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IntrOductiOn

B a c kg r o u n d

Newberg’s first Strategic Tourism Plan, completed 
in 2016, has helped the community focus on 
growing its visitor economy in ways that support 
resident quality of life and the local economy. 
In late 2021, work began on this next five-year 
Strategic Tourism Plan—in an environment very 
different than that of 2016.

An inclusive data review and stakeholder 
engagement process (see Appendix: Current State 
Report) was followed by the formation of a ten-
member Planning Team (see following page) who, 
over the course of several in-person work sessions, 
crafted this plan. 

S t r at e g i c  T o u r i s m  P l a n

This plan will guide the ongoing development of 
the visitor economy in Newberg, and contains the 
following elements:

Vision: This statement describes the future state 
this plan hopes to create. Although this is a five-
year plan, the Planning Team envisioned a future 
ten years from now. 

Visitor Evolution: As the destination develops, 
the visitors Newberg attracts will likewise shift, 
and three visitor profiles imagine what those future 
visitors might be like. 

Objectives & Strategies: These represent the five 
main areas of work that the community will take 
on over the next five years, and include specific 
measures of success and supporting strategies:
	» Activate a vibrant, multi-faceted Downtown 

and Waterfront for residents and visitors
	» Invest in development of events, festivals, and 

activities aligned with Newberg’s target visitors
	» Foster a lively arts and cultural sector 

supported by wine tourism
	» Shape Newberg’s visitation and 

reputation through targeted marketing and 
communications

	» Enhance partner collaboration and regional 
cooperation 

Phases of Work: Some of the strategies contained 
within the Objectives are more urgent, and some 
need more groundwork in place before they can be 
taken on. The work is divided into two phases: the 
first two years, and years 3-5.

Collaborative Implementation: Using the 
Collective Impact Model, this section describes a 
framework for collaborative implementation of the 
plan.
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VisiOn fOr Newberg’s 
VisitOr EcOnOmy in 2032

Nestled among the Willamette Valley’s bucolic 
rolling hills and less than an hour from Portland, 
Newberg is the northern gateway to Oregon Wine 
Country—a vibrant and inviting town that draws 
visitors of every generation to experience a broad 
selection of culinary experiences, craft beverages, 
outdoor recreation, on-farm experiences, historic 
sites, the arts, and—of course—wine.

With over 100 wineries and tasting rooms within 
10 miles, Newberg is home base for exploring one 
of the world’s premier wine regions, supported by 
a thriving culinary scene in town. Locally owned 
restaurants tap into the region’s produce, featuring 
farm-to-table offerings and specialties like Oregon 
hazelnuts and truffles, while local tasting rooms, 
breweries, and performing arts venues activate 
evenings in Newberg with live music and other 
entertainment that expands the appeal of this wine 
destination to younger demographics. Outdoor 
spaces and activated alleyways add to the charm 
and give visitors a reason to spend their evenings in 
town after a day at the wineries. 

From a high-end resort-style hotel and spa, to 
charming downtown boutique accommodations, to 
a collection of short-term vacation rental properties 
and a wide range of affordable family hotels, 

Newberg has lodging offerings for every purpose 
and every budget. These choices are connected to 
the rest of Newberg’s community assets by a multi-
faceted transportation network that includes shuttles 
and public transit, active transportation, and on-call 
ride services—visitors can enjoy a beverage and 
rest assured that they’ll be able to safely return to 
their accommodations.

Newberg’s historic downtown is active by day, too. 
Galleries, bookstores, cafes, unique local shops, 
and George Fox University draw locals and visitors 
alike to a thriving, retro-inspired downtown, while 
progress on the bypass has mitigated Downtown’s 
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traffic and made it safer for pedestrians and cyclists, 
and engaging digital and physical wayfinding 
helps visitors get around. Well-curated events and 
festivals provide family-friendly activities for locals 
and elevate Newberg’s profile in the region—
drawing both day visitors and overnight stays—and 
day activities for kids allow parents to enjoy wine 
tours and other adults-only events.

A newly developed Arts District connects the 
Chehalem Cultural Center through Downtown to 
Memorial Park. Public art in the form of sculptures 
and murals delights residents and visitors, and 
Newberg’s creative community is in the spotlight in 

local galleries, pop-ups, residencies, maker spaces, 
and artisan markets. The arts community works 
hand-in hand with wineries to deliberately create 
a year-round draw for wine enthusiasts and art 
aficionados.

Outdoor recreation provides plenty of reasons to 
stay in Newberg as a home base, including boating, 
fishing, and paddling on the Willamette River, and 
cycling, running, and golfing throughout the region. 
Youth, amateur, and collegiate sports continue to 
bring teams and their families to town, and expanded 
facilities allow for bigger tournaments and groups in 
growing sports such as pickleball.

In 2032, overnight visitation has grown considerably 
and is recognized by local leaders and the public as a 
significant contributor to the local economy. Visitors 
are greeted by a welcoming community that feels 
safe and inclusive, residents are appreciative of the 
amenities and activities that wouldn’t be available to 
them without tourism, and local government thrives 
with the tax contributions visitors bring to Newberg. 
The vibrancy and diversity of economic activity 
brought by the visitor economy creates opportunities 
for Newberg’s next generation to stay in town, and 
families see an opportunity to raise children in a 
safe and vibrant town close to urban amenities. With 
Newberg’s public, private, and non-profit sectors 
working closely together to foster this healthy visitor 
economy, the best years are yet to come.



1 0

Newberg’s 
VisitOr EVOLUTION: 2032

C u lt u r a l  Wa n d e r e r s

The Cultural Wanderer comes to Newberg to experience the finer things in 
life, often traveling with a romantic partner or a group of friends. They are 
experiential travelers, taking in wine tastings, art openings, spa treatments, 
and fine dining. 

These Millennial, Gen X, and Baby Boomer travelers have a high household 
income and will stay for 3+ nights at the Allison, a downtown boutique 
hotel, or at a luxury short-term vacation rental home.

R e l at i o n a l  R a m b l e r s

The Relational Rambler is coming to Newberg simply because that’s where 
the people they want to visit live. But because they see all that Newberg 
has to offer, they plan an extended stay so they can take part in outdoor 
recreation activities or events and festivals. 

These Gen Z, Millennial, and Gen X travelers have average household 
incomes and will stay with friends, relatives, or as a group in a short-term 
vacation rental home.

C u r i o u s  E x t e n d e r s

The Curious Extender arrives in Newberg because of a work assignment, 
a conference, or to visit to a Newberg institution such as George Fox 
University, but they extend their stay to add leisure travel to their business-
oriented trip, exploring wine country, attending an event, or participating in 
outdoor recreation. 

These Millennial and Gen X visitors have average-to-high household 
incomes and will stay 2-3 nights in mid-tier hotels, short-term vacation 
rental properties, or downtown boutique offerings.
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1 
Activate a vibrant, multi-faceted DOwntOwn 
and WaterfrOnt fOr residents and visitOrs

S t r at e g i e s

1.1 Form a task force to identify and eliminate 
barriers to development of new businesses

Many stakeholders cited challenges new 
businesses face in Newberg. To support a diversity 
of businesses taking part in the visitor economy, this 
initiative will investigate opportunities to ease and 
speed the creation of new businesses by lowering 
administrative and cost barriers. 
Partners: Chehalem Valley Chamber of Commerce, Newberg 
Community Development Department, Newberg Downtown Coalition, 
Taste Newberg

1.2 Develop a program to activate 
Downtown alleyways

Because alleys are less exposed to traffic, they 
present opportunities for creative public uses such 
as outdoor dining, art or mural installations, or 
events and festivals. Some alleyway activation has 
already taken place in Newberg and building off that 
success, this effort will identify candidate alleyways, 
work to remove administrative barriers to activation, 
and develop programs to support local businesses 
and other organizations in taking advantage of these 
underutilized urban spaces. 
Partners: Chehalem Cultural Center, Chehalem Valley Chamber of 
Commerce, Newberg Community Development Department, Newberg 
Downtown Coalition, Taste Newberg

1.3 Identify and secure funding for 
Downtown improvements

Downtown activation was identified as a prime 
opportunity to develop tourism amenities, but 
there are many current challenges with Downtown 
due to a challenging pedestrian experience, lack 
of connectivity to the Waterfront, and missing 
amenities such as electric vehicle charging stations. 
This strategy will seek to identify and secure funding 
sources for improvements to these gaps and others 
that may be identified, ahead of the improvements 
anticipated as part of the Newberg Urban Renewal 
Project. 
Partners: Chehalem Valley Chamber of Commerce, Newberg 
Community Development Department, Newberg Downtown Coalition, 
Taste Newberg, Willamette Valley Visitors Association

M e a s u r a b l e  G o a l s

	» Addition of 50 rooms to downtown accommodation offering
	» Increase average number of open hours for tourism-facing businesses by 15%
	» Increase visitor survey pedestrian safety rating in Downtown Newberg by 10%
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1.4 Advocate to the Traffic Safety Commission 
for pedestrian safety projects

The Newberg Traffic Safety Commission studies and 
reports to the City Council on traffic safety matters. 
A focused effort to advocate to this Commission 
to enhance pedestrian safety in key visitor areas, 
especially Downtown, will enable a walkable 
destination and provide more foot traffic for visitors.
Partners: Chehalem Valley Chamber of Commerce, George Fox 
University, Newberg Downtown Coalition, Newberg Planning Division, 
Taste Newberg, Willamette Valley Visitors Association

1.5 Encourage development of tourism-friendly 
infrastructure in Waterfront district

Activation of the Waterfront District is a key to 
increasing tourist use of the river for outdoor 
recreation, but tourist-friendly infrastructure is 
lacking. This strategy will identify opportunities for 
wayfinding, accessibility, public restrooms, or other 
infrastructural improvements that will support greater 
use of the area by visitors and residents alike.
Partners: Chehalem Park & Recreation District, Chehalem Valley 
Chamber of Commerce, Newberg Community Development 
Department, Taste Newberg, Willamette Valley Visitors Association

1.6 Collaboratively create opportunities 
to attract development of downtown 
accommodations 

Downtown accommodations would accelerate the 
activation of Downtown by enabling greater visitor 
engagement with restaurants and nightlife and would 
create a higher density of foot traffic for shops. This gap 
has been identified for some time, but development 
options are limited, and enticing a developer has 
proven to be challenging. This strategy will pull 
together a cross-sector team to investigate creative 
ways to develop accommodations Downtown, 
whether in the boutique hotel category or through 
other options. This may include the investigation of 
ways to mitigate Systems Development Charges.
Partners: Chehalem Valley Chamber of Commerce, Newberg 
Community Development Department, Newberg Downtown Coalition, 
Taste Newberg
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2 
Invest in develOpment Of events, festivals, and 
activities aligned with Newberg’s target visitOrs

S t r at e g i e s

2.1 Undertake a data-driven process to 
rigorously define Newberg’s target visitors

Newberg’s visitor data has largely been derived 
from research commissioned by the Willamette 
Valley Wineries Association and is more general to 
the area. An investment in Newberg-specific visitor 
data will enhance understanding of the unique 
demographics and psychographics of the visitor 
to Newberg, allow for targeting of key groups, and 
provide insights that can drive strategic marketing 
and destination development decisions over time.
Partners: Chehalem Valley Chamber of Commerce, Newberg 
Community Development Department, Newberg Downtown Coalition, 
Taste Newberg, Willamette Valley Visitors Association, Willamette 
Valley Wineries Association

