
Destination 
Assessment

Umatilla, Oregon

July, 2018



Jon-Paul Bowles



The Big Picture 

Strengthen and diversity Umatilla’s economy through tourism

Create access for fun, healthy activities for your families

Celebrate your culture and community

Support small businesses

Support downtown redevelopment

Steward the natural environment, including riverfront ownership issues

Adapt and Thrive



Organizations Involved



Goals 

1. Set the foundation for a community led destination development plan

2. Provide insights into the current state of tourism in Umatilla

3. Uncover opportunities and challenges for destination marketing and 
product development

4. Take a snapshot of what organizations are active in tourism, and how 
aligned their efforts are
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Chapter 1: Assessment Inputs 

How did we get here? 



Destination Assessment: Process
1. Familiarization trip: 

• Tour of Umatilla
• Introductions to with Chamber board members, city officials
• Attended Portland State downtown redevelopment plan reveal

2. Proposal development and award

3. Conversations with Kacie Evans and Tamra Mabbot

4. Boots on the ground 
• Focus groups
• City Council presentation
• Interviews
• Understand who’s doing what
• Fishing, eating, touring

5. Research

6. Report our (today)



Things I love about 
Umatilla
• Two rivers with historic fish runs – warm 

water species and salmon/steelhead

• Diverse climate around the calendar

• Character and place: no fast food 
restaurants and chains

• Traditional agriculture and Latin influence

• Off the Interstate

• Citizens who give a damn



Impact on Local Economy
1.   How much did visitors spend in Umatilla County in 2017?

A. < $20 million          B. $90 million     C. $100 million    D. $165 million

2.   How many jobs did tourism directly account for in Umatilla County?
A. < 1,000                     B. 2,500                         C. 3,000                          D. 3,500     

3.   How much local tax revenue was raised through tourism in Umatilla County? 
A. < $500,000              B. $700,000.                C. $1.7 million               D. $ 2.7 million

4.   How much does the average visitor spend per trip to Umatilla County?
A. $130                        B. $170                          C. $250                          D. $280

5.   How much does the average visitor spend per overnight trip in Oregon? 
A. $150                           B. $170                          C.  $250                        D. $279 

13%

Up 100 jobs in a 
year

13% 

4%

3.7%



Data tells a story

Source: http://www.deanrunyan.com/ORTravelImpacts/ORTravelImpacts.html#



Tourism is Economic 
Development

Oregon

• $11.8 billion in direct visitor spend

• Provides 112,000 jobs state wide

• Generates $1.2 billion in tax revenue



How much tax revenue do visitors create? 



How much do visitors spend in Umatilla County?



What do visitors spend money on in Umatilla County?



Implications

• Tourism is big business

• Tourism is a growth industry

• Tourism brings export dollars, which have a multiplier effect

• Tourists dollars support businesses and amenities that benefit locals

• Tourism industry can be tapped into at a state, regional, and county 
level

• Likely that visitor spend can increase with targeted approach



Interviews and Inputs

• Umatilla Riverfront Advisory Council

• City Parks Map

• Comprehensive Trail Map

• West Umatilla County Asset Map

• Eastern Oregon Visitor Association Planning and Marketing documents

• Downtown Redevelopment Plan



Interviews
Name Organization Name Organization

Larry Nelson Mike Jewitt

Sam Nobles Mark Morgan
Ramandeep Singh Mark Ribich
Kacie Evans Joan Ribich
Jodi Hinsley Josephine Kepich
Maria Moreno Brandon Seitz
Pedro Ortiz Karie Walchili
Karie Walichi Matthew Tsui

Gail Nelson Nanci Sandoval
Roak TenEyck Salud Campos

Tamra Mabbot Andrea Long
Al Davis Steven Arrasmith
Darla Huxel Tom Love
Commissioner Bill Elfering Ted Beach

Raelyn Gallegos Tisa Coffey
Marcus Dave Meade
Russell Pellberg Heidi Sipe
Mike Roxbury Mark Keith
Kelly Nobles Rod McKenzie

Judy Simmons Bob Adams
Brandon Frazier Berlyn Bales



Chapter 2: Product Development

What experiences will bring visitors to Umatilla? 



Destination Development

Where we are now:

• What types of experiences can appeal to visitors and what are the 
destination’s assets?

• What’s working and what can be developed?

• What types of experiences should be built on? 



