APRIL 2.

i

CENTRAL
OREGON




VCO Financial Reserves

Account Amount

General Reserves 500,000
Air Service Reserves 340,000
Total Reserves 840,000

FY26-27 BUDGET PRESENTATION VISIT CENTRAL OREGON



COUNTY BUDGET - Revenue pram

REVENUE FY25-26 FY26-27 YOY Variance

Deschutes County Room Taxes 3,306,000 3,557,697 251,697
Budget Carryover from LFY - - -

Marketing Co-op Investments 45,000 3 (45,000)
Meet in Central Oregon 60,000 60,000 -
Visitor Center - Park Passes 4,000 4,000 -

Interest Income 5,000 10,000 5,000
Total Revenue / Resources 3,420,000 3,631,697 211,697

FY26-27 BUDGET PRESENTATION

VISIT CENTRAL OREGON




COUNTY BUDGET - Expenses

EXPENSE FY25-26 FY26-27 YOY Variance
Future Fund - - -
Destination Stewardship - - -
(Group Busingss Develogment) | 280000 315000 | 35,000
Industry Relations 50,000 50,000 -
Advertising & Marketing 2,237,439 2,316,809 79,370
Operating 191,300 220,150 28,850
Personnel 661,261 729,738 68,477
Total 3,420,000 3,631,697 211,697

FY26-27 BUDGET PRESENTATION

VISIT CENTRAL OREGON




COUNTY BUDGET prarn

Advertising & Marketing

EXPENSE FY25-26 FY26-27 YOY Variance

Advertising 1,767,041 1,793,935 26,894

Air Service Marketing - 5,000 5,000
Content Creation 119,000 119,000 -

Partner Postage - 2,000 2,000

PR / Social 18,848 16,874 (1,974)
Promotional ltems 15,000 15,000 -

Visitor Guides 208,550 210,000 1,450

Digital and Data Resources 109,000 155,000 46,000

Total 2,237,439 2,316,809 79,370

FY26-27 BUDGET PRESENTATION

VISIT CENTRAL OREGON




COUNTY BUDGET prarm

Personnel Expenses

EXPENSE FY25-26 FY26-27 YOY Variance
Employee Benefits 45,000 48,000 3,000
Payroll Taxes 75,000 78,800 3,800
Retirement Plan Expense 26,800 26,400 (400)
Staff Training & Development 30,000 50,000 20,000
Wages & Salaries 484,461 526,538 42,077
Total 661,261 729,738 68,477

FY26-27 BUDGET PRESENTATION VISIT CENTRAL OREGON




COUNTY BUDGET (prarm

Wages & Salaries (combined budgets)

REVENUE FY24-25 FY25-26 FY26-27
Deschutes County 3,236,105 3,306,000 3,557,697
Travel Oregon 1,055,200 983,620 1,028,090
Total 4,291,305 4,289,620 4,585,787
EXPENSE - 1,088,065 982,855 1,029,738
Total Employee Cost*
Expense Ratio 25.4% 23% 22.4%
Staff Size *includes 10 FTE | *includes 8 Full-Time Employees &
& 4 PTE 3 Part-Time Employees

YOY Variance 46,883 or 4.8%

FY26-27 BUDGET PRESENTATION

VISIT CENTRAL OREGON




COUNTY BUDGET

Operations vs Programming

Industry Relations
1.4%
Meet in Central Oregon

8.7%
Personnel
20.2%
Advertising & Marketing
Operations 63.7%

6.1%

FY26-27 BUDGET PRESENTATION VISIT CENTRAL OREGON



RCTP BUDGET - Revenue

REVENUE FY25-26 FY26-27 YOY Variance
Travel Oregon RCTP Grant 983,620 1,028,190 44,570
Budget Carryover from LFY 53,800 TBD* -
Total RCTP Revenue 983,620 1,028,190 44,570

*Per Regional Cooperative Tourism Program mandate carryover funds must be
allocated to Grants and/or Regional Strategic Investments at each new biennium.

FY26-27 BUDGET PRESENTATION
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PROMOTING
DIRECT FLIGHTS

e Building awareness for direct
flights.

e Top Target Markets:
SEA, SF, LA, PHX
(Secondary Markets: DEN, LV,
SLC)

e High-value visitors




VCO SUPPORTS NEW FLIGHTS

e Serves as the marketing
arm for COAST

e Financially supports
new flights

e Key player in getting:
PHX, PDX and DFW
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VISITCENTRALOREGON.COM/FIRE
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VISITCENTRALOREGON.COM

OPTIMIZED
CONTENT
FOR SEO &

UPDATES TO
DESIGN & UX

WEBSITE
OVERHAUL
-37% page
load speed




DATA-DRIVEN STRATEGY

VCO'’s initiatives continue to be guided by
data-driven insights.

