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CLACKAMAS COUNTY BOARD OF COUNTY COMMISSIONERS 

Study Session Worksheet 

Presentation Date:  July 10, 2012      Approx Start Time:   2:00pm      Approx Length: 1 hour 

Presentation Title: Tourism & Cultural Affairs Update: Agency Contract, Five-Year Business 
Plan, Arch Bridge Re-Opening Event 

Department: Tourism & Cultural Affairs (CCTCA) 

Presenters:  Danielle Cowan/CCTCA, Jeannine Breshears/CCTCA, Daphne Wuest, TDC Chair 
and Peter Watts/TDC Vice Chair 

Other Invitees: Tourism Development Council Members 

WHAT ACTION ARE YOU REQUESTING FROM THE BOARD?  
Item 1) Review and consideration of awarding new 5-year contract for marketing agency 
services for the Department of Tourism & Cultural Affairs (CCTCA) with borders perrin 
norrander (sic; herein referred to as BPN), based on the Scope of Work in the RFP, the Phase 1 
proposal from BPN, and the final contract terms from BPN dated June 28th, 2012. 
 
Item 2) Review and comment on CCTCA’s DRAFT Five-Year Business Plan.  
 
 Item 3) UPDATE: Arch Bridge (Oregon City/West Linn) Re-Opening 

EXECUTIVE SUMMARY:  
Item 1) The Tourism Development Council (TDC), on behalf of the County, has a contract with a 
marketing agency to work with the Council and CCTCA staff to create and execute marketing 
strategies that promote to visitors this destination we call Oregon’s Mt. Hood Territory. The 
previous contract was with Turtledove Clemens for one year with four, one year renewals.  All 
renewals allowed for in the 2007-2012 contract have been used and expired as of June 30, 
2012.   
 
CCTCA worked with Purchasing to solicit an RFP for a marketing agency.  We set up a two 
phase process.  In the first phase we reviewed seven written proposals and recommended four 
finalists for presentations in phase two.  The phase one review committee members were: Peter 
Watts - TDC Chair, Daphne Wuest - TDC Co-chair, Tammy Thompson - Monarch Hotel, 
Courtney Ries - Travel Portland, and Danielle Cowan/Jeannine Breshears/Jae Heidenreich - 
CCTCA staff. 
 
The four agencies selected for phase two were BPN, Grady Britton, Turtledove Clemens, and 
Fish Marketing.  The presentations were made on June 11, 2012, with one hour for the agency 
to present their creative brief, followed by 45 minutes for Q&A.  The phase two review 
committee followed the rating procedures set up by the Purchasing staff.  The phase two review 
committee members were: Peter Watts - TDC Chair, Daphne Wuest - TDC Co-chair, Frank 
Casarez - TDC member, Steven Steinberg - TDC member, Judiaann Woo - Travel Oregon, 
Courtney Ries - Travel Portland, Jessica Curtis - Clackamas Town Center, and Danielle 
Cowan/Jeannine Breshears/Annie Bailey - CCTCA staff. 
 
Item 2) Per County Ordinance, CCTCA, in coordination the TDC, is to develop, adopt and 
implement a Tourism Development and Promotion Business Plan. This Plan addresses 
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elements of: tourism promotion, tourism development, conventions, visitor information services, 
special events and festivals, and the County Fair. The Plan may be revised from time to time, 
subject to Board of County Commissioners' approval.   
 
Copies of the summary and detailed versions of the draft business plan are attached.  These 
were written in collaboration with the TDC.  Copies of the Plan were provided to our tourism 
partners at our May Tourism Week Event wherein we asked for input.   
 
The Department recently sent out an email survey to our partners list serve soliciting input.  
While the survey instrument will remain open through July 6th, 90% of respondents reported 
being satisfied with the priorities as outlined in the plan and 94% reported satisfaction with the 
stated goals. Sixty-five percent of respondents ranked “Enhanced Visitor Services mobile 
technology” as being the most important priority over the next five years.  CCTCA is pleased to 
report we have already made headway on this front with the release of our first ever mobile 
website and our recently revamped website which includes on-line booking and on-line itinerary 
planning. 
 
When the survey instrument is closed, CCTCA, in collaboration with the TDC, will finalize the 
draft plan and will bring it forth to the BCC for its consideration and approval. 
 
Item 3) In January of 2010, the Oregon Department of Transportation (ODOT) closed the Arch 
Bridge for refurbishing.  CCTCA, in close partnership with the Willamette Falls Heritage Area 
Coalition (WFHAC), successfully coordinated a multicultural bridge closing event.  It was a cold 
and raining Saturday morning, but approximately 825 joined us for the ceremony.   
 
Because of the success of the closure event, ODOT asked CCTCA and the WFHAC to 
coordinate the bridge opening celebration which is scheduled for Friday, October 12 through 
Sunday, October 14.  This event, called Willamette Falls Festival is actually a series of events 
including a unique art event with artists featuring work derived from found items from the river 
and an interactive public sculpture made also of river reclaimed items; a farmer's market 
featuring locally grown foods and other agricultural products; a first fish celebration sunset 
drumming by the tribes, as well as a tribal canoe landing and friendship dance demonstration; 
illuminated flotillas of kayaks and other personal watercraft on the river; music and dancing, 
fireworks, a fun run/walk and or triathlon; a new pedestrian heritage tour; geocache event; a 
parade of cars spanning the time that the bridge has been in existence; a public wedding; an 
official bridge opening ceremony; and a host of other activities, attractions and features.   
 
Major partners in this endeavor include the Cities of West Linn and Oregon City, Clackamas 
County, the Willamette Falls Heritage Area Coalition, the Confederated Tribes of Grand Ronde,  
Portland General Electric, West Linn Paper Company and a host of other supportive entities that 
we are working collaboratively with to bring this major event to life. 
 
This Willamette Falls Festival has an official logo and marketing tools are under development as 
well as a sponsorship program. In the 2007 Tourism Master Plan there is a goal of creating a 
signature event for the region. With the level of involvement and amount of attention being 
directed towards the Falls Festival, TDC is anticipating that the Willamette Falls Festival has the 
potential of being such an event.           

FINANCIAL IMPLICATIONS (current year and ongoing): 
Item 1) The contract is based each year on a "not to exceed" amount that is determined in the 
County budgeting cycle. The amount for 2012-13 is $705,000 and is further broken down as 
Advertising (432400) $535,000; Marketing Materials (432403) $115,000; and Professional 
Services (431000) $55,000.  These categories will be broken down into specific projects and an 
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estimate for each project will be agreed to before any funds are allocated.  The proposed 
agency monthly retainer is $4,583.33 and covers the agency time for creative conception, 
analysis and reporting, general meetings that are not related to a specific project such as 
monthly TDC meetings, state tourism meetings and community meetings where we need the 
input of the marketing agency. 
 
Item 2) The new Five-Year Master Plan, when formally adopted, will provide high-level policy 
direction for CCTCA staff and the TDC.  Fiscal year allocations of staff and financial resources 
will be continue to be guided by the CCTCA’s Year to Year Business Plan, which is developed 
in coordination with the TDC.  
 
Item 3) As with the closure event, CCTCA will be contributing some financial resources towards 
making the Bridge ReOpening/Festival of the Falls a successful event. In addition to providing 
and paying for an event coordinator and other hard costs such as geocaching coins and 
logistics assistance, the Tourism Department’s contribution also includes significant staff 
involvement.    

LEGAL/POLICY REQUIREMENTS:  
Item 1) The initial contract will cover a one-year period from the date of the award, with 
additional one year terms upon mutual consent of CCTCA and BPN. The total term of the 
contract will not exceed five years, including all allowable renewal periods. 
 
Item 2) Per County Ordinance, CCTCA, in coordination the TDC, is to develop, adopt and 
implement a Tourism Business Plan and the Board of County Commissioners ultimately 
approves the Business Plan. 
 
Item 3) NA 

PUBLIC/GOVERNMENTAL PARTICIPATION:  
N/A 

OPTIONS:  
Item 1)  

1. Review and comment, for Chair’s signature, on new contract with BPN marketing 
services. 

2. Request TDC to reject all the proposals received and redo the RFP process. 

 
Item 2)  

1. Approve the outreach approach that TDC has undertaken for the renewal of its 5-year 
Business Plan and approve the direction and components of the Five-Year Business 
Plan as outlined.   

2. Suggest alternative or additional priorities and goals that the BCC would like to see 
incorporated into the next 5-Year Master Plan.  

Item 3)  
1. NA 

 
 
RECOMMENDATION:  
Item 1)  
The TDC, the review committee and CCTCA staff respectfully recommend that a new contract 
be implemented with BPN for the agency to provide marketing services. 
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Item 2)  
The TDC respectfully recommends that the BCC approve the public involvement approach that 
we have undertaken in developing a new Business Plan and the Business Plan components as 
outlined, but we welcome your ideas and comments.   
Item 3)  
The TDC respectfully requests that the BCC put the dates for the Willamette Falls Festival on its 
collective calendar and that Commissioners consider attending and participating in as many of 
the events as they like and are able to accommodate.    

ATTACHMENTS: 
Item 1) Marketing Agency RFP 
Item 1) BPN Phase One proposal 
Item 1) BPN final contract terms, June 28, 2012 
Item 2) 2012-2017 Business Plan – Detailed Version (DRAFT)   
Item 2) 2012-2017 Business Plan – Summary Version (DRAFT) 
Item 3) Copy of Willamette Falls Festival Logo 
Item 3) Current list of proposed activities 
 
 
SUBMITTED BY:  
Division Director/Head Approval _________________ 
Department Director/Head Approval __Danielle Cowan___ 
County Administrator Approval __________________   
 
 

For information on this issue or copies of attachments, please contact _Jim Austin_@ 503- 742-5901 
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Fiscal Impact Form 
 

RESOURCES: 
Is this item in your current work plan and budget?   

X  YES Items 1, 2 & 3 

 NO 

 

START-UP EXPENSES AND STAFFING (if applicable):  
 
 
ONGOING OPERATING EXPENSES/SAVINGS AND STAFFING (if applicable): 
Item 1)The contract is based each year on a "not to exceed" amount that is determined in the 
County budgeting cycle. The amount for 2012-13 is $705, 000 and is further broken down as 
Advertising (432400) $535,000; Marketing Materials (432403) $115,000; and Professional 
Services (431000) $55,000. 
 
Items 2 & 3) NA 
 
ANTICIPATED RESULTS: 
Item 1) BPN is responsible to report metrics monthly, by campaign, by quarter and on an annual 
basis. By medium, the metrics are: Website traffic (via Google analytics); Digital banners (via 
MediaMind); SEM metrics (via Google); Print (via impressions, CPM, fulfillment cards); TV (via 
Nielsen); Email.  BPN will report all metrics in a comprehensive and clear document to CTTCA 
for distribution to TDC and other stakeholders. In the report, analysis will be included that 
connects website traffic and actions performed on the site to media spend to provide correlation 
and context. 
 
Items 2 & 3) NA 
 
COSTS & BENEFITS: 

 
 

Costs: 

 Item Hours 
Start-up 
Capital 

Other 
Start-up 

Annual 
Operations 

Annual 
Capital 

TOTAL 

 Advertising      $535,000 

 Marketing Materials      $115,000 

 Professional Services      $55,000 

        

Total Start-up Costs       

Ongoing Annual Costs       
 

Benefits/Savings: 

 Item Hours 
Start-up 
Capital 

Other 
Start-up 

Annual 
Operations 

Annual 
Capital 

TOTAL 

        

        

Total Start-up Benefit/Savings       

Ongoing Annual Benefit/Savings       
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REQUEST FOR PROPOSALS  

2012 MARKETING AGENCY SERVICES 
 

TOURISM AND CULTURAL AFFAIRS 
 
 

BOARD OF COUNTY COMMISSIONERS 
 
 

CHARLOTTE LEHAN, Chair 
 

JIM BERNARD, Commissioner 
 

JAMIE DAMON, Commissioner 
 

ANN LININGER, Commissioner 
 

PAUL SAVAS, Commissioner 
 

________________________ 
 
 

Steve Wheeler 
County Administrator 

 
 

Lane Miller 
Purchasing Manager 

 
 

Tom Averett 
Buyer 

 

COUNTY REQUEST FOR PROPOSAL OPENING 

 
DATE:  April 30, 2012 

PLACE:   Clackamas County Purchasing 

Clackamas County Public Services Building 

2051 Kaen Road, Oregon City, OR  97045 

 
TIME:  4:00 PM 
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SCHEDULE 

 

 REQUEST FOR PROPOSAL ISSUED     April 9, 2012 

 
LAST DATE FOR SPECIFICATION PROTEST SEVEN (7) days prior to RFP 

Opening 

 RFP OPENING       April 30 2012 
         4:00 PM 

LAST DATE TO PROTEST AWARD SEVEN (7) days from the Intent to 
Award 
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contract execution) 
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SECTION 1 

REQUEST FOR PROPOSALS 

 
 Notice is hereby given that Clackamas County, through its Board of County Commissioners, will 
receive sealed proposals per specifications until 4:00 PM, April 30, 2012, to provide 

2012 MARKETING AGENCY SERVICES 
 

No Proposals will be received or considered after that time. 
 
