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EXECUTIVE SUMMARY 
Water is fun.  Nearly everyone has experienced the pleasure of a refreshing dip on a hot summer day, the mist 
of a waterfall, or the thrill of a cliff jump.  Some seek solitude by the edge of a lonely stream, others find 
excitement in extreme whitewater.  Youth splash, teens jump, adults wade, but we all look to water for reprieve 
from our daily routine.  Water recreation gives us a chance to see life differently.  We test our skills with a fishing 
rod or a paddle, we relax on a float, and we use water as a medium to gather family and friends.  Oregon’s 
recreational waters are visited 80 million times annually by people looking to swim, fish, surf, sail, paddle or 
simply sit by the beach.  It seems that water is not only essential to life, but to our happiness.  People migrate 
towards water for fun and Clackamas County has a lot of it.   
 
Mt Hood Territory, Clackamas County’s tourism marketing organization, initiated this comprehensive study to 
determine if its water recreation assets are being used to their greatest economic potential.  Are the county’s 
rivers and lakes attracting visitors and maximizing their enjoyment?   Are they being managed and marketed in a 
sustainable manner to increase water-based recreation?  Do they generate overnight stays without degrading 
the environment or the experience?  To answer these questions, the county hired Crane Associates of Burlington 
Vermont, a consulting firm with 20 years of international and domestic experience in environmental economics 
and sustainable economic development with a specialty in water-based recreation.  Crane Associates worked 
with Mt Hood Territory and dozens of stakeholders from the public, private, and non-profit sectors to fully understand their water assets, analyze the market demand for water-
based recreation in all its forms, identify any untapped market opportunities, and create strategies to capitalize on them.  The role that water-based recreation plays, and the 
opportunities it presents, within the County’s larger economy was not fully understood prior to this report.   
 
The study started with over three months of site visits and a detailed inventory of Clackamas County’s recreational water bodies.  The county has hundreds of miles of recreational 
rivers and acres of lakes and ponds that range from remote mountain ponds to 20 miles of the Willamette River, one of Oregon’s largest and most popular rivers.  The county has 
pristine trout streams, stunning lakes, and the most voluminous waterfall west of Niagara, ground zero in the founding of Oregon.  Clackamas County’s recreational waters also 
generates 191 million kilowatts of hydroelectricity for the state, supplies millions of gallons of drinking water, and attracts 1.5 million visitors, which result in 240,000 overnight 
stays, from anglers and paddlers.  After a thorough analysis of the county’s water assets, the researchers ask if they are being leveraged most efficiently to sustainably maximize 
water-based tourism.   
 
The analysis of tourism potential starts with directly asking user’s opinions.  A large statewide sample of Oregon’s recreation enthusiast was collected and surveyed to determine 
the water recreation market demand, preferences, and opportunities for growth in Clackamas County.  The sample of over 1700 respondents, representing 1.6 million water 
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recreation enthusiasts, is 4 ½ times larger than necessary to gain a statistically significant sample with a 
95% confidence level at +/- 5%.  Therefore, these results provide reliable and valuable information for 
the purposes of creating strategies to attract more water-based tourism. This survey is the first of its kind 
in Oregon, focusing specifically on all forms of water recreation in the State and resulting in detailed 
preferences on water recreation management, access, water recreation behaviors, and demand for 
Clackamas County’s rivers, lakes, and the Willamette Falls.    
 
The survey results show the most people believe the recreational quality of Clackamas County’s 
waterbodies is equally good or better than the State’s average.  The public’s concern for water quality, 
habitat quality, public access, information, safety, user conflicts, and crowds are not significantly 
different in Clackamas County than the rest of the state.  In addition to the survey, the author’s 
professional experience and months of sites visits also confirm that Clackamas County’s water resources 
are high quality recreation and tourism assets.  Nonetheless, while the county’s water resources are as 
good or better than the state average, the county is attracting below average visitation to these waters.  
The reason for this is not singular or obvious, rather it is found in a combination of subtle, nuanced 
actions related to reputation, marketing, physical access, water-recreation management, competing 
locations, and niche product development.   
 
Oregon’s favorite water body is by far the Deschutes River.  It is 30% more popular than the second favorite, Columbia River, and nearly twice as popular as the third favorite, the 
Rogue River. The Deschutes is visited 4 times more frequently than the most visited river in Clackamas County, the Clackamas River.  None of Oregon’s top 10 favorite waterbodies 
lie solely in Clackamas County. The Willamette River, ranked #4, is partially in the county.  If the Willamette is counted as a Clackamas County water body, 16% of Oregon’s water 
recreationists will have a favorite water body in Clackamas County.  If the Willamette is not included as a Clackamas water body, then only about 5% do.  Data analysis shows that 
Oregon’s preferred waterbody is not influenced by age, sex, household income, or favorite water sport.  The Deschutes is Oregon’s preferred river even after controlling for all 
these variables.  About 15% of the water recreation market visits Clackamas County frequently (more than 6 times per year).  For those visiting the Clackamas River, approximately 
284,000 of them pay for accommodations, with camping preferred slightly more than hotels.  So, while water-based recreation generated about 12 million dollars in lodging 
reservations in Oregon in 2016, Clackamas County captured only about 2% of this amount.  This is disproportionately low after considering that Clackamas County has world-class 
fisheries, some of the most exciting whitewater in the State, stunning flatwater paddling locations, the Willamette Falls, easy access to all these waters, and close proximity to 
Oregon’s largest population center.    
 