2.2 Create, promote, and fund staff to maintain 
and update a user-friendly community-wide 
events calendar

Community events calendars are more effort-
intensive to organize and maintain than one might 
suppose yet are very important for shaping the visitor 
experience and increasing length of stay. Newberg 
has many community event calendars but this effort 
will centralize the collection of visitor-friendly listings, 
and will identify the resources needed to do the 
community engagement work necessary to maintain 

an accurate calendar without adding administrative 
burden to organizations that already keep a visitor 
calendar, such as Taste Newberg.
Partners: Chehalem Cultural Center, Chehalem Park & Recreation 
District, Chehalem Valley Chamber of Commerce, George Fox 
University, Newberg Downtown Coalition, Taste Newberg, Willamette 
Valley Visitors Association, Willamette Valley Wineries Association

2.3 Develop a community-driven events & 
festivals strategy based on shared needs

Events and festivals are an important lever in 
generating awareness of a destination, often driving 
regional day visitation at first, which can enhance 
the amenity base that ultimately drives overnight 
visitation. This strategy will work with community 
groups to catalog existing events and festivals, 
identify opportunities to distribute them more 
strategically throughout the year, identify criteria 
for evaluation of event and festival impacts, and 
guide the strategic development of new events and 
festivals geared toward Newberg’s target visitors 
and supporting other community needs.
Partners: Chehalem Cultural Center, Chehalem Park & Recreation 
District, Chehalem Valley Chamber of Commerce, George Fox 
University, Newberg Downtown Coalition, Willamette Valley Wineries 
Association

M e a s u r a b l e  G o a l s
	» Growth in average length of stay
	» Annual growth in number of visitor-facing events and festivals in Newberg
	» Annual growth in website traffic to community calendar
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2.4 Develop a scorecard for community events 
to prioritize investment of resources and efforts

Based on the criteria developed as part of the events 
& festivals strategy, a rating system will be developed 
to guide investment decisions for community events. 
Criteria to be considered might include such things 
as: ability to drive overnight stays, focus on key 
demographics, timing in identified need periods for 
visitation, and alignment with Newberg’s tourism 
brand.
Partners: Chehalem Valley Chamber of Commerce, Newberg Downtown 
Coalition, Taste Newberg

2.5 Collaborate with CPRD, City, and County 
representatives to expand outdoor recreation 
activities and events

Outdoor recreation is a growing industry in the United 
States and drives a considerable amount of travel. 
Having identified outdoor recreation as one of the 
growth paths for the visitor economy in Newberg, 
a focused effort to enhance Newberg’s offerings is 
indicated. This may take the form of infrastructure 
improvements to provide facilities or river access, 
the fostering of outfitter or guide businesses, or 
the recruitment or creation of events specific to the 
outdoor recreation target market.
Partners: Chehalem Park & Recreation District, Newberg Community 
Development Department, Taste Newberg
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3 
FOster a lively arts and cultural sectOr 
suppOrted by wine tOurism

S t r at e g i e s

3.1 Develop marketing and promotional 
materials to support art and culture discovery, 
specifically targeted to Newberg’s wine visitors

Wine and art are a natural pairing for driving tourism 
activity, and Newberg is positioned to be the leader 
of this in the Willamette Valley. Building off a strong 
foundation of local visual and performing arts and 
momentum from the last Tourism Strategic Plan, 
Newberg can amplify arts promotion specifically to 
its wine visitor, driving toward a higher-spending, 
longer-staying demographic.
Partners: Chehalem Cultural Center, Chehalem Valley Chamber of 
Commerce, Newberg Downtown Coalition, Taste Newberg, Willamette 
Valley Wineries Association

3.2 Refocus First Friday on the arts

While a broader participation in First Friday is 
welcomed, a concerted rebranding effort to focus on 
presentation of the arts will enable First Friday to 
be a more consistent visitation draw, especially from 
the Portland market. 
Partners: Chehalem Cultural Center, Chehalem Valley Chamber of 
Commerce, Newberg Downtown Coalition, Taste Newberg

3.3 Install public art in the Cultural Corridor and 
Downtown

As part of positioning Newberg as an arts destination, 
this strategy will put effort towards the addition of 
more public art in the city, specifically Downtown 

M e a s u r a b l e  G o a l s
	» Annual growth in use of VisitWidget arts and culture itineraries
	» Annual growth in number of partners participating in First Friday
	» Ongoing growth in economic impact of arts in Newberg
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and in the Cultural Corridor identified in the 
Newberg Downtown Improvement Plan. This may 
include public sculptures, murals, and interactive art 
installations.
Partners: Chehalem Cultural Center, Chehalem Park & Recreation 
District, Chehalem Valley Chamber of Commerce, Newberg Community 
Development Department, Newberg Downtown Coalition, Taste 
Newberg

3.4 Develop art and culture itineraries in Visit 
Widget

The rollout of Visit Widget, a web-based visitor 
experience application, will enable Newberg to create 
custom visitor itineraries for any interest. Developing 
a depth of arts offerings on the application and 
curating collections of them for visitor exploration will 
enhance Newberg’s branding as an arts destination. 
Partners: Chehalem Cultural Center, Chehalem Valley Chamber of 
Commerce, Newberg Downtown Coalition, Taste Newberg

3.5 Apply to Oregon Arts Commission Creative/
Cultural District program 

The State of Oregon is currently developing a 
Creative/Cultural District Program and will be 
seeking cities in which to pilot the program. To be 
considered, Newberg should establish contact 
with the program in the early phases of this plan’s 
implementation.
Partners: Chehalem Cultural Center, Newberg Community Development 
Department

3.6 Engage the Chehalem Cultural Center, 
George Fox University, The Cameo Theater and 
other arts organizations to develop winter film 
and arts programming

Performing arts and film are ideal off-season draws 
that can be promoted even when the weather is less 
than appealing. Working with local venues, Newberg 
can create winter performing arts and/or film events 
that can draw visitors from Portland and beyond—
whether for an evening or for a weekend stay.
Partners: Chehalem Cultural Center, Chehalem Valley Chamber of 
Commerce, Newberg Downtown Coalition, George Fox University, 
Cameo Theater, Taste Newberg

3.7 Participate in Americans for the Arts “Arts 
& Economic Prosperity 6” study to quantify 
positive impact of the arts in Newberg

Americans for the Arts performs a national study 
every five years to quantify the positive economic 
impacts of the arts in communities. Newberg is 
currently registered to participate in the upcoming 
study and can use the resulting information to 
catalyze further investment in this important sector.
Partners: Chehalem Cultural Center, Newberg Community Development 
Department, Taste Newberg
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4 
Shape Newberg’s visitatiOn and reputatiOn 
thrOugh targeted marketing and cOmmunicatiOns

S t r at e g i e s

4.1 Create community-wide brand and 
messaging alignment

When visitors receive consistent and strong 
messaging about a destination’s identity, it reinforces 
positive associations and intensifies brand loyalty. 
This strategy will identify opportunities for greater 
alignment among all those who promote Newberg 
to visitors, including Taste Newberg, the Chehalem 
Valley Chamber, individual lodging properties, and 
other industry partners.
Partners: Chehalem Cultural Center, Chehalem Park & Recreation 
District, Chehalem Valley Chamber of Commerce, George Fox 
University, Newberg Community Development Department, Newberg 
Downtown Coalition, Taste Newberg, Willamette Valley Visitors 
Association, Willamette Valley Wineries Association

4.2 Identify and deploy opportunities to 
increase Taste Newberg’s marketing budget

Compared to its competitive set, Newberg’s budget 
for promoting tourism is significantly undersized. 
Seeking paths to increase this budget will increase 
Newberg’s competitiveness, growing tourism-
related business activity and tax receipts.
Partners: Chehalem Valley Chamber of Commerce, Newberg 
Community Development Department, Newberg Downtown Coalition, 
Taste Newberg

4.3 Develop a business roundtable on Diversity, 
Equity, and Inclusion (DEI)

It’s important that visitors see Newberg as a 
welcoming, diverse, and safe community. Businesses 
are on the front lines of interacting with visitors and 
may be best positioned to ensure that inclusive 
marketing and communications about Newberg 
are matched in what the visitor experiences. A local 
business roundtable will share best practices and 
support other businesses in achieving internal- and 
external-facing diversity, equity, and inclusion.
Partners: Chehalem Valley Chamber of Commerce, George Fox 
University, Newberg Community Development Department, Newberg 
Downtown Coalition, Taste Newberg, Willamette Valley Visitors 
Association

4.4 Access front-line worker training on 
Diversity, Equity, and Inclusion (DEI)

Front-line workers are those who interact most with 
visitors and supporting their professional growth in 
understanding and applying a diversity, equity, and 
inclusion mindset to their work will pay dividends in 
shaping positive visitor perception of the community. 
Shared resources will allow smaller businesses to 
access the same training for their staff members as 
what might be available to a larger business.
Partners: Chehalem Valley Chamber of Commerce, George Fox 
University, Newberg Community Development Department, Newberg 
Downtown Coalition, Taste Newberg

M e a s u r a b l e  G o a l s
	» TLT growth 5 percentage points higher than Willamette Valley Visitors Association’s TLT growth
	» Annual growth in estimated views of online coverage
	» Maintain or grow the percentage of visitors citing Newberg as a welcoming community on visitor 

survey
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4.5 Highlight the diversity of local business 
ownership in Newberg

Newberg’s businesses are owned and operated by 
a diversity of individuals that may not immediately 
be apparent to the visitor, and this effort will amplify 
awareness of the diversity of business ownership 
across paid, owned, and earned channels. 
Partnerships with the City may also enhance the 
ability to capture business ownership demographics 
to support this effort. 
Partners: Chehalem Valley Chamber of Commerce, George Fox 
University, Newberg Community Development Department, Newberg 
Downtown Coalition, Taste Newberg, Willamette Valley Wineries 
Association

4.6 Amplify Portland-based marketing for need 
periods

Portland serves both as the main gateway to 
Newberg for those coming from farther away and 
flying into PDX, but also as the primary origin 
market for regional visitation. Filling need periods 
in Newberg, including winter, therefore starts with 
gaining market share in Portland. This strategy can 
be deployed across all target markets: wine, arts, 
and outdoor recreation.
Partners: Chehalem Cultural Center, Chehalem Park & Recreation 
District, Newberg Community Development Department, Newberg 
Downtown Coalition, Taste Newberg, Willamette Valley Visitors 
Association, Willamette Valley Wineries Association
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5 
Enhance partner cOllabOratiOn 
and regiOnal cOOperatiOn

S t r at e g i e s

5.1 Collaboratively develop grant-writing 
capacity for Newberg Downtown Coalition, 
Chehalem Valley Chamber of Commerce, 
and Taste Newberg to expand organizational 
impacts

These three organizations have critically important 
roles in driving the visitor economy in Newberg, yet 
all three are resource constrained. This strategy 
will leverage a centralized, shared resource to build 
organizational capacity across all three organizations 
through grant writing. Conceptually, this position 
should pay for itself and generate additional revenue 
sources for the participating organizations.
Partners: Chehalem Valley Chamber of Commerce, Newberg Downtown 
Coalition, Taste Newberg

5.2 Collaborate with neighboring destinations 
to create multi-stop, concurrent events

Visitors to the Willamette Valley generally don’t focus 
on where they are related to city limits—they just 
want to enjoy the things they came to visit. Working 
with neighboring destinations to create simultaneous 
events that draw visitors from destination to 
destination will raise the profile of the whole region 
while creating larger-scaled events that can provide 
a more significant draw during need periods.
Partners: Chehalem Valley Chamber of Commerce, Newberg Downtown 
Coalition, Taste Newberg, Travel Dundee, Visit McMinnville

