard of the
B Yes HNo ' term CH Traveler
24% compared to the 2009 National
CHT Study.

CH Non CH

[Q6 — AWARENESS] The term “cultural and/or heritage traveler” is sometimes
used to describe certain types of leisure travelers. Have you ever heard of % Mandala _ mﬂmmmmﬁnwr ﬁﬁ.ﬂ Bl
this term?

| Insights + Strategy + Results




Three-Fourths of Cultural and Heritage Travelers Identity with Definition

of Being a Cultural and Heritage Traveler

Definition

B Very well ® Somewhat well
Oregon travelers identify themselves with |
| the definition of CH traveler at rates
' comparable to the 2009 National findings.

|

CH Non CH

[Q31 — DEFINITION] Some people may describe a cultural and/or heritage traveler in the

following way: “a person who travels to experience the places, people, activities, and things
that authentically represent the past and present, including cultural, historic, and natural E zmﬂﬂ_m(—m :Nmmmmﬁn_.r H.H_ﬁu o2
resources.” How well does this describe you as a traveler? _ Insights + Strategy  Results




Cultural and Heritage Travelers Are 4 Times More Likely to Take a Trip

Defined by Cultural and Heritage Activities Than Are Non-CH Travelers

Likelihood of Taking CH Trip Compared to 2009 National Study, a greater
mCH = Non CH vmqnm:ﬁmmw of cultural and :mw_.ﬁmmm travelers
are more likely to take a CH trip than are non-
60% CH travelers.

Ranking Importance When Planning Vacation

Top 2

HCH = Non-CH

45%

31% 30% 5% 30%

Eating at nice restaurants and outdoor
activities are ranked higher in
importance by Non-CH travelers than CH

travelers.
Eating at nice Outdoor Cultural and Cycling
restaurants activities Heritage opportunity
attractions and
activities

Q39: How likely are you to take a cultural and/or heritage trip in the next 12

months N=2000
Q40: When planning your vacation which of the following is most important to % Zmbm&m _Wmmmmwn? HMLG =

you and which is least important Please rank the following N=2000 | Insights « Strategy + Results
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Activities
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Considerable Differences Separate Those Activities Considered to be

Cultural and Heritage by CH and Non-CH Travelers

op o e onsidered A e 0

Participated in an organized tour of local history or culture

Visited living history museums

Visited history museums/centers

Took a tour focusing on local architecture 39% 29%

Attended an art/craft fair or festival

Visited science museums/centers

Attended the theatre/play/opera (live performance)

’

Visited “Hall of Fame” museum (sports, rock’n’roll, etc.)

Attended live classical music performance 24% 16%

Self-guided walking tour 22% 18%
Q20. For the following activities, please indicate which you consider to be cultural and/or ; Mandala _Wmmmmﬁﬁg LLC 35
heritage activities. __:mmmrﬁm + Strategy * Results



CH Travelers Were Substantially More Likely Than Their Non-CH
Counterparts to Partake of Both Outdoor Activities and Shopping

Top 25 Activities Done on Most Recent Trip

Took a scenic drive

...

Shopped at museum stores

Visited theme or amusement parks

% Mandala |Research, LLC 36

Q20. For the following activities, please indicate which you have done
| Insights + Strategy * Results

on your most recent trip?



CH Travelers Participate in a Wide Variety of Activities at Higher Rates

than Non-CH Travelers

Top 25 Activities Done in Past 3 Years

Visited state/national parks

Took a scenic drive

e

| 43% | 17% |

| 41% |
mmﬂmmﬁox
| 39% |

T

| 11%
| 16%

S

FEL

i

e

hunting, fishing, etc.)

snow sports

’

Attended sporting events (professional, minor league, college, recreational leagues)

