Trip Planning
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All Segments Start with a Desired Destination in Mind When Planning

Their Leisure Trips

First Steps In Choosing A Destination

B Keeping it Light M Self-Guided/Accidental = Aspirational ~ EWell-Rounded/Active =~ M Passionate
66%
; ; " " . 66%
Started with a desired destination(s) in mind e L =, 68%
_— 7%
21%
— s 21%
Started considering specific events you wanted to do 0 17% o
| 26%
A The first steps taken |
Started with a certain type of travel experience in mind | = 19% 259% by 2012 Oregon ﬁ
0 i
27% travelers are .m
, 13 consistent with first
Started with dates in mind, no particular destination in mind © 15% g steps taken by
0
13% | travelers from 2009
m%\oo\ | National.
0 1
Looked for packaged deals — no destination in mind 7% 8%
7% ’
1%
| 2%
Dont KnowRather not say 2%
2%
1%
Other please speci 3% ’
P fy Nﬁo
4%
Q11. What was your first step when selecting the ; Mandala _ mﬂmmmmHnF _LH..AH 104
destinations of this most recent trip?
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Technology and Family and Friends Are the Most Prominent Planning
Sources for Trip Planning Information

o Self- Well-
xmmw_hw It Guided Aspirational Rounded/ Passionate
Gathering Information 8 Accidental Active

Sample Size| 299 245 327 446 345
_ mo .a__.mn,n_,\ to the websites of the destination | am thinking of 66% 65% 559% 539 23%
visiting
| get [ i famil b -
om.mBmMMﬂwsgm:Qm.ﬁ_o:m from friends and family members (word 67% 58% 50% 55% 69%
| conduct a general web search, such as with Google or Yahoo 62% 54% 46% 50% 68%
I do wm.mmmqn: on 3rd nm_,ﬂ.,\ travel websites such as Orbitz.com, 41% 31% 30% 39% 42%
Expedia.com or Travelocity.com S
| read online reviews by “official » of the destination | Hiingane

ﬂ.mm | online reviews y “official sources” of the destination | am 30% 54% 1% 38% 35% generally
thinking of visiting IRLIIE
I read user generated sources (Trip Advisor, Virtual Tourist, etc.) 29% 1% 18% 299% 34% with 2009 |
for the destination | am thinking of visiting LR m
| read travel and travel related magazines 21% 9% 15% 34% 25% data
| request that brochures and information be sent to me in the mail p 5 ¢ . 5
of the travel destinations | am thinking of visiting 1 s 2% A5% i
| read the travel section of my newspaper 18% 6% 13% 23% 20%
| read independently published reviews in magazines and 0 0 o o
N 0,

newspapers of the destination | am thinking of visiting 1o g 10% 25% 3%
| ask my friends on Facebook 17% 8% 11% 27% 17%
| consult with a travel agent 10% 7% 12% 25% 9%
| contact convention and visitors bureaus 5% 8% 7% 17% 12%
| do a search on Facebook 7% 1% 3% 11% 6%
Other 4% 8% 6% 1% 5%
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[Q28B — PLAN VACATION] How do you typically gather information about leisure trips you plan to take
_ Insights * Strategy * Results

within the United States? Please select all that apply.
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Booking Behavior
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Approximately Halt of These [ravelers Book Within Three WWeeks of

Their Trip

\ 3% Advance Booking
, 4%
Same day 394 5%
2%
9%
| 0,
1-3 days | ‘ WSS L2 mf 11%
6% ’
9%
[3)
4-6 days 8 2% 3%
9%
17% .
7-14 days e L HH%U\&
15% ° H Keeping it Light
15-21 days l 9% B Self-Guided/Accidental
1 10% 13% m Aspirational
| oA 13% B Well-Rounded/Active
22-30 days [~ i E——— 10% ,
13% M Passionate
21%
0,
31-60 days |- ‘ T 96k
U /0 NND\Q
7% .
61-90days [ ‘ QI L0
& 10%
12%.,,
More than 90 days | = m.\n_
| 1 mk_
Q12. Thinking of your mast recent trip, how far in advance of your departure date % sz&me _memm.wn_.r H.HLO 107
did you start booking the trip? _ Insights * Strategy = Results