5.3 Deepen engagement between the tourism 
industry and local businesses

While many of Newberg’s businesses are fully 
engaged with the visitor economy, others are not. 
For some, engaging with the tourism economy would 
represent an opportunity to grow their business 
and gain customers. For others, engaging with 
the tourism industry may represent an opportunity 
to have meetings or conferences in a Newberg 
location. In either case, deepening the relationship 
between different inputs to Newberg’s economy will 
build understanding and resilience.
Partners: Chehalem Valley Chamber of Commerce, Newberg 
Community Development Department, Newberg Downtown Coalition, 
Taste Newberg

M e a s u r a b l e  G o a l s
	» Growth in number of inbound links to Taste Newberg’s website
	» Growth in grant dollars available to NDC, CVCC, and Taste Newberg
	» Growth in dollars in marketing budget spent on collaborative efforts
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5.4 Identify and leverage local organizations 
with national reach for high-profile promotions

This strategy seeks to build partnerships that can 
raise Newberg’s profile via internal organizational 
networks, or through external media partnerships 
that speak to potential visitors, leveraging the brand 
reputation of these organizations. For example, 
a winery with national ownership might be able 
to promote Newberg through a bigger marketing 
campaign, or an organization in Newberg that is part 
of a national network of similar organizations might 
be able to leverage that network for a promotional 
opportunity.
Partners: Chehalem Valley Chamber of Commerce, Newberg Downtown 
Coalition, Taste Newberg

5.5 Maintain and leverage engagement with 
WVVA, WVWA, and Travel Oregon

These three organizations promote a geographic 
area that includes Newberg. Although Newberg 
and its tourism entities collaborate with all three 
entities today, there are opportunities to deepen 
engagement to deliver greater positive impact to 
Newberg’s visitor economy through conscious effort 
and deliberate collaboration.
Partners: Taste Newberg, Travel Oregon, Willamette Valley Visitors 
Association, Willamette Valley Wineries Association

5.6 Develop an annual traveling delegation 
program where Newberg City and tourism 
leaders visit another city to learn from their 
successes

Modeled after the City Tour program in Park City, 
Utah, this strategy will seek to learn from other cities 
that have similar challenges and opportunities by 
sending a small delegation to one city each year. 
Representatives from City government, business 
groups, and tourism groups should all be included 
in the delegation.
Partners: Chehalem Cultural Center, Chehalem Valley Chamber of 
Commerce, Newberg Community Development Department, Newberg 
Downtown Coalition, Taste Newberg

5.7 Initiate a collaborative effort to transition 
away from a physical Visitor Center over time

Physical visitor centers are challenged in a time 
of rapidly evolving digital information tools, shifting 
generational attitudes, and rising property costs. 
Although Newberg’s Visitor Center is tied to the 
Chehalem Valley Chamber’s leased space and 
helps support a critical community function, its long-
term usefulness will probably decline. Laying the 
groundwork today for that eventual transition will 
allow community funds to be spent more effectively 
for visitor attraction, and will help the Chamber 
prepare for that change by finding alternative paths 
to support their space. 
Partners: Chehalem Valley Chamber of Commerce, Newberg 
Community Development Department, Newberg Downtown Coalition, 
Taste Newberg
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Phases Of wOrk

P H A S E  I :  Y e a r s  1 - 2

1.1 Form a task force to identify and eliminate barriers to development of new businesses

1.2 Develop a program to activate Downtown alleyways

1.5 Encourage development of tourism-friendly infrastructure in Waterfront district

2.1 Undertake a data-driven process to rigorously define Newberg’s target visitors

2.3 Develop a community-driven events & festivals strategy based on shared needs

2.5 Collaborate with CPRD, City, and County representatives to expand outdoor recreation 
activities and events

3.1 Develop marketing and promotional materials to support art and culture discovery, specifically 
targeted to Newberg’s wine visitors

3.2 Refocus First Friday on the arts

3.4 Develop art and culture itineraries in Visit Widget

3.5 Apply to Oregon Arts Commission Creative/Cultural District program 

3.7 Participate in Americans for the Arts “Arts & Economic Prosperity 6” study to quantify positive 
impact of the arts in Newberg

4.2 Identify and deploy opportunities to increase Taste Newberg’s marketing budget

4.3 Access front-line worker training on Diversity, Equity, and Inclusion (DEI)

4.5 Develop a business roundtable on Diversity, Equity, and Inclusion (DEI)

4.6 Amplify Portland-based marketing for need periods

5.1 Collaboratively develop grant-writing capacity for Newberg Downtown Coalition, Chehalem Valley 
Chamber of Commerce, and Taste Newberg to expand organizational impacts

5.5 Maintain and leverage engagement with WVVA, WVWA, and Travel Oregon

5.7 Initiate a collaborative effort to transition away from a physical Visitor Center over time
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P H A S E  I I :  Y e a r s  3 - 5

1.6 Collaboratively create opportunities to attract development of downtown accommodations 

2.2 Create, promote, and fund staff to maintain and update a user-friendly community-wide events calendar

2.4 Develop a scorecard for community events to prioritize investment of resources and efforts

3.3 Install public art in the Cultural Corridor and Downtown

3.6 Engage the Chehalem Cultural Center, George Fox University, The Cameo Theater and other arts 
organizations to develop winter film and arts programming

4.1 Create community-wide brand and messaging alignment

4.5 Highlight the diversity of local business ownership in Newberg

5.2 Collaborate with neighboring destinations to create multi-stop, concurrent events

5.3 Deepen engagement between the tourism industry and local businesses

5.4 Identify and leverage local organizations with national reach for high-profile promotions

5.6 Develop an annual traveling delegation program where Newberg City and tourism leaders visit another 
city to learn from their successes
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COllabOrative 
ImplementatiOn

C o l l e c t i v e  I m pa c t  M o d e l

Successful implementation of this Strategic Tourism 
Plan will require active collaboration from many 
individuals and organizations  throughout the 
Newberg community. While collaboration sounds 
simple in theory, it can be quite challenging in practice 
as the missions of the individual organizations draw 
attention from the collaborative focus.

The Collective Impact Model, first described over a 
decade ago for use in the nonprofit sector, is one 
approach to building and maintaining productive 
collaboration to take on complex community 
challenges. The model identifies five conditions 
for collective success, and the Planning Team has 
determined how the implementation of Newberg’s 
Strategic Tourism Plan will address each of those 
five conditions:

Common Agenda

The Vision statement (page 8) describes a future 
state that the collaborators at the table will seek to 
achieve.  

Shared Measurement Systems

The Measurable Goals listed under each of the 
Objectives in this plan serve as a shared set of 
measures—an agreed-upon set of benchmarks 
against which Newberg can measure success. 

Mutually reinforcing activities

Each Strategy in this plan has a list of partner 
organizations that will work together to achieve 
that strategy. No organization can accomplish 
these things alone, and each will contribute effort, 
resources or knowledge to the work.

Backbone Organization

Taste Newberg logically serves in the role of Backbone 
Organization for the implementation of this plan. 
Although the planning process was commissioned 
by the City of Newberg, Taste Newberg is at the 
center of tourism efforts and has the mission most 
aligned with the plan’s goals. It’s important to note 
that this doesn’t mean that Taste Newberg does all 
the work in the plan, but rather that they will take on 
the responsibility of coordinating communications, 
convening workgroups, and reporting on progress.  

Continuous Communication

A regular meeting cadence is the best way to 
ensure  progress and accountability, and the 
collective impact group will meet every two months, 
on opposite months from the Taste Newberg Board 
meetings. 

C o l l e c t i v e  I m pa c t  T e a m

The Planning Team identified the following 
organizations as likely participants in the main 
committee for implementation of this plan. It’s likely, 
however, that other organizations will be consulted 
and/or included on specific strategies:
	» Chehalem Cultural Center
	» Chehalem Park & Recreation District
	» Chehalem Valley Chamber of Commerce
	» Newberg Community Development 

Department
	» Newberg Downtown Coalition
	» Taste Newberg
	» Restaurant sector representative
	» Hotel or short-term vacation rental 

representative
	» Winery representative
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IntrOductiOn 
& MethOdOlOgy

I n f o r m i n g  N e w b e r g’s  T o u r i s m  S t r at e gy

Newberg undertook its first Strategic Tourism Plan 
process in 2016, and the resulting plan has guided 
Newberg through the ensuing years. However, 
much has changed since 2016, as the global 
pandemic has upended the entire travel industry, 
the nation dipped into and back out of a recession, 
and a growing awareness of social justice and 
environmental issues has changed visitor behavior.

Now, in 2022, Newberg is taking on the task of 
revising their Tourism Strategy—cognizant of these 
issues and more. The purpose of this report is to 
inform those who will be tasked with the planning, 
ensuring that all members of the Planning Team 
have a broad view of trends and issues that will 
impact decision-making.

M e t h o d o l o gy  &  K e y  C o n s i d e r at i o n s

To inform this report, Whereabout reviewed 38 
existing data sources and documents, ranging 
from the prior plan, to economic impact studies, 
to quarterly reports from the Chamber and Taste 
Newberg. We also performed 11 individual 
interviews of key stakeholders in the Newberg 
community and garnered 69 stakeholder 
participants in a community survey. Finally, this 
work is informed by our broader knowledge of the 
tourism industry and external studies and articles 
cited in the endnotes of this document. 

The first two portions of this report, Tourism 
Industry Trends and Newberg Tourism Trends, 
provide contextual background for the planning, 
while the Key Strategic Considerations section 
highlights eight specific topics for the Planning 
Team to think about as they plan:

	» Proximity to Portland is a significant 
advantage that can be leveraged over other 
Valley destinations

	» Newberg has an opportunity to develop 
arts & culture as a paired pillar with wine

	» The Willamette Valley’s ample outdoor 
recreation assets offer Newberg an 
opportunity to target a key demographic

	» Newberg should pursue opportunities to 
activate evenings and the winter season

	» Newberg’s high-profile political differences 
may continue to have a negative impact on 
the visitor economy

	» Pedestrian safety measures, a downtown 
hotel, and expanded transportation options 
could enable downtown activation

	» Reconsider use of physical Visitor Center 
and consider refocusing on support for 
business online presence

	» Expanded regional cooperation, local 
collaboration, and expanded funding may 
allow Newberg to bolster its marketing 
reach 

The report concludes with appendices that include 
a complete report of the survey results.