Sampled traditional artisan products (e.g. cheeses, candies, jams, etc.) 36% 4%
Q20. For the following activities, please indicate which you have done on a leisure trip ; gmb&.&m _Wmmmm.hn? H.LH.O 37
within the past three years? _ Insights * Strategy * Results



hile Cultural and Heritage Travelers Vehemently Agree with These

Statements, Non CH Travelers Are Much More Lukewarm

CH Non CH CH Travelers

Behaviors
also like to
partake in
I Emdnm.« taking trips ﬁ:m« are a combination of a wide variety of activities such as culture/ 83% 42% regional food
shopping/nature/exercise =
I like to bring back local/regional memorabilia from the places | visit and share them with 78% 48% activities; two

my friends and family of Oregon’s
“sweet spots”

| believe tasting foods/wines of the region I'm visiting is an important part of the cultural 73% 38%
and/or heritage travel experience

| seek travel experiences where the destination its buildings and surroundings have retained| 70% 31% Ingeneral, a

their historic character ~ higher

. . 66% | 32% ~ percentage of |
[ like to pursue a life of challenge novelty and change 2012 Oregon CH |
| want my travel to always be educational so | make an effort to explore and learn about the| 62% 18% ﬂ.m<m_m_.m agree
local arts culture environment m with these

sonr | g - statements than
I am willing to pay more for travel experiences that do not harm the environment ° ? _ 2009 National
g 9 ' CH travelers.

| spend more money on cultural and/or heritage activities while | am on a trip 1% i3
| would pay more for lodging that reflects the cultural and/or heritage destination I am 46% 16%
visiting

| often giveback by donating money volunteering etc to the cultural and/or heritage

_— : ; » 43% 29
destinations | have visited while on vacation ° 5

[Q29 — BEHAVIORS] Please indicate how strongly you agree with each of the following as they % Mandala _ Research, LLC 38
apply to your leisure travel. _Emmmrﬁm + Strategy * Results



Biggest Gaps In Factors Impacting Trip Activities Between CH and Non-

CH Travelers Are the Desires to Explore and Learn About Local Cultures

Motivators CH
In terms of
motivators,
. L o o
Relaxing and relieving stress 91% 80% Oregon CH
QOO 0
Creating lasting memories ¥ 73 ﬂ...w_<m_m_.m .
- - mirror their
4 |
Trying a new experience 1% ° 2009 national
829% 63% CH traveler
Enriching my relationship with my spouse/partner/children counterparts

759 489
Having stories to share back home % -

75% 13%
Explore a different culture 2% °

759 279
Learning more about history and local cultures i .

g 0,
To stimulate your mind/be intellectually challenged i 25

. . N 68% 42%
Pursuing outdoor recreational activities ° °

) 67% 49%
Pampering yourself

g 0,
Pursuing a hobby 55% 33%

v) 0,
Providing educational experiences for my children Saa 2200

0, 0
Seeking out solitude and isolation S 2

51% 22%

% Mandala |Research, LLC 3

| Insights * Strategy * Results

Challenging myself physically to feel physically energized

[Q30 MOTIVATOR] How important are each of the following factors when choosing the types of
activities you do on a leisure trip?



CH Travelers Iake Signiticantly More of Every Type of Trip and Their

Dwell Time is Longer

Average Number Leisure | 2009 National CH travelers took
Trips 7 an average of 5 leisure trips
- and non-CH Travelers took an

4.4
3.5 . average of 4. B Total CH = Non CH
Vacation =208 75%
S . 63%
Visiting friends & _ 10 o

Types of Trip

51%
Total CH Non CH Weekend getaway 32%
Family Reunion - o 14% 29%
: 20%
Average Number Wiedding = 10%
Combined Trips 17%
P Sports event 10% CH Travelers are more
2.5 Girlfriend getaway - 15% likely to take vacations
’ ) and visit friends than
Visit a culture or heritage site 2% 15% non-CH Travelers.
Getaway with the guys £ : 6% 11%
Church religious outing mﬁm&
Total CH Non CH °
School reunion 20 7%
National, CH traveler .99, and Non-CH .
travelers .31 Sorority/Fraternity 1% 4%

S1 1: Leisure pleasure vacation or personal purposes within the US

S1_3: Combined business and leisure within the US
S1b: And which of the following types of trips have you taken in the past 12 months Choose E zmﬂmﬂm _Wmmmm.wn? H.HLQ 40
as many as apply _Emmmrnm * Strategy * Results



CH Travelers Are More Likely to Include Personal Leisure Activities in the

Majority of Their Business Trips

% of Business Trips that Include Leisure Activities

"0 m10 20 =30 40 m50-950 100

9% 7%

9%

8%

16%

o)
= 16%

14%

6%

CH Non CH

S3: What percentage of your domestic business travel includes E Mandala _WmmmmHnT» HLHLO 41

personal leisure activities?