Vell Rounded Travelers are Iwice as Likely to Use On-Line Travel

Agencies to Book Flights and the Least Likely to Not Fly

Well-Rounded/Active travelers are also twice as likely to use a traditional travel agent when

compared to total sample

Keeping it

Light

Self-

Guided Aspirational
Accidental

Rounded
Active

Well-

Passionate

The respondents in
the National sample in
2009 booked directly
with the travel

Used online travel agency: Expedia/ 15% 14% 14% 28% 15% company online more ,‘
Orbitz/Travelocity etc often. Oregon 2012
Booked directly via website 12% 10% 15% 15% 13% " i
Used traditional travel agent 5% 6% 10% 16% 4% hpveler: meg enine W
Booked directly with travel by telephone 4% 3% 2% 6% 2% | travel agencies more |
Booked directly with travel online 4% 2% 4% 3% 3% | often. |
Booked through the destinations website 1% 1% 1% 3% 1% .

Booked in person after arrival 2% 0% 0% 2% 0%

Not applicable 57% 65% 54% 27% 62%

. Well-Rounded/Active Travelers booked other modes of transport twice as much as other segments |

S L Well-
_Amm._u_hm g mm_,ﬂ..mc_n_mo_ Aspirational Rounded Passionate
Other Transport s BRI Active Oregon 2012
299 245 377 446 345 travelers are more
Booked directly via website 12% 6% 10% 18% 11% likely to book other
Used online travel agency Expedia/Orbitz/ 7% 9% 9% 20% 8% modes of
Travelocity etc transportation
Used traditional travel agent 4% 4% 7% 14% 4%
Booked in person after arrival 7% 8% 6% 7% 6% ﬁ:mj the 2005
Booked directly with travel by telephone 3% 2% 3% 6% 3% National sample.
Booked directly with travel online 2% 1% 2% 4% 1%
Booked through the destinations website 1% 4% 2% 2% 1%
Not applicable 65% 66% 61% 29% 66%

[Q23 — BOOKED] Now, for each of the following you may have used for this most recent trip,
please indicate how each one was booked: Air Travel and Other Modes of Transport

MR
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Travelers Are Kely to Book Their Activities Once They Arrive at
Their Destination But Are Less Spontaneous About Booking Lodging

. Well-
Keeping it Light mMH_MM”.MM._u Aspirational Rounded/  Passionate
Active
Sample Size 299 245 327 446 345
Booked in person after arrival 28% 26% 15% 15% 31%
Booked directly via company website 10% 9% 10% 22% 9%
Mﬁmnmn_ online travel agency Expedia/ Orbitz/ Travelocity/ 5% 2% 7% 17% 59
Used traditional travel agent 3% 4% 6% 13% 3%
Booked through the destinations website 5% 4% a%, 6% 6%
Booked directly with travel company by telephone 3% 39, 2% 6% 39%
Booked directly with travel company online 2% 1% 1% 3% 0%
Not applicable 44% 52% 56% 18% 43%
: Well-
Keeping it Light m.MNMmMMW Aspirational Rounded/ Passionate
Active
Sample Size 299 245 327 446 345
Booked directly via website 18% 19% 19% 22% 19%
Used online travel agency Expedia/ Orbitz/ Travelocity/ 16% 15% 16% 27% 17%
etc.
Booked through the destinations website 13% 10% 9% 8% 12%
Booked in person after arrival 12% 16% 5% 6% 11%
Used traditional travel agent 5% 4% 9% 13% 5%
Booked directly with travel by telephone 6% 6% 6% 7% 8%
Booked directly with travel online 4% 1% 2% 4% 2%
Not applicable 27% 30% o 14% 27%
Mandala |Research, L1 109