Destination 
Development

Significant Findings:

• Long time locals know there’s a lot to do, 
and assume everyone else does too

• Newcomers have no idea what there is to 
until they stumble across it, sometimes 
years later

• ”The way it used to be…”

• Fishing means year-round opportunity

What 
water?, 

Bob





Destination Development

Opportunities

• Columbia & Umatilla Rivers

• History & culture

• Avoided chain restaurants & 
retail

• Rural Opportunities Initiative for 
small business support

• Nature trails

• 15 miles from I-84

Challenges

• Lack of downtown businesses 
offering amenities to visitors

• Land ownership and lack of 
control on Corp properties

• Invasive species along 
waterways

• Absentee property owners

• 15 miles from I-84



Fishing

Opportunity

• Emphasis on Walleye – world class 
fishery

• Tournaments

• Year round, spring peak

• Salmon and steelhead

• Bank angling

• Columbia River Walleye Association



Fishing

Challenges
• Invasive species block bank access
• Timing of runs and quotas restricts 

availability of salmon/steelhead catch
• Port (add text after visit on Wed)
• Marina lacks adequate moorage
• Removal of Walleye limits
• No tackle shop in town
• Security (marina parking)
• Park for tournaments (200+)
• Launches/boat ramps?



Fishing

Specific Opportunities
• Tournaments: Governor’s Cup
• Amenities for recreational fishermen and 

women
• Access to Umatilla and Columbia Rivers 

for bank anglers, esp. Chinaman’s Hole
• Packaged itineraries for fishermen and 

women
• Promotional materials on warm water 

species
• Promote salmon and steelhead in 

fall/winter (some challenges)
• Business services – guiding, gear, etc.



Recreational Sports Complex

Opportunity

• Adult and youth league tournaments

• Soccer, lacrosse

• Hermiston tournaments already 
overflow into Umatilla

• Local soccer players don’t have enough 
space as is

• Hispanic community support and 
growth 

• Trust between community leader 
(Pedro Ortiz) and Parks 



Recreational Sports Complex

Challenges

• Critical mass of infrastructure does not 
yet exist

• First field took 5 years to get built

• Maintenance, lining, requires ongoing 
effort



Recreational Sports Complex
Specific Opportunities

• City plans to build new fields, restroom, and 
sport complex structure

• 4-6 fields allows large tournaments that 
attract 6-10 teams (and families) from as far 
away as Walla Walla

• Weekend tournaments encourage overnight 
stays

• April – Nov. season encourages should season 
visits

• Existing tournaments require significant travel

• Community and city can collaborate on scope, 
maintenance, and recruiting 
events/tournaments



Trail Development and 
Maintenance
Opportunity

• Existing trails inventory

• Birding

• Hiking

• Broad appeal to many types of visitors, 
and locals

• Willing land owners



Trail Development and 
Maintenance
Challenges

• Multiple land managers with unique 
processes and decision makers

• Expensive to develop new trails

• Trail maintenance funds are hard to get



Trail Development and 
Maintenance
Specific Opportunities

• Hiking, walking, birding activities in: 
• McNary Wildlife Area

• Umatilla River Trail 

• Chinaman’s Hole

• 3rd St. trails

• Hat Rock State Park

• Brushing & maintenance on existing trails 

• Chinaman’s Hole

• New trail development on Umatilla River



Umatilla River 
Development: Paddling

Opportunity

• Manmade play features (fish passage)

• Submerged features that slow water

• ”Best place in the world for learning 
flat spins”

• Park and play or play down the river

• Different paddling experiences at 
different water levels. Multi-seasonal



Umatilla River 
Development: Paddling

Challenges

• Walk in access

• Little to no existing information

• Limited local paddling 
community (engaged so far) 



Umatilla River 
Development: Paddling

Specific Opportunities

• Create walk in access

• Map the river for paddlers

• Engage user generated content

• Aerial footage of paddlers as 
content

• Find kayaking influencers for fam 
tour & input on amenities needed



Destination 
Development: 

Additional 
Assets

1. Port Development / Marina

• Playground

• RV Parks

• Stage

• Connect port to downtown Umatilla

• Additional moorage

2. Cultural / Heritage

• Need to engage with the Tribe

• Good relationship between Chamber and Museum

• Oral recordings project at museum - how could they be 
used to engage visitors? 

3. Cycling Tourism 

• Group rides and tournaments

4. Agritourism

• Has potential to develop along River Road, but more 
producers need to welcome visitors





Chapter 3: Destination Marketing 

How do you get visitors to Umatilla?



Destination 
Marketing

Where we are now:

• What is the current messaging?

• What materials (collateral, website, 
social media, advertising, etc.) are 
currently being used to promote 
experiences in Umatilla to visitors?  
How do these materials currently 
position the destination? 

• What is missing?

• What recommendations can be made 
to improve these in the short and 
long term? 



Destination Marketing: Target Markets

Target Markets

1. Friends and Family Visitors

2. Fishermen and women

• Tournament

• Recreational

3. Families of fishermen and women

4. Tri-Cities drive market 

5. Kayakers

6. Cruise lines

7. Hispanic community



Destination Marketing: Collateral



Destination Marketing – Chamber website



Destination Marketing – Travel Oregon city page



Search & Social Media



Destination Marketing: 
Challenges
1. Lack of materials to promote trip ideas to visitors

2. Many local business owners and visitor facing 
professionals don’t know where to refer people

3. The region/county lacks a coherent brand

4. Limited online presence of tourism entities and a 
lack content to promote experiences – including 
photos, itineraries, trip ideas, etc. 

