
INTERNATIONAL TOURISM ORIENTATION
LUNCH & LEARN 
MARCH 6, 2019





INTERNATIONAL TOURISM ORIENTATION

Learn about international markets.  Where is Travel Portland active? What does 
Travel Portland invest in and why? What are key messages. (See Market Factsheets.)

Learn what you need to provide in order to work with the international markets. 
(See slide of “Buying Chain” rack to net net rates.)

“Meet” your international tourism experts Heather Anderson, Jeff Hammerly, 
Karen Viehoever. 

What is the international tourism grant program? Apply for a grant to finance 2/3 of the cost to 
attend a sales activity (trade show, sales mission, etc.) with the Travel Portland int’l tourism team. (See International Sales 
Activity Participation Calendars.) Participate in Travel Portland’s quarterly report system for Travel Portland to track the 
success of the sales effort and the International Partner Grant Program. (See quarterly report form.)



Int’l leisure visitors: individuals and tour groups
Overview of Markets FY 18/19;
In-country representation offices. Non-stop air service.

Primary markets – we are pro-active: 
Domestic trade (motorcoach: series & individual, FIT)
Oceania: Australia and New Zealand
Mexico (until 1/8/19: Mexico City; Guadalajara)
Netherlands (Amsterdam) 
*United Kingdom (London) 
Japan (Tokyo) 
China

Secondary markets – re- or less active role and/or research mode: 
Canada, West (Vancouver, Calgary) and East (Toronto)
France
Germany, German speaking countries (Frankfurt)
Nordic Countries (Sweden, Norway, Denmark, Finland, Iceland-Reykjavik)

*S. Korea



Heather Anderson
Int’l Tourism Manager 
Laura Guimond
Int’l PR

- Oceania
- Mexico
- Canada
- New/emerging markets

Accomplishments: 
1. Oceania: Hired and on-boarding of representation
company, Barking Owl, in Sydney.
2. On project team with Marketing Dept. for Bondi Hipsters.
3. Hosted IITA in February 2018
4. Beer festival in Wellington, NZ Aug. 2016; sales mission.  
5. Multiple tour operator coop buys. 
6. Canada: Sales missions to Toronto, Vancouver. In 2016
new and expanded air service Air Canada. 

7. Portland Region (RCTP) expedia Media Solutions campaigns.     
8. 30-sec video in seat-back video system.
9. In Oceania, partnering with Oregon’s Mt. Hood Territory for Winter/Shop program for 4 years; 
winter booth, collateral for a series of 5 consumer shows and Mountain Travel Symposium(MTS.)



Jeff Hammerly
Senior Int’l Tourism & Communications Manager 
Asia: China, Japan, S. Korea

Accomplishments
1. Implement Odnarotoop PhasesI-IV consumer campaigns

with Marketing Dept; Odnaro-Dude is a hit! 
2. Japan: Bid and hired in-country representation.
3. Developed, published new Korean visitor guide. 
4. Continue with targeted Chinese content strategy:

WeChat cheerleader site.
5. Hosting “Best Ever” Active America China Summit,

April ’17 with numerous innovations. 
6. Won and hosted JP delegation event at IPW, June ‘17.
7. Continuing with tremendous media coverage in Japan. 
8. Continuing with media efforts in China and increasing

media efforts in S. Korea. 



Karen Viehoever
Senior Int’l Tourism Manager 
Laura Guimond
Int’l PR

Europe: United Kingdom, Netherlands, France,
Germany

Accomplishments
1. Consumer activation You Can-London with Marketing Dept; project
lead  for coop with Delta, Port of Portland, Travel Oregon. 

2. Hired and onboarding of in-country representation
in the UK, Black Diamond. 

3. Implement TP’s largest consumer awareness project in Netherlands:
Wie Is De Mol? w/Travel Portland TID and Portland Region (RCTP) funds. 

4. Numerous consumer and trade activities/projects to promote
new seasonal non-stop air services from London Heathrow. 



Why are international visitors coming?
Additionally, let’s ask why do we want them to come?



CONTINUED FOCUS

Pro-active outreach to you; communication about int’l markets, changes, benefits, 
etc.; hosting int’l and domestic industry summits in Portland for easy access to 
buyers. 

Create and drive demand from consumer. 

The “Buying Chain” in international markets and focus on each level of the Buying 
Chain in each  market. 

Investing in tools, including Native language videos, localized URLs (including 
Portland Region’s microsite) & foreign language web content and visitor guides, new 
video focusing on gateway for in-flights, and more.