[Q23 — BOOKED] Now, for each of the following you may have used for this most recent

trip, please indicate how each one was booked Insights * Strategy * Results
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Travel Party Composition
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‘ell-Rounded/Active Travelers Are Considerably More Likely to Travel

with Friends than With Other Family Members

Who They Traveled With

mmmmﬁm.
Traveled with my spouse or significant other | TSR ER . — 50y
51%
58%
G
Traveled with other family members | i %Ma .
| Yo
17%
Traveled with friends &= .-:.Hm_—moo 29%
19% 0
Hwﬁu H Keeping it Light
0,
Traveled with child children under | —— N\W.Mwm B Self-Guided/Accidental
: 1% N
SE50L Aspirational
Traveled alone S — Hw%wmﬁu B Well-Rounded/Active
I
13% 0 W Passionate
0%
0
Traveled with adult child children | mo\m
HH@
12%
%
3
Traveled with coworkers [ = mx_ -
4%

o)

0,
Traveled with organized group tour | HWAH

2

| % Mandala |Research, LLC 111
Q13. And, with whom did you travel on this most recent trip?
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On Their Most Recent Irip, Well Rounded Respondents Travelled wit

an Additional Household Member

Travel Party

i Travel Party © ETravel Household

Keeping it Light Self-Guided/Accidental Aspirational Well-Rounded/Active Passionate

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. :
Q13c. And, including yourself, how many people from your household were on % zmbmm.ﬁm _ Wmmmm.ﬂn? —LHLAH 112

this most recent trip? _Fm._m:nm + Strategy * Results



%

Length of Stay
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Keeping it Light Travelers Are More Likely to Take Long Weekends Giving
| Oregon the Opportunity to Provide Short Trip Itineraries on Their Website

45%

40%

35%

30%

25%

20%

15%

10%

5%

0%

Q37. Typically, how long are your cultural and/or heritage trips?

Across the board, very low percentages of travelers take more than a two week long |
trip , this is consistent with 2009 National — long weekends are most common. .

Length of .nc_ﬁ:wm_ and Heritage Trip

B Weekend B Long weekend 3-4 days .. During the work week 2-5 days

B Week long trip Two week long trip H More than a two week long trip

Keeping it Light Self-Guided/ Accidental Aspirational Well-Rounded/ Active Passionate

% Mandala |Research, LLC 114
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'ell Rounded Travelers Consistently Travel Further than Other

Segments

Except for Well Rounded, all of the Oregon 2012 survey segments traveled further than those
in the 2009 national survey.

Miles Traveled

W 2012 m2009

- 838
Keeping it Light
: : 1120
Self-Guided/Accidental
. 910
Aspirational
854
1045
Well-Rounded/Active
1043
. 1017
Passionate
865

[Q18 — MILEAGE] On your most recent trip, how far did you travel from your home one-way to get
to this destination? If you're not sure about the exact mileage, please make your best guess. E Mandala _ Wmmmm,ﬁnwr LLC 115
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Selt-Guided/Accidental Travelers Spend Nearly Two Additional

Overnights on Their Most Recent Trip Than Those in Other Segments

{

Number of Nights Oregon 2012 travelers tend
to stay on average one
night longer (2 nights for
self-guided /accidental
segment), than 2009
National sample travelers.

Keeping it Light

Self-Guided/Accidental
Aspirational

Well-Rounded/Active

[Q14 — LENGTH OF STAY] How many overnights did you stay while on this trip? E Mandala _ Wmmmmﬁnwr LI i1

__:mmm:ﬁm * Strategy * Results
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Mode of Transportation

7\—N Mandala |Research, LLC 117
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The Only Segment Who Flies More Often Than Drives is “Well Rounded”

There are some notable differences in transportation mode when comparing 2009 National CH Travelers . That study
found 66% of Keeping It Light travelers, 65% of Self-Guided/Accidental, 50% of Well-Rounded/Active, drove their own
cars. 34% of Well-Rounded/Actives and 26% of Passionate travelers flew

= E—_

Mode of Transport on Most Recent Trip

T 57%
(¢]
Keeping it Light
30% e
(¢}
Self-Guided/Accidental
E Automobile own
H Airline
36% 51% ™ Rental car
Aspirational M Recreational VehicleCamper
i Bus
59/ H Train
0,
) WL . Ship
Well-Rounded/Active
KL 57%
0
Passionate
I 1%
L 1%

Q19. Which of the following was your primary mode of transportation to get to the destination of your
most recent trip?