Clackamas County is requesting proposals from qualified and interested firms for professional services related 
to developing and implementing marketing and advertising plans for the Tourism & Cultural Affairs 
Department, based on the current TCA Master Plan Update 2007-12, FY 2011-12 Business Plan, as well as 
planning work documented in the previous Master Plans and Destination Audit.  These documents are found 
online at www.mthoodterritory.com/partners/ on the tourism Partners’ Resource section. In addition, TCA is 
currently undertaking a process to develop its next five-year Business Plan which will be available in July 2012. 
 
 
 Proposal packets are available at Clackamas County Purchasing, Clackamas County Public Services 
Building, 2051 Kaen Road, Oregon City, OR  97045, telephone (503) 742-5444 between the hours of 7:00 AM 
and 6:00 PM Monday through Thursday.  Sealed proposals are to be sent to Lane Miller – Purchasing 
Manager at the Kaen Road address.  Proposals will be opened in the Purchasing Department, located on the 
fourth floor of the Public Services Building, at the designated time. 
 
Each proposal must contain a statement as to whether the vendor is a resident vendor, as defined in ORS 
279A.120. This is not a public works contract subject to ORS 279C.800 through 279C.870, the Davis Bacon Act 
(40 U.S.C. 3141 et seq.). 
 
The Clackamas County Board of County Commissioners reserves the right to reject any and all proposals not 
in compliance with all prescribed public bidding procedures and requirements, and may reject for good cause 
any and all proposals upon the finding that it is in the public interest to do so and to waive any and all 
informalities in the public interest.  In the award of the contract, the Board of County Commissioners will 
consider the element of time, will accept the proposal or proposals which in their estimation will best serve 
the interests of Clackamas County and will reserve the right to award the contract to the contractor whose 
proposal shall be best for the public good. 
 

    DATED this 9th day of April, 2012 

             

   ____________________________________________ 

    Lane Miller, Purchasing Manager 

http://www.mthoodterritory.com/partners/
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SECTION 2 

INSTRUCTIONS TO PROPOSERS 

2.1. GENERAL 

Proposers shall study carefully and conform to these "Instructions to Proposers" so that their 
proposals will be regular, complete and acceptable. 

2.2. PROPOSALS  

All proposals shall be legibly written in ink or typed and comply in all regards with the requirements 
of this solicitation. 

Proposals carrying orders or qualifications may be rejected as irregular. 

All proposals shall be signed in ink in the blank spaces provided herein (Section 4).  If the proposal is 
made by a firm or partnership, the name and address of the firm or partnership shall be shown, together with 
the names and addresses of the members.  If the proposal is made by a corporation, it shall be signed in the 
name of such corporation by an official who is authorized to bind the contractor.  The proposals will be 
considered by the County to be submitted in confidence; proposers will be notified if a request is made for 
public disclosure of the proposal prior to completion of the evaluation and negotiation process. 
 
2.3 SUBMISSION OF PROPOSALS 
 

All proposals must be submitted in a sealed envelope bearing on the outside the name and address 
of the contractor. If the proposal is forwarded by mail, the sealed envelope containing the proposal and 
marked as directed above must be enclosed in another envelope addressed as follows: 
 
  Clackamas County Purchasing 
  Attention:  Lane Miller, Purchasing Manager 

  2012 MARKETING AGENCY SERVICES 
  Clackamas County Public Services Building 
  2051 Kaen Road 
  Oregon City, OR  97045 

2.4. RECEIPT AND OPENING OF PROPOSALS 

Responses shall be submitted prior to the time fixed in the advertisement for proposals.  Proposals 
received after the time so designated will be considered late proposals and will be returned unopened. 

No responsibility will be attached to any official of the County for the premature opening of, or the 
failure to open, a proposal not properly addressed and identified. 
 

The proposals will be considered by the County to have been submitted in confidence.  At the time 
fixed for the opening, the proposals shall be opened so as to avoid disclosure of contents to competing 
offerors, the public and the media during the process of evaluation and negotiation.  A register of proposals 
shall be prepared and shall be open for public inspection after contract award along with the contents of the 
proposals.  Once the closing time and date arrive, the names of the offerors submitting proposals are read 
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publicly.  No other information will be disclosed during the evaluation and negotiation process unless 
required by law. 

2.5. WITHDRAWAL OF PROPOSALS 

Proposals may be withdrawn by written or telegraphic request received from the contractors prior to 
the time fixed for opening.  Negligence on the part of the vendor in preparing the proposal confers no right 
for the withdrawal of the proposal after it has been opened.  The proposal will be irrevocable until such time 
as the Board of Commissioners: 

  a. Specifically rejects the response, or; 

  b. Awards a contract and said contract is properly executed. 

Contractors' responses shall be valid for at least ONE-HUNDRED TWENTY (120) days. 

2.6. MODIFICATION 

Any proposer may modify his/her proposal by registered communication at any time prior to the 
scheduled closing time for receipt of proposals, provided such communication is received prior to the closing 
time.  The communication should not reveal the proposal price but should provide that the final price or 
terms will not be known until the sealed proposal is opened. 

2.7. ACCEPTANCE OR REJECTION OF PROPOSALS 

In the award of the contract, the Board of Commissioners will consider the element of time, will accept the 
proposal which in their estimation will best serve the interest of Clackamas County, and reserves the right to 
award the contract to the contractor whose proposal shall be best for the public good.  The Board of 
Commissioners reserves the right to accept or reject any or all.  Without limiting the generality of the 
foregoing, any proposal which is incomplete, obscure or irregular may be rejected.  Only one proposal will be 
accepted from any one firm or association.  Any evidence of collusion between proposers may constitute a 
cause for rejection of any proposals so affected.  

The County shall, pursuant to ORS 279A.120, for the purposes of awarding the contract, add a percent 
increase on the proposal of a nonresident proposer equal to the percent, if any, of the preference given to 
that proposer in the state in which the proposer resides.  “Resident proposer” means a proposer that has 
paid unemployment taxes or income taxes in this state during the 12 calendar months immediately preceding 
submission of the proposal, has a business address in this state and has stated in the proposal whether the 
proposer is a “resident proposer”. 

The County may accept any items or groups of items of any offer, unless the proposer qualifies his/her offer 
by specific limitations. 

2.8. ADDENDA AND INTERPRETATIONS 

 No oral interpretations shall be made to any proposer as to the meaning of any of the contract 
documents or be effective to modify any of the provisions of the contract documents.  Every request for an 
interpretation shall be made in writing and addressed to the Purchasing Manager and, to be given 
consideration, shall be received at least SEVEN(7) days prior to the date set for the opening of proposals.  Any 
and all such interpretations will be mailed to all prospective proposers (at the respective address furnished 
for such purposes) not later than two (2) days prior to the date fixed for the opening of proposals.  Failure of 
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any proposer to receive any such addendum or interpretation shall not relieve such proposer from any 
obligation under this proposal as submitted.  All addenda so issued shall become as much a part of the 
contract documents as if bound herein. 

2.9. NONDISCRIMINATION 

 The successful contractor agrees that, in performing the work called for by this proposal and in 
securing and supplying materials, contractor will not discriminate against any person on the basis of race, 
color, religious creed, political ideas, sex, age, marital status, physical or mental handicap, national origin or 
ancestry unless the reasonable demands of employment are such that they cannot be met by a person with a 
particular physical or mental handicap. 

2.10. FAILURE TO SUBMIT OFFER 

 If no offer is to be submitted, do not return the RFP.  Failure of the recipient to offer, or to notify the 
issuing office that future solicitations are desired, will not result in removal of the name of such recipient 
from the mailing list for the type of supplies or services covered by the solicitation.  

2.11. PREPARATION OF OFFERS 

 Proposers are expected to examine the specifications, schedules and all instructions. 

 Each proposer shall furnish the information required by the solicitation.  Proposers shall sign the 
solicitation and print or type their name on other submitted exhibits and each continuation sheet thereof on 
which an entry is made.  Erasures or other changes shall be initialed by the person signing the offer.  
Proposals signed by an agent are to be accompanied by evidence of his/her authority unless such evidence 
has been previously furnished. 

 Proposers shall state a definite time for delivery of supplies or for performance of services. 

 Time, if stated as a number of days, will include Saturdays, Sundays and holidays.  

2.12. INQUIRIES 

 Questions regarding this Request for Proposals shall be addressed to: 

Mr. Lane Miller, Purchasing Manager, 503.742.5444. 

2.13 SPECIFICATIONS LIMITING COMPETITION 

 Proposers may comment on any specification or requirement contained within this RFP, which they 
feel limits competition in the selection of a proposer to perform the services herein defined.  Protests shall 
detail the reasons and any proposed changes to the specifications.  Such comments shall be formal in writing, 
and are to be addressed to:  
 

Clackamas County Purchasing Manager 
Specification Protest, 2012 Marketing Agency Services - 

2051 Kaen Road,  
Oregon City, OR  97045 
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 Such comments shall be submitted to Clackamas County no later than five (5) days prior to the 
opening date.  No comments will be accepted after that time. 

2.14. EMPLOYEES NOT TO BENEFIT 

 No employee or elected official of Clackamas County shall be admitted to any share or part of this 
contract or to any benefit that may arise therefrom; but this provision shall not be construed to extend to 
this contract if made with a corporation for its general benefit. 

2.15. COUNTY FURNISHED PROPERTY 

 No material, labor or facilities will be furnished by the County unless otherwise provided for in the 
Request for Proposal.  

2.16. NOTICE OF INTENT TO AWARD 

The notice of intent to award of the contract by Clackamas County shall constitute a final decision of 
the County’s intent to award the contract if no written protest of the award is filed with the County 
Purchasing Manager within SEVEN (7) calendar days of the notice of intent to award.  If a protest is timely 
filed, the award is a final decision of the County’s intent to award only upon issuance of a written decision 
denying the protest and affirming the award.  The award and any written decision denying protest shall be 
sent to every proposer who provided an address.   

 
Right to Protest: Any actual proposer who is adversely affected or aggrieved by the County’s award 

of the contract to another proposer on the same solicitation shall have SEVEN (7) calendar days after notice 
of intent to award has been issued to submit to the County Purchasing Manager a written protest of the 
award.  The written protest shall specify the grounds upon which the protest is based.  In order to be an 
adversely affected or aggrieved proposer with a right to submit a written protest, a proposer must be next in 
line for award, i.e. the protester must claim that all higher rated proposers are ineligible for award because 
they are non-responsive or non-responsible.  The County will not entertain protests submitted after the time 
period established in this rule. 

 
2.17. REIMBURSEMENT 

 There is no expressed or implied obligation for Clackamas County to reimburse responding firms for 
any expenses incurred in preparing proposals in response to this request. 
 
2.18.  DEFAULT 

 The County may, subject to the provisions of paragraph (4) below, by written notice of default to the 
Contractor, terminate the whole or any part of this contract in any one of the following circumstances. 

1. If the Contractor fails to make delivery of the supplies or to perform the services within the time 
specified herein or any extension thereof; or 

2. If the Contractor fails to perform any of the other provisions of this contract, or so fails to make 
progress as to endanger performance of this contract in accordance with its terms, and in either of these two 
circumstances does not cure such failures within a period of ten (10) days (or such longer period as the 
County may authorize in writing) after receipt of notice from the County specifying such failure. 
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3. In the event the County terminates this contract in whole, or in part, as provided in paragraph (2) 
above of this clause, the County may procure, upon such terms and in such manner as the County may deem 
appropriate, supplies or services similar to those terminated, and the Contractor shall be liable to the County 
for any excess costs for such similar supplies or services; provided, that the Contractor shall continue the 
performance of this contract to the extent not terminated under the provisions of this clause.  

4. Except with respect to defaults of subcontractors, the Contractor shall not be liable for any excess 
costs if the failure to perform the contract arises out of causes beyond the control and without the fault or 
negligence of the Contractors.  Such causes may include, but are not restricted to, acts of God or of the public 
enemy, acts of the County in either its sovereign or contractual capacity, fires, floods, epidemics, quarantine 
restrictions, strikes, freight embargoes and unusually severe weather; but, in every case, the failure to 
perform must be beyond the control of both the Contractor and subcontractor, and without the fault or 
negligence of either of them, the Contractor shall not be liable for excess costs for failure to perform, unless 
the supplies or services to be furnished by the subcontractor were obtainable from other sources in sufficient 
time to permit the Contractor to meet the required delivery schedule. 

5. The rights and remedies of the County provided in this clause shall not be exclusive and are in 
addition to any other rights and remedies provided by law or under this contract. 

6. As used in paragraph (4) of this clause, the terms "subcontractor" and "subcontractors" mean 
subcontractor(s) at any tier. 

2.19. PAYMENTS 

 The contractor shall be paid, upon the submission of proper instruments as outlined below, the 
prices stipulated in the proposal for services rendered and accepted, less deductions, if any, as provided. 

1. No claims will be considered for payment until the services are rendered with the exception of 
Solicitations or Purchase Orders that designate otherwise. 