U s i n g  t h i s  r e p o r t

This report is meant as a guide to planning, and not 
as firm recommendations for specific strategies. 
Ideally, it will be a vehicle for stirring vigorous 
debate and also used as a reference to ensure 
that the strategies resulting from the process have 
addressed all key issues and challenges.
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TOurism 
Industry Trends

G e n e r at i o n a l  S h i f t s  i n  T r av e l e r  B e h av i o r

Younger generations tend to be more conscious 
consumers when it comes to travel choices, 
focusing on environmental and social justice 
concerns more than older generations. Expedia 
Group research found that 65% of travelers are 
more willing to book accommodations with diversity 
and inclusion policies, but that overall trend is very 
different by generation—of respondents over 40, 
only 57% expressed this preference, while 77% did 
in the under-40 set.1 

Baby Boomers tend to have the ability to be more 
spontaneous about travel booking, with 64% 
reporting that they would book their trips a month or 
less in advance.2

Millennials tend to look more for local experiences 
and authenticity, to travel with friends, and to use 
social media as a guide—and as a travel log.3

The European Travel Commission reports 
that Gen Z travelers have five major drivers: 
“greener travel by land and sea; travel for skills 
and self-confidence; invisible borders online and 
offline; judging destinations by their values; and 
sustainability performance in the spotlight.”.4

G e n e r at i o n a l  S h i f t s  i n  P u r c h a s i n g  P o w e r

Because of the size of their cohort, Millennials and 
Gen Z already spend more than Baby Boomers on 
travel in aggregate. But in the post-COVID travel 
world, Gen Z is leading the comeback with their 
spending intention, with 72% of them indicating 
they intend to spend at least as much, if not more, 
on travel in 2022 vs. pre-pandemic.5

W i n e  T o u r i s m

The Oregon Wine Board reported a significant 
growth trend for wine tourism pre-pandemic: 
“Between 2016 and 2019, the impact of wine-
related tourism increased by 13.6 percent, 
contributing $893.6 million in revenues to the 
Oregon economy in 2019, supporting 8,600 jobs 
and over $270 million in wages specific to wine-
related travel in Oregon.”6

Internationally, some wine industry experts 
predict a post-COVID trend toward more intimate, 
sustainability-focused wine tours and tastings.7 

Meanwhile, this year’s State of the U.S. Wine 
Industry Report sounds the alarm over the drop-
off of wine appreciation in younger generations: 
“In prior reports, we noted that the falling interest 
in wine among younger consumers, coupled with 
the encroaching retirement and decreasing wine 
consumption of baby boomers, poses a primary 
threat to the business.”8

S u s ta i n a b l e  T o u r i s m

Travelers were already trending toward demand 
for more sustainable destinations before the 
pandemic, and the disruption seems to have 
accelerated the trend. A 2021 Booking.com study 
found that 46% of travelers said that the pandemic 
made them want to travel more sustainably.9 
That same study also indicated the top four 
sustainability impact concerns for travelers: excess 
waste (43%), threats to local wildlife and natural 
habitats (38%), overcrowding popular sites or 
destinations (34%), and carbon emissions (22%).
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A 2021 study by Agoda found similar attitudes 
among American travelers specifically. They 
prioritized: renewable energy (36%), energy saving 
(26%), eliminating single use plastics (25%), and 
buying local (25%).10

O u t d o o r  R e c r e at i o n

Outdoor recreation surged during the pandemic, as  
travelers flocked to less-populated places and wide 
open spaces. An Outdoor Industry Association 
Outdoor Participation Trends report from 2021 
cites the most popular activities as: running (21%), 
hiking (19%), all types of fishing (18%), all types 
of biking (17.3%), and camping/backpacking/
RV camping (15.8%). Americans participated in 
outdoor recreation at a record level in 2020, when 
53% of those ages 6+ participated in outdoor 
recreation at least once, the highest level ever by 
more than 7.1 million people.11

When OIA looked into new outdoor recreation 
participants, they found that more than 60% of 
those who started or resumed walking, biking, 
fishing or running during the pandemic intend 
to continue when restrictions lift. They identified 
that this cohort is a younger, more urban group of 
participants and that the social or group aspect is 
important to them.12

T h e  N e w  R o a d  T r i p p e r s

Like outdoor recreation, road trip activity increased 
during the pandemic, and appears to have some 
staying power. The Road.travel 2022 Road Trip 
Survey found that almost 75% of destinations 
reported an increase in automobile arrivals over 
the last two years and nearly two-thirds of this 
group believe that this trend will continue for at 
least two more years. That same report cites Travel 
Oregon research pointing to a road-trip traveler 
spend of $1,876.13

A 2022 Summer Travel Survey by The Vacationer 
found that nearly 80% of Americans plan to take 
a road trip this summer.14 However, as of the 
publication of this report, the average fuel price for 
unleaded gasoline in Oregon is $4.69 per gallon, 
which may put a damper on some of these summer 
plans.

W o r k f o r c e  C h a l l e n g e s

A tremendous number of jobs were lost in the 
travel & tourism industry during the pandemic, 
and the recovery is far from complete. As of 
April 2022, U.S. Travel is reporting that leisure & 
hospitality accounts for 93% of jobs lost and not yet 
recovered.15

At the same time, many service-sector employers 
are reporting challenges in recruitment and 
retention of employees, dampening their ability 
to extend hours and serve a full complement 
of customers. As of October 2021, the Oregon 
Employment Department reported that the state’s 
hospitality sector was still about 35,000 jobs short 
of pre-pandemic counts, and pointed to factors 
including workers moving on to other sectors or 
dropping out of the workforce altogether.16
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E c o n o m i c  a n d  V i s i t o r  T r e n d s

Economic impact figures in Oregon are reported 
by Dean Runyan Associates, through a contract 
with Travel Oregon. Their 2021 full report is not yet 
available, but the 2020 report points to some key 
figures for Yamhill County:
	» Fifty-nine percent of visitor spend comes from 

those staying in hotels and STRs, and 37% 
comes from those staying with friends and 
relatives (VFR).

	» Total visitor spending was down 46.9% in 2020 
due to the pandemic, but the general trend 
before that disruption was of steady growth, 
with a 22.6% climb between 2012 and 2019—
from $113.2M to $138.8M.

	» In 2020, even during the pandemic, tourism 
supported 1,520 jobs and $4.3M in tax 
revenue for Yamhill County.

	» Overnight visitors to Yamhill County spent 
an average of $69/day in 2020, and had an 
average trip length of 2.4 days.

	» The same Dean Runyan report shows 493,850 
trips generating a total of 1,164,850 visitors to 
Yamhill County in 2020, down 34% from 2019. 

F u n d i n g  T r e n d s  f o r  T o u r i s m  P r o m o t i o n

Taste Newberg began with $250K in carryover 
Transient Lodging Tax funds, which accounts for 
the higher FY20 starting budget amount in the 
chart below. The FY22 budget for Taste Newberg 
is $187,274, but projected revenues including 
PPP loan income, grants, and other sources is 
$268,931.

V i s i t o r  C e n t e r  T r e n d s

Visitor Center walk-in volume has dropped 
precipitously, going from 1,278 in Q1 of FY19/20 to 
115 in Q1 of FY21/22.

P o p u l at i o n  F o r e c a s t

The United States Census measured a  2020 
Newberg population of 25,138, and the Portland 
State University Population Research Center says 
this is expected to grow to 28,432 by 2030, a 13% 
gain. Looking further out, the population will nearly 
double by 2070, reaching 47,258.

Ta s t e  N e w b e r g  f u n d i n g,  F Y 2 0 - F Y 2 2
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PROXIMITY TO PORTLAND IS 
A SIGNIFICANT ADVANTAGE  

P R OX I M I T Y  T O  P O R T L A N D  I S  A  S I G N I F I C A N T 
A D VA N TA G E  T H AT  C A N  B E  L E V E R A G E D  O V E R 
O T H E R  VA L L E Y  D E S T I N AT I O N S

Most of Newberg’s visitation comes from—or 
through—Portland, whether locals coming down 
for a wine weekend or travelers from farther 
away coming in a rental car from PDX. Although 
Newberg may have some disadvantages in 
awareness compared to other wine country 
destinations, there is opportunity in Newberg’s 
positioning as the gateway to the Valley.

S ta k e h o l d e r  Q u o t e s

“I think what’s going on in Portland has been an 
opportunity for us, being 45 mins away from it. 
There’s a lot of business demand to come [here].”

“We’re more like Sonoma or Mendocino Counties, 
more down-to-earth, closer to Portland than people 
think.”

“Promoting the local tourism is a good way… we 
might not have the normal travelers from across 
the country or internationally, but there’s a lot we 
can do to get people from Portland, Vancouver, etc. 
Bring a little bit more local tourism to the Valley.”

1
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“We get a lot of people coming here for the 
weekend after doing a conference in Portland.”

“One thing we don’t do a good job of talking about 
is we are the first rural place outside Portland. 
We are the gateway to wine country. We are the 
closest place to Portland that’s far out.”

“ i t ’s  o u r  t o u c h s t o n e  t h at  w e ’ r e  c l o s e r 
t o  P o r t l a n d.  W e ’ r e  t h at  c e n t e r s t o n e  t o 
t h e  W i l l a m e t t e  Va l l e y.  W e ’ r e  t h e  l e g e n d 
o n  t h e  m a p  w h e n  p e o p l e  s e e  w i n e  c o u n t ry. 
E v e ry t h i n g  s ta r t s  i n  N e w b e r g. ”

“Depending where you are in Portland, you’re half 
an hour away.”

“Newberg is closer to Portland. Smaller than 
McMinnville. They’re both remarkable places.”

“The easiest audience for us is the Portland 
weekend trip. Portland residents looking for a 
getaway—wake up in wine country. The easiest 
audience is somebody who has to drive one 
hour, and wakes up in a different place and has a 
vacation experience without needing to drive [for]
hours.”

“I think that, logistically, we’re located closer to 
Portland. McMinnville likes to say there’s a lot of 
wineries, but if you go wine tasting from there, 
you’re going to Dundee and Newberg.”

C o n c l u s i o n s
	» Generating awareness in Portland 

should continue to be a key focus for 
Newberg, and creative approaches may 
allow Newberg to leapfrog its awareness 
level.

	» Targeted events and festivals may be 
one approach to driving awareness 
in the Portland market, and in-market 
activations in the Portland Metro area 
would likely have a high ROI.

	» Key opportunity categories likely center 
around wine, food, arts & culture, 
outdoor recreation, and developing 
a younger visitor base that will have 
greater return over time. 

	» Regional day visitation, though less 
impactful from an economics standpoint, 
can build momentum, awareness, and 
the demand for assets and amenities 
that will catalyze the growth of overnight 
visitation.
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ARTS & CULTURE: A PAIRED 
PILLAR With Wine

N E W B E R G  H A S  A N  O P P O R T U N I T Y  T O 
D E V E L O P  A R T S  &  C U LT U R E  A S  A  PA I R E D 
P I L L A R  W I T H  W I N E 

The demographics and psychographics of a wine 
visitor have a lot in common with the arts visitor: 
older visitors with higher levels of income and 
education, interested in the finer things in life and 
slowing down to smell the roses. Pairing arts & 
cultural tourism with wine tourism can affect both 
length of stay and average spend.

D ata  P o i n t s
	» Arts and tourism is a powerful combination for 

a local economy. The 2017 Americans for the 
Arts study found that non-resident attendees 
of arts & cultural events in Yamhill County 
spent nearly twice as much as local attendees. 
(see table on following page)

	» Survey respondents indicated that the most 
successfully-implemented goal from the 
2016 Strategic Tourism Plan was to promote 
Newberg as “a destination of artisan makers 

21
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CIVIC/CULTURAL CORRIDOR  |  Linking cultural, recreational and civic institutions and opportunities

The Civic and Cultural Corridor is an 
important activity center – a celebratory 
location connecting key institutions 
within the community such as City Hall, 
the Chehalem Cultural Center, the Public 
Safety facility and Memorial Park. The 
Corridor will provide a special pedestrian-
oriented streetscape environment that 
can be easily reconfigured as a “festival 

street” along portions of Howard Street for 
special occasions and events. The Civic and 
Cultural Corridor will also feature special 
signage, wayfinding, public art distributed 
throughout the corridor to signify a unique 
identity and provide interest. Streetscape 
treatments will highlight the connection 
of downtown and neighborhoods to the 
north, to Memorial Park and the river to the 

south, and to nearby activity centers such 
as George Fox University. The “occasional” 
festival street facilities might include special 
paving treatments, rolled curbs to facilitate 
easy pedestrian movement, electricity and 
water for special uses such as seasonal/
holiday lighting, or food and craft vendors.
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and doers”, indicating significant local 
momentum. 