Detailed analysis of water recreation data helps shed light on the reason for such low overnight stays.  Regression analysis shows that only two variables were found to be 
significant when testing for frequency of overnight stays: age, and diversity of water sport preferences.  All other variables tested have no effect on whether the respondent is 
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likely to stay overnight including: favorite water body, favorite sport, accommodation type, experience, zip code, household income, and sex.  The reason water recreationists 
don’t stay overnight in Clackamas County is due to a combination of factors. Anglers spend the most overnight stays of all groups, and they are the least likely to choose a 
Clackamas County water body as their most frequent.  Those who have a wider diversity of sports, (less loyal to their favorite) are most likely to stay overnight more often.  The 
visitors to Clackamas County have more loyalty to only one sport than the average respondent.  Older visitors are more likely to stay overnight more often, and Clackamas County 
attracts more younger visitors than the average.  Increasing overnight stays from water recreation visitors would require attracting older visitors, those who prefer fishing, and 
those who perform more diversity of water sports.    
 
Oregon’s favorite water recreation activity is clearly fishing.  No matter how one divides the data or reviews them from a different perspective, fishing is by far Oregon’s favorite 
water-based recreation activity.  Fishing is the favorite water-based activity on all of Oregon’s top ten rivers and all of Clackamas County’s favorite waterbodies.  Fly fishing alone is 
the most popular water-based sport, exceeding the second most popular sport, flat water kayaking, by three times as much.  When combining all fishing types, (fly, sea, bass and 
general fishing), this activity comprises four of the top eight categories of favorite water sports.  Furthermore, when the same data are weighted to reflect the true population, 
72% of Oregon’s water enthusiasts would choose one of the four types of fishing activities as their favorite sport, with fly fishing alone comprising 43%.  Oregon’s next favorite 
water-based sport is flat water kayaking with 14% popularity.  Even if you biased the survey responses toward paddling by incorrectly weighting the responses, then fishing would 
still be three times more popular than paddling. Fishing is so popular that it is even the favorite water-based activity among paddlers. 
 
The survey briefly examined the market demand for locks usage by recreational boaters.  Respondents were 
asked two questions to indicate how frequently they might use the locks.  First, a full description of the locks 
was provided, and they were asked if they might use the locks at least once per year at no cost.  Second, they 
were asked how frequently they might use the locks at 5 different prices ($0, $5, $10, $15, $20).  
Approximately 166,668 water recreation enthusiasts, or 16% of the State’s total water recreation population 
would use the locks at no cost.  Almost twice as many total respondents (29%) said they would not use the 
locks at no cost.  Another 55% or 589,000 water recreation enthusiasts were undecided. 
Total revenue was calculated by multiplying the willingness-to-pay times the estimated demand for lockage, 
based on a total boater population of 166,668, and an average party size of 2.7 per trip.  Generally, as cost per 
trip rises the total revenue decreases, except for $10 per trip which generates the most revenue.  Total trips 
paid at $5 per trip will generate $162,872 annually.    
 
After the survey analysis, the report shifts from Oregon’s market preferences to the nation’s. Chapter 4 
includes a wide range of past research and secondary data to understand the national and regional water-
recreation markets. These studies were analyzed for their applicability to Clackamas County.  The results of 
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this work are combined with the primary survey data to provide Mt. Hood Territory with target market profiles and their locations.  This chapter also identifies the untapped 
market potential and gives reasonable target market goals.   
 
The number of out-of-state visitors for water-based recreation will vary depending on the primary activity.  Paddlers make up the most out of state visitors of the three groups 
with 25%.  Anglers are not far behind with 23%.  Paddlers however, don’t travel from very far. Ninety percent of the out of state paddlers are from Washington and the remaining 
are from neighboring states.  Out of state anglers, on the other hand, travel farther.  While most are still from neighboring states, anglers come from nearly every state in country.   
Water-based tourism marketing will require a segmented approach.  Marketing efforts in areas beyond 
Washington and California should be limited to only anglers.  Paddlers can be reached in Washington, California, 
southwestern Idaho, and Oregon.  Any communication to motor boaters should be limited to those in the 
northwest part of the state. Anglers are the largest and most established market in Oregon’s water recreation 
market. They are responsible for 83% of all overnight stays from water recreationists.  Their market size is 2.5 
times greater than motor boaters and 3 times larger than paddlers.   
 