2. Payments will be made monthly, or as agreed, within 30 days following receipt of any claims 
supported by an invoice and a duplicate. 

3. For a period of one year after payment of any claim, Clackamas County reserves the right, under this 
contract, to recover any damages due the County as specified in the Clause of this contract entitled "Default". 
 
2.20. TAXES 
 
 Taxes, whether State or Federal, shall not be included in proposal prices.  Clackamas County is 
generally exempted from Federal taxes, specifically, but not limited to excise and transportation taxes. 
 
2.21. LITIGATION:  
 
 In the event litigation is necessary the Contractor agrees that such will be conducted in the Courts of 
Clackamas County and/or the State of Oregon. 
 

2.22. SUBCONTRACTORS 
 

Contractor shall not use subcontractors to perform the Work unless specifically pre-authorized in 
writing to do so by the County.  Contractor represents that any employees assigned to perform the Work, 
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and any authorized subcontractors performing the Work, are fully qualified to perform the tasks assigned to 
them, and shall perform the work in a competent and professional manner.  Contractor shall provide, if 
requested, any documents relating to subcontractor’s qualifications to perform required Work. 

 
2.23 INTERGOVERNMENTAL COOPERATIVE  
 

Pursuant to ORS 279A and Clackamas County procurement rules, other public agencies shall have the 
ability to purchase the awarded goods and services from the awarded Contractor(s) under terms and 
conditions of the resultant contract. 

 
Any such purchases shall be between the Contractor and the participating public agency and shall 

not impact the Contactor’s obligation to Clackamas County.  Any estimated purchase volumes listed herein 
do not include other public agencies and Clackamas County makes no guarantee as to their participation. 

 
Any bidder, by written notification included with their solicitation response, may decline to extend 

the prices and terms of this solicitation to any and/or all other public agencies. 
 
Clackamas County grants to any and all public serving governmental agencies, authorization to 

purchase equivalent services or products described herein at the same submitted unit bid price, but only with 
the consent of the Company awarded the contract by the County. 
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SECTION 3 
GENERAL INFORMATION ANDSCOPE OF WORK 

 
 
 
 

The TCA will sign a multi-year contract with the selected agency to provide a continuity of marketing support, 
with annual review of contract terms and compensation.  The initial contract would cover a one-year period 
from the date of the award, with additional one year terms upon mutual consent of the County and the 
Agency.  The total term of the contract will not exceed five years, including all allowable renewal periods. 
 
3.1 BACKGROUND 

Clackamas County Tourism & Cultural Affairs (TCA) is the recognized Destination Marketing Organization 
(DMO) for Clackamas County, branded as Oregon's Mt. Hood Territory (OHMT). TCA is a partnership in 
tourism with community, business, arts, cultural and heritage organizations of the county. Together, we 
deliver programs and activities that enhance visitor experiences, encourage overnight stays and improve the 
quality of life for residents. This department works to balance the interests of visitors, businesses, other 
organizations and government through innovative leadership and strategic investment of resources and staff. 

The TCA tourism program is funded by tax dollars generated from a county-wide transient room tax (TRT) of 
6%. The amount of funding available for any given period varies with the lodging occupancy and room rate. 
These tax dollars are to be used for the development and promotion of tourism in Clackamas County. The 
Tourism Development Council (TDC) is a nine-member advisory group appointed by the Clackamas County 
Board of Commissioners to advise and oversee the program/budget of TCA.  The Cultural Affairs program 
includes alignment with the Clackamas County Arts Alliance. 

It is also important to note that TCA is a participant in state tourism programs through Travel Oregon and 
their Regional Cooperative Marketing Program (RCMP).  OMHT has been placed in three of the seven regions 
– Willamette Valley, Greater Portland and Mt. Hood/Gorge.  We are partners in each region in marketing 
plans that are funded by a portion of the state lodging tax of 1%. 

Marketing Background 

An effective destination marketing program demonstrates the ability to increase the awareness of the 
County's visitor experiences through implementation of targeted and partner-based advertising, sales and 
visitor service strategies resulting in increased visitor spending and increased occupancy/revenue per 
available room (REVPAR) in commercial lodging facilities. The main objective in marketing is to deliver the 
Oregon's Mt. Hood Territory brand message to reach our audience of local, regional, national, and 
international markets. Historically our target audience is 24-65 years of age; predominately leisure visitors; 
and some business and group packaged travel. Our primary niches include outdoor recreation, agritourism, 
and heritage/culture.  

Historically, TCA's marketing campaigns have included print advertising (leisure media, co-op partner 
program); digital (banners, PPC); social media; and more recently broadcast. Responding to the changing 
behaviors of consumers in the trip planning process, advertising focuses are changing to respond to these 
trends. TCA's advertising call to action includes www.MtHoodTerritory.com (toll free number when 
applicable) for consumer access and inquiries, which are fulfilled with the annual Travel Planner (print and 
online view).  



2012 Marketing Agency Services Page 15 

 

 
3.2 PROJECT SCOPE: 
 
Clackamas County is requesting proposals from qualified and interested firms for professional services related 
to developing and implementing marketing and advertising plans for the Tourism & Cultural Affairs 
Department, based on the current TCA Master Plan Update 2007-12, FY 2011-12 Business Plan, as well as 
planning work documented in the previous Master Plans and Destination Audit.  These documents are found 
online at www.mthoodterritory.com/partners/ on the tourism Partners’ Resource section. In addition, TCA is 
currently undertaking a process to develop its next five-year Business Plan which will be available in July 2012. 
 
It is expected that the selected agency will provide services that include but are not limited to:  

 Leading brand/messaging development for TCA (Oregon's Mt. Hood Territory brand refresh or overall 
redesign); 

 Developing marketing plans and recommend the appropriate media and strategies to be most effective 
in achieving objectives; 

 Guiding selection of the best advertising placements for all forms of media (print, digital, keyword 
search, TV, radio); 

 Providing brand style guides and messaging, prepare and write advertising copy; 

 Designing, producing and placing approved advertising, including a cooperative advertising program 
with tourism partners; 

 Creating and producing print collateral; 

 Developing and executing online marketing; 

 Coordinating with website design; 

 Developing and executing of promotional campaigns and other marketing programs; 

 Coordinating with public relations program for integrated strategies between paid placements, earned 
media and publicity; 

 Assisting with strategic long-term planning and research gathering from sources such as Dean Runyan 
Associates, Longwoods International, and PhoCusWright, 
and coordination in developing any needed market research projects with any future research firm 

 
The selected agency is considered a partner with the staff and coordination between the agency and the staff 
is through the Destination Marketing Manager at TCA. The selected agency will also interface with the 
Communications and Public Relations Coordinator. Designated agency staff will need to attend monthly TDC 
meetings and regular monthly TCA staff meetings as well as monthly TCA marketing task force meetings and 
some community tourism meetings. The selected agency will be a partner in facilitating a comprehensive and 
coordinated tourism destination plan throughout the County.  Marketing agency approvals are dependant 
upon the stage of the project. Initial approval of most new projects would be presented to the Council and 
perhaps the County Commissioners, but then the implementation stage approvals are by the executive 
director and/or marketing manager. 
 
We employ a fulltime staff person in the County Technology Services department and all website 
management, development and coding on the site is done through that staff person. The marketing agency 
will provide the overall marketing strategy and artistic design that will enhance our presence in the ever 
changing online marketing world. 

In addition, the selected Marketing agency will coordinate with a separate social media vendor as selected by 
a separate contract, to provide recommendations and oversight to maintain brand style and integrity as 
established through the creative style guide and messaging. CCTCA will solicit and manage a separate social 
media contract. The selected agency for the Marketing Contract can be considered for the Social Media 

http://www.mthoodterritory.com/partners/
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Contract if interested and must submit a separate proposal from the Marketing RFP, when the social media 
RFP is issued.  

The selected agency shall provide the TCA with professional marketing services that will be outlined in a 
contract for services including an approved annual program of work/budget for each year of the contract 
based on the Master Plan 2007-12, currently being updated as a Five-Year 2012-17 Business Plan.  The 
selected agency may also be requested to provide recommendations and/or services for leveraging TCA’s 
marketing dollars through cooperative promotions and marketing projects which may involve both private 
and public sector organizations. TCA's cooperative advertising program is successful for our partners in 
providing a cost effective means for them to advertise in publications and online placements that they can not 
otherwise afford. Given the realities of new technology and online mediums, the co-op programs are changing 
and fewer partners are participating. TCA is looking at how to restructure the program to better meet the 
needs of partners and provide effective and cost efficient marketing strategies within these partnerships. 

TCA prides itself on the quality of the professional marketing program it implements, the attention to detail 
given to all strategies, the leadership provided to tourism partners in the destination and the return on 
investment achieved by the marketing program.  All programs must continue to these standards and 
ultimately are measured by the amount of visitor spending in the County, the lodging occupancy/average 
room rate and the results identified in each Annual Business Plan. 

Services for media planning and placement shall be compensated through the standard commissions received 
from advertising placements.  Other approved work will be compensated with an agreed monthly retainer 
and/or on an hourly basis.  All projects will be approved through a written estimate to be signed by TCA staff 
before the project commences. The total budget for this contract is not to exceed $705,000 during the first 
year of the contract.  Funding for the subsequent years of the contract will be dependent on TRT receipts and 
the approved annual Budget/Business Plan. 

The TCA will sign a multi-year contract with the selected agency to provide a continuity of marketing support, 
with annual review of contract terms and compensation.  The initial contract would cover a one-year period 
from the date of the award, with additional one year terms upon mutual consent of the County and the 
Agency.  The total term of the contract will not exceed five years, including all allowable renewal periods. 
 
3.3 QUESTIONS ON TECHNICAL INFORMATION: 
 
 Questions relating to materials in the Scope of Work (SECTION 3) and the Proposal Response 
(SECTION 4) shall be addressed to: 

 
Jeannine Breshears 

Tourism and Cultural Affairs 
Destination Marketing Manager 

(503) 655-8419 
jeannine@mthoodterritory.com 

 
3.4 QUESTIONS ON LEGAL INFORMATION: 
 
 Questions relating to this proposal or proposal document (excluding SECTIONS 3 and 4) shall be 
addressed to: 

Lane Miller 
Purchasing Manager 

(503) 742-5444 
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SECTION 4 

PROPOSAL RESPONSE 
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SECTION 4 
 

PROPOSAL RESPONSE 
 
Submitted by:            
 
Address:            
 
Date:     ,2012 
 
Phone number:     Fax number:     
 
 

The undersigned, through the formal submittal of this proposal response, declares that he/she has examined 
all related documents and read the instruction and conditions, and hereby proposes to assist the County to 
provide 2012 MARKETING AGENCY SERVICES as specified, in accordance with the qualifications documents 
herein, for the price set forth in the Response submittal attached hereto, and forming a part of this Proposal. 
 
The Contractor, by his signature below, hereby represents as follows: 
 
(a) That no Commissioner, officer, agency or employee of Clackamas County is personally interested 
directly or indirectly in this contract or the compensation to be paid hereunder, and that no representation, 
statement or statements, oral or in writing, of the County, its Commissioners, officers, agents, or employees 
had induced him to enter into this contract and the papers made a part hereof by its terms; 
 

(b) The Proposer and each person signing on behalf of any proposer certifies, in the case of a joint 
proposal, each party thereto, certifies as to its own organization, under penalty of perjury, that to the best of 
their knowledge and belief: 

 1. The prices in the proposal have been arrived at independently, without collusion, 
consultation, communication, or agreement for the purpose of restraining competition as to any 
matter relating to such prices with any other proposer or with any competitor; 

 2. Unless otherwise required by law, the prices which have been quoted in the proposal have 
not been knowingly disclosed by the proposer prior to the proposal deadline, either directly or 
indirectly, to any other proposer or competitor; 

 3. No attempt has been made nor will be made by the proposer to induce any other person, 
partnership or corporation to submit or not to submit a proposal for the purpose of restraining 
trade; 

 (c) The proposer fully understands and submits its proposal with the specific knowledge that: 

 1. The selected proposal must be approved by the Board of Commissioners. 

 2. This offer to furnish 2012 Marketing Agency Services will remain in effect at the prices 
proposed for a period of not less than 120 calendar days from the date that proposals are 
due, and that this offer may not be withdrawn or modified during that time. 
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(d) That this proposal is made without connection with any person, firm or corporation making a bid for 
the same material, and is in all respects, fair and without collusion or fraud. 
 
(e) Vendors shall use recyclable products to the maximum extent economically feasible in the 
performance of the contract work set forth in this document.   
 
(f) That the Proposer accepts all terms and conditions contained in this RFP and that the RFP and the 
Proposal Response, and any modifications, will be made part of the contract documents.  It is understood 
that all proposals will become part of the public file on this matter.  The County reserves the right to reject 
any or all proposals.  
 
(g) That the proposer holds current licenses that businesses or services professionals operating in this 
state must hold in order to undertake or perform the work specified in these contract documents. 
 
(h) That the proposer is covered by liability insurance and other insurance in the amount(s) required by 
the solicitation. 
 
(i) That the proposer qualifies as a carrier insured employer or a self-insured employer under ORS 
656.407 or has elected coverage under ORS 656.128. 
 