% Mandala |Research, LLC 118
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Recent Trips
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More Well-Rounded/Active Travelers ook 5 or More Irips Considered

| to be Cultural and Heritage Journeys

47%

31%

14%

o
4% 39

1%
B_-m

Number of Trips They Consider CH Trips

EO m1l

50%

43%

34%

10%
7%

0
4% 59,

Keeping it Light

Self-Guided/Accidental

Aspirational

2 H3 B4 E5+

Across the segments
(except for well-

rounded/actives),

Oregon CH travelers

took fewer trips they

consider to be CH trips

than their 2009 national
' counterparts.

27%

23%

15%

36%

11%
6%

4%

Well-Rounded/Active

Passionate

Q36. Thinking about the leisure trips you took in the US in the past 12 months, how many of those would E zmb&m.ﬂm _ WmmmmHnTu H.HLO 120

you describe as cultural and/or heritage trips?
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_qumo: Ranks High in Most Recently Visited States

. - self-Guided/ 2y Wl |
States Visited on Most Recent Keeping it Light : Aspirational Rounded/ Passionate
i Accidental e
Sample Size 1350 300 1360 598 981
California 29% 21% 28% 36% 28%
Washington 25% 19% 19% 22% 20%
Nevada 20% 21% 16% 19% 19%
Oregon 18% 18% 13% 17% 21%
Idaho 10% 16% 9% 8% 17%
Utah 14% 11% 8% 9% 14%
New York 5% 8% 6% 17% 8%
Florida 7% 5% 8% 15% 6%
Arizona 6% 9% 6% 11% 8%
Montana 5% 8% 5% 8% 13%
Hawaii 4% 3% 7% 13% 6%
Colorado 4% 6% 4% 8% 6%
Texas 3% 5% 4% 9% 4%

7\—N Mandala |Research, LLC 121

_ . . e
Q9. Thinking about your most recent trip, what state(s) did you visit? _ Insights + Strategy * Results
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Accommodations
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Well-Rounded/Active Travelers Are Somewhat More Likely to Stay in a
Hotel/Motel/Resort Than Those in Other Segments

ity : Well-
_Amm_u_nﬁm it mhhwmawﬁmw Aspirational Rounded Passionate

g Active
Sample Size 283 222 307 425 336
Hotel/Motel/Resort 62% 63% 56% 69% 62%
Stay with family or friend 29% 35% 26% 31% 36%
Recreational Vehicle/Camper/ Tent 7% 11% 6% 10% 11%
Bed and Breakfast 5% 6% 4% 17% 5%

Rental condominium o g % . .

Rental town home Rental house % - i 0% T4
m%%MWmMMHW:\M”MQo_‘:_:wcﬁs\ﬁoé: 3% 5% 59 89% 4%
Timeshare 6% 3% 4% 7% 7%
Took a cruise 3% 5% 4% 9% 4%
Other please specify 1% 3% 3% 1% 1%

" In 2009 National, 54% of Keeping it Light travelers stayed in hotels, motels or resorts, self-
w guided/accidental 68%, aspirational 58%, and 67% of well-rounded/active and passionate travelers
| used these types of accommodation for their stay. Aspirational travelers are staying with friends

' and family less than they did in 2009 (37%). |

[Q15 — ACCOMMODATIONS] And at which of the following accommodations did you stay E Mandala |Research, LLC 123

during this most recent trip? | Insights * Strategy * Results




Well-Rounded/Active Segment Are Much More Likely to Stay in a

Historic Property

Stayed In an Historic Property
24%

11% 11%
8%
; -
Keeping it Light Self-Guided/Accidental Aspirational Well-Rounded/Active Passionate
[Q16 — HISTORIC HOTELS] You indicated that you stayed in a hotel, motel or resort. Was the E Mandala _W.mmmmﬁn_.r LLC 124
building you stayed in a historical property? _memwﬁm + Strategy * Results