THE BUYING CHAIN

The vacation-buying consumer in our target markets, who buy from

Travel agents, owned by tour operators or not, 
who buy from 

International tour operator, located in our target markets, who buy from  

Receptive operators, located in the U.S., 
who buy from 

Portland/U.S. travel supplier 





Tactics and Programs
Hosting Clients for Fam/Research Tours



Hosting influencers, including airlines,
tour operators, media  



Sell and showcase more than Portland
Portland Region and the Regional Cooperative Tourism Program (RCTP)



Tactics and Programs training agents in-country 
and online

Discovery Program (by Brand USA) is an online portal training 
program for travel agents to become USA specialist of Portland 
earning a Portland badge.



Tactics and Programs training agents in-country
and online

Sell the itinerary product at a tour operator sponsored (travel) agent 
events, in-house trainings, travel agent-owned consumer shows



Tactics and Programs 
International trade shows,
in-country & USA based 



Tactics and Programs 
International and domestic trade shows, in-country & USA based 
Hosting in Portland:
NTA Contact-Aug. 2013, Active America China Summit-Apr. 2017, TAP-Dec. 2017, IITA-Feb. 
2018 and Go West Summit in March 2020 at the OCC



Sales Activities:
Trade Shows & Marketplaces 



ITB - International Tourism Boerse in Berlin,
largest tourism show in the world 



Tactics and Programs 
In-country Events, Receptions & Dinners 



Tactics and Programs 
Events, Sponsorships at IPW  

Visit USA Committee Japan, IPW 2017

Visit USA Committee Canada, IPW 2016

Sponsorship of Travel Oregon event at IPW 2018



Tactics and Programs
Consumer-direct media coverage 



Tactics and Programs
Consumer-direct media coverage 



Tactics and Programs, consumer-direct projects, activations via 
travel trade and/or airlines to inspire and drive demand:

Consumer-direct promotions, activations & shows: Flight Centre shows in 
Sidney and Auckland, Adventure Show in Vancouver, BC; Canada USA show in Utrecht, 
Netherlands; JATA in Tokyo, Pride events in Tokyo and Frankfurt,  Odnarotoop 4 
phases in Japan, Wie is de Mol! in Netherlands, Bondi Hipsters in Australia, 
You Can ‘run’ “City Race” in London, You Can pop-up store in London, 
11 (Travel Portland and Portland Region) int’l expedia campaigns so far, #Portland Region 
bike (previously a car), special promotions with tour operators; & more

Events: Melbourne does Portland day in Australia, Beervana Festival in Wellington, 
NZ; pop-up restaurant with Gregory Gourdet in Paris, and in Tokyo to unveil the True 
Portland Guide, with Pink Martini in Paris

Web content and localized URLs: 
NEW in 17/18 regional (RCTP) Brand USA microsite:
14 markets, 8 languages
travelportland.jp, .de, .fr, .nl, com.br 

Printed visitor collateral: Korean, English,
French, German, Simplified Chinese, Japanese,
Portuguese. 



Tactics and Programs 
To sell directly to the consumer
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INTERNATIONAL TOURISM PARTNER GRANT PROGRAM 

Eligibility: hotels, attraction/tour companies in TID zone (Portland)
Timeline: applications June/July ‘19 for FY20

Learn about international markets. 

Find out how you can align your business with the markets in which we are active, and the 
key messages. (See Market Factsheets.)

Choose your market(s) and learn what you need to provide to work with the international 
markets. (See slide of “Buying Chain” rack to net net rates.)

Meet with your market expert/international tourism manager.

Apply for a grant to finance 2/3 of the cost to attend a sales activity (trade show, sales 
mission, etc.) with the Travel Portland tourism sales team. (See International Sales Activity 
Participation Calendar.)

Participate in Travel Portland’s quarterly report system for Travel Portland to track the 
success of the sales effort and Grant Program. (See quarterly report form.)



Grant recipients at work:

Wildwood Adventures at
RTO West Summit in Los Angeles,
February 2017 

Rie Nakata, Kanemasu at JATA in Tokyo, 
September 2016: “… my experience at Tourism 
EXPO was exceptionally valuable.
…the best part is to learn about "back stage“…

Joanna Perry, The Mark Spencer Hotel, 
IPW 2018
“ … was an amazing opportunity to 
meet tour operators from around the 
globe - action packed days filled with 
business connections. 



Resources working with the International Tourism team:

1. Resource page: https://www.travelportland.com/business-partners/working-
with-tourism/ Research, market factsheets, and more. 

2. Have offered China-Ready training in past at highly subsidized cost. 
3.   Grants will open up in April/May 2019 for FY 20, jeff@travelportland.com

https://www.travelportland.com/business-partners/working-with-tourism/


WE LOOK FORWARD TO WORKING MORE WITH YOU



5 MINUTE BREAK 
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