(j) That the Proposer is legally qualified to contract with Clackamas County. 
 
(k)  That the Proposer has not and will not discriminate in its employment practices with regard to race, 
creed, age, religious affiliation, sex, disability, sexual orientation or national origin. Nor has proposer or will 
proposer discriminate against a subcontractor in the awarding of a subcontract because the subcontractor is 
a minority, women or emerging small business enterprise certified under ORS 200.055, or  a business 
enterprise that is owned or controlled by or that employs a disabled veteran, as defined in ORS 408.225 

(l) The proposer agrees to accept as full payment for the services specified herein, the amount as 
shown in his/her proposal. 
 
[ ] Resident Bidder, as defined in ORS 279A120 

[ ] Non-Resident Proposer, Resident State        

 

The names of the principal officers of the corporation submitting this Proposal, or of the partnership, or of all 
persons interested in this Proposal as principals are as follows: 
 
          ___________ 
Name        Title 
 
           _____ 
Name        Title  
 
           _____ 
Name        Title 

(If Sole Proprietor or Partnership) 

In witness hereto, the undersigned has set his (its) hand this    day of                               , 2012 
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  Name of Firm 
 
          
  Signature of Proposer 
 

(If Corporation) 
 
In witness whereof the undersigned corporation has caused this instrument to be executed by its duly autho-
rized officers this       day of                     , 2012 
 
 
           
  Name of Corporation 
 
           
  By 

           
  Title 

CONTRACT MANAGER: 

Name      Title:      

Telephone number:       
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PROPOSAL CONTENTS AND FORMAT 
 
4.1. Vendors must observe submission instructions and be advised as follows: 
 

4.1.1. Proposals must be submitted in a sealed envelope, bearing on the outside the name and 
address of the vendor, the name of the project for which the proposal is submitted and the time and 
date of the scheduled opening.   
 
4.1.2. If the proposal is forwarded by mail, the sealed envelope containing the proposal and 
marked as directed above, must be enclosed in another envelope addressed to the Purchasing 
Manager, Clackamas County Purchasing, 2051 Kaen Road, Oregon City, OR  97045  
 
4.1.3. No proposal will be accepted after 4:00 PM April 30 2012.  
 
4.1.4. EIGHT (8) copies of the Technical Component and One copy of the Financial Component 
proposal are to be supplied.  One set of Signed Originals shall be included and clearly identified as 
such.   
 
4.1.5. Clackamas County reserves the right to solicit additional information or proposal clarification 
from the vendors, or any one vendor, should the County deem such information necessary. 
 
4.1.6. All questions regarding the request for proposal process should be directed to Mr. Lane 
Miller, Purchasing Manager, during regular business hours.     
 
4.1.7.  If a vendor is unable or unwilling to meet any Clackamas County RFP requirement, an 
explicit statement to that effect must be made in the proposal as an exception. 
 
4.1.8. This request for proposals and all supplemental information in response to this RFP will be a 
binding part of the final contract entered into by the selected vendor and Clackamas County. 
 
4.1.9. Any Proposer supplied material that may be considered confidential, to the extent allowed 
under Oregon Public Records Law, must be so marked with statutory exemption asserted. 
 
4.1.10. Clackamas County reserves the right to reject any or all proposals and to accept the proposal 
deemed most advantageous to the County. 
 
4.1.11. Any and all costs incurred by the consultant in the preparation and delivery of their response 
or in anticipation of receiving a contract are those of the consultant and will not be reimbursed.  

 
4.2. The CONTRACTOR must supply copies of all contracts the County will be expected to sign with the 
proposal. 
 
4.3. SUBMISSION 

PROPOSAL RESPONSES ARE TO BE SUBMITTED IN  A SEALED ENVELOPES CLEARLY IDENTIFYING 
PROPOSERS NAME, THE PROPOSAL NAME, THE OPENING DATE AND TIME.  THE RESPONSES ARE 
TO BE DELIVERED UNOPENED TO THE PURCHASING MANAGER’S ATTENTION. 

 
4.4 PROPOSAL CONTENTS/SELECTION CRITERIA 
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Proposal Responses will be subjected to a two phase evaluation process. The highest scoring 
proposers (a maximum of 3) at the end of phase one will be invited to participate in phase two. The 
Proposer shall provide the following information in the proposal in the order of their appearance 
below.  This information is scored as in Section 5, Evaluation & Selection.  The proposal shall describe 
the specific qualifications of the firm (and any subcontractors) to perform the work proposed.  
Demonstrated experience and available staffing must be clearly stated.  The proposer must 
demonstrate a clear and concise understanding of requested tasks and activities based on the 
information provided.  This proposal will be reviewed with the following standards. 
 
4.4.1 PHASE ONE CRITERIA: 
 
4.4.2 Project understanding and approach 
 
Provide information in enough detail so that TCA can determine that the agency has a thorough 
understanding of the services required by this project.  Illustrate the firm’s creative abilities in 
proposing how the firm will work with Oregon’s Mt. Hood Territory, and demonstrate the firm's 
evolving strategy through new and changing technologies. 

4.4.3 Creative Approach 

Include information on the agency’s creative process, corporate culture and similar work done for 
other clients.  Provide information on the steps that would be taken to create the 
marketing/advertising strategies for OMHT. Provide samples of work created for projects similar in 
size and scope that demonstrate the agencies creativity. 
 
 
4.4.4 Agency Qualifications and Experience 

 All team members including subcontractors included on the team shall be identified.  
Demonstrated experience and available staffing must be clearly stated. 
 

 Provide background information describing your business, including an overview of your 
capabilities to provide the requested service, a comprehensive overview of the capabilities 
of your business, and your ability to develop a tourism destination marketing organization's 
advertising campaign.  

 

 Proposal must demonstrate ability to establish and maintain functional, productive working 
relationships with workgroups composed of staff and volunteers.  Describe the agency style 
when working with clients, preferably in the public sector with volunteer advisory 
committees from a broad variety of backgrounds and interests.   

 

 Provide a summary of Marketing/Advertising Services of this nature provided to any current 
clients in Clackamas, Lane, Washington and Multnomah Counties as well as tourism clients 
from outside these counties.  Provide a summary of experience with Governmental 
Accounts or non-profit agencies of similar size and scope to project as described in this 
solicitation.  Provide contact names, dates that the services were provided, addresses and 
telephone numbers.  References will be checked to verify the agency’s ability to perform 
similar tasks.   

 Detail your  knowledge of tourism in Clackamas County 
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4.5 PHASE TWO CRITERIA: 
 
Phase Two will consist of an agency presentation of a creative brief outlining a comprehensive marketing - 
advertising campaign including an overview of proposed implementation strategies.  Detailed information, 
including the most current 2012-13 Scope of Work and the 2012-17 Business Plan outline, will be provided to 
each agency to assist in preparation of their presentation. The presentation should include an overview of the 
percent of budget to be allocated to each strategy presented. Agency staff (and subcontractors that are part 
of the proposal) that would have major roles in the program should be part of the presentation.  Firms 
selected for Phase Two will have three weeks to prepare their presentation and are eligible for a $1000 
stipend for the time and materials needed to prepare the presentation.  The presentation will be no more 
than one hour with an additional one hour allowed for questions and answers. A briefing with the TCA 
Executive Director and Marketing Manager will be made available to all finalists prior to the beginning of the 
preparation period.  It will be a group briefing.  All other questions and contact with TCA must be done in 
writing (via e-mail is satisfactory) and all questions/answers will be shared with all finalists 
 
 
4.5.1 Information to be evaluated in Phase Two: 
 

4.5.2 Level of understanding of Clackamas County tourism evident in presentation 

4.5.3 Relevance of creative brief including implementation strategy to current FY 11-12 Business Plan and 
2012-17 Business Plan Outline 

4.5.4 Creativity of presentation 
 
4.5.5 Flexible marketing program to meet changing mediums and evolving technologies  
 
4.6 Cost 
 
Annual cost is to be submitted at the time of the presentation in a sealed envelope marked “Financial 
Component-TCA Marketing/Advertising Plan” bearing the date of the presentation and the agency name.  
The cost component must include the total annual cost for the contract with break outs showing a schedule 
of prices for specific services including staff hourly charges and the monthly retainer with a precise definition 
of expenses covered by this retainer. 
 



2012 Marketing Agency Services Page 24 

 

 

 

 

 

 

SECTION 5 

EVALUATION AND SELECTION CRITERIA 
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SECTION 5 

EVALUATION AND SELECTION 

5.1 PROPOSAL REVIEW: 

A committee will be appointed to evaluate the submitted Proposals.  Proposals will be subject to a two phase 
evaluation process.  

Phase One will consist of an evaluation of the written proposal submitted to verify completeness and 
compliance with the criteria outlined in Section 4.3, Proposal Response.  Proposals will be independently 
scored and points will be totaled and assigned based upon each proposers response to the criteria outlined in 
Section 3.  A maximum of the three highest scoring proposals will be requested to participate in Phase Two. 

 
Phase Two will consist of an agency presentation of a creative brief outlining a comprehensive marketing - 
advertising campaign including an overview of proposed implementation strategies.   
The presentation should include an overview of the percent of budget to be allocated to each strategy 
presented. (refer to Section 4.4, Proposal Response).  
 

5.2 AWARD CRITERIA: 

The following criteria will be considered in evaluating all proposals.  A major deficiency in any one category 
can disqualify a contractor. 
 
PHASE ONE       POINTS AVAILABLE 
 
Project understanding/quality of the proposal,  
and overall management strategy      0-45  

Creative approach        0-30 

Qualifications, Experiences & References       0-25 

     PHASE ONE  TOTAL POINTS  0-100 

 

PHASE TWO  

Level of understanding of Clackamas County  
tourism evident in presentation      0-10 

Relevance of creative brief including implementation strategy to current  
FY 11-12 Business Plan and 2012-17 Business Plan Outline  0-30 

Creativity of presentation       0-30 
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Flexible marketing program to meet changing mediums and 
evolving technologies          0-10 
 

Cost          0-20 
 
     PHASE TWO  TOTAL POINTS  0-100 

FINAL SELECTION WILL BE MADE BASED UPON THE POINTS AWARDED ONLY IN PHASE TWO. 
 
 
Once a selection has been made, the County will enter into contract negotiations to commence on July 1, 
2012.  During negotiation the County may require any additional information it deems necessary to clarify 
the approach and understanding of the requested services.  Any changes agreed upon during contract 
negotiations will become part of the final contract.  The negotiations will identify a level of work and 
associated fee that best represents the efforts required.  If the County is unable to come to terms with the 
highest scoring proposer, discussions shall be terminated and negotiations will begin with the next highest 
scoring proposer.  The County reserves the right to reject any and all proposals.  In the award of the contract, 
the Board of County Commissioners will consider the element of time, will accept the proposal or proposals 
which in their estimation will best serve the interests of Clackamas County and will reserve the right to award 
the contract to the contractor whose proposal shall be best for the public good. 
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SECTION 6 

SAMPLE PERSONAL CONTRACT FORM
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SAMPLE PERSONAL SERVICES AGREEMENT 
 
This contract is entered into by and between Clackamas County, hereinafter referred to as the COUNTY, and 
xxxxxxxxxxxxxxxxxxx hereinafter called the CONTRACTOR, to provide the services described in Section II 
below.  The following provisions shall comprise this contract: 
 
I. COMPENSATION: 
 
A. The COUNTY agrees to compensate the CONTRACTOR on a fee-for-service basis at the rates outlined 
in the Proposal Response.  This agreement covers the period from execution though XXXXXXXXX.  Total 
maximum contract compensation not to exceed $xxxxxxxxxxxx.   Invoices presented in connection with this 
Agreement are due and payable upon presentation. All charges will be billed monthly where appropriate. By 
their signatures below, the parties to this contract agree to the terms, conditions, and content expressed 
herein.  The Contractor agrees to perform the scope of work as described in the contract documents and meet 
the performance standards set forth therein.  The term of this contract will be for one year with the ability to 
renew the contract for up to FOUR (4) additional one year terms with the written approval of both parties. 
 
B. The CONTRACTOR is engaged hereby as an independent contractor and will be so deemed for 
purposes of the following: 
 

1. The CONTRACTOR will be solely responsible for payment of any Federal or State taxes 
required as a result of this agreement. 

2. This contract is not intended to entitle the CONTRACTOR to any benefits generally granted to 
COUNTY employees.  Without limitation, but by way of illustration, the benefits which are 
not intended to be extended by this contract to the CONTRACTOR are vacation, holiday and 
sick leave, other leaves with pay, tenure, medical and dental coverage, life and disability 
insurance, overtime, Social Security, Workers' Compensation, unemployment compensation, 
or retirement benefits (except insofar as benefits are otherwise required by law if the 
CONTRACTOR is presently a member of the Public Employees Retirement System). 

3. The CONTRACTOR shall pay employees for work in accordance with ORS 279B.020 and ORS 
279B.235, which are incorporated herein by this reference. 

 
All subject employers working under this contract are either employers that comply with ORS656.017 or 
employers that are exempt under ORS 656.126. 
 
