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2008-2009 

Corvallis Tourism Marketing Plan  

Dedication  
The staff, board and membership of Corvallis Tourism 

are dedicated to growing the tourism industry in Corval-

lis and Benton County.  We are dedicated to increasing 

the $79 million spent by visitors in Benton County each 

year and the over $1 million collected in transient occu-

pancy tax each year that benefits our City. 

Corvallis Tourism  

Vision  

ȰWe will operate Corvallis Tourism to the highest and 

best industry practices and as a result produce a vibrant 

cohesive tourism industry, operating at the best market 

ÓÈÁÒÅ ÔÈÅ ÅÃÏÎÏÍÙ ÃÁÎ ÁÌÌÏ×Ȣ Ȱ 

553 NW Harrison Blvd., 

Corvallis OR 97330 

(541) 757-1544 

www.visitcorvallis.com 

GPS coordinates: 38 degrees 11.89 N. 119 degrees 53.32 W. 
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Dear Members,  

Corvallis Tourism is pleased to present its 2008-2009 Marketing Plan. We believe that the economic climate during 

this fiscal year is going to be difficult for tourism and we will likely see a decrease in room demand of about 2% as 

compared to last fiscal year. However, if gas prices fall and business travel picks up this scenario could turn around 

quickly. 

4Ï ÈÅÌÐ ÍÁØÉÍÉÚÅ ÔÈÅ ÒÅÔÕÒÎ ÏÎ ÔÈÅ #ÉÔÙȭÓ ÉÎÖÅÓÔÍÅÎÔ ÉÎ ÔÏÕÒÉÓÍ 

marketing, we intend to pull the geographical scope of our  

marketing closer to Oregon. We will also move some of our leisure 

travel advertising onto Google, employing both their adwords and 

their content networks, utilizing their geographical targeting  

programs to make sure our ads provide the highest returns. 

Best wishes for a happy and successful 2008-2009. 

Sincerely, 

Kathleen Petrucela,  

2008-2009 Corvallis Tourism Board President 

Corvallis Tourism Marketing Plan  
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Dear Members,  

Tourism marketing has evolved faster over the last five years than at any time in my 30 year history in the industry. 

Corvallis Tourism has made every effort to stay on top of the wave by introducing new marketing techniques. These 

include: 

Consumer generated content 

Social networking 

Moving from a central Web site to an expanded web presence 

Increasing exposure to old and new media 

With all these new avenues to reach consumers, old methods of 

gauging success or failure are not working. To some CVBs, this 

means not changing and clinging to their old methods of reporting 

success. At Corvallis Tourism we are changing rapidly and trying to 

find new and more accurate ways of quantifying our results.  

We ask that the board and membership have patience with us as we 

learn new ways of quantifying and qualifying our metrics for suc-

cess. 

Sincerely, 

 

John Hope-Johnstone 

CEO, Corvallis Tourism 

Corvallis Tourism Marketing Plan  
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According to the Travel Industry Association (TIA), total domestic person trips will decrease in 2008-2009 by 
23 million trips as compared to 2007. Travel spending for domestic travel will grow slightly to $237 billion 
driven mainly by increases in the travel price index.    

Slow Growth in National Travel Spending Projected for 2008-2009. (TIA)  

Situation Analysis 

Flat Tourism Outlook for Corvallis Projected for 2008-2009: (Corvallis Tourism) 

Because of the mix of Corvallis business, Corvallis tends to follow national trends quite predictably.  
 
Presidential elections at the end of 2008 usually help with State and Governmental travel in the first two 
quarters of 2009. 
 
Business travel growth is expected to fall slightly in Corvallis in 2008-2009 following the national trend.  
 
Growth in leisure drive travel, the main mode of travel into Corvallis, will slow in 2008-2009 as people shorten 
their drive distance as a result of  high gas prices. The main change in this trend could come if gas prices fall 

back below $3.50 as a pent-up demand for travel would boost 2009 travel.  
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According to the Conference Board, the Consumer Confidence Index, which 

is  often a precursor for both business and leisure travel trends, has been  

falling over the last nine months. Those claiming business conditions are 

"bad" increased to 32.5 percent from 29.7 percent, while those claiming  

business conditions are "good" declined to 11.5 percent from 13.0 percent last 

month. Consumers' appraisal of the job market was also more pessimistic. 

Those saying jobs are "hard to get" increased to 30.5 percent from 28.3  

percent in May. Those claiming jobs are "plentiful" declined to 14.1 percent. 

Situation Analysis 

Situation Analysis Summary: Economic Worries Require New Marketing Actions  

Corvallis Tourism and other tourism organizations are making course corrections to their marketing plans. 

Fortunately (so far) vacationers and travelers are not willing to totally give up their travel plans. As Peter Ye-

sawich of the Y. Partnership recently reported: "They are trading down, but they are not trading out".   

Evidence of data suggests that travelers are continuing to travel, but that they are perhaps more inclined to 

book vacation and getaway type package deals and are searching for more online deals and discounts to save 

money. They are not traveling as far and are staying slightly closer to home. 

The Business Travel Coalition (BTC) recently put out a lengthy report on the seriousness of the situation: 

Ȱ7ÉÔÈ ÁÉÒÌÉÎÅÓ ÇÒÁÖÅÌÙ ÔÈÒÅÁÔÅÎÅÄȟ ÓÏ ÉÓ ÏÕÒ ÅÃÏÎÏÍÉÃ ×ÅÌÌ-ÂÅÉÎÇ ÉÎ ÔÈÅ 5ÎÉÔÅÄ 3ÔÁÔÅÓȢȱ 4ÈÅ ÇÒÏÕÐ ÍÁËÅÓ ÔÈÅ 

point that airlines are the primary source for inter -city transportation and are critical to national and local eco-

nomic development, the flow of human capital, the movement of just-in-time parts for manufacturing and the 

transport of perishable food and other items upon which the economy depends.  
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