5. Lack of content to produce collateral

6. Loosely or undefined target markets



Destination Marketing: 
Opportunities
• Itineraries

• Trip ideas

• Instagram

• User generated content

• Specific audiences use specific channels

• Engage and interact in comments

• Monitor and evaluate



Destination Marketing: Opportunities

1. Content Creation
• Umatilla nature trip ideas
• Itineraries
• A “Day in Umatilla” 
• History of Umatilla walking/driving tour brochure
• Oral history of Umatilla guided experience
• Photo library
• Video

2. Distribution, via Travel Oregon, EOVA, social media, press, advertising

3. Business to Business Promotion: Referral network/tour/meet & greets for local 
business owners and visitor facing professionals

4. Hermiston Chamber <-> Umatilla Chamber collaboration
• What’s the quick win?



Chapter 4: Organizational Infrastructure 

Who is doing what to promote and develop Umatilla as a destination?



Organizational Infrastructure

Where we are now:

• Who are the stakeholders currently promoting tourism 
activities in Umatilla?  

• How are they using their resources? Where do the resources 
come from? 

• What tourism strategies are guiding the existing players?

• How can others get involved?    



Organizational Infrastructure: Assets

Chamber of Commerce – Promotion, Business to business, Relationships
• Kacie Evans, and active board members
• Partnership opportunity with Hermiston Chamber – Debbie Pedro, CEO

City – Development projects, Planning, Capital, Process, Business support
• Tamra Mabbot, City Manager
• ___, Parks and Recreation 

Port – Waterfront redevelopment
• Add port director

County – Additional capacity, Access to EOVA, County resources
• Karie Walichi, Coordinator, Umatilla County Tourism
• Gail Nelson, Coordinator, Umatilla County Economic Development and Tourism coordinator

Volunteer – The muscle
• Strong volunteer base

Tribal Input:
• Important to include input from the tribe. In progress.



Organizational Infrastructure: Challenges

1. Historic management problems and turnover led to lower engagement 
between Chamber and local businesses

2. Limited resources to fund tourism development and promotion

3. Loosely defined relationships between stakeholders – city, chamber, 
land managers, business owners, attractions, lodging property 
managers, county staff



Organizational Infrastructure: Opportunities

1. New Chamber leadership and engaged board

2. City of Umatilla engagement and leadership

3. Pro staff fisherman willing to lead tournament development

4. Local volunteers read to go

5. County tourism and economic development staff 

6. Tap into Eastern Oregon Visitor Association plans and Travel Oregon 
reach

7. Destination development planning underway

8. Public funding available for development and promotion

9. Small business support via Rural Opportunities Initiative



A Path Forward: 
Southern Oregon Coast 
Case Study



Similarities to Columbia Co. 

• Rural county with no transient lodging tax
• Lack of consistent, coordinated collaboration 

between cities and between cities and 
chambers

• Potential to develop outdoor recreation 
experiences

• Towns sometimes competed for visitors 
rather than collectively reaching external 
markets

• Visitor spend was around 30% lower than 
state average



Planning and Coordination

• In 2013, these communities joined in 
a collaborative tourism planning 
process through Travel Oregon’s 
Rural Tourism Program

• Project teams emerged with focus on 
outdoor recreation, agritourism, and 
destination marketing

• Visitor intercept survey conducted to 
provide input on destination 
development priorities that would 
increase visitor spend, and lead to 
shoulder and off-season travel



Coaching and Facilitation

• 2013-2016. Destination Management 
Advisors hired to coach leaders in the 
region and support regional 
collaboration, ongoing planning

• Destination development planning 
crystalizes, and organizational roles 
gain clarity

• First round of projects implemented 
by local partners with varying degrees 
of success. 

• Proof of concept attracts additional 
funding for second round of projects 



Maturing Destination

• 2016-Present. Regional collaboration 
fully proves concept. Two staff hired to 
support regional tourism development

• Local stakeholders seek to form 
regional Destination Management 
Organization (DMO) – Travel Southern 
Oregon Coast 

• Funder identified and organization built
• Destination Management Advisors 

contracted to help manage DMO
• Region is implementing large-scale 

projects, like Whiskey Run, the coast’s 
first single track mountain biking 
system, creating cycling festivals, water 
trails, etc.  