C. The CONTRACTOR certifies that, at present, he is not a program, County or Federal employee. 
 
D. The CONTRACTOR certifies that he is not a member of the Public Employees Retirement System. 
 
II. SERVICES TO BE PROVIDED: 
 
The contractor shall do, perform, and carry out in a satisfactory manner, the work as described in the Request 
for Proposals issued XXXXXXXXX, the Proposal Response opened at the time of closing on XXXXXXXX for the 
rates established therein.  The CONTRACTOR shall meet the highest standards prevalent in the industry or 
business most closely involved in providing the appropriate goods or services. 
 
III. OWNERSHIP 
All work products of the Contractor which result from this contract (“the work products”), except material 
previously and mutually identified as confidential, shall be provided to County upon request and shall be 
considered the exclusive property of the County.  In addition, if any of the work products contain intellectual 
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property of the Contractor that is or could be protected by federal copyright, patent, or trademark laws, or state 
trade secret laws, Contractor hereby grants County a perpetual, royalty-free, fully paid-up, nonexclusive and 
irrevocable license to copy, reproduce, perform, dispose of, use and re-use, in whole or in part, and to authorize 
others to do so for County business, all such work products, including but not limited to:  databases, templates, file 
formats, scripts, links, procedures, materials, training manuals and other training materials, specially created key 
commands, and any other information, designs, plans, or works provided or delivered to the County or produced 
by Contractor under this contract. 
 
IV. CONSTRAINTS: 
 
 The CONTRACTOR agrees: 
 
A. If the services to be provided pursuant to Section II are professional and/or consultative, the 
CONTRACTOR shall not delegate the responsibility for providing those services to any other individual or 
agency. 
 
B. This contract is expressly subject to all applicable State contracting laws and further, it is expressly 
subject to the debt limitation of Oregon counties set forth in Article XI, section 1 of the Oregon Constitution, 
and is contingent upon funds being appropriated therefore.  Any provisions herein which would conflict with 
laws are deemed inoperative to that extent. 
 
C. Pursuant to the requirements of ORS 279B.220  through 279B.230 and Article XI, Section 10 of the 
Oregon Constitution, the following terms and conditions are made a part of this agreement: 
 
 1. CONTRACTOR shall: 

a. Make payments promptly, as due, to all persons supplying to CONTRACTOR labor or 
materials for the prosecution of the work provided for in this agreement. 

b. Pay all contributions or amounts due the Industrial Accident Fund from such 
CONTRACTOR incurred in the performance of this agreement. 

c. Not permit any lien or claim to be filed or prosecuted against Clackamas County on 
account of any labor or material furnished. 

d. Pay the Department of Revenue all sums withheld from employees pursuant to ORS 
316.167. 

 
2. If CONTRACTOR fails, neglects or refuses to make prompt payment of any claim for labor or 

services furnished to CONTRACTOR or a subcontractor by any person in connection with 
agreement as such claim becomes due, the proper officer representing Clackamas County 
may pay such claim to the person furnishing the labor or services and charge the amount of 
the payment against funds due or to become due CONTRACTOR by reason of this agreement. 

 
3. CONTRACTOR shall promptly, as due, make payment to any person or partnership, 

association or corporation furnishing medical, surgical and hospital care or other needed 
care and attention incident to sickness and injury to the employees of CONTRACTOR, of all 
sums which CONTRACTOR agrees to pay for such services and all monies and sums which 
CONTRACTOR collected or deducted from the wages of CONTRACTOR'S employees pursuant 
to any law, contract or agreement for the purpose of providing or paying for such services. 

 
D. The CONTRACTOR shall indemnify, save harmless and defend the COUNTY, its officers, commissioners 
and employees from and against all claims and actions, and all expenses incidental to the investigation and 
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defense thereof, arising out of or  based upon damage or injuries to persons or property caused by negligence 
of the CONTRACTOR or the CONTRACTOR'S employees. 
 
E. CONTRACTOR’S failure to perform the scope of work identified or failure to meet established 
performance standards shall be subject to consequences that include but are not limited to: 

1. Reducing or withholding payment; 
 

2. Requiring the CONTRACTOR to perform, at the CONTRACTORS expense, additional work 
necessary to perform the identified scope of work or meet the established performance 
standards; or 

 
3. Declaring a default, terminating the contract and seeking damages and other relief under 

the terms of the contract or other applicable law. 
V. INSURANCE REQUIREMENTS 
 
A. Commercial General Liability 
 

  Required by COUNTY   Not required by COUNTY 
 
 The CONTRACTOR agrees to furnish the COUNTY evidence of commercial general liability insurance in 
the amount of not less than $1,000,000 combined single limit per occurrence / $2,000,000 general annual 
aggregate for personal injury and property damage for the protection of the COUNTY, its officers, 
commissioners and employees against liability for damages because of personal injury, bodily injury, death or 
damage to property, including loss of use thereof, in any way related to this contract.  The COUNTY, at its 
option, may require a complete copy of the above policy. 
 
B. Automobile Liability 
 

 Required by COUNTY   Not required by COUNTY 
 
The CONTRACTOR agrees to furnish the COUNTY evidence of personal automobile liability insurance in the 
amount of not less than $500,000 combined single limit for bodily injury and property damage for the 
protection of the COUNTY, its officers, commissioners, and employees against liability for damages because of 
bodily injury, death or damage to property, including loss of use thereof in any way related to this contract.  
The COUNTY, at its option, may require a complete copy of the above policy. 
 
C. Professional Liability 
 

  Required by COUNTY Not required by COUNTY 
 
D. If the CONTRACTOR has the assistance of other persons in the performance of this contract, and the 
CONTRACTOR is a subject employer, the CONTRACTOR agrees to qualify and remain qualified for the term of 
this contract as an insured employer under ORS 656.  The CONTRACTOR shall maintain employer’s liability 
insurance with limits of $100,000 each accident, $100,000 disease each employee, and $500,000 each policy 
limit. 
 
E. If any other required liability insurance is arranged on a “claims made” basis, “tail” coverage will be 
required at the completion of this contract for a duration of thirty-six (36) months or the maximum time 
period the CONTRACTOR’S insurer will provide “tail” coverage as subscribed, or continuous “claims made” 
liability coverage for thirty-six (36) months following the contract completion.  Continuous “claims made” 
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coverage will be acceptable in lieu of “tail” coverage, provided it’s retroactive date is on or before the 
effective date of this contract. 
 
F. The insurance, other than the professional liability and workers compensation insurance, shall include 
the COUNTY as an expressly scheduled additional insured.  Proof of insurance must include a copy of the 
endorsement showing the COUNTY as a scheduled insured.  Such insurance shall provide sixty (60) days 
written notice to the COUNTY in the event of a cancellation or material change and include a statement that 
no act on the part of the insured shall affect the coverage afforded to the COUNTY under this insurance.  This 
policy(s) shall be primary insurance as respects to the COUNTY.  Any insurance or self-insurance maintained by 
the COUNTY shall be excess and shall not contribute to it. 
 
G. Contractor shall require that all of its subcontractors of any tier provide insurance coverage (including 
additional insured provisions) and limits identical to the insurance required of the Contractor under this 
Agreement, unless this requirement is expressly modified or waived by the County.   
 
VI. SUBCONTRACTS: 
 
The CONTRACTOR shall be responsible to the COUNTY for the actions of persons and firms performing 
subcontract work.  The CONTRACTOR certifies that the CONTRACTOR has not discriminated against minority, 
women, or emerging small business enterprises, or a business enterprise that is owned or controlled by or that 
employs a disabled veteran, in obtaining subcontracts. 
 
VII. TERMINATION:   AMENDMENT: 
 
A. This contract may be terminated by either party upon at least TEN (10) days written notice to 
 the other. 
 
B. This contract and any amendments to this contract will not be effective until approved by the Board 
of County Commissioners of Clackamas County. 
 
C. This contract supersedes and cancels any prior contracts between the parties hereto for similar services. 
 
By their signatures below, the parties to this contract agree to the terms, conditions, and content expressed 
herein. The Contractor agrees to perform the scope of work as described in the contract documents and meet 
the performance standards set forth therein. 
 
XXXXXXXXXXXXXXXXXXXXXXXXXXX   CLACKAMAS COUNTY 
XXXXXXXXXXXXXXXXXXXXXXXX    BOARD OF COMMISSIONERS 
XXXXXXXXXXXXXXXXXXXXXXX 
 
             
Authorized Signature     XXXXXXXXXXXXXXXXXXX 
       XXXXXXXXXXXXXXX 
       
Name, Title      
             
Date       Date 
 
       
Telephone/Fax Number
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SECTION 7 

INSURANCE CERTIFICATE(S) 
(to be submitted at the time of contract execution) 

 
 













































































































































 

 

         
 
 
June 28, 2012 
 
Jeannine Breshears 
Clackamas County Tourism & Cultural Affairs 
150 Beavercreek Road, Suite 245 
Oregon City, OR 97045 

 
Dear Jeannine, 
 
Thank you for your time yesterday. The following outlines more details for the contract. There 
are three components: Process, Metrics and Financials. 
 
Process 
BPN has a strict billing process. Work begins once an estimate produced by BPN is signed by 
Clackamas County Tourism and Cultural Affairs (CTTCA). This estimate is detailed and 
outlines all costs associated with the campaign and/or effort. Should the estimate change, it 
will be revised to reflect the updated charges and no work will incur that will exceeds the 
original estimate without a revised client approval. BPN will track all changes and produce a 
monthly detailed expenditure report that reflects all estimates. 
 
Metrics 
BPN is responsible to report metrics monthly, by campaign, by quarter and on an annual basis. 
By medium, the metrics are: 

Website traffic: (via Google analytics) measuring total visits, unique visits, pageviews, 
pageviews/visit, average visit duration, referral traffic, traffic from paid search and traffic 
by device. BPN will also provide traffic flow within the mthoodterritory.com site and track 
conversion to agreed upon actions which could include requesting a travel planner, 
reviewing a travel planner online or taking advantage of special offers. 
Digital banners: (via MediaMind) measuring click thru rates, engagement rates, 
conversion rates, CPM and impressions. 
SEM metrics: (via Google) measuring click thru rates, impressions, CPM, clicks and 
cost per click. 
Print: Impressions, CPM and fulfillment cards. 

           TV:  (via Nielsen) measuring target rating point delivery and CPM 
Email: Number sent, click thru rates, total impressions, open rate, CPM and CPC 
 

BPN will report all metrics in a comprehensive and clear document to CTTCA for distribution to 
board and other stakeholders. In the report, analysis will be included that connects website 
traffic and actions performed on the site to media spend to provide correlation and context. 
 
 
 
 



 

 

Financials 

Total Agency Contract not to exceed $705,000 annually. 
 

1. Sales Materials       $115,000 
Several pieces will be covered in this line item. These include the travel planner/maps, 
calendar of events, banners for booths, photo file, out of market postcards, insert card, 
envelopes, VIC notebooks, trade show materials, promo items, community relations, 
unplanned items and brand refresh. Each piece will be individually estimated and will 
include agency time billed at BPN published rates listed below. 

 
   

2. Advertising        $535,000 
 Advertising costs include creative and media costs.  
 

Creative (estimated at 18%)      $96,300 
Includes all development and production costs, but does not cover creative 
concepting time which is covered in agency fee. 
 
Media (estimated at 82%)                         $438,700 
Media costs include net media costs plus a 12% fee. 
 

 
3. Agency Retainer      $  55,000 

 To be paid monthly at the rate of $4,583.33 
Covered expenses include the constant planning, account development and idea 

generation by the core brand team (Account Management, Creative, Media and Digital 

Borders Perrin Norrander

6.28.12

Hourly Rates

Account Service Digital

Account Director-Loralee Stapleton $225 Interactive Producer $160

Account Supervisor $150 Digital Strategist $200

Account Executive $120 Digital Design-Aaron Mahony $200

Assistant Account Executive -Jessica Hagerty $65 Technology Development $160

Account Coordinator $60

Media

Account Planning/Research Media Director-Lori Gaffney $225

Brand Strategist-Leslee York $225 Associate Media Director-Andrea Brown $165

Associate Planning Director $175 Media Supervisor $150

Account Planner $85 Media Planner/Buyer $120

Asst. Media Planner/Buyer-TBD $65

Creative Services

Creative Director-Terry Schneider $260 Ad Production

Associate Creative Director $200 Print Production Manager-Holly Carman-Fujioka $90

Sr. Art Director $150 Broadcast Producer $130

Art Director-Ben Bellayuto $90 Digital Art/Type-Aaron Mahony $145

Sr. Copywriter -John Heinsma $150

Copywriter $90 Administration

General/Accounting $60



 

 

departments) working on the business. Also includes attendance at CCTCA internal 

meetings, board meetings, committee meetings and key stakeholder meetings. In 

addition, fees include facilitating multiple project meetings, client-requested 

communications coordination with CTTCA partners, status meetings, conference 

reports, preparation and analysis of metrics, presentation decks and communications 

development process support. Also includes agency time to concept creative ideas. 

 

Additional details on Brand Refresh and Destination Marketing Audit. 