The Majority ot Travelers Tend to Preter Hotel Chains Over the lype ot

Independent Establishments That Primarily Exist in Oregon

Keeping it Light

Self-Guided/Accidental

Aspirational

Well-Rounded/Active

Type of Hotel

H Hotel chains B Independent properties

| 79% 21%

Passionate 24%
Q17A When you travel for leisure, do you prefer to stay in hotel chains or in independent % zmb&m_m._WmmmmHnF LLEC 4
properties? | Insights + Strategy * Results



Spending

Egmwm&m:w%mman? LLC 12
| Insights » Strategy * Results



Well-Rounded, Active Travelers Spend 70% More on Their Trip

Total Spent

H 2012 Oregon 2009 National

I $1533

Keeping it Light |- _
| $1,025

; 3 $1,645
Self-Guided/Accidental .

Aspirational

e R R e R,
Well-Rounded/Active | _

Passionate —

Recent trip (including transportation, lodging, entertainment, food and dining expenses, etc.). Please

Q21A. [TOTAL SPEND] About how much would you say you, personally, spent in total on this most E Mandala _ Research, LL.C Y
9

include spending on items that you paid for even if they were for other people. N=1663 | Insights + Strategy * Results



In Every Category of Spending, Well-Rounded Active Travelers Spend

the Most Followed by Self-Guided/Accidental

CH Segment Spending

bt .:m:m_uo_.ﬁmzo:_ M Lodging Meals M Entertainment and Cultural activities .. Shopping

Keeping it Light | S412 $555 $253 S309 $302

Self-Guided/Accidental |  $485 S655 $273 E S$371

Aspirational | S406 H $236 $243 $313
ol i oo iR /
Well-Rounded/Active $579 H $356 H S459
Passionate | $412 $473 $244 E S271

Q21B. How much did you spend o each of the following? Please include spending on activities % Zmbm_mmm _ H.NmmmmHnF —LH_O 128
that you paid for even if they were for other people.
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Economic Impact
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The Economic Impact of Well Rounded and Passionate Accounts Tor
Over Three-Fifths of the Total Economic Impact of CH Travelers

Well-
Aspirational Rounded  Passionate
Active

Total CH Non-CH Keepingit Self-Guided
Travelers Travelers Light Accidental

Sample Size 1663 338 299 245 327 446 345
Average Total Spend

ber Overnight Trip 31,618 $1,095 $1,533 $1,645 $1,286 $2,133 $1,347
Median # Trips 3 3 3 3 3 4 4
Estimated Pop* 47,481,007 9,650,379] 8,536,874| 6,995,097| 9,336,313| 12,733,932 9,850,238
Median HH Size 2 2 2 2 2 3 2
ﬂwwwﬁmg Economic | «1952gi1 | $15.88i $19.6Bil | $17.3Bil | $18.0Bil | $36.2Bil | $26.5Bil

| According to US Travel Association, 71% of the US population took a leisure trip. We have used this
percentage to calculate the economic impact of the Oregon and feeder market samples (including
Canadian Provinces surveyed) taking 71% of the populations of each state or province as the estimated
leisure traveler population, then multiplied that by the percentage of CH travelers within that group.

Q21. About how much would you say you, personally, spent in total on this most recent trip (including
transportation, lodging, entertainment, food & dining expenses, etc.)? Please include spending on items
that you paid for even if they were for other people.

Note: Formula (Average Total Spend * Median Leisure Trips * Estimated Population) / Median Household
Size = Estimated Economic Impact (in Billions); Total Spend, Leisure Trips and Population Estimates % gmﬂ&mwm _ Wmmmmﬂnwr H._Ln 130
Rounded. *71% of US population take leisure trips - Source US Travel: Travel Horizons 2012 _ Insights * Strategy * Results
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Online Sources and Social Media

% Mandala |Research, LLC 131

__bmmmrﬁm » Strategy * Results



Keeping it Self- Well-

; 2 Aspirational / Passionat
Internet Sites Visited Light Guided/Accidental sPifgtne Rounded/Active Sl

Well rounded,
passionate
and keeping it |
light travelers
are more
likely to use
Facebook and
Youtube

Q33. Which, if any, of the following internet sites do you regularly visit?