A Proportional Share Analysis on all 50 states was completed to determine which states were receiving a greater 
proportional share of out-of-state anglers than other states.  The results show which states are winning the 
competition for attracting out-of-state anglers.  Oregon attracts 4% of the national visiting anglers but only 2% of 
the nation’s visiting angler/days.  The neighboring states of California, and Washington are doing better than 
Oregon by at least breaking even on a relative scale.  Idaho and Wyoming, two competing states with excellent 
western fisheries, are generating twice as many visitor/days than their proportional share.  Oregon is the only 
state west of Colorado that has a negative proportional share.  Oregon’s has world renowned fishing resources, 
but it appears that Oregon’s angler market potential may be bigger than what they are currently attracting.  On the other hand, Oregon ranks 7th in the nation in generating 
revenue from fishing.  This means that those who do come to Oregon are willing to spend a disproportionately higher amount of money to do so.  Willingness to spend angling 
tourism dollars is an indication that Oregon has a high-quality product and that it is worth the trip for non-resident anglers to visit the state.  This information, combined with the 
Proportional Share Analysis, leads to a reasonable conclusion that Oregon has a high-quality product but is not maximizing its potential.  There is untapped tourism potential in 
Oregon’s angler market.    
 
Clackamas County can capitalize on this untapped opportunity by marketing new destinations, new products, and to new demographics.  Non-residents are aware of the 
Deschutes, Rogue, Columbia and other famous rivers, but know little about Clackamas County’s rivers and lakes.  The Clackamas, Sandy, and Willamette, are excellent fisheries that 
can be used to create new experiences and new fishing products for the visiting angler. Increasing water-based tourism in Clackamas County should start with marketing to an 
expanded angler market.  Detailed review of national and local data shows that there are two general target markets that Clackamas County should focus on attracting.  First, 
family oriented, nature-based travel that promotes the environment as the ideal medium for families to escape and reconnect with each other.  The marketing strategy should 

Market Area for Anglers, Paddlers and Motorized Boaters 
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emphasize water-based recreation, especially fishing instructions, natural history, floating and boating, as activities that help families bond.  This report provides 3039 different zip 
codes across the country that contained the highest probability target markets for family oriented, water-based tourism.   The second general target market includes empty 
nesters travelling without children.  They are older than 45 years, have a passion for the outdoors.  They are represented by three target market segments and live in 3461 zip 
codes in the northeast, north central and west coast regions of the United States.   
 
Among non-motorized boaters, flatwater appears to be slightly preferable than whitewater, but not by much.  Households own more flatwater boats than whitewater boats and 
they are used more often.  Clackamas County has several of the most popular flatwater sites in the northwest Oregon region.  The Willamette River between the Columbia and 
Canby is the second most popular flatwater river in the region and the third most popular in the entire state.  Trillium and Timothy Lakes are also highly popular ranking third and 
fourth in the state, and second and third in the region. These visitation data provide solid evidence that Clackamas County has valuable water recreation locations to market to the 
nation. A marketing campaign that targets only paddlers for overnight stays must attempt to attract Oregon residents that are over 90 miles away, and less than 300 miles.  
Marketing campaigns that are trying to sell only paddling trips will not be successful for paddlers beyond 
these distances.  Many studies documenting travel patterns of paddlers show a resistance to travelling long 
distances for only one sport.  Non-resident paddlers beyond these distances will still be attracted to 
Oregon, and they will be demanding overnight accommodations, but they will be here for multiple reasons. 
 
The largest flatwater paddling market in in Multnomah County with 30% of the state’s paddlers and 
Clackamas County is 8.7%.  the largest whitewater market is in Deschutes and Wasco Counties with 48% of 
the states total but Clackamas County receives only 9%. There are 2.4 million paddlers in Multnomah 
County alone and they are physically connected to Clackamas County by water.  Both markets are between 
three and four times as large as the County’s current paddler market. There is untapped paddler potential 
within proximity to Clackamas County.  With strategic planning, targeted marketing, and a concerted effort 
between local, county, state, federal and non-governmental stakeholders, Clackamas County can grow its 
paddler visitation rates.   
 
There are numerous opportunities for Clackamas County to capture additional market share due to the 
large amounts of untapped potential in the angler and paddler markets.  To capture them, this report 
provides 49 recommendations within 5 overarching action groups called: 
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1. Physical Improvements: a list of capital improvements that would help advance water-based tourism.  The report suggests 27 capital improvements that range from 
increasing the county’s supply of camp sites, upgrading boat ramps, and improving the physical connections between municipal downtowns and the 
water.  The report recognizes that many of these recommendations are presented without thorough vetting from the community.  Therefore, an 
action group called Community Involvement recommends facilitating an extensive planning workshops at the municipal level.    