 

Brand Refresh        $15,000 

This fee covers costs for BPN to review brand identity, recommend new identity as well as 

prepare style guidelines. Potential pieces to include: logo, letterhead, templates, business 

cards and presentation layout. Printing to be estimated separately. 

 

Destination Marketing Audit      $20,000 

BPN will conduct an audit of CCTCA defining the audience, brand attributes, core values, 

SWOT analysis and growth opportunities and competitive analysis. 

 

Jeannine, again we are thrilled to be selected to work with you and your team and appreciate 

this opportunity.  

 

Best regards, 

 

 

Lori Gaffney 
President/Media Director 



CCTCA 2012-17 Five-Year Business Plan Outline WORKING DRAFT (as of 5/8/12) 
 
Vision 
Serve as the leading force to grow and sustain tourism in Clackamas County through effective marketing 
and asset development strategies and by building strong  partnerships with businesses, organizations, 
other governmental entities and citizens. 
 
Mission 
Increase overnight stays and encourage visitors to linger longer in Clackamas County by serving as the 
primary destination resource for trip planning resulting in destination visits and by working in 
partnership to develop and enhance local tourism assets. 
 
Insights- Trends and External Factors that Influence County Tourism 

• Evolving Industry 
• Evolving Technology 
• Changing Traveler Behavior 
• Shifting Revenue Resources 
• Distressed, Declining and Under-developed Local Tourism Assets 

 
Guiding Principles-Section in which ongoing programs, projects and areas of responsibility are described 

• Leader in County and Regional Tourism 
• Effective Marketing and Promotion of Clackamas County Tourism Assets and Opportunities 
• Focused on the Three Pillars of Clackamas County Tourism: 

o Outdoor Recreation 
o Agri-Tourism 
o Cultural/Heritage Tourism 

• Effective and Efficient Use of Public Resources 
• Build and Strengthen Public and Private Partnerships 

 
Strategic Priorities-Items of focus in addition to on-going programs, projects and areas of responsibility 
 Position County to Seize Opportunities and Manage Threats/Barriers 
 Create and Enhance Tourism Assets 
 Enhance Marketing and Promotion Efforts through New Technologies and Mediums  
 Build and Strengthen Partnerships and Coalitions to Increase Collaboration 
 Develop New Tourism Products, Markets and Packages 

 
Strategic Planning Process: 
 
Step 1: Situational Strategic Drivers- 
Conduct assessments of the current operating environment. "What are we currently up against/facing?" 
 
Step 2: Stable Strategic Drivers- 
Filter the outcomes of the environmental assessment through Tourism's Vision, Mission and Guiding 
Principles. "Who we are and how we operate." 
 
Step 3: Resulting Strategic Priorities- 
Identify Strategic Priorities in alignment with Steps 1 and 2 above. "How do we add value?" 



Strategic Priorities Over the Next Five Years: 
 
 
I. Position Clackamas County Tourism as the "Destination Architect" to Seize Opportunities and 
Manage Threats/Barriers  
 
Supporting Goals- (Each goal will have outlined initiatives to support it) 
 
Goal #1:  Conduct a SWOT Analysis of Agri-Tourism (almost completed) 

• Complete data collection and  analysis on the status, barriers and opportunities of 
Agri-Tourism assets within the county. 

 
Goal #2:  Conduct a SWOT Analysis of Outdoor Recreation-Specifically Bicycle Tourism; River  
  Tourism; Sports Teams 

• Complete data collection and  analysis on the status, barriers and opportunities of 
Bicycle Tourism within the county. 

• Create survey instrument for data collection and  analysis on the status, barriers and 
opportunities of River Tourism within the county. 

• Create survey instrument for data collection and  analysis on the status, barriers and 
opportunities of Sports Teams and Events  assets within the county. 

 
Goal #3:  Conduct a SWOT Analysis of Heritage/Cultural Assets 

• Create a survey instrument to collect data on the status and analysis of the state of 
Heritage and Cultural assets within the county. Identify barriers and opportunities. 

 
Goal #4:  Conduct a SWOT Analysis of County Events Center Facilities 

• Create a survey instrument to collect data on the status of the Events Center 
facilities and conduct an analysis of the  barriers and opportunities for enhancement 
of the center to benefit Tourism within Clackamas County 

 
Goal #5:  Conduct a SWOT Analysis of the Tourism Potential of the Blue Heron site in Oregon City 

• Create a survey instrument to collect data on the status of the Blue Heron facilities 
and conduct an analysis of the  barriers and opportunities for enhancement of the 
site to benefit Tourism within Clackamas County. 

 
Goal #6:  Conduct a  Marketing/Destination Audit 

Short-term goals (1 year)- 
TCA will continue with our key branding of Oregon's Mt. Hood Territory, but undergo a 
marketing/ destination assessment to determine where our efforts stand in the arena 
on an national and international level.  The media environment is changing rapidly, so 
we will continue to rely on research to direct our efforts to respond to the changing 
consumer behavior and trends. 

• Convene a work group on this subject 
• Assessment of how to conduct the audit -- either internal or external contractor 
• Utilize available research to assess our overall marketing strategies  (i.e.: 

Longwoods, PhoCusWright) 
• Specify or clearly identify  the demographics of our target audience 



• SWAT analysis of print, online, broadcast, social media, Public Relations 
• Assess ROI and economic impact of current program 
• Solicit public and partner input in the process 

 
Goal #7:  Develop and Execute a County Tourism & Cultural Affairs Communications Strategy 

Short-term goal (1 year)- 
The CCTCA communications strategy is the umbrella that overlays the marketing, social 
media, digital, PR and community outreach strategies and captures all their various 
elements. It touches all CCTCA departments, including the Marketing Department, 
Community Relations and Development. CCTCA, either in house or with an outside 
agency, will determine the various components of this strategy and the resources and 
assets available, including staff and budget, needed to deliver desired results. 

 
 
II.  Create and Enhance Tourism Assets; Integrate Tourism Products and Partners 
 
Supporting Goals- (Each goal will have outlined initiatives to support it) 
 
Goal #1:  Identify and Prioritize Projects and Opportunities from Agri-Tourism SWOT Analysis 

Short Term Goals (1 Year) - 
• Convene stakeholder groups, Summarize needs and goals, assess implementation 

budget and timelines 
• Offer custom-templated site and training for our interested local businesses 
•  Create "off the shelf" itineraries for tour operators  
• Create tour operator notes - Online Resources 

 
Goal #2: Identify and Prioritize Projects and Opportunities from Outdoor Recreation SWOT  
  Analysis -Specifically Bicycle and River Tourism Design Studios 

Short Term Goals -1 Year 
• Convene stakeholder groups, Summarize needs and goals, assess budget and timelines 

 
Goal #3: Identify and Prioritize Projects/Opportunities from Heritage Assets SWOT Analysis  

Short Term Goals (1 Year) 
• Convene stakeholder groups, Summarize needs and goals, assess budget and timelines 
• Create "off the shelf" itineraries for tour operators  
• Create tour operator notes - Online Resources 

 
Goal #4:  Identify, Prioritize Projects from County Events Center Facilities SWOT Analysis  
 
Goal #5:  Identify and Prioritize Projects and Opportunities from Marketing/Destination Audit 

Short Term Goals (1 Year) 
• Solicit tourism-related options for  physical assets (buildings) 
• Investigate various online, interactive forums (such as blogs) to communicate local  

entrepreneurial needs, interests, opportunities 
•  Research re-zoning issues and possibilities 
• Explore RV rentals for tour marketing  
• Develop visitor training module for RV rentals and placement of our marketing collateral  



 Medium-term goals (2-5 years)- 
• Convene an employee and partner committee  to review and create recommendations 

and strategies from audit 
• Develop strategies for projects as identified 

 
Goal #6:  Evaluate and Revise as appropriate the County's Visitor Information Centers Program  
  and Implement Identified Strategies 

 
Short Term Goals (1 Year) 

• Convene stakeholder groups, Summarize needs and goals, assess budget and timelines 
• Create "off the shelf" itineraries for tour operators  
• Create tour operator notes - Online Resources 
• Regularly visit and communicate with VICs in order to effectively provide optimal 

marketing connections, print and online resources, and PR or social media connections. 
• Identify and pursue opportunities to incorporate VICs in marketing campaigns as 

resources allow. 
 
Goal #7: Create and Serve as Lead for New Signature Event: Festival of the Falls (WFHAC) 

 
 Short-term goals (1 year)- 

• Identify marketing assets and create sponsorship packages incorporating those 
assets. 

• Create and implement marketing and promotional efforts. 
• Identify and secure media partnerships. 
• Develop supporting PR materials. 
• Craft and submit story pitches to broadcast, print and online media. 
• Create and implement an integrated social media strategy. 

 
Goal #8:  Incorporate Principles of Geotourism through the Integration of Products and Partners  
  that Sustain, Reinforce, or Enhance the Unique Character of the County's Culture,  
  Environment,  Aesthetics, Heritage and Community Livability 
 
Goal #9:  Create an incentive system that encourages local projects that increase event or  
  organizational capacity, expand target market audiences, leverage partnerships and  
  other funding sources, and recognize higher levels of ROI. 
 
III.  Enhance Tourism Marketing and Promotion Efforts through New Technologies and Mediums 
 
Supporting Goals- (Each goal will have outlined initiatives to support it) 
 
Goal #1:  Conduct a Social Media Analysis of CCTCA Strategies 

Short-term goals (1 year)- 
• Solicit an RFP and implement the awarded contract.  
• SWOT analysis of social media channels. 
• Analyze and determine OMHT current customers and target audience. 
• Determine what people are saying about OMHT across social channels. 
• Analyze competitors and colleagues’ social media strategy. 



• Analyze existing social media efforts. 
• Analyze ways the OMHT new website promotes/optimizes its social media efforts. 
• Determine specific social media goals. 

o Determine whether CCTCA should use additional social media channels. 
o Determine whether CCTCA should use current social media channels in 

different capacities. 
o Determine metrics used to evaluate ROI. 

• Assess the social media resources and budget available. 
• Confirm effective social media policies are in place. 

 
Goal #2:  Develop Social Media Strategic Plan; Implement Plan 

TCA will continually monitor the ever-changing social media communities and stay on 
top of current technologies and trends while engaging and expanding the followers. 
 
Short-term goals (1 year)- 

• Enhance OMHT presence through current social media channels. 
• Create and execute an engagement plan/content calendar that aligns with 

broader marketing goals (recurring task). 
• Regularly attend webinars, workshops, and seek out other outlets to stay on top 

of emerging trends (recurring task). 
• Secure social media dashboard to ensure efficient creation and analysis of posts. 

 
Medium-term goals (2-5 years)- 

• Become the regional trusted source or "go to agency" for consumer-generated 
content and online visitor resource. 

• As determined appropriate and as resources allow, conduct Facebook 
campaigns with co-op partnership opportunities. 

• Research OMHT guest blogger partnerships and develop these partnerships 
when possible. 

• Determine and allocate necessary resources for new social media strategies as 
they are incorporated into CCTCA's social media plan. 

• Create and implement additional appropriate social media policies as new social 
media outlets are incorporated into CCTCA's social media plan. 

• Regularly evaluate and determine which social media channels are working and 
revise social media strategy accordingly. 

 
Goal #3: Develop and Execute Revised Marketing Program Under New Agency Contract  

 
Marketing - Over the past few years, OMHT has leveraged the consumer marketing 
programs of Travel Oregon, specifically Fall Oregon Bounty and Spring Outdoor 
Adventure - and soon to be incorporated is a winter campaign.  As a DMO, we rely on 
Travel Oregon to build overall visitor awareness for Oregon, with our efforts directing 
and focusing the familiarity and selection of Mt. Hood Territory as the final trip 
destination.  TCA will continue to partner and align our marketing programs and 
campaigns with Travel Oregon over the next five years. 
 

 Short-term goals (1 year)- 



• Continue involvement and leadership within the three RCMP regions (Greater Portland, 
Mt. Hood/Gorge, Willamette Valley) (recurring task) 

• Enhance content integration of our tourism business listings and events through Travel 
Oregon's ORB 

• Evaluate OMHT’s e-newsletter and redesign if necessary. 
• Continue to grow OMHT’s e-newsletter database through “opt-in” forms incorporated 

into social media and digital contests and promotions, as well as other outlets. 
• Enhance awareness of aviation flights through PDX and develop a strategy to 

communicate to the new destination opportunities and target media buys  
  
 Medium-term goals (2-5  years)- 

• Continue to create well-designed and high quality promotional campaigns that set 
OMHT apart and continue to market our tourism partners' offerings. 

• Review and evaluate the continuation of "contest incentives" as a major component of 
the promotional campaigns. 

 
Advertising - We will continue to adjust the percentage of advertising spend in the evolving 
media types of print, online, social media and broadcast, and monitor the amount of earned 
vs. paid media. 
 
