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CURRY COUNTY PROMOTIONAL ALLIANCE STRATEGIC MARKETING PLAN  

 

PREFACE 

 

The Plan, a strategic framework, has been designed to provide both short and long range 

approaches to assist in producing successful economic development impact from Curry Countyôs 

livability, products, services and tourism.  

 

The purpose for developing a Curry County Promotional Alliance Strategic Marketing Plan is 

twofold in nature: 

 

 Develop, implement and sustain a marketing plan to promote the quality of Curry 

County tourism, products, services and livability.  

 Create a singular distinction, strategic awareness, and differentiation in the mind 

of the target markets to increase business activity benefitting the Curry County 

economy. 

 

The proposed Curry County Promotional alliance (CCPA) can be an ñumbrellaò effort and does 

not seek to compete with any existing efforts. Building on existing efforts and developing new 

coordinated promotional activities will benefit the stakeholders in and out of Curry County (i.e., 

residents, businesses, consumers, visitors and others). Curry has much to build on. 

 

This Plan is based in rigorous data research. John Adams pointed out that ñfacts are stubborn 

things.ò He is right in that through careful and objective examination of facts we often derive 

conclusions not based on anecdotal information or emotional responses. A very large body of 

facts, data, was discovered in the course of research for this Plan development (see Appendices). 

Much is included herein but it would take many more pages to compile all the findings. 

 

Many dozens of strategic planning efforts from other areas across the U.S. were reviewed. 

Where it makes good sense, we ñborrowedò ideas as appropriate for Curry County. The 

takeaway here is that we found a demonstrable increase in the creation and execution of these 

plans across the American landscape. We need to do the same in Curry. 

 

Derivation of this Plan also benefits from face-to-face meetings with a variety of county groups 

and stakeholders to hear their thoughts and ideas. Every attempt was made to include many 

of these into the recommendations.  

 

We urge a thorough review of this Plan and the supporting materials with an open mind 

regarding the findings and recommendations. And we encourage continued discussion, 

deliberation and collaboration with Curry Countyôs economic development partners in 

livability, products, services and tourism to achieve the long-term success that the county 

deserves. 
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CURRY COUNTY PROMOTIONAL ALLIANCE STRATEGIC MARKETING PLAN  

 

EXECUTIVE SUMMARY  

 

Introduction  

Research in support of this Plan, a strategic framework, is rooted in the proposition that 

countywide coordination of promotional resources can and should be leveraged; fostering 

additional dollars to flow into the economy and raising the awareness of the many opportunities 

afforded to travelers and residents in Curry County. Economic development efforts will be 

strengthened by bringing together and providing a level of comprehensive planning and 

coordination of the various promotional efforts that now exist. Further, there is a great 

opportunity to capitalize on the array of quality products and services not covered under existing 

efforts.  

 

Tourism is a source of revenue for individuals and businesses in the county but not the only 

source. Indeed, some may be surprised to find just exactly where tourism stands in relation to 

other revenue sources (i.e., 2.2% of overall personal income, 8% of wages, annual average wages 

of $12,618 vs. $ 29,186 for all wages in the county). We need to grow tourism along with other 

revenue sources to provide an even higher level of average wages for county residents and to 

introduce greater counter-cyclical business activity. Given the nature and draw of tourism, it can 

help to foster opportunities to bolster sales of products, services and livability aspects of this 

county. 

 

Curry stands out in a very positive way simply by its natural beauty. Itôs that natural beauty that 

provides the backdrop for a growing eco-tourism opportunity. The growing number of eco-

tourists tends to be more financially upscale and willing to spend more for the right set of 

experiences. Many are seeking a higher quality of life that the region provides. As more folks 

ñdiscoverò Curry (for example, eco-tourists), there is an opportunity to attract and retain these 

folks as residents.  

 

Curry would be a great place for development of green businesses and is another reason to entice 

the eco-tourist traveler to live in Curry and to invest in green technologies, creating jobs in a fast 

growing industry. This could reverse the significant decline in manufacturing jobs seen since 

2000. Many financial incentives are now available for green industry development. 

 

Fishing is likely to remain as a source for attracting tourists; so, too, with hunting. Fishermen and 

hunters spend fairly liberally when here. We need to make sure they know weôre open for 

business.  

 

Curry sits on some of the most beautiful coast and forest land on the west coast. We can exploit 

and share this resource without destroying it. It is a new form of natural resource extraction (i.e., 

eco-tourism). In this approach the natural resource remains and can be ñextractedò over and over. 

Tourism can still be a basis for solid economic development in the county. 
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Vision Statement  

 

Vision for Tourism To work proactively to grow the destination travel 

component of the county economy, setting out to 

become a premier destinations experience-combining 

nature, adventure, heritage, and culture-and to attract 

high value visitors. 

Vision for Quality Products To develop comprehensive standards awareness for 

accommodations, guides, attractions, dining 

establishments, services and Curry County made 

products. 

Vision for Services To build awareness for opportunities to establish new 

and unique services in the county. To partner and 

collaborate with existing service providers to enhance 

the quality of those services and those who are being 

served. 

Vision for Livability To work with local governments, non-profits and 

organizations that will effectively raise the social 

quality of Curry County. 

Vision for Partnerships To collaborate, support and nurture relationships with 

local, regional and state tourism partners. To build 

effective communications with county and regional 

stakeholders, businesses and the public. 