Go g'E’: what to do in central oregon
Top ThingstoDoin La
Visit Central Oregon Pine
hips:iiviskcentralorsgon.com | Around La Pine, youre never far
H * H from your next great odventure
wslt Centrﬂl Dregon' Explore Bend' REdend' Sunrlu’er . That ranges from bird-watching at
Paddle along sparkling rivers, tee off at stunning high-desert golf courses, or wander Wickiup Reservoir to hiking through

lava flows inside an active volcano,

through lively farmers markets. Savor fresh, seasonal flavors at local ... Read more Even if your

Events Things to Do Cities Dining

READ MORE




DATA-DRIVEN STRATEGY

SEO INSIGHTS

22.2% increase in organic impressions:

Q1 2026 saw 5.3M impressions, up 22.2% from Q1
2025, indicating VCO appeared within not only more
searches, but also more Al Overviews within Google.
*Please note that due to data limitations with Google

Search Console, data cuts off for November 2024,

meaning we cannot have accurate year-over-year

comparisons for the entire year.

28.2% increase in organic engagement rate:
From July 1, 2025 - March 31, 2026, VCO has seen a
28.2% increase in engagement rate, with an explicit
focus on mobile experiences. For mobile devices
Google alone, VCO saw an 8.5% increase in engaged
mobile sessions, and a 44.2% increase in engagement
rate overall!




DATA-DRIVEN STRATEGY

SEO INSIGHTS

10.7% increase in organic average session duration:
From July 1, 2025 - March 31, 2026, VCO also saw
a close to 11% increase in time spent on-site for
organic users. On Google, mobile users spent just
over 2 minutes per session, where as desktop users
spent 4 minutes!

15.3% increase in organic views per user.
From July 1, 2025 - March 31, 2026, VCO invited
users to spend more time on the website and
engage with more content. Views per user increased
15.3% year-over-year, with most users on average
seeing close to 2.5 page per mobile session.




PAID MEDIA HIGHLIGHTS




PAID MEDIA HIGHLIGHTS

e Wellhess messaging is capturing
the older, high-value
demographic.

e Meta promotions on Meta
focused on a “Winter Reset”
resonated deeply with the 65+
traveler segment.

e Travelers are shifting toward
longer-term trip planning, with a
significant portion now mapping
out their trips 91+ days.




DIVERSIFIED ADVERTISING STRATEGY
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Central Oregon e X
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MARKETING CO-OP PROGRAM

2026 Coop Recommendations

Package Offerings
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AyEL GUIDE




WEDDING GUIDE

e Guide for planning a wedding
in Central Oregon

e Showcases regional wedding venues,
event locations
& vendors

e 15K copies distributed




DINING GUIDE

F CENTRAL'OREGON

e Promotes Central Oregon’s culinary a V O r

WINTER + SPRING
2026 DINING GUIDE

experiences

e Supports regional restaurants with
features and menus

e 20K copies distributed
(Produced and distributed twice per
year)




e DARK SKY GUIDE

e Print and digital resource for Dark Sky
locations and activities around the
region

e Continuous updates as more

places become certified and regional
¢ offerings increase (Version 2.0 produced
3"; and printed in late 2025)

=2
. 7‘-(
o
e .
’

p
“ P Nt . .

A Guide to Stargazing in Central Oregon medla

e Resource for visitors, industry, and







OWNED MEDIA
MONTHLY EMAIL MARKETING

e Od

CONSUMER FOODIE

68.9K OPT-IN 13.2K OPT-IN
SUBSCRIBERS"* SUBSCRIBERS




NTHLY EMAIL MARKETING

CONSUMER & FOODIE EMAILS

Roam Far, Explore Widely

Hidden Hikes In Central Oregon

Revel in the peace and solitude of nature
with these tucked away trails.

Get Away from it All

Photo by Jonathon Chandler

Take the Road Less
Traveled In Central

Oregon
As winter softens into early spring, % ¥ , Lo leads you with these can’t-miss guided

Guided Tours to Broaden Your
Horizon

From breweries to ATVs, see where curiosity

there’s a pull to leave behind the
crowds and uncover something new.