 Short-term goals (1 year) - 
• Continue advertising communication/messaging to motivate overnight travel to OMHT 

and stimulate consumers to linger longer and generate revenue streams for our 
partners (recurring task) 

• Research and incorporate best practices and uses of new technologies into advertising 
messaging, such as QR codes (recurring task) 

• Evaluate and evolve the co-op advertising program with our partners (recurring task) 
  
 Medium-term goals (2-5 years)- 

• Enhance the presence and delivery of partners "specials and offers" (recurring task) 
• Evaluate the continual need for well-designed and high quality print publications with 

online viewing options that continue to inspire travel choices and provide travel tools 
(recurring task) 

 
Travel Media Relations - We will continue to build trusted relationships to increase earned-
media placements through print, broadcast and online sources. 
 
Short-term goals (1 year)- 
• Assess the resources and budget available to purchase an annual membership for a PR 

media contacts/social media/press monitoring database and acquire one if possible. 
• Cultivate and strengthen relationships with members of the media through social media 

channels, such as Twitter, LinkedIn and Facebook, as well as traditional channels, such 
as "meet the media" socializing events and conferences. 

• Identify, follow and correspond with key bloggers and writers through social media 
channels, such as their blogs and Twitter in order to give credibility to CCTCA's 
knowledge of their work and the degree to which CCTCA story pitches align with that 
work. 



• Continue to partner with Travel Portland to enhance media’s awareness/perception of 
OMHT in international markets. 

• Update and expand upon OMHT’s PR materials. 
 
 Medium-term goals (2-5 years)- 

• Assess the resources and budget available to develop and PR media tours, and execute 
those tours when possible, either in conjunction with Travel Oregon and Travel Portland 
or independently. 

• Assess the resources and budget available to develop and PR FAM tours, and execute 
those tours when possible, either in conjunction with Travel Oregon and Travel Portland 
or independently. 

• Continue to provide quality multimedia content to media by growing OMHT’s photo 
database and obtaining current and relevant b-roll footage. 

• Create new ways to present PR materials in order to optimize their effectiveness as 
technologies change.  

 
Niche Groups - We will continue to identify evolving and trending niche audiences and 
efficiently target to these audiences. 
• Evaluate the strategy for domestic and international travel trade for consideration in 

attending trade shows, sales missions, along with the continuation of hosting Fam tours 
• Canada as a growing market will provide expanded opportunities 
• Continue International contracting with Travel Portland for key markets 
• Weddings, groups and meetings are increasing audiences and opportunities for 

developing partnerships, campaigns, and targeted media buys 
• Bicycle tourism, river related audiences and other outdoor recreational opportunities as 

developed 
• Sports tournaments, sports teams and competitive sporting events 

 
Goal #4:  Undertake a Brand Assessment and Conduct a Brand Redesign or Refresh 

TCA will continue with our key branding of Oregon's Mt. Hood Territory, but undergo a 
brand assessment to determine whether a brand refresh or redesign is in order.   
 
Short-term goals (1 year)- 

• Work with the marketing agency to review the current branding efforts (OMHT, logo, 
tagline) 

• Conduct public focus groups both within the County and in select west coast markets 
 
Goal #5: Identify and Prioritize Technology Improvements from Marketing Audit 
 

Website - www.MtHoodTerritory.com will continue to be the primary and trusted 
source of visitor information for trip planning and online booking. The website and 
dedicated mobile site will provide trip assistance while visitors are here, with easy 
accessible business listings and interactive mapping. 

  
 Short-term goals (1 year)- 

• Expand online mediums as they continue to dominate consumer marketing channels 



• Expand our mobile presence as mobile is becoming exceedingly more popular and 
mainstream as consumers increasingly use web browsing on mobile devices 

• Implement international translation services with the website 
• Continually evaluate and enhance the SEO performance and opportunities to reach this 

largest segment of online users 
• Establish an efficient and effective method for updating our tourism inventory process 

and incorporating within iDSS 
  
 Medium-term goals (2-5 years)- 

• Incorporate mobile apps or embrace new technologies that better reach and serve the 
consumer, such as "near field communication" (NFC) and text message marketing (SMS) 

• Continually evaluate and enhance the interactive trip planning and mapping component 
of the web 

• Research and implement photo and content sharing of reviews and rating opportunities 
to the web 

• Research and incorporate ecommerce opportunities through online mediums 
• Research and incorporate the use of co-op online advertising options through our 

website and newsletter channels 
 
 
 
IV.  Build and Strengthen Partnerships and Coalitions to Increase Collaboration 
 
Supporting Goals- (Each goal will have outlined initiatives to support it) 
 
Goal #1:  Create a Greater TCA Presence within Local Communities and Among Partners 

Short Term Goals (1 Year)- 
• Encourage full participation in TCA’s annual Tourism Week celebration by partner 

communities 
• Provide support and assistance to partners in coordinating events. 
• Regularly visit and communicate with local partners and communities in order to 

effectively provide optimal PR services and outreach and marketing connections. 
• Identify and pursue opportunities to engage local communities and partners in social 

media and PR instructional workshops and presentations.  
• Identify and pursue opportunities to engage local communities and partners in 

marketing campaigns as resources allow. 
 

 
Goal #2: Identify and Cultivate Partnerships with Local Tourism Businesses and Other Tourism- 
  Related Organizations and Individuals; Other County Departments as appropriate 

 
Short Term Goals (1 Year)- 

• Connect with Tour Operators from the Greater Portland, mid-Valley and Hood/Gorge 
area to introduce them to our area, adding value  as centralized resource 

• Initiate and conduct partner fam tours  
• Develop tools for Willamette Valley Visitor Association “Wine Trail” program 
• Create winetrail letter of introduction, map and decals for business outreach  



 
 Medium-term goals (2-5 years)- 

• Regularly visit and communicate with new local tourism businesses and other tourism-
related organizations and individuals in order to effectively provide optimal PR services 
and outreach and marketing connections. 

• Identify and pursue opportunities to engage these new partners in social media and PR 
instructional workshops and presentations.  

• Identify and pursue opportunities to engage new partners in marketing campaigns, 
promotion of packages, and through the special offers program. 

• Identify and pursue opportunities to engage VICs staff in educational opportunities and 
organized research tours around the County. 

 
Goal #3: Create  a County Heritage Tourism Roundtable to Address Local Heritage Issues 
 
Goal #4: Develop/Refine Partnership Program with Federal Agencies, including the U.S. Forest  
  Service, the Bureau of Land Management, National Parks and Federal Highways. 

 
Short Term Goals (1 Year)- 

• Spearhead work for local partnership / MOU signing on the Willamette River Water Trail  
• Act as convener for Wayfinding and Trails agencies to further related BTS work 
• Create regular and ongoing dialogue with permit holders and USFS Permit Process 

division to better understand the requirements and opportunities available to 
stakeholders 
 
Mid-Term Goal (2-5 Years) - 

• Facilitate our partner opportunities, points of commerce along the trail. 
• Identify and implement marketing opportunities and programs for the Mt. Hood Scenic 

Byway and other recreational opportunities as they present themselves. 
 

Goal #5: Revise Visiting Friends & Relatives Program- Continue to Engage Local Residents as  
  Territory Ambassadors, as well as Expand the Reach of the MVIC by Attending Out-Of- 
  Area Events and Trade Shows 
 

Short Term Goals (1 Year)  
• Organize annual Visitor Services referral program and annual fam trips between Visitor 

Services areas.  
• Expand the marketing message delivered through our mobile presence through 

attending consumer fairs and events in select west coast markets 
• Expand the special offers and coupon section of website with monthly outreach 

 
 Medium-term goals (2-5 years)- 

• Develop and engage ambassador volunteer program or business recognition program 
• Develop a business co-op sponsorship with the MVIC at local and out of area events, 

better matching businesses to the appropriate opportunity 
• Research and incorporate a rebate travel incentive program for residents 
• Incorporate an outreach school component to better educate the young children on the 

benefits and opportunities for local travel 



 
Goal #6: Engage with Partners to Address Transportation and Land-Use Issues that Impact  
  Tourism within the County Including But Not Limited to: 
  a. Mt. Multimodal; Parking 
  b. Bicycle Tourism 
  c. Accessibility to Destination Assets 
  d. Rest Areas 
  e. Snow Park 
 
Goal #7: Develop and implement a Partner Training Program on Current Issues, Topics, Skills 
 
Goal #8: Increase the effectiveness of the Community Partnership Program 

Short Term Goals (1 Year)  
• Guide and assist partner  communities to ensure local processes start in the First 

Quarter of the Fiscal Year 
• Ensure open and inclusive project solicitation and selection process 
• Reduce duplication of local projects already addressed at county level 

 
 
V.  Develop New Tourism Tools, Resources, Products, Markets and Packages 
 
Supporting Goals- (Each goal will have outlined initiatives to support it) 
 
Goal #1:  Evaluate Strategy for Domestic and International Travel Trade for  Participation in Trade  
  Shows, Sales Missions, and Hosting Fam Tours 

 
Short Term Goals (1 Year)- 

•  Collaborate with Travel Oregon and Travel Portland travel-trade teams in participating 
in and financially supporting sales missions to: 
  1) determine current tour operator needs and   
 2) to bring to market our previously unrepresented lodging properties and 

recreational experiences. 
• Implement schedule for timely travel trade leads fulfillment, quarterly Tour operator 

“touch base” with fresh images and “What’s New” 
• Develop relationships with local receptive operators and visiting tour operators to 

introduce them to Farm Loop experiences. 
 
 Medium-term goals (2-5 years)- 

• Develop and implement marketing and PR efforts as identified and resources allow 
 
Goal #2: Develop and Market New Tours, Experiences and Trails from Agri-Tourism   
  Products/Assets 

 
Short Term Goals (1 Year)- 

• Work with County Planning to develop easily-understood brochure geared to farmers 
wishing to establish/expand their Agri-Tourism offerings. 

•  Introduce county leadership and travel trade partners to Farm-Loop experiences. 



 
Mid- Term Goals (2-5 Years)-  

• Solicit entrepreneurial chefs / planners for Farm to Table, saleable experiences. 
• Offer custom-templated-site and training for our interested local businesses  
• As new agri-tourism tours, experiences and trails develop, create media kits and other 

PR materials as appropriate and resources allow. 
• Develop and implement social media strategies as appropriate and resources allow. 
• Develop and implement marketing strategies as appropriate and resources allow 

 
 
Goal #3: Develop and Market New Tours, Experiences and Products from Cultural Heritage  
  Tourism Assets 

 
Short Term Goals (1 Year)- 

• Evaluate existing cemetery tour work for mapping and podcast tour marketability. 
• Offer custom-templated-site and training for our interested local businesses  
• Ensure that all funding efforts (Geocaching, Mapping, etc.) are vetted for potential and 

appropriate tie-ins to Tourism niches of Outdoor Recreation, Agri-tourism, Heritage.) 
 
Medium Term Goals (2-5 Years)  

• Collaborate with Arts Cabins and High Cascades teams to increase the overnight stay 
opportunities for their audience. 

• As new cultural heritage tours, experiences and trails develop, create media kits and 
other PR materials as appropriate and resources allow. 

• Develop and implement social media strategies as appropriate and resources allow. 
• Develop and implement marketing strategies as appropriate and resources allow. 

 
Goal #4: Develop and Market New Experiences, Tours and Trails from Bicycle and River Tourism  
  Studios Projects; Sports Teams 
 

Short Term Goals (1 Year)- 
• Create tools for implementation of Bicycle-Friendly “We Speak” business designation.  
• Offer We Speak training for front-line personnel, organizing local experts and collateral.  
• Offer custom-templated-site and training for our interested local businesses  
• Develop and implement a social media presence with a dedicated Facebook page. 
• Create and implement a process for template mapping of new bike routes and trails. 

 
 Medium-term goals (2-5 years)- 

• As new bicycle and river tours, experiences and trails develop, create media kits and 
other PR materials as appropriate and resources allow. 

• Develop and implement social media strategies as appropriate and resources allow. 
• Develop and implement marketing strategies as appropriate and resources allow. 
• Develop and enhance the marketing resource of www.MtHoodTerritorySports.com as a 

resource tool for promoting competitive sporting competitions and opportunities for 
spectators. 

 



Goal #5: Develop and Share Tools and Resources to Assist Partners, Local Tourism Organizations  
  and Businesses  

• Develop and share social media tools either in person or through social media/digital 
outlets that could include instructional PowerPoint presentations, videos, webinars and 
other tools as emerging technologies present themselves. 

• Develop and share marketing and PR tools either in person or through social 
media/digital outlets that could include media kits, press releases, multimedia pieces, 
editorial calendars, brochures, travel planners and other materials. 

 
Goal #6: Prioritize Key Projects and Asset Development/Enhancements as Determined from  
  the County Events Center Strategic Plan. Develop Partnership and Funding Strategies  to  
  Assist in Achieving Identified Priorities 

 
Short Term Goals (1 Year) -  

• Once the Strategic Plan is received, coordinate with County Events Center Board to 
establish connections with appropriate community partners to amplify reach of 
tourism-related projects.  

 
  Medium-term goals (2-5 years)- 

• Develop and implement PR and social media strategies as appropriate and resources 
allow. 

• Develop and implement marketing strategies as appropriate and resources allow. 
 