	» The 2017 Newberg Downtown Improvement 
Plan contemplates a Civic & Cultural Corridor 
running from the Cultural Center to Memorial 
Park, and public art throughout the City’s 
core: “The Civic and Cultural Corridor is 
an important activity center – a celebratory 
location connecting key institutions within the 
community such as City Hall, the Chehalem 
Cultural Center, the Public Safety facility and 
Memorial Park. The Corridor will provide 
a special pedestrian-oriented streetscape 
environment that can be easily reconfigured 
as a “festival street” along portions of Howard 
Street for special occasions and events. 
The Civic and Cultural Corridor will also 
feature special signage, wayfinding, public art 
distributed throughout the corridor to signify a 
unique identity and provide interest.” 

S ta k e h o l d e r  Q u o t e s

“The Cultural Center is a big draw for those into the 
arts.”

“It would be cool for people to come into a Visitors 
Center where there is an artist in residence. So 

when you come in there, you see somebody 
making something.”

“Authentically, Yamhill County has a lot of 
makers—let’s go to their studios.”

“We could get known for bluegrass and country 
music, but it could also get known as music 
weekend in Newberg. Could happen twice a 
year.” 

“A r t  i s  a  g o o d  b e d f e l l o w 
f o r  t h e  w i n e  i n d u s t ry. ”

“The idea of a maker space is intriguing to me. 
How can we emphasize the Cultural District?”

“First Friday brings out more people and some 
crowds… more things like that—First Fridays and 
Wednesday Markets.”

“I feel like there’s got to be more activation 
happening Downtown if we’re going to be bringing 
those types of folks in… who are the makers and 
doers who would inspire them? More festivals? 
Some sort of a festival that would inspire them to 

AMERICANS FOR THE ARTS | Arts & Economic Prosperity 5  9 

Cultural Tourists Spend More 
 
The 789 audience survey respondents were asked to provide the ZIP code of their primary residence, enabling 
researchers to determine which attendees were local residents (live within Yamhill County) and which were 
nonresidents (live outside Yamhill County). In Yamhill County, researchers estimate that 63.0 percent of the 
778,786 nonprofit arts attendees were residents; 37.0 percent were nonresidents. 
 
Nonresident attendees spent an average of 97 percent more per person than local attendees ($45.24 vs. 
$22.97) as a result of their attendance to cultural events. As would be expected from a traveler, higher 
spending was typically found in the categories of lodging, meals, and transportation. When a community attracts 
cultural tourists, it harnesses significant economic rewards. 

TABLE 4: Event-Related Spending by Arts and Culture Event Attendees Totaled $24.3 million 
in Yamhill County (excluding the cost of event admission) 

 
Residents Nonresidents 

All 
Yamhill County 
Event Attendees 

Total Attendance 490,635 288,151 778,786 

Percent of Attendees 63.0% 37.0% 100% 

Average Dollars Spent Per Attendee $22.97 $45.24 $31.22 

Total Event-Related Expenditures $11,269,886 $13,035,951 $24,305,837 

TABLE 5: Nonprofit Arts and Culture Event Attendees Spend an Average of $31.22 Per Person 
in Yamhill County (excluding the cost of event admission) 

 
Residents Nonresidents 

All 
Yamhill County 
Event Attendees 

Refreshments/Snacks During Event $4.14 $7.71 $5.46 

Meals Before/After Event $7.27 $14.34 $9.89 

Souvenirs and Gifts $8.06 $9.93 $8.75 

Clothing and Accessories $1.13 $1.37 $1.22 

Ground Transportation $1.05 $4.54 $2.34 

Event-Related Child Care $0.46 $0.46 $0.46 

Overnight Lodging (one night only) $0.82 $6.74 $3.01 

Other $0.04 $0.15 $0.08 

Total Per Person Spending $22.97 $45.24 $31.22 

A m e r i c a n s  f o r  t h e  A r t s,  A r t s  &  E c o n o m i c  P r o s p e r i t y  S t u dy,  2 0 1 7
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come out and show their products? A master class 
of some sort?”

“I don’t think any of the municipalities invest directly 
in supporting the arts and cultural infrastructure. 
There was a 2015 study that showed that there 
was $45M in Yamhill County in arts & cultural 
activity. The number one thing that Newberg or the 
County could do is create some localized place to 
look for those things. Why is no one coordinating 
our efforts? Some direct investment from the City 
or County in supporting those businesses would go 
a long way.”

“We need a mixed-use performing arts center. 
Astoria and Bend have theaters. All these reasons 
to go somewhere, things to do once you get there. 
Seeing a performance is one of the easiest ways to 
spend your time, and that just doesn’t exist here.”

“More live music. If more wineries brought in food 
carts and did live music... First Fridays and our 
downtown farmer’s Market are super popular.”

C o n c l u s i o n s
	» Community investments in arts & cultural 

assets, events, and festivals would 
improve quality of life for residents of 
Newberg while simultaneously fostering 
highly-desirable visitation with longer 
stays and higher spend.

	» Newberg already has some momentum 
on this front, and doesn’t have to start 
from scratch, including the Cultural 
Center and the First Friday Art Walk.

	» Leveraging an artisinal “maker” 
reputation will also foster 
entrepreneurship in Newberg while 
attracting a younger, upcoming visitor 
demographic.

Q 1 9 :  P l e a s e  r at e  t h e  f o l l o w i n g  g o a l s  o f  t h e  2 0 1 6  N e w b e r g  S t r at e g i c  T o u r i s m  P l a n 
b a s e d  o n  h o w  s u c c e s s f u l ly  t h e y  h av e  b e e n  e x e c u t e d,  w h e r e  1 = n o t  at  a l l  s u c c e s s f u l 
a n d  5 = c o m p l e t e ly  s u c c e s s f u l
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measurable ways

Newberg is a destination of artisan
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and city

Tourism encourages sustainable
development that benefits the local
community and enhances the visitor

experience
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OUTDOOR RECREATION 
ASSETS OFFER OPPORTUNITY

T H E  W I L L A M E T T E  VA L L E Y ’S  A M P L E 
O U T D O O R  R E C R E AT I O N  A S S E T S  O F F E R 
N E W B E R G  A N  O P P O R T U N I T Y  T O  TA R G E T  A 
K E Y  D E M O G R A P H I C 

Wine country and bicycling are a long-established 
pairing, but the Willamette Valley also provides 
access to other outdoor recreation opportunities 
such as fishing, kayaking, hiking, running, and 
golfing. These assets provide an opportunity to 
reach a broader audience and to capture visitor 
spend in an additional category.

3

Newberg Riverfront Master Plan: Market Analysis 

Leland Consulting Group    19  

 
Figure 1. Newberg Riverfront: Current Uses and Potential Future Use Scenario 

 
Source: Google, TIGER, Leland Consulting Group 

The Market Area 
The market area, as defined in Figure 2, represents the area from which the most demand for residential, 
commercial, and industrial demand will originate, and where most of the competitive development is located. 
Residents and businesses located in this area are the most likely groups to support retail on site, lease/utilize 
office space, and live in the study area. The market area is approximately defined as a five-mile radius around 
the study area—roughly a 15-minute drive time from the study area.  

The boundaries of Newberg’s market area fall about halfway between Newberg and McMinnville to the west, 
and halfway between Newberg and Sherwood to the east. McMinnville and other cities located on the western 
periphery are likely to capture the majority of demand in the Western Willamette Valley, while Sherwood is 
closer to the Portland Metropolitan Area and more likely to capture housing, retail, office, and industrial 
demand for residents and businesses whose lives and livelihoods are oriented towards Portland. 

N e w b e r g  R i v e r f r o n t  M a s t e r  P l a n ,  2 0 1 9



4 6

D ata  P o i n t s
	» The outdoor recreation economy in the United 

States is huge, generating $887B in consumer 
spending annually, contributing more to US 
GDP than pharmaceuticals, motor vehicles 
and parts, household utilities, gasolines and 
fuels, and education 17

	» In Oregon, Earth Economics estimates that 
outdoor recreation contributes $6.9B to the 
state’s economy annually.18 (see table above)

	» In Yamhill County, Earth Economics estimates 
that outdoor recreation contributes $25.8M in 
GDP annually.19

	» Outdoor recreation is a growing market. 
In 2020, 53% of Americans (ages 6+) 
participated in outdoor recreation at least 
once—the highest level ever by more than 7.1 
million people.20

	» The OIA New Outdoor Participant Study 
indicates that more than 60% of those who 
started or resumed walking, biking, fishing or 
running intend to continue when restrictions 
lift, and that these activities draw a younger, 
more urban group of participants for whom 
the social aspect and group outings are 
important.21 

S ta k e h o l d e r  Q u o t e s

“The waterfront… that’s an excellent area for 
growth and recreation.”

“The vacation rental customer, who... 
trend younger, and they’re looking 
more for the experience... might also be 
into craft beer, outdoor experiences.”

ECONOMIC IMPACT OF OUTDOOR RECREATION-BASED TOURISM
Outdoor recreation-based tourism brings dollars from outside the region into the local economy. The 
injection of new dollars into an economy supports jobs and incomes in the regional economy and provides 
an additional revenue stream for government agencies through tax contributions. Recreation visitors are 
defined as Oregonians who travel 50 or more miles and out-of-state visitors. 

Visitors bring dollars into communities from outside the region. Visitors also spend more than their local 
counterparts. For instance, across all state parks in Oregon, overnight visitors spend 66% more than local 
overnight visitors ($296.51 vs. $178.78 per party, per trip), and day visitors spend 165% more than local 
day visitors ($93.15 vs. $35.62 per party, per trip). When Oregonian’s take trips within Oregon, it keeps the 
money local and reduces economic leakages. 

In 2019, visitors spent an estimated $7.3 billion participating in outdoor recreation in Oregon. Visitors 
account for 60% of all recreation spending in Oregon. Dollars such as these provide an economic 
development opportunity for communities with rich recreation opportunities to capture. 

The $7.3 billion spent on outdoor recreation by visitors generated substantial economic activity in Oregon. 
115,700 jobs are associated with this spending, 63,200 of which are direct jobs, with the remaining 52,500 
stemming from indirect and induced spending effects. Industry sectors most benefiting from visitors 
are accommodations, restaurants, and amusement and recreation industries, similar to the statewide 
observations. Economic output, or total spending associated with direct expenditures of $7.3 billion is 
estimated to be $12.7 billion, meaning for every $1 spent on outdoor recreation by out-of-state visitors, 
$0.74 is re-spent with Oregon’s economy for a total spending impact of $1.74

Further breaking visitors down, the economic impact exclusively by of out-of-state visitors represents new 
money flowing into the state. This estimate allows us to understand the loss in economic benefits that 
would occur in the event the visitors did not come to Oregon. It is assumed that these visitors would travel 
elsewhere or stay at home, and the revenue flows from their visit would go with them. Out-of-state visitors 
brought $3.8 billion into Oregon’s economy, supporting 60,800 jobs throughout the state. 