Consider this your invitation to chase . : e
that feeting in Central Oregon. ' Ry Reserve a Spot

Let's Go Wandering

tours.




MONTHLY EMAIL MARKETING

CONSUMER & FOODIE EMAILS

y

Template Optimization & Click Performance

A new email template was introduced in October
2025, resulting in more consistent and elevated click
performance. Prior to this update, click-through rates
averaged 2% across all emails. Since launch, click
rates have stabilized between 3-4%, indicating
improved content interaction and layout
effectiveness.

Database Cleanse & Open Rate Stability

Following the database cleanse in February 2025,
open rates increased significantly from an average of
12% pre-cleanse to 48% post-cleanse. Since taking
over in July 2025, we have successfully maintained
this elevated level, with open rates stabilizing at 48%
throughout the current fiscal year.




MONTHLY EMAIL MARKETING

CONSUMER & FOODIE EMAILS

Year-Over-Year Performance by Email Type
* Consumer: Open rates increased from 19% to
48%, with click rates improving from 1.5% to 2.5%

* Foodie: Open rates increased from 24% to 47%,
with click rates improving from 2.6% to 3.3%.

* Events: Open rates increased from 20% to 49%,
with click rates improving from 1.7% to 2.7%.

The emailable database now totals 82,738
subscribers, with over 12,700 driven by website
acquisition, averaging 1,815 new subscribers per
month and reinforcing a steady pipeline of new
audience growth.




PUBLIC RELATIONS

Media Outreach & Presence

CENTRAL
OREGON

From dark-sky destinations to elevated dining and reinvented
wellness, Central Oregon is gearing up for a transformative year.




PR WINS & UPDATES

Central Oregon

oo Roser Aova

Best time to goc Spring theough Fali
Fish spech ibow trout, ihead

other Hiking, in biking, read cycling, paddiing, carmping

The Deschutes River is one of those bodies of water spoken about in revered tones by fly
fishers, like s Yel River or the Del. River In New York's Catskills.
Sowhen | had my cpportunity to fish it mysell, | was absolutely thrilled Driving to our
prt-in at Warm Speings, Fly Pisher's Place guide Troy Loedy warned me it wasa't going
0 be eavy.

Met goal of securing media clips that
establish Central Oregon as a diverse
regional destination, rather than on one
area or city

Secured high-profile, national coverage,
including USA Today, Outside Magazine,
and Fodor’s Travel

In-person media event in Seattle and in-
person desksides in San Francisco

Plans for updates to Media page on site for
optimization and visibility
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IN THE MEDIA
Earned Media

fos Anacles Times

Snowincsing Celestial Taurs

i puLse

Cozy Hot Springs Resorts That Are Perfect for a
Winter Vacation

KAH-NEE-TA Hot Springs
Resort — Warm Springs,
Oregon

The Best Restaurants in

From Mexican combo
what you showld eat sfter a ke or river float

r—

Sunriver, Oregon

tes to high-ered steaks, here's

Ehe New HJork Times

] This sumeer, Noack, 36, is in the my

New group hopes to attract more
business conventions to Central

Oregon

— \ Landscape™ project, wiy
ate Historse Park in Glen

L L o TR Ry W S ——

Ore.; and Warm Speings

The ultimate central Oregon winter
adventurs

remarkable

The World's Largest Dark Sky Sanctuary Is Closer than You Think

Our astrotourism columnist visited the Oregon Outback far night-=ky photography, but found something even more

Our Favorite Romantic
Getaways in Oregon

Dormaine Liten & Cubinn




FEATURED IN ALL OWNED MEDIA




ACCESSIBLE TOURISM

FEATURED IN ALL OWNED MEDIA

e Leveraging Travel Oregon’s
campaign efforts

e Wheel the World

e Site and Content
Enhancements







RCTP BUDGET - Revenue

REVENUE FY25-26 FY26-27 YOY Variance
Travel Oregon RCTP Grant 983,620 1,028,190 44,570
Budget Carryover from LFY 53,800 TBD* TBD*
Total RCTP Revenue 1,037,120 1,028,190 (8,930)

*Per Regional Cooperative Tourism Program mandate carryover funds must be allocated to Grants and/or Regional Strategic

Investments at each new biennium.

