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Industry Briefing – Industry Roundtables
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Industry Briefing – TRT Data



Industry Briefing – Hotel Occupancy Data
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Industry Briefing – Community Sentiment



Visit Bend
COVID-19 Recovery Strategy





Reminder: Not the Time to Visit Bend

Visit Bend currently finds itself 
in a place where it is necessary to 
flip its core function, discourage 
travel, slash budgets, and halt out 
of area marketing, all while being 
aware of the toll the closure is 
having on those that depend on 
tourism to thrive. 



Never Have I Ever Campaign Overview

The Never Have I Ever campaign is a take 
on the adolescent game encouraging locals 
and regional visitors to discover attractions, 
restaurants, tours, and other draws that they 
have not yet experienced during their time 
in Bend. 



Bend Ale Trail – COVID Version

In June the Bend Ale Trail turns 10 years 
old. However, the planning and launch have 
been put on hold. 

With restaurants and bars re-opening, we 
have an opportunity to engage with locals 
while introducing some new breweries as 
part of this interim Bend Ale Trail 
campaign. Prizing and redemption will be 
easier and will help to facilitate the 
economic recovery. 



COVID-19 Recovery – Media Strategy

Following our organic, local push, we’ll spend a small amount on the targeting of repeat visitors as travel 
restrictions are eased. TIMING: When appropriate to do so. In line with gov’t recommendations (June-July).  
GOALS: Spur economic recovery, drive referral traffic, increase engagement. TACTICS: Paid social, 
programmatic,  PR, influencers, native, owned media.

Expand to primary demographics in Portland Metro + Oregon. TIMING: TBD based upon guidance 
from officials (July-August). GOALS: Continue economic recovery, driver referral traffic, increase 
engagement. TACTICS: Paid social, programmatic, native, video, PR, influencers, connected TV, OPB, 
streaming audio.

Full transition from Never Have I Ever to This Is Bend. Primarily Portland + I-5 corridor targeting identified 
cohorts. TIMING: September onward if prior goals are met. GOALS: Website traffic (referral traffic), CTR, 
TRT, Occupancy demand, engagement. TACTICS: paid social, programmatic, native, video, PR, influencers, 
connected TV, cable + broadcast TV, streaming audio, terrestrial radio, podcasts, print.
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*We do not intend to spend any money marketing until the travel bans have been lifted. All investments are subject to change and based upon best financial forecasts. 



Visit Bend
Forecasting & Business Plan



The Economics of Recovery

Travel, both business and pleasure, were placed on hold for two months and  are 
now only beginning to slowly ramp back up. Restaurants were closed across the 
nation and those that stayed open only offered limited takeout menus. Although 
other industries, such as personal care services, health care, and education have 
seen significant impacts they do not compare to the disruption we have seen in 
the leisure and hospitality sector.

Despite the severity of this current shock there is some room for optimism. The 
travel and tourism sector is very resilient, particularly here in Central Oregon. 
Coming out of the Great Recession the travel and tourism sector began to 
rebound and add jobs years before any other industry started posting notable job 
gains.

As we begin to shift our focus towards the recovery from the Great Lockdown we 
can be confident that once the health crisis is resolved that our local economy and 
the leisure and hospitality sector will bounce back relatively quickly, just as we 
have in the past. 

*Data and words from Damon Runberg, State of Oregon Economist



The Economics of Recovery
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FY 2021 Budget



FY 2021 Strategic Plan

Following seven consecutive record years, Bend’s tourism industry 
must be creative, innovative, and nimble as we start to recover from the 
devastating economic damage caused by the COVID-19 pandemic. 

Visit Bend’s strategic plan for FY2021 is to focus its  resources on 
quality, branded destination marketing efforts. Reinvesting tourism 
dollars into programs that target and attract visitors who will leave a 
positive impact on the community will be Visit Bend’s primary 
priority, focusing on quality over quantity. We will reinvent what it 
means to be a sustainable and responsible community, while again 
welcoming tourists who will leave a positive impact both financially 
and socially.



FY 2021 Primary Strategies

Economic Development: Visit Bend is constantly engaged in dialogue with similar mountain towns experiencing tourism-related issues stemming from from the 
COVID-19 pandemic. It is through this filter that Visit Bend is committed to a marketing plan that will responsibly promote tourism and help local businesses find stable ground as 
we generate tax revenue for the vital services supported by the city’s general fund. Through Visit Bend’s concious branding efforts, the team will develop and implement programs to 
aid in bringing back living-wage work in the hospitality industry, enhancing the city’s year-round livability for guests and residents alike. 

Stewardship: Despite the economic downturn related to COVID-19, Bend remains a popular retreat for outdoor recreation. This requires a robust platform encouraging 
sustainability and responsible behavior among all users. Visit Bend’s sustainability efforts have been modeled by more than 20 similar mountain towns around the country, 
providing a toolkit and roadmap for a new generation of destination management organizations. Sustainability and stewardship will play a vital roll in Visit Bend’s COVID-19 
recovery strategy.

Brand Development: Advertising the Bend brand through strategically targeted media represents Visit Bend’s largest driver of traffic to visitbend.com, which flows qualified 
traffic to stakeholders throughout the region. In FY2021, Visit Bend will reimagine what it means to be great storytellers, creating content that can be adapted more strategically to 
target the right audience throughout the long journey to economic recovery. Using research-based media buying, Visit Bend will efficiently spend its significantly-reduced 
advertising budget while supporting a brand reflective of Bend’s values, maintaining the vision of our community for both visitors and locals.

Diversification of Tourism Offerings: Outdoor recreation is the foundation of Bend’s tourism appeal, which is helpful for the recovery mission ahead. As part of Visit 
Bend’s continued effort to diversify the city’s tourism offerings, fiscal Year 2021 will continue cultivation of Bend’s non-outdoor recreation tourism offerings, lending support to 
Bend’s hampered arts + culture industry through the Bend Cultural Tourism Fund and other marketing campaigns. Additionally, Visit Bend-led campaigns including Tenth Month 
and Bend Ale Trail Month will increase shoulder season visitations and drive the economy during the slowest times of the year. 



FY 2021 Goals + Objectives

ECONOMIC DEVELOPMENT
● Recover from monthly 85% YOY decreases in TRT collections to a 20% monthly YOY decrease by fiscal year end
● Continue to invest in arts + cultural programs through the BCTF, diversifying Bend’s recovering tourism industry
● Wisely invest Visit Bend’s reserve fund, created at the suggestion of city council, when the time is right to assist in the economic recovery 

and development
● Stabilize and grow jobs within the hospitality industry, course-correcting from a loss of nearly 7,000 local tourism-related jobs during 

the COVID-19 pandemic

BRAND DEVELOPMENT
● Maintain Visit Bend’s position as the most effective and most compassionate DMO in our region, serving as a model for destination 

marketing and management organizations during the recovery from the COVID-19 pandemic
● Launch This Is Bend signature campaign, providing a sense of pride to locals while effectively and considerately marketing our 

destination to visitors most likely to leave a positive impact on this community following their vacation

STEWARDSHIP
● Establish Bend as a leader in sustainable and responsible tourism through effective partnerships and collaborations which contribute to 

increased protection of our most valuable asset, the outdoors
● Increase reach and frequency of sustainability-related messaging to visitors once they’re here, utilizing stronger partnerships and 

involvement with local land managers and nonprofit organizations 



Questions 
+

Answers