E Mandala |Research, LLC 132

_?mmmrﬁm * Strategy * Results



It You Want Travelers to Help Spread Your Message, Look to the Well-
Rounded/Actives for Assistance

Keeping it Light SeliEEn Aspirational el Passionate
Social Networking Sites Accidental Rounded/Active

Sample Size 299 244 327 446 345
Facebook.com 78% 70% 76% //84% '\ 82%
Youtube.com 47% 37% 34% [ 61% 47%
Twitter.com 18% 13% 16% / 31% \ 22%
Google.com 20% 9% 16% oo/ 20%
Pinterest.com 14% 8% 13% 19% 16%
Linkedln.com 15% 9% 13% 16% 13%
Yelp.com 7% 3% 4% 11% 6%
Instagram.com 7% 2% 3% 13% 5%
Flickr.com 6% 1% 3% 10% 4%
FourSquare.com 3% 1% 3% 8% 2%
Vimeo.com 3% 1% 2% 7% 1%
Usherplease 8% 13% 9% 2% 8%
specify

% Mandala |Research, LLC 133

Q34. Which of the following social networking sites do you use on a regular basis? _ Insights » Strategy * Results



ell-Rounded/Active Participants Are Technology Proficient and Have

Been Using Social Media Sites the Longest

Use of Social Networking Sites

i Less than 1 year B More than a year but less than 2 years m 2 to 3 years B More than 3 years .. Dont Know/Rather not say

3%

e

i 14% 11%

i o, i fml [0 e o] i e A e e ] [ L |
Keeping it Light Self-Guided/Accidental Aspirational Well-Rounded/Active Passionate

ZN Mandala |Research, LLC 134
Q35 How long have you used social networking sites? _ Tnsights - Strategy * Results



Targeted Marketing in the Right Travel Magazines is Likely to Reach

Nearly One-Third of Travelers

%

' The Well-Rounded/Actives read all types of publications more than other segments and are twice |
| as likely to read cultural related magazines.

| Oregon
Keeping it Self- S Well- . ,
:M:w Guided/Accidental Sopliatone! Rounded/Active Passlonate m MNMN
Sample Size] 299 244 327 446 345 e
Community newspaper 47% 44% 38% 43% 55% ﬂ no.sm_m.nmzﬁ
Entertainment magazines 41% 23% 31% 49% 36% with 2009
News magazines 39% 28% 30% 46% 39% _ National.
Travel related magazines 33% 26% 31% 49% 39%
Hobby related magazines 35% 28% 24% 35% 35%
General interest, city life or 36% 26% 25% 38% 32%
regional magazines _
Food/Wine related magazines 33% 18% 21% 39% 34%
Fashion/homemaking 28% 19% 24% 34% 33%
magazines
National newspaper 28% 23% 23% 34% 34%
Sports related magazines 32% 20% 18% 36% 23%
History related magazines 16% 16% 18% 30% 29%
Financial magazines 21% 10% 15% 24% 13%
Cultural related magazines 14% 6% 10% 29% 21%
Other please specify 9% 15% 7% 3% 9%

[Q32 — MAGAZINE] Which of the following types of publications do you typically read, either in ; gmﬁ&mmm _ WmmmmHan HLHLO 135
print or online? Please select all that apply. _stmmrnm » Strategy * Results



Specitically, the Most Bang tor the Advertising Buck May be Travel +

Leisure and AAA Magazines

Preferred Means of Reaching the Well-Rounded/Active Travelers Include National Geographic and
| Travel + Leisure.