FIGURE 10. ECONOMIC CONTRIBUTION OF OUTDOOR RECREATION VISITORS IN OREGON

Visitor Type Consumer Spending 
(000s)

Employment Labor Income 
(000s)

Output 
(000s)

Value Added 
(000s)

In-state Traveler $3,481,544 54,947 $2,148,654 $5,802,931 $3,315,259
Out-of-state Visitor $3,800,602 60,814 $2,537,137 $6,880,321 $3,560,540
All Visitors $7,282,146 115,761 $4,685,790 $12,683,252 $6,875,799

19    ECONOMIC ANALYSIS OF OUTDOOR RECREATION IN OREGON     20

Photo Credit: traveloregon.com

Photo Credit: Austin Shepard

E C O N O M I C  A N A LYS I S  O F  O U T D O O R  R E C R E AT I O N  I N  O R E G O N ,  2 0 2 1 ,  E a r t h  E c o n o m i c s 

C o n c l u s i o n s
	» Because outdoor recreation is a 

growing industry and because it would 
allow Newberg to target a younger 
demographic that can offset eventual 
losses to the current generational 
demographic, a long-term strategic 
investment in outdoor recreation assets, 
coupled with active marketing to this 
demographic, will likely pay dividends in 
visitor volume and spend.

	» A collaborative, regionally-focused 
strategy would likely be more effective 
than a Newberg-only strategy.

	» Recruitment of local outfitters and 
outdoor-recreation suppliers will not only 
contribute to Newberg’s economy, but 
will also establish Newberg as a hub for 
outdoor recreation activities in the Valley.

“ I n v e s t  i n  o u t d o o r  r e c r e at i o n …  w e ’ r e 
s o r e ly  l a c k i n g  i n  pa r ks  a n d  t r a i l s. 
T h at ’s  a n o t h e r  way  t o  at t r a c t  p e o p l e . ”

“If they are here for 3-4 days, they don’t want to 
drink wine all the time. Bike trails, hiking trails, art 
walks... anything that’s different, that’s a pull, would 
be a huge win for the area.”
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ACTIVATE EVENINGS 
AND WINTER

N E W B E R G  S H O U L D  P U R S U E 
O P P O R T U N I T I E S  T O  A C T I VAT E  E V E N I N G S 
A N D  T H E  W I N T E R  S E A S O N 

Newberg has two primary periods of need for 
tourism: its evenings and its winter season, which 
require different approaches to solve. 

D ata  P o i n t s
	» Survey respondents rated the evening as the 

timeframe where activities were least available 
to visitors.

	» Survey respondents likewise ranked winter 
significantly below all other seasons in terms 
of available activities.

	» Evening activation is highly correlated with 
overnight stays, which is in turn correlated with 
higher visitor spend. 

S ta k e h o l d e r  Q u o t e s

“Taste Newberg has done an amazing job in that—
getting the word out. Something in the winter, 
based around promoting that culture would be 
really important, maybe around the Cultural Center, 
where you’re bringing together all kinds of people.”

“If we’re trying to do something with Truffle Month, 
how does the City get the businesses excited 
about something like this? Involving the business 

4
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community will create more excitement about the 
things that can happen.”

“There is no activity that happens in Newberg after 
7:00. People come out for day trips, they spend all 
day drinking wine, then they look at their watch at 
4:00 and say, ‘I need to get back to Portland.’ I do 
think if there was something to do at 7:00, people 
would stay and have dinner and stay to visit shops, 
etc.”

“Wine tasting is still good in the winter, but it’s not 
as pretty. Other than to offer the generic winter 
activities… we don’t have the geographic winter 
draw.”

“O u r  d o w n t o w n  r e a l ly  d i e s  o u t  at  n i g h t. 
I  t h i n k  t h at  t h e r e ’s  p o t e n t i a l  i f  t h e r e 
w e r e  m o r e  m a r k e t s  d o n e  d o w n t o w n , 
m o r e  c o m m u n i t y  e n g a g e m e n t  h a p p e n i n g. 
T h e  s a m e . . .  t h at  M c M i n n v i l l e  d o e s 
w i t h  t h e  c o n c e r t s  a n d  s u m m e r  b l o c k 
pa r t i e s…  w e  h av e  a m p l e  o p p o r t u n i t y 
t o  d o  s o m e t h i n g  l i k e  t h at  a s  w e l l . ”

“Entertainment—I come from a ski resort where 
downtown had a lot of places you could go see 
music. We had a theater downtown. There’s a very 
lacking nightlife, and I think that is an area that 
could be improved upon.” 

“If Newberg could figure out ways to be a draw 
year-round that would be great. The Twelve Tastes 
of Christmas was brilliant. That’s a start.”

“We could use more high-end dining selections. 
We could do more to stretch out [the week]. 
Monday and Tuesday have been difficult for our 
guests to find off-site dining options. In terms of 
overall nightlife, there isn’t [any].”

“How do you give the businesses a break, but also 
support a year-round economy that includes travel 
in January?”

“How can [we] do events that draw people in? How 
do we expand the events to bring people in for 
overnight stays?”

“Create an incentive to have the businesses open 
in winter months. We’ve heard that people don’t 
come to Newberg because things are closed 
in January. What can the City do, but also the 
businesses in the area, to stay open in the winter?”

0.00

1.00

2.00

3.00

4.00

5.00

Summer Fall Winter Spring

Business Community All Others Average

Q 1 4 :  H o w  w o u l d  yo u  r at e  e a c h  o f  t h e s e  s e a s o n s  f o r  h o w  ava i l a b l e  a c t i v i t i e s  a r e  t o 
v i s i t o r s,  w h e r e  1 = p o o r  a n d  5 = e xc e l l e n t



4 9

“I think there should be more programs that talk 
about things to do in Newberg at night, and actually 
having something at night or on weekends that can 
bring people around.”

“We would love to see greater support behind the 
Oregon Truffle Festival, or a local beer/wine/spirits 
festival in February. Astoria has the Dark Arts 
Porter Festival in the winter. Newberg could lean 
into the winter.”

“Weekends are still pretty good; mid-week winter is 
the worst.”

C o n c l u s i o n s
	» Greater coordination and cooperation 

between businesses will be necessary 
to create the critical mass needed 
to activate evenings and winter. 
An entity will need to be created or 
evolve spontaneously to facilitate this 
coordination.

	» The lack of evening activation is tied, in 
part, to the lack of hotels within walking 
distance of downtown activities, and the 
lack of transportation options for those 
who have been drinking. In a wine-
centered destination, this is a significant 
barrier.

	» Events, festivals, arts & culture, wine, 
and dining are all seen as levers that 
could be pulled to generate more 
visitation in the evenings and winter.
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POLITICAL DIFFERENCES 
HAVE A NEGATIVE IMPACT

N E W B E R G’S  H I G H - P R O F I L E  P O L I T I C A L 
D I F F E R E N C E S  M AY  C O N T I N U E  T O  H AV E 
A  N E G AT I V E  I M PA C T  O N  T H E  V I S I T O R 
E C O N O M Y 

Recent actions taken by the School Board in 
Newberg have elevated the profile of the City 
in a way that has been unflattering and has—
anecdotally—already affected visitation. With the 
liberal city of Portland as a primary market and 
in an era where destinations need to be seen as 
welcoming, this presents many challenges.

D ata  P o i n t s
	» Taste Newberg reported negative press on 

Newberg totaling 66 online articles, 2.39B 
impressions, and 80.4K social media shares.

	» Survey respondents scored Newberg below 
average on its welcoming nature, with a 
distribution of positive and negative responses 
that perhaps illustrate the political divide in 
town. (see charts below)

	» Survey respondents also cited the political 
controversy and sentiments about Newberg 
being unwelcoming as two of the top five 
things heard from visitors.

	» Newberg’s diversity and inclusion reputation 
was identified by survey respondents as 
the primary challenge to Newberg’s visitor 
economy. 
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S ta k e h o l d e r  Q u o t e s

“You shouldn’t even ask this question. Don’t 
elevate one group over another.”

“All Are Welcome is true”

“I see people of color and LGBTQIA+ folks 
regularly get harassed out of nowhere on the street 
or in local businesses.”

“There is a huge amount of hate for anyone that 
may be ‘different’ in this community that affects 
people’s desire to visit here. “

“ I  b e l i e v e  t h e r e  a r e  s o m e  h i s t o r i c a l 
i n e q u i t i e s  c o m i n g  t o  t h e  f o r e  t h at  t h e 
c o m m u n i t y  n e e d s  t o  a d d r e s s  i n  o r d e r  t o 
a c t u a l ly  b e  a  w e l c o m i n g  a n d  s a f e  p l a c e  f o r 
h i s t o r i c a l ly  m a r g i n a l i z e d  c o m m u n i t i e s. ”

“The School Board politics look at least tone-deaf, 
certainly a little homophobic, and potentially racist.”

“I believe anyone who is coming into contact with 
our visitors [is] very welcoming.”

“I believe most businesses in downtown Newberg 
are supportive of being inclusive to diverse 
groups.”

“I’ve heard of some concerns about the rainbow 
flags, but only through the grapevine.”

“Newberg has developed a reputation as hostile to 
many marginalized communities over many years. 
A quick google news search of ‘Newberg, Oregon’ 
is not flattering.”

“I think the businesses are extremely welcoming 
but the elected officials in the School Board are 
NOT!  They are destroying our reputation as 
a welcoming community and hurting the travel 
industry.”

“Start showing the tourists that the wine industry in 
Oregon is not as simple as it’s been. It’s a lot more 
diverse, a lot more complex than what it seemed to 
be in the past.”

“I don’t think it just seems like it damaged our 
reputation. It might be irreparable damage.”

“There [are] unflattering stories out there that seem 
to be the only thing people hear about Newberg. 
I really do like this town, but there are perception 
problems.”

Q 6 :  W h at  a r e  t h e  t o p  t h r e e  w o r d s  yo u  h e a r  f r o m  v i s i t o r s  d e s c r i b i n g  N e w b e r g ?
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“ T h e  t h i n g  t h at  k e e p s  m e  u p  at  n i g h t  i s 
o u r  p o l i t i c a l  s i t u at i o n — t h at  t h at  w i l l 
g e n u i n e ly  s c a r e  p e o p l e  f r o m  c o m i n g  i n . ”

“I’d hate for this place to be known as an intolerant 
place. The negative image that’s been cast on 
this area—that scares me a little bit. If this recall 
effort fails, it could send a very strong message to 
visitors that this could be viewed as an intolerant 
place.”

“Newberg has collectively some healing work to 
do, and that starts from the top down, but they also 
need to be willing to have that conversation at the 
top.”

“We can’t do an ad campaign that says something 
that isn’t true. The only thing we can do is change 
the character of this town.”

“There seems to be a division between people 
who want growth and the people who don’t. It 
seems like the people who don’t want growth are 
the same people who don’t want the pride flag in 
schools.”

C o n c l u s i o n s
	» Reputational damage can be difficult to 

repair and could take years.
	» A concerted effort from the tourism 

industry in Newberg could approach 
the challenge from two angles 
simultaneously: communicate to the 
broader community about the importance 
of a welcoming, inclusive climate for the 
health of the economy and communicate 
to potential visitors a realistic picture of a 
community that strives to be welcoming.

	» Denial isn’t an option, but neither is 
stasis.

Q 1 7 :  I n  yo u r  o p i n i o n ,  w h at  a r e  t h e  t o p  t h r e e  c h a l l e n g e s  t o  N e w b e r g’s  v i s i t o r  e c o n o m y ?
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STRUCTURAL REMEDIES FOR 
DOWNTOWN ACTIVATION

P E D E S T R I A N  S A F E T Y  M E A S U R E S,  A 
D O W N T O W N  H O T E L ,  A N D  E X PA N D E D 
T R A N S P O R TAT I O N  O P T I O N S  C O U L D  E N A B L E 
D O W N T O W N  A C T I VAT I O N 

The establishment of a more robust visitor 
economy in Newberg will depend upon a more 
activated downtown. Several challenges currently 
prevent downtown from reaching its full potential.