FY26-27 BUDGET PRESENTATION

VISIT CENTRAL OREGON




TOURISM INDUSTRY
PARTNER SURVEY

2024 Oregon Tourism Industry Partner Survey | Summary of Results | Central Oregon

Number of Respondents

Oregon Coast

Willamette Valley

Portland Region

16%
|1E'.-'E

canes oo I+

Southam Oregan

Eastern Cregon

Mt Hood ! Gorge

12%

| 10%

26%

192
Central Oregon
Responses

1,363
Overall Responses

Soarce: RRC



SUMMARY OF RESULTS | CENTRAL OREGON

Ml GRicon -
o RRC

——

2024 Oregon Tourism Industry Partner Survey | Summary of Results | Central Oregon

RESPONDENT PROFILE

The survey received broad participation by the tourism industry sector. Statewide, destination
marketing and/or management occounted for 15% of total respondents, followed by lodging
(14%) and food and beverage (10%). The top represented organizations remain similar to
2023.

Like respondents statewide, respondents from Central Oregon were most often employed in
destination marketing and/or management followed by lodging. Respondents from Central
Oregon were maore likely to work in land managemaent than, tour operation or
events/entertainment than statewide respondents.

Fespondents were asked which entity type best describes their business or organization. In
Central Oregon, the top two response options were private or for-profit
entities/organizations (45%) and non-profit entities/organizations (38%). Respondents are
more likely to work in land management, tour operation, or events/entertainment than
statewide respondents. Compared to 2023, a larger share of respondents from this region
were in land management (5% in 2023) and a smaller share in ledging (21% in 2023).



Objectives

ECONOMY

LEMSES
MISSION VALUES m STRATEGIES VISION
PLAMMNING PRIORITIES
» Top 3 Priorities for the Next 2-5 Years:
c E N T RA L 1. Sustainability and climate action (&45%:)
O R E G O N 2. Grant and funding opportunities [34%%)
. 3. Visitor management solutions (29%)

» Shift from 2023: Marketing and promotion, which was a top priority in 2023 (4£5%),
has dropped to 24% this year, showing a shift toward infrastructure and sustainability.



RCTP MARKETING
PROJECTS

RCTP Funds leverage and support

the goals of VCO'’s marketing

efforts

e Your Story Everywhere
(October ‘25, December ‘25,
March 26)

e Photography retainer with Cody
Roux for regional assets

e 2026 Travel Guide Distribution EMBRACE THE MAGIC OF
WINTER IN THE CASCADE
MOUNTAINS
® O-T.I.S- F s vt P Smemabaging and oot oty temfert dvad n Camtrw Crugen




Verified
Travel Oregon, y

new accessible
Destination
Verified



7TH ANNUAL

TRAVELLBILITY
SUMMIT

g;;:;;;;%; THE FUTURE OF INCLUSIVE TRAVEL

CENTRAL
OREGON

TRAVEL
OREGON

|

e | ‘('./"‘






DESTINATION MANAGEMENT STUDIO
PROCESS & TIMING

ENGAGEMENT
PLANNING
ACTION
ACTION TEAMS
PROGRAM EXECUTE
DESIGN & INITIAL
OUTREACH PRIORITIES
STEERING
COMMITTEE STEERING COMMITTEE
i N + ACTION TEAMS
“é e GREATER COMMUNITY
i OO GO B A& .
6 MONTHS 6 MONTHS 12-18 MONTHS

—



DESTINATION MANAGEMENT STUDIO
REGIONAL OPPORTUNITIES

102 concepts were shared by the conclusion of the studio engagements.

The steering committee narrowed those concepts from 102 to 25.

The core team evaluated those ideas down to a top 12... And thena top 3.




High-Use Outdoor Recreation

e Trailhead Improvements
and Infrastructure

Rural Outdoor Recreation

e Dark Sky Regional
Assessment
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CCCCCCC
OREGON

TRAVEL
OREGON

" pARK SKy—
REGIONAL ASSESSMENT



CENTRAL
OREGON

FUTURE FUND

STEWARDSHIP e CULTURE/HERITAGE o INCLUSION



GRANT CYCLE FY26
APPLICATION OVERVIEW

The Future Fund FY 25-26 Program is funded with $300,000 in
total funds for all projects awarded for the FY25-26 cycle.