_memrﬁm + Strategy * Results
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Drivers of Destination
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For CH Travelers, Cultural and Heritage Activities Are Greater Drivers of Destination Choice

Although the Gap Is Narrower Than the National Sample, It Is Still Statistically Significant
&

2009 National

Far more Oregon travelers BCH =NonCH
said CH activities were 26%
important to their
destination choice than Driver of Destination Choice

' National Travelers 22%  22% me_oe

m mCH =NonCH °

| took one or more trips [took one or more trips |took one or more trips |took one or more trips None of the above
where the availability of where the availability of  where | sought out where | participated in
Cultural and/or heritage cultural and/or heritage culturaland/or heritage cultural and/or heritage

activities was a key activities helped me  activities but they were activities simply because
reason | chose to take choose between not a factor in choosing  they were available
the trip potential destinations  between destinations
[Q38 — DRIVER OF DESTINATION CHOICE] New, thinking about all the trips you have
taken over the past three (3} years in which you participated in cultural and/or heritage ; Zmbn—m._m _WmmmmHn.F HLHLAH 4
activities, which statement best describes you? _m:&m:ﬁm * Strategy ¢ Results



Both CH and Non-CH Travelers Plan Their Travel with a Desired

Destination in Mind
e e ———————— e

First Step in Selecting Destination

Sample Size 1662 337 Oregon 2012 CH Travelers are slightly more likely
Started with a desired destination(s) in mind 64% 67% to book their trip 7 to 14 days in advance than
ideri ifi are non-CH Travelers
M_M.imn_ considering specific events you wanted to 0% 15%
Started with a certain type of travel experience in _
mind 24% 12% ' 57% of travelers, compared to 44% in the 2009
Started with dates in mind, no particular 16% =5 - National Study, booked their last trip within a
destination in mind ° ’ month of taking the trip. "
Looked for packaged deals — no destination in mind|  10% 4% Booking Their Trip
Don’t Know/Rather not say 2% 5%
B CH ®ENonCH
Other please specify 4% 9%
Same day mo ...,,”._Qom&
1-3 days .,
' Those CH travelers who considered specific events they 5 lidd 17%
| . 5 i = a - = -
were interested In as a first step when selecting the S . 12%
i 0,
destination for their most recent trip is 5% lower than the 15 - 21 days e m&o&
2009 National Study. This seems realistic given the | 22-30days | — 11%
percent of CH travelers who are planning activities and Y mmpx
5 v 5 3 | = ays E -
attractions once they get to their destination. _ Y 4
o 61-90days ‘g , e mm“&
More than 90 days £ e . - HNN@&

Q11: What was your first step when selecting the destination of this most
recent trip? Please select all that apply

Q12: Thinking of your most recent trip how far in advance of your departure % ZNEQ&N _ WmmmmHnwr H.Hhu s
date did you start booking the trip _ Insights + Strategy * Results




Booking Behavior

E Mandala |Research, LLC 45
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Very Small Percentages of All Travelers Take Advantage of Booking

Their Trip Through the Destination Website

%

Flight Booking Oregon travelers in 2012
. used online travel agencies
Used online travel agency: Expedia/ Orbitz/ Travelocity... 18% 5% more than thel2009
Booked directly via company website National sample.
Used traditional travel agent
Many more Oregon
Booked directly with travel company by telephone travelers make flight
Booked directly with travel company online MHNN bookings compared to the
Booked through the destinations website W@m | 2009 National sample (65%
H, 72% Non-
Booked in person after arrival ! gb% CH, 72% Non-CH)

ECH
= Non CH

Not applicable 51% 66%

Transportation Booking

Booked directly via company website

11% More national travelers did
% book other modes of

transportation (69% CH and
82% Non-CH)

Used online travel agency: Expedia/ Orbitz/ Travelocity...
Used traditional travel agent

Booked in person after arrival

Booked directly with travel company by telephone
Booked directly with travel company online