Keeping it Self- i Well- y _
:_M.Z”m Guided/Accidental @ elictiona: Rounded/Active Rasslonate _<._cn: |
Sample Sizel 98 63 100 219 133 | higher |
National Geographic 52% 35% 41% 53% 53% readership “
Travel + Leisure 16% 26% 11% 58% 12% oftravel |
AAA Magazines 43% 42% 33% 41% 40% and leisure |
National Geographical 24% 17% 28% 41% 30% magazines |
Traveler for Oregon |
Sunset 27% - 13% 12% 37% 38% travelers vs.
Vacations 20% 16% 27% 38% 16% 2009
Coastal Living 22% 28% 12% 30% 22% National
Oregon Coast 16% 27% 13% 27% 22% | sample
Magazine (OR only) m i
Condé Nast Traveler 16% 12% 11% 23% 11%
Northwest Travel 20% 6% 9% 20% 21%
Magazine (OR only)
QOutside 16% 3% 5% 23% 11%
Travel 50 & Beyond 9% 6% 11% 20% 9%
Portland Monthly 2% 7% 3% 19% 7%
Magazine (OR only)
None of the above 3% 12% 8% 2% 3%

[Q32A — TRAVEL MAGAZINES] Which of the following types of travel publications do you % Mandala _ Research, LLC 12
typically read, either in print or online? Please select all that apply. _Famrﬁm + Strategy * Results




Given Oregon’s Superior Reputation for Excellent Food and Wine, the Two
Most Promising Publications for Advertising are Food & Wine and Bon Appetit

Keepingit @ Self-Guided Nepirarions) Well-Rounded peerEie
Light Accidental Active

Sample Size 98 43 69 175 117
Food & Wine 44% 35% 28% 62% 41%
Bon Appétit 41% 40% 49% 52% 43%
Better Homes and Gardens 46% 32% 29% 50% 50% :
Food Network Magazine 38% 26% 30% 45% 44% | No notable difference |
Cooking Light 32% 20% 24% 41% 32% between Oregon 2012 |
Gourmet 25% 23% 29% 42% 29% | and National 2009. |
Family Circle 29% 15% 11% 38% 38% _ |
Cooks lllustrated 21% 13% 17% 34% 27%
Wine Spectator 18% 7% 15% 31% 12%
Sunset Pacific NW edition 12% 28% 8% 28% 12%
Vegetarian Times 12% 11% 9% 22% 7%
The Wine Advocate 6% 11% 7% 27% 4%
Saveur 6% 12% 4% 20% 10%
All About Beer 5% 16% 6% 20% 7%
Northwest Palate 5% 1% 7% 21% 5%
Midwest Living 5% 3% 6% 21% 4%
Intermezzo Magazine % 3% 3% 13% 2%
None of the above 4% 4% 9% 4% 4%
Other please specify 5% 8% 8% 1% 10%

Q32B — FOOD/WINE MAGAZINES] Which of the following types of foodfwine publications do
you typically read, either in print or online? Please select all that apply.

% Mandala |Research, LLC 137
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Smithsonian, American History and History Channel Magazines Top the

List of Most Read Historical Publications

| In addition to these 3 publications, Well-Rounded/Active travelers also read Natural History magazine. u

Keeping it Light mMWMmew Aspirational Em_NWM“MQmQ Passionate

sample Size 49 40 58 133 101 Natural History and |
Smithsonian 50% 47% 47% 58% 53% American History |
American History 46% 41% 26% 59% 43% have far higher
History Channel 44% 30% 31% 55% 43% [eedership for
WMagazine Oregon 2012
Natural History 24% 33% 39% 50% 39% travelers than 2009
Military History 29% 38% 24% 41% 28%  National travelers. |
World War i 26% 36% 17% 45% 23%
Civil War Times 23% 26% 18% 36% 15%
Good Old Days 11% 15% 12% 33% 12%
Reminisce 17% 10% 11% 26% 14%
Preservation Magazine 10% 4% 12% 29% 11%
Realm 3% 3% 11% 25% 3%
Armchair General 6% 0% 8% 19% 6%
None of the above 16% 29% 13% 7% 15%
Other please specify 6% 4% 5% 2% 6%

[Q32C — HISTORY MAGAZINES] Which of the following types of history publications do you % Mandala _ Research, LLC 138
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National Geographic Tops the List of Most Read Cultural Publication

Oregon Coast Magazine is read by one-quarter of the
respondents and nearly 4 out of 10 Well-Rounded/Actives.