Proven planning / coaching process
Funder System Deliverable Investment

Wild Rivers Coast Alliance Whiskey Run Regional Trails Plan $20,000

Humbug Mtn

Lower Rogue

Wild Rivers Coast Alliance Whiskey Run Proposal development $5,000

Humbug Mtn

TOTAL WRCA INVESTMENT $25,000

Recreational Trails Program Whiskey Run  10 miles of new single-track trail

 1,600 hours of youth training and 

employment

$214,618

Regional Solutions Whiskey Run $50,320

Southwest Oregon Workforce 

Development Board

Whiskey Run $10,000

Regional Solutions Whiskey Run  3 miles of new trail $90,00

Southwest Oregon Workforce 

Investment Board

Humbug Mtn $25,000

Recreational Trails Program Lower Rogue  6 miles of heavily refurbished trail $142,608

TOTAL $572,546

• Over $600k in state 
and federal funds for 
tourism projects

• Creation of 4 new 
tourism positions

• Hard funding stream 
over $400k a year to 
new sub-regional 
DMO

• Table to left is an 
example of 
fundraising and 
leverage success for 
trail development on 
the south coast



Whiskey Run emerged as a priority project for tourism stakeholders on the 
southern Oregon Coast. The first phase of 10 miles is now complete. Proposals 
have been submitted to complete a 30 mile system, which will cost around 
$1,000,000 to build, and is projected to return $1,500,000 a year to the local visitor 
economy. The inaugural event, held in June 2018 attracted over 100 riders.





Umatilla Destination Development 

Planning Session

Umatilla Chamber of Commerce
7.26.18

Facilitated by Jon-Paul Bowles, Destination Management Advisors
In partnership with the Umatilla Chamber Board, and staff, Kacie Evans,

And The City of Umatilla, led by Interim City Administrator Tamra Mabbott



Umatilla 
Tourism 
Planning 
Agenda 

Vision

•What is your goal?

•What can you accomplish in 3 months? 1 year? In years 2-5? 

•What challenges do you anticipate?

•Who will the project benefit? 

•Who else needs to be involved (organizations and people)? 

•Who will convene the team? 

•When will you meet next?

•How will you communicate? 

Project Teams

•Content creation

•Target markets

•Partnerships

•Distribution plan

Marketing 

Report Out



Umatilla Tourism Plan

“A history lesson should be shared prior to every major 
public policy decision or project is launched”

-
Patricia Limerick



Fishing

What’s needed to land the 
Governors Cup?



Recreational Sports Complex

What’s needed? 

• 3-5 additional fields in proximity

• Playground, Trees

• Parking

• Addition restrooms

Excellence

• Ability for food carts to sell at 
tournaments

• Lights (heat)

• Bleachers



Trail Development and 
Maintenance
Specific Opportunity: New trail 
development on Umatilla River

• Funding for sawyering, invasive 
management

• Foot bridge

• Agreements between land 
owners/easements holders and 
government agencies

• Agreement from state & federal agencies



Umatilla River 
Development
Specific Opportunities

• Create walk in access

• Map the river for paddlers

• Engage user generated content

• Aerial footage of paddlers as 
content

• Find kayaking influencers for fam 
tour & input on amenities needed



Destination Marketing: 
Next Steps
How will you get people to those 
experiences? 

• Who is the target market? 

• What content appeals to them?

• How do they get inspired to travel? 

• How do they plan trips?

• What channels do they use? 



Planning: Destination Marketing
1. Target a market that plays to your strengths

2. Create content and distribute in multiple formats

3. Create a distribution plan alongside content plan

4. Partner with Umatilla County, Eastern Oregon Visitor’s Association, and 
Travel Oregon to (get their input on content, calendar, & style)

5. Pay for quality content – writing, design, and photography

6. Use the right channels for the right audience

7. The work is never done – fresh content at least quarterly, but recycled is 
ok if refreshed

AVOID THE TACTICS TRAP



Destination Marketing 101: Example



Destination Marketing 101: Example



Professional Content

• Leads to broader distribution

• Appealing materials

• Can be leveraged by broader 
campaigns within EOVA and 
Travel Oregon

• Professionals have their own 
forms of distribution



Multiple channels



Destination Marketing: Opportunities

1. Create content during walleye tournament and repurpose to target recreational 
fishermen and women and additional tournaments

2. Formalize collaboration with Eastern Oregon Visitors Association to target markets 
through specific channels

3. Create trip ideas and photo library around existing experiences

4. Create “A Day in Umatilla” itinerary

5. Create content for Umatilla City page on Travel Oregon site

6. Event audit
• How well do existing events serve local business community?
• How can they be enhanced to increase visitor spend and increase downtown traffic? 
• Who are the target markets? How well are they reached? How can relationships with Travel Portland 

and Travel Oregon expand marketing reach? 

7. Educate locals on things to see and do in Umatilla to encourage return visitation from 
friends and family visitors



Potential Funding Sources

• Start local, start small

• Start building relationships early

• Prove concept

• Demonstrate community support

• Find partners