Booked through the destinations website

Not applicable 739%
Q23 Now, for each of the following you may have used for this most recent E Zmd,&.&m _Wmmmmwnu_.r H\H.ﬂ ad
trip, please indicate how each one was booked _ Insights « Strategy * Results



An Opportunity Exists to Promote Oregon Activities Locally Once a

Traveler Arrives in Oregon

%

g Activities Booking Three-fifths of Oregon CH
travelers book activities.
= ) .
W Hoti-CH Booked in person after arrival 22%
M
Booked directly via company website o._,m than a quarter of the
national CH travelers booked
Used online travel agency: Expedia/ Orbitz/ Travelocity... activities after arrival. More
Used traditional travel agent than half of national CH
tra i kin
Booked through the destinations website ,.\m._wﬂm said booking |
activities was not applicable.
Booked directly with travel company by telephone
Booked directly with travel company online
_ i ,
| ._.:m.ﬂm ._m no Not applicable 70%
| statistical
difference in ‘ Accommodations Booking

method of booking

0,
activities and 20%

Booked directly via company website

accommodation in Used online travel agency: Expedia/ Orbitz/... 19%
2012 compared to Booked through the destinations website R% = .
the 2009 National Booked in Um__ao: after arrival Destination websites

are not highly used

| sample. However,
for booking accommodations

for over one-third
of the national CH
travelers, booking

Used traditional travel agent

Booked directly with travel company by telephone

Booked directly with travel company online

lodgings was not Not applicable 48%
applicable.
Q23 Now, for each of the following you may have used for this most recent E zmb&&m _Hﬂmmmmﬁnﬁu H.Hhu 47
trip, please indicate how each one was booked. _ Insights « Strategy * Results
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Travel Party Composition
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H Travelers Iend to Have a Larger Iravel Party and IViore Household

Members in Their Party than Non-CH Travelers
_—

With Whom They Traveled Average Travel Party

ECH =ENonCH
Traveled with my spouse or partner T T e e e A P m&& 4

Traveled with other family members

Traveled with friends —

Traveled with child/children under

Traveled alone

2009 National Study is consistent with
2012 Oregon findings in terms of
travel party size and composition.

Traveled with adult child/children

Traveled with coworkers ECH =NonCH

Traveled with organized group tour :
Average HH Members in Travel

Other please specify Party

ECH ENonCH

| There are marginal differences between travel companions in the
 National Study versus the 2012 Oregon study except a somewhat 2.3
_, smaller percentage in 2012 are traveling with other family members;

| economics may play a key factor here.

Q13A: And with whom did you travel on this most recent trip Please select all that apply
Q13B: Including yourself, how many people were in your travel party on this most recent trip?
Please include people from your household and friends/family who accompanied you but not

those whom you met as part of a group tour? % zmb dala _HNmmmm:u Ow.r WH_O 49

Q13C: And including yourself how many people from your household were on this most recent
trip? _ Insights « Strategy ¢« Results




Trip Characteristics

% Mandala |Research, LLC 5o
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CH Respondents Are More Likely to Travel Further to Get to Their

Destinations and More Likely to Travel by Air

Average Distance Traveled

Type of Hotel ' Both CH and
mCH mNon CH .
® Hotel chains B Independent properties Non-CH
respondents
traveled

986 _ :
| over 100 miles

more one-way
to get to their

destination
than their
CH Non CH Mode of Transport 2009 national
counterparts.
ECH ENonCH
Automobile own 54%
Airline
Rental car
RV Camper 2%, Nearly four in ten 2012
e N.p%& Oregon CH respondents flew
0 to their destination compared
Train mo\\% with nearly three in ten in the
Ship HH&W 2009 national sample.
(s}

Q17A: When you travel for leisure do you prefer to stay in hotel chains or in independent

properties . 1
Q18: On your most recent trip how far did you travel from your home one-way to get to this % zmb&mwm _Wmmmmﬂnwr WH.O >
destination ? If you're not sure provide your best estimate.

| Insights * Strategy  Results



Nearly Half of CH Travelers Stayed Five or More Nights on Their Most

Recent Trip

Oregon CH travelers stay on average one
additional night longer than national CH
travelers.