Goal #7: Establish Development Grant Program to Assist in Funding Tourism Priority Projects 

 
Short Term Goals (1 Year)- 
• Establish Grant Program guidelines, best practices and other materials to ensure 

selection and funding of high-value ROI and leveraged Tourism projects  
• Streamline grant application procedure at all levels to incorporate straightforward 

point evaluation system that consistently meets Tourism’s goals and permits 
applicants room for creativity in achieving success without undue bureaucracy. 

 
Goal #9:  Create a Special Events Toolkit to Assist Tourism Partners and Businesses 
 
 
Resource Tools 

• Tour Operator Notes 
• Tour Operator “Off-the-shelf” itineraries 
• Custom-templated sites for partner web presence 
• “We Speak” training modules and toolkit 
• WVVA wine trail Benefits Intro packet with decals and resource directory 

 
 
Measurements of Success 
 
 
Closing Summary 



Clackamas County Tourism & Cultural Affairs 
 2012-17 Five-Year Business Plan Outline WORKING DRAFT (as of 6/9/12) 
 
Vision 
Serve as the leading force to grow and sustain tourism in Clackamas County through effective marketing 
and asset development strategies and by building strong  partnerships with businesses, organizations, 
other governmental entities and citizens. 
 
Mission 
Increase overnight stays and encourage visitors to linger longer in Clackamas County by serving as the 
primary destination resource for trip planning resulting in destination visits and by working in 
partnership to develop and enhance local tourism assets. 
 
Insights- Trends and External Factors that Influence County Tourism 

• Evolving Industry 
• Evolving Technology 
• Changing Traveler Behavior 
• Shifting Revenue Resources 
• Distressed, Declining and Under-developed Local Tourism Assets 

 
Guiding Principles-Section in which ongoing programs, projects and areas of responsibility are described 

• Leader in County and Regional Tourism 
• Effective Marketing and Promotion of Clackamas County Tourism Assets and Opportunities 
• Focused on the Three Pillars of Clackamas County Tourism: 

o Outdoor Recreation 
o Agri-Tourism 
o Cultural/Heritage Tourism 

• Effective and Efficient Use of Public Resources 
• Build and Strengthen Public and Private Partnerships 

 
Strategic Priorities-Items of focus in addition to on-going programs, projects and areas of responsibility 
 Position County to Seize Opportunities and Manage Threats/Barriers 
 Create and Enhance Tourism Assets 
 Enhance Marketing and Promotion Efforts through New Technologies and Mediums  
 Build and Strengthen Partnerships and Coalitions to Increase Collaboration 
 Develop New Tourism Products, Markets and Packages 

 
Strategic Planning Process: 
Step 1: Situational Strategic Drivers- 
Conduct assessments of the current operating environment. "What are we currently up against/facing?" 
 
Step 2: Stable Strategic Drivers- 
Filter the outcomes of the environmental assessment through Tourism's Vision, Mission and Guiding 
Principles. "Who we are and how we operate." 
 
Step 3: Resulting Strategic Priorities- 
Identify Strategic Priorities in alignment with Steps 1 and 2 above. "How do we add value?" 



Strategic Priorities Over the Next Five Years: 
 
I.  Position Clackamas County Tourism as the "Destination Architect" to Seize Opportunities and 
 Manage Threats/Barriers  
 Supporting Goals- (Each goal will have outlined initiatives to support it) 
 
Goal #1:  Conduct a SWOT Analysis of Agri-Tourism (almost completed) 
 
Goal #2:  Conduct a SWOT Analysis of Outdoor Recreation-Specifically Bicycle Tourism; River  
  Tourism; Sports Teams 
 
Goal #3:  Conduct a SWOT Analysis of Heritage/Cultural Assets 
 
Goal #4:  Conduct a SWOT Analysis of County Events Center Facilities 
 
Goal #5:  Conduct a SWOT Analysis of the Tourism Potential of the Blue Heron site in Oregon City 
 
Goal #6:  Conduct a  Marketing/Destination Audit 

TCA will continue with our key branding of Oregon's Mt. Hood Territory, but undergo a 
marketing/destination assessment to determine where our efforts stand in the arena on 
an national and international level.  The media environment is changing rapidly, so we 
will continue to rely on research to direct our efforts to respond to these changes. 

 
Goal #7:  Develop and Execute a County Tourism & Cultural Affairs Communications Strategy 
 
II.   Create and Enhance Tourism Assets; Integrate Tourism Products and Partners 
 Supporting Goals- (Each goal will have outlined initiatives to support it) 
 
Goal #1:  Identify and Prioritize Projects and Opportunities from Agri-Tourism SWOT Analysis 
 
Goal #2: Identify and Prioritize Projects and Opportunities from Outdoor Recreation SWOT  
  Analysis -Specifically Bicycle and River Tourism Design Studios 
 
Goal #3: Identify and Prioritize Projects/Opportunities from Heritage Assets SWOT Analysis  
 
Goal #4:  Identify, Prioritize Projects from County Events Center Facilities SWOT Analysis  
 
Goal #5:  Identify and Prioritize Projects and Opportunities from Marketing/Destination Audit 
 
Goal #6:  Evaluate and Revise as appropriate the County's Visitor Information Centers Program  
  and Implement Identified Strategies 
 
Goal #7: Create and Serve as Lead for New Signature Event: Festival of the Falls (WFHAC). 
 
Goal #8:  Incorporate Principles of Geotourism through the Integration of Products and Partners  
  that Sustain, Reinforce, or Enhance the Unique Character of the County's Culture,  
  Environment,  Aesthetics, Heritage and Community Livability 



Goal #9:  Create an incentive system that encourages local projects that increase event or  
  organizational capacity, expand target market audiences, leverage partnerships and  
  other funding sources, and recognize higher levels of ROI. 
 
III.  Enhance Tourism Marketing and Promotion Efforts through New Technologies and Mediums 
  Supporting Goals- (Each goal will have outlined initiatives to support it) 
 
Goal #1:  Conduct a Social Media Analysis of CCTCA Strategies 
 
Goal #2:  Develop Social Media Strategic Plan; Implement Plan 
 
Goal #3: Develop and Execute Revised Marketing Program Under New Agency Contract  

 
Marketing - Over the past few years, OMHT has leveraged the consumer marketing 
programs of Travel Oregon, specifically Fall Oregon Bounty and Spring Outdoor Adventure - 
and soon to be incorporated is a winter campaign.  As a DMO, we rely on Travel Oregon to 
build overall visitor awareness for Oregon, with our efforts directing and focusing the 
familiarity and selection of Mt. Hood Territory as the final trip destination.  TCA will continue 
to partner and align our marketing programs and campaigns with Travel Oregon. 

 
Advertising - We will continue to adjust the percentage of advertising spent in the evolving 
media types of print, online, social media and broadcast, and monitor the amount of earned 
vs. paid media. 

 
Travel Media Relations - We will continue to build trusted relationships to increase earned-
media placements through print, broadcast and online sources. 

 
Niche Groups - We will continue to identify evolving and trending niche audiences and 
efficiently target to these audiences. 

 
Goal #4:  Undertake a Brand Assessment and Conduct a Brand Redesign or Refresh 

TCA will continue with our key branding of Oregon's Mt. Hood Territory, but undergo a 
brand assessment to determine whether a brand refresh or redesign is in order.   

 
Goal #5: Identify and Prioritize Technology Improvements from Marketing Audit 
 
IV.  Build and Strengthen Partnerships and Coalitions to Increase Collaboration 
  Supporting Goals- (Each goal will have outlined initiatives to support it) 
 
Goal #1:  Create a Greater TCA Presence within Local Communities and Among Partners 

 
Goal #2: Identify and Cultivate Partnerships with Local Tourism Businesses and Other Tourism- 
  Related Organizations and Individuals; Other County Departments as appropriate 
 
Goal #3: Create  a County Heritage Tourism Roundtable to Address Local Heritage Issues 
 
Goal #4: Develop/Refine Partnership Program with Federal Agencies, including the U.S. Forest  
  Service, the Bureau of Land Management, National Parks and Federal Highways. 



Goal #5: Revise Visiting Friends & Relatives Program- Continue to Engage Local Residents as  
  Territory Ambassadors, as well as Expand the Reach of the MVIC by Attending Out-Of- 
  Area Events and Trade Shows 
 
Goal #6: Engage with Partners to Address Transportation and Land-Use Issues that Impact  
  Tourism within the County Including But Not Limited to: 
  a. Mt. Multimodal; Parking; Snow Park 
  b. Bicycle Tourism 
  c. Accessibility to Destination Assets 
  d. Rest Areas 
 
Goal #7: Develop and implement a Partner Training Program on Current Issues, Topics, Skills 
 
Goal #8: Increase the effectiveness of the Community Partnership Program 
 
 
V.  Develop New Tourism Tools, Resources, Products, Markets and Packages 
  Supporting Goals- (Each goal will have outlined initiatives to support it) 
 
Goal #1:  Evaluate Strategy for Domestic and International Travel Trade for  Participation in Trade  
  Shows, Sales Missions, and Hosting Fam Tours 
 
Goal #2: Develop and Market New Tours, Experiences and Trails from Agri-Tourism   
  Products/Assets 
 
Goal #3: Develop and Market New Tours, Experiences and Products from Cultural Heritage  
  Tourism Assets 
 
Goal #4: Develop and Market New Experiences, Tours and Trails from Bicycle and River Tourism  
  Studios Projects; Sports Teams 
 
Goal #5: Develop and Share Tools and Resources to Assist Partners, Local Tourism Organizations  
  and Businesses  
 
Goal #6: Prioritize Key Projects and Asset Development/Enhancements as Determined from  
  the County Events Center Strategic Plan. Develop Partnership and Funding Strategies  to  
  Assist in Achieving Identified Priorities 

 
Goal #7: Establish Development Grant Program to Assist in Funding Tourism Priority Projects 
 
Goal #9:  Create a Special Events Toolkit to Assist Tourism Partners and Businesses 
 
Resource Tools 
 
Measurements of Success 
 
Closing Summary 





Willamette Falls Festival 
Proposed Date:  Friday, October 12-Sunday, October 14, 2012 
 
The Willamette Falls Heritage Area Coalition in collaboration with ODOT, Clackamas County, the City 
of Oregon City, and the City of West Linn will be hosting events to commemorate the grand re-
opening of the bridge to traffic on Monday, October 15, 2012. Proposed events would be located in 
the Oregon City and West Linn areas and on the bridge, or nearby. 
.   
 

Day/Time Event  Location  Chair 

Friday, Oct 
12  

   

evening Bridge open for walking  On the bridge  

 Ripple Effect Arts Walk Downtown OC Cheryl/Elizabeth/Sam 

 Marching Band “Play-Off” between 
West Linn/OC? 

On the bridge (Alice will check w/ OC 
Band Director for 
interest) 

 Grand Ronde Chef dinner benefit MOOT Siobhan/Daphne 

 Heritage Displays (ongoing thru-out 
weekend). West Linn Restaurant 
Booths offering „to go‟ box dinners 

Event tent OC side John Richards 
(restaurant 
coordination) 

 OC restaurants encouraged to offer 
special items/‟ to go‟ box dinners 

OC Main Street John Richards/Daphne 

 Interactive Public Sculpture Project WL Side of Bridge Cheryl/Elizabeth 

    

Saturday, 
Oct. 13 

   

9 a.m. to 9 
p.m. 

Bridge open for walking  On the bridge  

10 a.m. -2 
p.m. 

Farmers Market Event tent OC side Jim Bernard 

10a-4p Bridge animation-art projects, 
historic re-enactors, performances 
etc. 

On the bridge Cheryl/Elizabeth/Lisa 

10a-? Interactive Public Sculpture Project WL Side of Bridge Cheryl/Elizabeth 

10a-? Heritage Tour/Geocaching  Lisa 

10a-? Ripple Effect Arts Walk Downtown OC Cheryl/Elizabeth/Sam 

11a,1p,3p Speaker Series including Bob 
Hadlow & Chris Leedham 

MOOT Susan 

3p-7p  Great Performances—local acts Event tent OC side Rae Gordon 

4:00-6:30 Native First Fish Celebration, 
drumming and demonstrations, 
lighted boat flotilla 

Clackamette Park Siobhan 

 VIP Reception  MOOT  

8:00 Fireworks over the Falls  Alice/Sam/Thomas 

    



 

Sunday, Oct 
14 

Event Day    

8-? Fun Run, Bi-athalon, and/or Family 
bike pedal/fun run 

On the bridge 
starting line? 

Jim Austin 

10a-? Heritage Tour/Geocaching ? Lisa 

Morning ? Activity? Tent on the OC side ? 

Noon  Wedding-celebrate rededication with 
vow renewals 

On the Bridge Wendy (?) 

10a-2p? Interactive Public Sculpture Project WL Side of Bridge Cheryl/Elizabeth 

1:00 Post Ceremony Reception w/ 
donated wedding cake 

Tent on the OC side Daphne 

2:00 Ceremonial Bridge 
Opening/speeches, etc. 

On the Bridge Susan/Danielle 

2:30 Bridge opening with walkers, bikes 
and ending with historic car parade 

On the Bridge ? 

3:00  Clean Up   

    

Monday, 
Oct. 15 

Bridge open to all traffic   

 
 