D ata  P o i n t s
	» Survey respondents identified downtown 

activation as the greatest opportunity to grow 
Newberg’s visitor economy.

	» Transportation and nightlife/entertainment 
were the two lowest-scoring items for visitor 
experience in the stakeholder survey, with 
the business community ranking both of 
these items lower than the general survey 
respondents.

	» Likewise, bicycling and walking infrastructure 
received only moderate scores in stakeholder 
survey responses. 
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e c o n o m y ? 
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S ta k e h o l d e r  Q u o t e s

“Downtown feels kind of scary to walk around.”

“Sitting on the street in front of a restaurant, you’re 
breathing all that exhaust.”

“McMinnville feels like a little town, but Newberg 
doesn’t because it was built around [Hwy.] 99.”

“More hotels, especially a good boutique 
downtown. Smaller, crafty, not a chain.”

“I haven’t taken the bus yet, don’t know the route. 
Better marked bike lanes. I feel it’s dangerous to 
cross [Hwy.] 99. I feel like you should be able to 
cross 99—hit a button and [get] a blinking light to 
alert drivers.”

“A  h o t e l  d o w n t o w n  i s  s o  n e c e s s a ry. 
T h at  n e e d s  t o  h a p p e n . ”

“If Newberg doesn’t keep with the times, you’re 
going to see Newberg get passed by Carlton and 
McMinnville. Visitors will use the bypass and not 
even see downtown.” 

“ W e  h av e  g o t  t o  m a k e  D o w n t o w n  m o r e 
p e d e s t r i a n - f r i e n d ly ”

“Electric scooters? I would love it. Anything 
sustainable [and] low energy would be great. A lot 
of towns do community bikes… hop on it, ride it a 
couple of blocks, and leave it for somebody else to 
use.”

“Downtown, I would love to see them re-do the 
street. I wish we could make downtown completely 
pedestrian-friendly, route 99W around, and make 
it minimal- to no-traffic. In a more pragmatic 
sense, supposedly we will get ODOT money to 
re-do downtown. Traffic calming, streetscape 
improvements.”

“But our downtown… we’re 10-15 years behind 
McMinnville on the revitalization... it’s surrounded 
better by the community, but once we get the 
bypass it’ll be quaint.”

“Really good restaurants, community gardens, 
streets go right up to the restaurants. Preserve the 
smallness of the downtown.”

Q 1 1 :  T h i n k i n g  a b o u t  t h e  f o l l o w i n g  d i m e n s i o n s  o f  N e w b e r g  A S  A  D E S T I N AT I O N ,  h o w  w o u l d 
yo u  r at e  t h e  q u a l i t y  o f  v i s i t o r  e x p e r i e n c e  f o r  e a c h ,  w h e r e  1 = p o o r  a n d  5 = e xc e l l e n t ?

0

1

2

3

4

5

Accommodations Arts & Cultural Higher Ed Entertainment &
Nightlife

Events & Festivals Restaurants Retail & Shopping Parks & Outdoor
Recreation

Transportation Wineries,
Breweries &
Distilleries

Business Community All Others Average



5 5

“It would be awesome to have a trolley between 
[Newberg and Dundee].”

“An opportunity for a downtown mid-range hotel. 
We have select service, luxury, and nothing in the 
middle. We need a $200-$250/night boutique hotel 
downtown.”

“My hope was if we could do discount codes 
with Uber or Lyft or something… some kind of 
incentive.”

“ T h e  b i g g e s t  s t r u g g l e  w e  h av e  i s  g e t t i n g 
w i n e  ta s t e r s  f r o m  o n e  t o  a n o t h e r 
s p o t.  W i t h  w i n e r i e s  g o i n g  t o  ta s t i n g 
a p p o i n t m e n t s…  t h e r e  a r e  a  f e w  o p e r at o r s 
w h o  d o  i t,  b u t  I  t h i n k  t h e r e  c o u l d  b e  m o r e 
c o s t-a f f o r d a b l e  t r a n s p o r tat i o n  p e r h a p s. ”

“Even a small boutique hotel would be amazing 
downtown.”

“I would love to see a district, maybe not in the 
center, but where there’s enough parking that 
people can feel like they can walk and bike and not 
get run over.”

“There’s been a long history of wanting main street 
to be closed off to traffic. The bypass has helped 
calm things down… making downtown more 
walkable has long been an important thing to do.”

“Could we have a more safe, walkable downtown?”

C o n c l u s i o n s
	» A downtown hotel was imagined in the 

vision statement from the 2016 plan, 
and has yet to come to fruition. A task 
force composed of several critical 
parties such as the City, the Chamber, 
Taste Newberg, and others could 
make a concerted effort to recruit such 
development.

	» Because Newberg’s “main street” is 
also a highway, there are significant 
safety, noise, and aesthetic limits 
to downtown’s development. Traffic 
calming, streetscape improvements, and 
pedestrian safety measures could make 
an important difference.

	» Because Newberg’s visitor economy 
centers on an alcoholic beverage, safe 
and reliable transportation options are a 
critically-needed addition that will enable 
evening activation.

Q 1 6 :  C o n s i d e r i n g  t h e  e l e m e n t s  o f  N e w b e r g’s  t o u r i s m  s u p p o r t  sys t e m ,  h o w  w o u l d  yo u 
r at e  t h e  q u a l i t y  o f  e a c h  i n  N e w b e r g,  w h e r e  1 = p o o r  a n d  5 = e xc e l l e n t ?
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RECONSIDER USE OF 
VISITOR CENTER

R E C O N S I D E R  U S E  O F  P H YS I C A L  V I S I T O R 
C E N T E R  A N D  C O N S I D E R  R E F O C U S I N G 
O N  S U P P O R T  F O R  B U S I N E S S  O N L I N E 
P R E S E N C E 

As a smaller destination strategically using limited 
budget dollars, Newberg should consider whether 
and how to continue to invest in a physical Visitor 
Center—whether identifying opportunities for 
greater activation of the space, taking the center 
mobile, or reinvesting visitor center dollars in 
mobile app technology, many options are available.

D ata  P o i n t s
	» Generational shifts in visitor behavior have 

raised the question about the ultimate 
effectiveness of physical visitor centers. 
Destinations International reports that some 
40% of Millennial and Gen Z travelers see little 
or no reason to go into a visitor center.22

	» While some destinations have seen some 
growth in visits to visitor centers, such as Los 
Angeles23, others such as Times Square in 
New York24 and Scotland25 have seen declines.

	» According to user-generated content purveyor 
CrowdRiff, 30% of American travelers use 
social media to plan their trips, and 74% 
continue using their smartphones while in-
market.26 
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	» Survey respondents gave only moderate 
scores to the quality of the Newberg Visitor 
Center. 

	» Over the same time period, the Visitor 
Center’s traffic has declined greatly (likely 
largely due to the pandemic), while followers 
of Taste Newberg’s Instagram account have 
grown quickly—potentially indicating the 
beginning of a generational shift. (see graphic 
above) 

S ta k e h o l d e r  Q u o t e s

“I have never visited a visitor information center in 
my life. I think those are maybe not the best way 
to relay information anymore. Visit McMinnville 
has NPR sponsorships, billboards, etc. I don’t see 
anything from Newberg. The city spends a lot on 
the Visitor Center, and it’s not cheap. Just to keep 
a Visitor Center in the lobby of the Chamber. That 
is not worth what they’re paying for it.”

“Signage on 99 if you’re coming in from Portland 
should alert you that there’s a Visitor Center. We’ve 

put in a request for ARPA funds to have a couple 
of different apps—VisitWidget that visitors can use, 
and a chamber app… those would be a good way 
to promote this Visitor Center as a place to stop 
when you’re downtown.”

“To be honest with you, I joined the Taste Newberg 
Board a year ago and I didn’t know that it existed, 
and I still don’t know where it is. I don’t know if the 
new generation traveler is somebody who would 
use that. Something digital would be a proactive 
anticipatory way to reach and get information to a 
traveler.”

“ I n  m y  o p i n i o n ,  b e c a u s e  I  r e ly  o n  e v e ry t h i n g 
o n l i n e —  a n d  t h at ’s  t h e  m a j o r i t y  o f  m y 
[ c u s t o m e r s ]  t o o — p u m p i n g  i t  o u t  o n  t h e 
s o c i a l s.  N i n e t y  p e r c e n t  o f  m y  t r i p s  a r e 
b u i lt  o n  w h at  m y  f r i e n d s  a n d  I  f i n d  o n 
I n s ta g r a m . ”

V i s i t o r  C e n t e r  wa l k - I n  T r a f f i c  v s.  Ta s t e  N e w b e r g  I n s ta g r a m  F o l l o w e r s 
( F Y 1 9 / 2 0  Q 4  f i g u r e s  n o t  r e p o r t e d  by  C h a m b e r  o f  C o m m e r c e )
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“The physical location is not as necessary as 
a virtual presence. I think that Taste and the 
Chamber agree.”

“That’s a tough one… I question whether people go 
to visitor centers anymore.”

“It’s moved now, it’s an odd spot. For the amount of 
money that they get from tourism tax dollars… I’d 
rather spend it on marketing.”

“I would love an app.”

C o n c l u s i o n s
	» A range of options exist for the future of 

communicating to visitors in-market.
	» A physical Visitor Center, if maintained, 

should be centrally-located and offer 
experiences and amenities that will 
inspire—not just inform—visitors.

	» Mobile, pop-up, and event-focused 
Visitor Center activations are another 
option that would lower overhead while 
potentially engaging many more visitors 
directly.

	» Equivalent investment in local 
“concierge” apps and social media 
presence may generate higher ROI than 
a physical Visitor Center.

	» Programs that support businesses in 
updating and maintaining their online 
presence have been successful in 
many destinations, and offer visitors 
better information as they navigate a 
destination using tools such as Google 
Maps.
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REGIONAL COOperatiOn and 
LOcal COLLABORATION

E X PA N D E D  R E G I O N A L  C O O P E R AT I O N ,  
l o c a l  C O L L A B O R AT I O N ,  a n d  e x pa n d e d 
f u n d i n g  M AY  A L L O W  N E W B E R G  T O 
B O L S T E R  I T S  m a r k e t i n g  r e a c h 

Newberg has internal opportunities to foster tighter 
collaboration between the business community, 
the City, and Taste Newberg while also having 
opportunities to consider a more regional marketing 
story that could pull in additional assets and 
funding.

D ata  P o i n t s
	» The two lowest-rated goals from the 2016 

Strategic Tourism Plan were: “Tourism 
funding and industry partners catalyze 
downtown development and creation of new 
experiences for target audiences” and “The 
tourism organization and strategy engage 
and energize local partners and demonstrate 
healthy partnership between the private sector 
and City.” (see chart below)

	» Taste Newberg’s budget is a fraction of that of 
competitor market McMinnville. (see chart on 
following page) 
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S ta k e h o l d e r  Q u o t e s

“A city like McMinnville gets a lot more funding from 
hotel taxes. If the funding is put side by side, they 
get lots more.”

“The City needs to put their own money and 
infrastructure into this. They’re like the silent 
partner who doesn’t put any effort or resource into 
it. If they want something to happen, they should 
be investing in the kinds of activities they want 
people to come here to do.”