_ Type of Accommodation

Average Number of Nights ECH =NonCH

B CH = NonCH

/ HotelMotelResort 63%

Stay with familyfriend

Recreational Vehicle Camper Tent

Bed and Breakfast

Historic Property: Yes
There were no substantial

differences in types of
accommodations used by
Oregon CH travelers
compared to National CH
5% travelers.

[s)
13% Rental condo townhome house 7%

Timeshare 5%

3%
Took a cruise

CH Non CH Owned home condo townhome
apartment

5%

A very small percentage of the respondents stayed in
a historic property on their most recent leisure trip
but slightly higher than their national counterparts in
the 2009 National survey.

Q14: How many overnights did you stay while on this trip If your trip was just a day trip
Q15: And at which of the following accommodations did you stay during this most recent trip % Zmbﬁ_mHm _Wmmmmﬁﬁ?u HL—LO 52
Please select all that apply _memrﬂm + Strategy * Results



Non-CH Iravelers Are More Likely to Take Weekend Trips While CH

Travelers Enjoy Week Long Trips

# of Trips Considered to Oregon travelers take slightly longer trips than
be a CH trip | 2009 National sample counterparts.

B CH = NonCH

3

Length of CH Trip

B CH = NonCH

Weekend

Long weekend 3-4 days 3%

NationslTiavelers During the work week 2-5 days

consider slightly fewer of Week long trip
their trips to be CH trips.

Two week long trip

More than a two week long trip
Dont KnowRather not say

Other please specify

Q36: Thinking about the [insert QS1, Response 1& 3 answer] leisure trips you
took in the US in the past 12 months, how many of those would you describe

as cultural and/or heritage trips? % Mandala _ Research, LLC 53

Q37: Typically how long are your cultural and/or heritage trips? _ Insights * Strategy * Results



%

Spending
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CH Travelers Spent Considerably More Overall During Their Most

Recent Leisure Trip Than Non-CH Travelers

Average Spend Per Trip |

| CH Travelers outspent their counterparts on transportation, meals and shopping 7

B CH mENonCH

. Spending Breakdown
1,618
® Transportation M Lodging ™ Meals M Entertainment & Cultural Events B Shopping

o $278 IEFES $352

Oregon CH travelers in
2012 spent an average of
$546 (adjusted for
inflation) more per trip
than their national
counterparts; non-CH
Oregon travelers spent an
average of $436 (adjusted
for inflation) more.

Non CH L $257  $263

Q21: About how much would you say you personally spent on this most recent

Q22_1: How much did you spend on each of the following Please include

trip including transportaticn lodging entertainment, shopping? % Zmb&mwm_WmmmmHnT HLHLAH 55
7

spending on activities that you paid for even if they were for other people? _ Insights * Strategy * Results



Future Travel

E Mandala |Research, LLC s
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CH Travelers Are Most Likely to Take More Leisure Trips in the Next 12

Months

\

Oregon CH travelers Travel Frequency .

are far more likely to The percent of people saying they will

say they will take more mCH ®Non CH take fewer trips is lower for both CH and

leisure trips than their Non-CH travelers perhaps due to the
62%

improving economy (National sample
26% CH travelers and 34% Non-CH
travelers).

2009 national
counterparts (24% CH
in national sample)

36%

Likely to Take Leisure Trip in Next

12 Months
BmCH ®mNonCH
. . . ; . 90%
I will take more leisure | will take the same | will take fewer leisure
tripsinthe next 12 amount of leisure tripsin  trips in the next 12 70%
months the next 12 months months

In the 2009 National study, 81% CH
travelers and 70% non-CH travelers
were likely to take a leisure trip in
the next 12 months.

