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The Oregon Destination Marketing Organizations is a non-profit organization
representing destination marketing organizations, convention and visitors bureaus and
chambers of commerce responsible for marketing specific geographic areas as visitor
destinations. We are in opposition to SB 307 which would repeal an important provision
of the Tourism Investment Program (HB 2267) enacted by the Legislature in 2003. In
addition to establishing a statewide room tax to fund Oregon’s tourism marketing
program, HB 2267 created a local transient lodging tax policy requiring that no less than
70% of new or increased local room tax revenues be dedicated for tourism promotion
and tourism facilities.

The Legislature and the Governor deemed the reinvestment of lodging tax revenues
essential for economic growth and were to be used to generate additional lodging stays
where visitors spend money on accommodations, restaurants, retail shops, recreations
and many other services. This was a deliberate strategy to stabilize local level tourism
funding and to generate positive returns for Oregon communities. Our association of
destination marketing organizations and convention and visitor bureaus supported that
policy in 2003 and continue to believe that it is a critical component inthe economy
across the state.

Since the Tourism Investment Program was adopted, visitor spending in Oregon went
from $6.5 billion in 2003 to $8.1 billion on 2010 (25% increase). And, during that same
period, state and local taxes related to visitor spending went from $246 million to $313




million (27% increase). Every $1 spent of state marketing results in $193 in visitor
spending. Local and regional tourism and hospitality organizations (public and private)
collaborate with the state to maximize the economic benefit of these investments.
These efforts brought more than 21 million overnight visitors to Oregon in 2009 — for an
average stay of four nights. Visitor spending in 2010 generated $billion in employee
earnings.

Repealing the reinvestment requirement for local transient lodging taxes will have an
adverse impact on the industry in Oregon. It will result in a reduction in both jobs and
'state and local tax revenues at a time when the economy is threatening our state and
local economies at a level most of us have never experienced before.

Please oppose SB 307 and the repeal of the Transient Lodging Tax provisions which
help support Oregon communities across the state during this economic downturn by
ensuring that we can maintain our market share in the tourism industry.
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