Kespinet — Aspirational e Passionate
Light Guided/Accidental Rounded/Active
Sample Size 42 15 33 130 73

National Geographic 85% 72% 70% 71% 78%
Rolling Stone 46% 34% 50% 56% 28%
Smithsonian 28% 45% 43% 51% 42%
History Channel Magazine 40% 37% 29% 45% a41%
The New Yorker 41% 34% 37% 48% 32%
Sunset Magazine (Pacific

Northwest Edition) S 20% 2B% 28 i
Gourmet Magazine 33% 24% 26% 42% 35%
Southern Living 22% 17% 27% 38% 26%
Oregon Coast Magazine 19% 15% 21% 37% 18%
Art in America 22% 15% 25% 35% 13%
Billboard 26% 19% 16% 33% 10%
None of the above 9% 3% 5% 6% 5%
Other please specify 9% 6% 2% 1% 4%

Oregon 2012 travelers far more likely to read National
| Geographic and Rolling Stone than 2009 National travelers.
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Future Travel
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All Oregon Segments Are Very or Somewhat Likely to Take Leisure Irip

within Next 12 Months More So Than Their National Counterparts

Likelihood to Take a Leisure Trip

H Oregon 2012 = National 2009

92% 92%
90%

88%
87%

81% 81%

Keeping it Light Self-Guided/Accidental Aspirational Well-Rounded/Active Passionate
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ell-Rounded and Passionate Segments Are Most Likely to Take CH

Focused Trip in Near Future

Only well-rounded % . .
beralar % Very/Somewhat Likely to Take CH Trip Next 12 Months
dramatically 76% 76%
increased their 72%
likelihood to take a
CH trip. i

50%

47% 47%
41%

44%

W 2012 Oregon
m 2009 National

Keeping it Light Self-Guided/ Aspirational Well-Rounded/ Passionate
Accidental Active
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An Opportunity Exists to Target the Well-Rounded/Active Travelers Who Are

More Likely to Report They Will Take More Leisure Trips in the Next 12 Months

Far more CH travelers in 2012 say they will take more trips than when asked in the 2009 National sample. Nationally,
only 23% of Keeping it Light travelers said they would take more trips, 14% of Self-Guided/Accidental, 23%
Aspirational, 38% for Well-Rounded/Actives and 24% for Passionates.

Travel Frequency

W | will take more m | will take the same amount o | will take fewer

Keeping it Light Self-Guided/Accidental Aspirational Well-Rounded/Active Passionate

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 leisure trips in the next 12 months?
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Good News: Nearly /7 out of 10 Respondents Would Consider Taking A

Trip to Oregon Within the Next Year

Well-Rounded/Actives and Passionates Are Most Likely to Consider Trip To
Oregon

% Who Would Consider Taking A Trip To OR Next 12 Months

82% 83%

Keeping it Light Self-Guided/ Aspirational Well-Rounded/ Active Passionate
Accidental
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Great Opportunity to Educate Passionates and Keeping it Light Segment
on the Varied Activities in Oregon

e z Well-
_Amm._u_zm : m.m:n..mc_gma Aspirational Rounded Passionate
Light Accidental -
Active

Sample Size 76 68 100 79 60
I'd rather visit another State 28% 25% 24% 24% 14%
No friends/family to visit 14% 20% 19% 18% 11%
no:,.,wam_.\_:m a different 15% 13% 16% 16% 0%
destination
| don't know what there is to 13% 10% 10% 89 15%
do or see there
It is too far to travel to 9% 5% 8% 10% 10%
Its too expensive 8% 1% 9% 7% 9%
Don't like the weather 4% 4% 1% 7% 5%
Not easily accessible 1% 3% 4% 5% 2%
Other please specify 8% 15% 10% 4% 15%

Q42. Would you consider taking a trip to Oregon in the next 12 months?

Q43b. IF NO, what's the primary reason you would not consider taking a trip to E zmb&&m _Wmmmm.mn_.r _.L_LO 145
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