REGIONAL COOPERATIVE TOURISM PROGRAM

GRANTS

$300,000




Sisters Trails Alliance,
Whychus Overlook

Accessibility Enhancement Project

CENTRAL
OREGON

FUTURE FUND

Created a fully inclusive overlook at
the prized and recognized Whychus
Creek Overlook by modifying the
existing masonry wall with two 10’
viewing section openings and
refitting with a cable-rail assembly.



AdvenChair AdvenTours
Onward Project + Wanderlust Tours

Cross-county

The Onward Project and Wanderlust
Tours will provide AdvenChair
AdvenTours, a series of guided trips in
natural areas of Central Oregon, designed
for people with disabilities.

DAILY TOURS SPECIAL EVENTS  CUSTOM YOURS . =, TOUR EXPERIENCE AROUND BEND

ADVENTOURS

Nofurplet -Guckd, Accetstie Outdoce Fours in Portnenitg with AdvenChalr

L Tours. A 5 cur goat 10 get ok 1180 the groat culdoors and let Mother Kature 30 her work, imgareg and imvgeratiog those

rads and pacddie hor rvers. That s wity wo'ne partnernng with AdwinChalr 10 help those with mobility challengas got into the
O o AdvonChar off

3ors 3nd aplone DOSUAL areas that Inkisly may not SOom 3Coes 3 WhOGIChar, we Can oonpOwer

Every Membor of 0ur Communty n their auest for advontuse! If you'd W 30 leam more. pleate 38 our oifice 3¢ (54t e 8359 or 4 out
el bl
N ) ! o COPGRC Aormm hew
movvally \‘)9\\( “0‘ \ our Contact form heve
TRAVL

& TOURISM

LA TOURISM E30h 50ur 0N 0ur ASVrTowrs 3CCosstie Bour 1onos. whie Croatod 10r thoso with mobiity neads i mnd. o 350 open 48 the peblic and

M0 8 UNEGUe CODOMTY 10 Grplone 2035 Where we 00 0L Typecally Quide!

Wou COm Seann mone GOt (e AdvenChowr's Capabuites Delow!

GUIDED TOURS WITH ADVENCHAIR SPRING, SUMMER & FALL | 2026

SCENIC HIKE AT SMITH ROCK STATE PARK
Public Tour on Sun. Moy 2eth. 2osé

Upon aerving ot the park. ow 0pbENS ase many. 1om 3 Dosutiful

8 LAk wandioe Slong Ihe Canyon 1vm 59 & Sescont

Crocked rver Camyon, Biang along 3pectacular npanan habdal snd
CoUNG for ofters andt oupeoy! Both hiees will enliven the senses
nd 1park wondor at Bho fantastic geciogy that shapes this
PCredtte Canyon

Addtonal gote avaioble on Sunday. Ady 3pth

LEARN MORE




' International Dark Sky Places

New International Dark Sky Places

e next dark sl

ANTELOPE PAVILLION Antelope - So. Wasco County

The Antelope Pavilion project will provide a safe and
Antelope 3. LLC inclusive “stopping place” for travelers looking to use
restrooms, refill on water, and relax while on their rural
\x\--..x;-:y;-:k:.-;effg,, travels, especially for Antelope Dark Skies.



GRANT CYCLES FY23-26
PROJECTS OVERVIEW

e 21 Access Adventure Projects
e 19 Cultural Tourism Projects
e 6 Stewardship Projects

DESCHUTES COUNTY RCTP GRANTS TOTAL

GRANTS (FY23-24) (FY23-26) AWARDED

$647,000 $1,220,000 $1,867,000




MEET IN CENTRAL OREGON

e Strategic efforts to grow
Central Oregon’s tourism
economy during need

periods through group N e » | |
business o SRR 1) | §) e
e Collaborative effort 1) o/ | v TR -

including 5 DMOs
e Led by a steering committee
of experienced sales leaders










Taings to B0

500m Cepending on pour GRoupS

They've never been here before. They
won't stop thanking you for bringing them
here for the first time. We'll show you the
region’s luxury resorts, the best spots for




Business Development

Key efforts: Booking Incentives for Groups,
representation at tradeshows, and digital advertisement
on buyer sites

Revenues .
(Room & Ancillary) FY 25-26 Cumulative
Actualized Group $850,474 $1,848,263
Confirmed Group $760,000 $1,766,100

Prospective Group $485,000




VISIT CENTRAL OREGON

We strive for the highest return on investment

We’'re collaborative community partners open
to new ways of driving the highest impact

Our initiatives are data-driven ensuring fiscal
responsibility
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