 
 
 
 

2. Community Involvement: building community support at the municipal level.  The greatest 
opportunities for increasing water-based tourism throughout the 
county is at the municipal level.  Visitors want to see small towns.  
Water-based tourists, like most tourists, enjoy stopping in small 
towns for a meal, shopping, or some nighttime entertainment.  This 
report recommends a series of community-level water tourism 
workshops in each municipality to identify their greatest water 
tourism opportunities and to strategize on how to use them to their 
advantage.  These workshops should be designed as a series of 4 to 7 

public meetings that go from understanding the facts on the status of today’s tourism 
market, to identification of assets and visioning the future, to goals and objectives, to 
strategies, and finally implementation actions, responsibilities and evaluations.  The data 
in this report on water tourism demand and untapped markets, can be used to help the 
public align their unique water tourism assets with the potential opportunities.  

 
 

3. Putting “Clackamas on the Map”: is a call for more targeted marketing.  A focused and 
carefully crafted strategy should be created to make the Clackamas, 
Willamette, and Sandy Rivers household names.  The group of actions to implement this recommendation include: media campaigns, targeted 
marketing in high potential zip codes, niche marketing and product development, river celebrations, competitions, events and another similar public 
awareness raising activities. 

 
 

Community 
Involvement 

Physical 
Improvements 

 Put Clackamas 
“On the Map” 
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4. Improving the Experience: discusses how to open new markets in water-based tourism by expanding into new products and 
services.  Clackamas County is competing against famous water destinations like the Columbia Deschutes, 
and Rogue within Oregon and in rivers in Idaho and Wyoming.  This action group recommends creating 
new types of water-based recreation products and services, increasing the quality of the experience, and 
rebranding existing activities.  Expanding the market size for Clackamas County also requires capturing a 
percentage of recreationist who are visiting other destinations by attracting them here through targeted 
marketing campaigns. 
 

 
 

5. Institutional and Organizational: the management and administrative structures necessary to support all these actions. This project was funded and directed by the Mt 
Hood Territory DMO but only a minority of the recommendations can be implemented by them alone.  Therefore, this entire report is at risk 
of not being fully implemented because the other relevant and responsible entities may not be wholly committed to these outcomes. 
Therefore, creating organizational and intuitional cooperation is necessary and highly recommended.  The report states that the first step in 
implementing this entire report is the create the Water Tourism and Economic Resiliency (WaTER) Advisory Board, comprised of all relevant 
entities that would be involved in these recommendations.   Each recommendation will include many steps and participants.  The entity to 
take the lead on each action will vary depending on the action but in all cases teamwork and collaboration among stakeholders will be 
required. The organizational structure should be formed within the political climate and institutional culture of Clackamas County.  Whatever 
the county leaders deem most appropriate to effect this plan is the structure that should be created.  Without some leadership guidance, 
implementation of this plan will be challenged.  

 
 
 
The author would like to remind the county of the many successful and effective actions that have already taken place and to continue to build on them.   

• Comprehensive marketing and branding efforts are excellent.  A search for fishing in Oregon will result in the Mt Hood Territory web site rising to the top.  While this report 
recommends targeting specific markets, the efforts to date show that the organization has the internal capacity and skills to complete the job.     

• Physical Improvements at Boones Ferry, Hebb Park, Riverside Park, Milwaukie riverfront, and several parks.  These improvements have undoubtedly increased visitation 
and access to the water.  The work is high quality. 

Improving the 
Experience 
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• The planned improvements at various stages of discussion at Oregon City, West Linn, along the Greenway Trail, and in smaller cities throughout the county are encouraging 
and should be supported. 

• Camping facilities at Barton Park are excellent and should set the standards for future expansions.  Camping is in high demand in the county and additional sites would 
increase visitation.  The county has the internal capacity and skills to expand this 
model to meet additional demand.  

• PGE, Oregon State Parks, the BLM and Forest Services are valuable partners in 
meeting camping demand.  Cooperation through knowledge sharing, visitor data, 
physical developments, and camping services are invaluable and should 
continue. 

• Water trail guides and information for the Willamette, Sandy and Tualatin 
excellent.  They set the standards and exceed the quality of many guides in the 
county 

 
Before moving on the author would like to thank the Mt Hood Territory for its active 
involvement and friendly staff.  Guidance and assistance from: Danielle Cowan; Samara 
Phelps; Casey Knopik; Janice Nilson Jim Austin; Dan Gering; and Jeannine Breshears was 
especially appreciated while all staff were helpful and courteous.  Thanks to you I leave 
Oregon with a camper full of great memories. Sincerely, Michael Crane.  

 
 

21 Ivy Lane, Suite 202 
Burlington Vermont 05408 

802-657-3720 
www.craneassociates.us 