Very and Somewhat Likely

Q25: Thinking about your past travel in a typical year would you say you will take more leisure

trips the same amount of trips or fewer trips in the next 12 months Z—W Zmﬂ&mnm _ WmmmmHn“? H;H.ﬂ o7

Q26: How likely are you to take a leisure trip in the next 12 months? _ Insights « Strategy * Results




Pure Economics, Including Take Time Away from Work and Job

Security, Are the Key Barriers to Taking a Leisure Trip in Next Year

Economic Recession

Too busy, can’t get away from work
Health/medical issues

Too much hassle at airports

No one to travel with

Concern about personal job security
Don’t have any interest in travel
Personal safety/general safety concerns
Fear of terrorism

Other please specify

Impact on Taking a Leisure Trip

18% 28%
0
25%
22% 7
13% 20%
0
— 17%
0
3% 9%
4 0
8%
S 13%
2% &
0
6%
P 2% 0
14%
17%

Q27: Which of the following if any has an impact on your taking a leisure trip in

the next 12 months CH N=159, Non CH N=88

43%
40%

B CH @ NonCH

Those surveyed in the 2009
National sample reporting it was
the economic recession that
impacted them taking a trip was
66% for CH travelers and

70% Non-CH travelers.

Of the National sample, one-fifth
said they were too busy to travel
and one-fifth said they had health
or medical issues .

% Mandala _WmmmmHnF LLC
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Information Sources

E Mandala |Research, LLC 5o
_mem_.;m * Strategy * Results




outh and the Use of Search Engine Optimization Technology

Will Assist Greatly in Getting the Word Out on Oregon

Big differences exist between how travelers plan their trips and how they actually book them.
There is an opportunity for marketers to correct this disconnect.

Sources of Information

60% National CH
travelers go
directly to the
website of
destination for
planning
information.

57% of 2009 of
National CH
travelers took
recommendations
from friends and
family.

Mandala | Research, LLC

60

Sample Size 337
| go directly to the websites of the destination | am thinking of visiting 62% 41%
| get recommendations from friends and family members (word-of-mouth) 59% 44%
| conduct a general web search, such as with Google or Yahoo 56% 32%
| do research on 3rd party travel websites such as Orbitz.com, Expedia.com or 37% 21%
Travelocity.com
| read online reviews by “official sources” of the destination | am thinking of 31% 14%
visiting
| read user generated sources (Trip Advisor, Virtual Tourist, etc.) for the 26% 12%
destination | am thinking of visiting
| read travel and travel related magazines 23% 8%
| request that brochures and information be sent to me in the mail of the travel 21% 12%
destinations | am thinking of visiting
| read independently published reviews in magazines and newspapers of the 17% 5%
destination | am thinking of visiting
| ask my friends on Facebook 17% 5%
| read the travel section of my newspaper 17% 7%
| consult with a travel agent 14% 8%
| contact convention and visitors bureaus 11% 4%
| do a search on Facebook 6% 1%
Other 4% 14%

Q28: How do you typically gather information about leisure trips you plan to %

take within the United States?

__:mmarnm -« Strategy * Results
g gy
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Publications Read
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Travel Related Magazines, Such as National Geographic, Are Much

More Likely to be Read by CH Travelers

foil anonsipicallabeadiGaifinslon Bt Similarly, in 2009 National study, cultural and heritage
Sample Size| 1661 337 travelers were more likely to read newspapers and

Community newspaper 46% 39% || magazines than their counterparts.

News magazines 38% 19%

Entertainment magazines 38% 21%

Travel related magazines 37% 13%

General interest, city life or regional magazines 32% 11% Of those who typically read travel magazines in the

Hobby related magazines 32% 19% 2009 National Study, Travel + Leisure topped the list.

Food/Wine related magazines 30% 12%

National newspaper 29% 13%

Fashion/homemaking magazines 29% 16% Types of Publication

Sports related magazines 27% 15% Sample Size 614 44

History related magazines 23% 6% National Geographic 49% 12%

Cultural related magazines 18% 3% Travel + Leisure 46% 39%

Financial magazines 17% 11% AAA Magazines 40% 42%

Other 8% 18% National Geographical Traveler 31% 9%
Sunset 29% 25%
Vacations 26% 14%
Coastal Living 24% 12%
Oregon Coast Magazine 22% 4%

Oregon Coast Magazine has better placement opportunities Northwest Travel Magazine 17% 5%
for CH than non-CH travelers. Condé Nast Traveler 16% 18%

Outside 14% 4%
Travel 50 & Beyond 13% 5%
Portland Monthly Magazine 10% 3%
None of the above 4% 12%
Other 3% 12%