“ W h e n  I  f i r s t  g o t  h e r e ,  V i s i t  M c M i n n v i l l e 
a n d  T h i r d  S t r e e t  d i d  a  g r e at  j o b.  N o b o dy 
k n e w  w h e r e  N e w b e r g  wa s,  b u t  e v e ry b o dy 
k n e w  a b o u t  M c M i n n v i l l e .  T h o s e  a r e a s  h av e 
d o n e  a  b e t t e r  j o b  o f  p r o m o t i n g  t h e m s e lv e s 
a s  a  d e s t i n at i o n .  Ta s t e  N e w b e r g  i s  g o i n g  i n 
t h e  r i g h t  d i r e c t i o n ,  b u t  i s n ’ t  t h e r e  y e t. ”

“ I  t h i n k  i t ’s  s i l ly  t h at  w e  h av e  t w o 
c o m m u n i t i e s  t w o  m i l e s  a pa r t,  s p e n d i n g 
m o n e y,  h i r i n g  a g e n c i e s,  p u t t i n g  u p  t w o 
w e b s i t e s,  a n d  D u n d e e  h a s  a l l  t h e s e 
at t r a c t i o n s  t h at  w e  s o r t  o f  a l r e a dy  u s e , 
b u t  w e  c a n ’ t…  i t ’s  a  p o l i t i c a l  d a n c e  f o r 
L e s l i e  t o  h i g h l i g h t  a  D u n d e e  w i n e ry. ”

“We spend a lot of time gathering data we can 
push out, and I don’t see the engagement of our 
industry partners in pushing that data out to their 
industry partners. The wine clubs are a huge 
opportunity… if we had some way to market 
through those wine clubs.”

“There used to be an Oregon Truffle Festival 
based in Eugene, and they would have some 
programming up here. They organized tours and 
restaurant nights… nobody is managing Truffle 
Month now.”

A n n u a l  m a r k e t i n g  b u d g e t s,  N e w b e r g  v s.  M c m i n n v i l l e ,  F y 2 0 - 2 2
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“I think we should’ve rolled our efforts and 
combined Dundee and Newberg together. Dundee 
has the cache, and Newberg has the cash. 
There’s nowhere to stay in Dundee—if they come 
to Dundee, they’re going to stay, eat, and buy in 
Newberg.”

“I’d combine efforts with Dundee. I would take 
advantage of their reputation, combine our efforts 
together… I think we’d be stronger for it.”

“My sense is that the businesses are working 
better together in the last few years. When people 
come from Napa, they say it feels different. In 
more competitive markets, winemakers aren’t as 
collaborative. But here it’s one family and that’s 
what it makes the Willamette Valley so special.”

“For winter, that’s where the businesses could work 
together a little more. That’s when the ‘go time’ 
would be to do evening tastings and activations. 
Have stores open later. Any way to get some 
community engagement.”

“I think we have to figure out this urban/suburban 
political divide because one of the things you see 
is people talk about multi-use buildings, and others 
say ‘I don’t want to be Portland.’ Being able, as 
a community, to talk to each other and see what 
reasonable fears there are about growth… and 
how we can maximize the benefit beyond just the 
food and wine crowd.”

“ B u t  i t ’s  n o t  o n ly  u p  t o  t h e  C i t y  o r  Ta s t e … 
i t ’s  u p  t o  b u s i n e s s e s  t h e m s e lv e s  t o  s ay 
t h e y  wa n t  t o  d o  s o m e t h i n g  d i f f e r e n t  o r 
e xc i t i n g. ”

“Do we have policies or procedures in place that 
inadvertently prohibit healthy, diverse growth?”

“My opinion is that Newberg and Dundee should 
market themselves together. I think we should have 
a cohesive marketing effort.”

“The City could make it easier for new and small 
businesses to move into spaces.”

“Even a small boutique hotel would be amazing 
downtown, but businesses go into other 
communities and I think a lot of it has to do with 
taxes and our City admin.”

“ T h e r e  n e e d s  t o  b e  a  w i l l i n g n e s s  f r o m  t h e 
C i t y  t o  m o v e  f r o m  t h e  o l d  ways  o f  d o i n g 
t h i n g s — t h at  t h i n g s  a r e  c h a n g i n g  a n d 
g r o w i n g,  a n d  f o r  t h e m  t o  a d a p t  a  l i t t l e  b i t 
t o  i t. ”

“I feel like there needs to be a little more of a 
working relationship between the City and the 
business community. These things being proposed 
benefit both the City and the business community. 
Maybe creating some sort of platform where 
everybody can come in and be part of it, make sure 
Newberg can become the city it can be.”

“Businesses are very good at supporting each 
other.”

C o n c l u s i o n s
	» In a highly-competitive market, smaller 

standalone efforts are challenged to 
break through the noise. Finding ways to 
expand Newberg’s marketing budget and 
reach would make it a more formidable 
competitor.

	» Tighter local collaboration between 
all interested parties will speed 
development of a more robust visitor 
economy, and will enable more 
deliberate choices.
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Q8-9: How welcoming do you believe Newberg AS A COMMUNITY is to 
visitors from historically marginalized communities, such as people of color, 
LGBTQIA+, disabled or differently-abled, or other groups, where 1=not at all 
welcoming and 5=very welcoming? 
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Q5: Based on your own experience, what age range is most likely to travel to 
Newberg? (Rank from 1 to 5 with 1=least likely and 5=most likely)
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Q6: What are the top three words you hear from visitors describing Newberg?
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Q11: Thinking about the following dimensions of Newberg AS A DESTINATION, 
how would you rate the quality of visitor experience for each, where 1=poor 
and 5=excellent?

0
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5

Accommodations Arts & Cultural Higher Ed Entertainment &
Night life

Events & Festivals Restaurants Retail & Shopping Parks & Outdoor
Recreation

Transportation Wineries,
Breweries &
Distilleries

Business Community All Others Average

N=49

11

Q12: If you were to send a visitor to ONLY ONE thing in Newberg,
what would it be?

22

5

3

3

12

Wineries Downtown Rosemarinos The Allison Other
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5

Q8-9: How welcoming do you believe Newberg AS A COMMUNITY is to 
visitors from historically marginalized communities, such as people of color, 
LGBTQIA+, disabled or differently-abled, or other groups? (selected 
responses) 

“You shouldn’t even ask this question. Don’t elevate one group 
over another.”

“All Are Welcome is true”

“I see people of color and LGBTQIA+ folks regularly get 
harassed out of nowhere on the street or in local businesses.”

“I believe there are some historical inequities coming to the 
fore that the community needs to address in order to actually 
be a welcoming and safe place for historically marginalized 
communities.”

“There is a huge amount of hate for anyone that may be 
‘different’ in this community that affects people’s desire to visit 
here. “

“The school board politics look at least tone-deaf, certainly a 
little homophobic, and potentially racist.”

“I believe most businesses in downtown Newberg are 
supportive of being inclusive to diverse groups.”

“I’ve heard of some concerns about the rainbow flags, but only 
through the grapevine.”

“Newberg has developed a reputation as hostile to many 
marginalized communities over many years. A quick google 
news search of ‘Newberg, Oregon’ is not flattering.”

“I believe anyone who is coming into contact with our visitors 
[is] very welcoming.”

“I think the businesses are extremely welcoming but the 
elected officials in the School Board are NOT!  They are 
destroying our reputation as a welcoming community and 
hurting the travel industry.”

N=68

9

Q10: How welcoming do you believe Taste Newberg’s MARKETING 
MESSAGE is to visitors from historically marginalized communities, such 
as people of color, LGBTQIA+, disabled or differently-abled, or other 
groups, where 1=not at all welcoming and 5=very welcoming? 
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Q15: What ongoing efforts are you aware of that are related to Newberg’s 
visitor economy?

• A NewBERG Community Vision
• Art Harvest
• Chehalem Valley Chamber collaboration
• CPRD Golf plans
• CPRD Pickleball plans
• CPRD Riverfront plans
• Cultural Center renovations
• Downtown beautification/ walkabilty
• Downtown Coalition
• Downtown Improvement Plan
• Drive-In
• Dundee Hills AVA campaigns and events
• First Friday
• George Fox

• Local festivals and markets
• Newberg Downtown Association
• Off-season activities
• Performing Arts Center at CCC
• Riverfront Master Plan
• Taste Newberg's marketing and branding efforts
• TLT projects
• Travel Dundee
• Urban renewal planning
• Vacation rental approvals
• Visit McMinnville
• Wine Country
• Wine tasting/winery tours

N=32

15

Q16: Considering the elements of Newberg’s tourism support system, how 
would you rate the quality of each in Newberg, where 1=poor and 5=excellent?
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5.00

 Bicycling Infrastructure  Parking  Public Restrooms  Roads  Vis itor Guides  Vis itor Informat ion
Center

 Walking Inf rastructure  Wayf inding & Signage

Business Community All Others Average

N=47

16

5/1/22

7

Q13: How would you rate each of these timeframes for how available activities 
are to visitors, where 1=poor and 5=excellent?
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Mornings before 10:00 Mid-day between 10:00 and 2:00 Afternoon between 2:00 and 6:00 Early Evening between 6:00 and 8:00 Evenings af ter 8:00

Business Community All Others Average
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Q14: How would you rate each of these seasons for how available activities are 
to visitors, where 1=poor and 5=excellent
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5.00

Summer Fall Winter Spring

Business Community All Others Average
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Q19: Please rate the following goals of the 2016 Newberg Strategic Tourism 
Plan based on how successfully they have been executed, where 1=not at all 
successful and 5=completely successful
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5.00

Tourism bolsters Newberg economy in
measurable ways

Newberg is a destination of artisan
makers and doers

Tourism funding and industry partners
catalyze downtown development, and
creation of new experiences for target

audiences

The tourism organizat ion and strategy
engage and energize local tourism
partners and demonstrate healthy

partnership between the private sector
and city

Tourism encourages sustainable
development that  benefits the local
community and enhances the vis itor

experience

Business Community All Others Average

N=42
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Q17: In your opinion, what are the top three challenges
to Newberg’s visitor economy?
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Q18: In your opinion, what are the top three opportunities to
grow Newberg’s visitor economy? 
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Planning & Policy Events & Assets Collaborators Competitors Capital Investments

Downtown 
Improvement Plan

First Friday Chehalem Valley 
Chamber

Travel Dundee Performing Arts 
Center at CCC

Riverfront Master 
Plan

Wednesday Market George Fox 
University

Visit McMinnville Downtown 
beautification/ 
walkability

A NewBERG 
Community Vision

Truffle Month Newberg Downtown 
Association

Dundee Hills AVA 
campaigns and 
events

TLT projects

CPRD Golf plans Art Harvest Taste Newberg

CPRD Pickleball 
plans

Wine tasting/winery 
tours

City of Newberg

CPRD Riverfront 
plans

Drive-In Theater

Vacation rental 
approvals

Twelve Tastes of 
Christmas

Urban renewal 
planning

Activities Matrix
T h e  a c t i v i t i e s,  a s s e t s,  a n d  o r g a n i z at i o n s  l i s t e d  b e l o w  w e r e  i d e n t i f i e d  by  s ta k e h o l d e r s 
i n  t h e  s u r v e y  a n d  i n t e r v i e w s.  t h i s  i s  n o t  a  c o m p l e t e  l i s t,  b u t  p r o v i d e s  a n  o v e r v i e w  o f 
r e l at e d  a c t i v i t y  t h at  c a n  b e  c o n s i d e r e d  i n  t h e  p l a n n i n g  p r o c e s s.
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