Q32: Which of the following types of publications do you typically read either in

print or online? % Mandala |Research, LLC &2

Q32A: Which of the following types of travel publications do you typically read,

either in print or online? _?mmmwﬁm « Strategy * Results



Specialty Publications Such as Smithsonian Magazine and National
Geographic are Good Marketing Targets for CH Travelers

Food and Wine Publications History Publications
Sample Size] 503 39 Sample Size| 381 271
Food & Wine 47% 37% —— = .
Bon Appétit 16% 34% Smithsonian 53% 23%
Better Homes and Gardens 45% 41% American History 46% 19%
Food Network M i 409 35% i
00 : e ,.._<oﬂ agazine % b I_mﬁoQ Channel 44% 38%
Cooking Light 33% 21% Magazine
Gourmet 32% 12% Natural History 40% 38%
Family Circle 30% 17% 5
. : ” »
Cooks lllustrated 26% | 12% AR T 2iie | 16
Wine Spectator 20% 14% World War I 32% 32%
Sunset Pacific NW edition 18% 13% Civil War Times 259% 6%
Vegetarian Times 14% 9%
IdD 209 9
The Wine Advocate 13% 4% oy Lo Days % =
mm(_.m_(__- H.Nnxu mg _Nm_\jm_\_mMH”m Hm& ”_.Nnx-
Q 0, 1
All About Beer 12% 3% ?mmm?m:o: 17% 7% In the 2009 National
Northwest Palate 10% 4% Magazine ; I
- — study, Smithsonian
Midwest Living 10% 0% Realm 12% 0% M : d th
- agazine an e
Intermezzo Magazine 6% 2% g
N oreot Tho shors = T Armchair General 10% 10% History Channel
Other 6% 6% None of the above 14% 27% ‘Magazine were the most
Other 4% 0% read history publications.

In the 2009 National study, the same food
and wine publications topped the list.

Q32B: Which of the following types of food/wine publications do you typically read either in

print or online
Q32C: Which of the following types of history publications do you typically read either in print

or online % Mandala |Research, LLC &3

Q32D: Which of the following types of cultural publications do you typically read either in print
or online _Emmm_.;m + Strategy ° Results




A Large Gap Exists between Cultural and Heritage and Non-Cultural and
Heritage in the Number Who Read Cultural Publications

Cultural Publications

Sample Size 292 9

National Geographic 75% 51%

Rolling Stone 45% 48%

Smithsonian 44% 42% The top contenders for cultural

History Channel Magazine 41% 20% Bmm.mm_:mm read in Noom <.<m_.m i
National Geographic, Smithsonian

The New Yorker 41% 8% Magazine and Southern Living.

m:.:wmﬁ Magazine (Pacific NW 3% 31%

Edition)

Gourmet Magazine 36% 15%

Southern Living 30% 9%

Oregon Coast Magazine 27% 0%

Art in America 26% 0%

Billboard 24% 0%

None of the above 6% 6%

Other 3% 0%

Q32D. Which of the following types of cultural publications do you typically read, either in % Mandala |Research, LLC &4

print or online? | Insights «
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Online Sources and
Social Media
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The Majority ot CH and Non CH Travelers Are Regular Users of

Facebook, Google and Youtube

CH Travelers take
advantage of social
networking sites such
as Facebook and
Youtube—the largest
video sharing site in
the world and a
cheaper and faster
vehicle for marketers
and advertisers

TSR E e T R LT S T

Yahoo.com has slipped from 2" place in 2009 to 5t place in 2012
as a regularly visited Internet site. Facebook and Youtube, on the
other hand, have risen significantly, especially among CH travelers
in the past 3 years.

Q33: Which if any of the following internet sites do you regularly visit? Please select all that apply
Q34: SOCIAL NETWORKING SITES] Which of the following social networking sites do you use on E Mandala _Wmmmmwor LLC e
a regular basis?

_H:mmm:nm « Strategy * Results



CH Travelers are Experienced Users of Social Media

Length of Time Using Social Media

ECH HENonCH

45%

23% 23%

Less than 1 year More thana 2 to 3 years More than 3 Dont
year but less years KnowRather not
than 2 years say

E Mandala |Research, LLC &
Q35: How long have you used social networking sites? _:ﬂmmmrnm + Strategy * Results