 

Goal 1:  Countywide coordination of promotional efforts  

The concept of ñconsolidated promotionò recognizes that a stronger promotional 

programðincluding counties and regionsðresults when all interests, market segments and 

business interests are coordinated under one collaborative umbrella program to 

effectively leverage results. 

 

Strategy 1.1  Obtain resolutions of support for the CCPA 

By being ñduly sanctionedò the CCPA gains another level of authority and 

recognition for its intended purpose. 

 

Strategy 1.2  Adopt a formal organizational status for the CCPA 

By taking a next step to create a more formal structure for the CCPA, several 

things are likely to be more readily accomplished. For example, raising revenue to 

support the organizationôs programs (grants), establishing a set of rules for and 

orderly governance process (bylaws) and a ñmore sanctionedò and, therefore, 

official status in the community. 

 

Strategy 1.3  Adopt a CCPA governance structure (bylaws) 

The CCPA effort will benefit from a more formal organizational structure. 

Governance is the action of developing and managing consistent, cohesive 

policies, processes and decision rights for a given area of responsibility. 

Governance along with professional organizational structures provides a formal 

mechanism for participative decision-making and increased accountability.  
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Strategy 1.4  Implement jointly agreed to priorities for the CCPA 

Priorities of the CCPA need to be set using the recommendations of the Plan. It 

will not be possible to implement all recommendations at one time. An estimated 

duration of 3 to 5 years will be required for implementation of the recommended 

strategies and actions of this Plan. Accomplishing these will require staff 

(volunteer and paid) and an estimate of time and dollars required for each.  

 

Goal 2:  Tourism is a strategic component of an economic development strategy. 

Organized properly, tourism activities can reinforce efforts to recruit new businesses and 

entrepreneurs to the Curry County by making them aware of community amenities that can 

also improve business operations. Tourism increases the tax base that helps pay for county and 

community amenities and services. It creates jobs and business opportunities for entry level 

people and entrepreneurs. Tourism helps to diversify the economy so that communities are no 

longer dependent on one or two industries. 

 

Strategy 2.1  Curry County as a destination of choice for travelers. 

The CCPA will work to ensure the success of its purpose by using seven guiding 

principles: Positioning, Credibility, Communications, Quality, Internal Marketing, 

Long-term Perspective and Repositioning. These seven principles are critical to 

building and promoting value. Taken together these principles will also stimulate 

interest and desire on the part of consumers to take action and visit. 

 

Strategy 2.2  Apply the principles of sustainable nature-based tourism  

Increase the business volume of Curry Countyôs tourism business partners and 

constituents. Focus on the rapidly growing eco-tourism market. 

 

Strategy 2.4  Maximize the length and frequency of stay  

The longer someone remains in the county, the greater their spending. The 

more time we have with them, the greater the opportunity to enhance the 

value of the visitorôs experience. Increased spending provides for even more 

economic generation. 

 

Strategy 2.5  Develop and sustain a ñBuy Curryò promotional campaign 

Quite a variety of products are made in Curry. They range from food to textiles to 

machinery toé well, you name it. Today there is no one focal point for promoting 

Curry products. 

 

Strategy 2.6  Develop a Livability promotion that highlights Curry services. 

Services availability in the county can be found in the Yellow Pages, chamber 

directories, and through advertisements. However, this is not the same as 

presenting a coherent listing and description of those services that might appeal to 

those persons interested in living in the county. But it has to be more than just a 

list or directory. We need to demonstrate through short vignettes just how when 

integrated together these services provide the necessary infrastructure for a quality 

living situation. 

 

Strategy 2.9  Use relationship marketing across all categories 

Constructive relationships with select target customers are more important to 

long-term economic success than acquiring widespread public awareness. 

Relationship marketing is the process of attracting, maintaining, and enhancing 

relationships with these key people.  
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Strategy 2.10  Everyone in Curry County is part of the promotional team 

effort  

All too often we still hear, ñThereôs nothing to do,ò especially for many of our 

younger residents or even hotel clerks. The Hospitality 101 program will help 

with this, especially for wait staff and front desk clerks. But there may also be an 

opportunity to bring younger residents into this part of the promotional activity 

(see Strategy 2.11). 

 

Strategy 2.11  Leverage and use the energies and talents of youth 

High school students must complete a community project as part of the 

requirement for graduation. Let us go into the schools and bring this opportunity 

to the students. They can help by taking oral histories and writing them up (post 

them on the www.visitcurrycounty.com website), documenting the historical 

significance of many sites in the county, preparing signage using a pre-defined set 

of attributes or participating in the creation of videos (YouTube). 

 

Strategy 2.12  Increase involvement of seniors  

Curry has a population of very active seniors. Many seek out opportunities to 

participate in community activities to both make a contribution as well as for the 

social aspects.  

 

Strategy 2.13  Understand the relationship of fishing to the economy 

Rural economies are suffering from the recession, as seen by rising 

unemployment rates. Rural economies historically go through very broad swings 

in their local economies. How might we use fishing (commercial and sport) to 

mitigate that swing and craft counter-cyclical revenue streams? Rural economies 

are attracting more professionals due to area livability. How might we use fishing 

to further induce this category of inbound migration? 

 

Goal 3:  Innovative and integrated use of new technology and traditional media 

The influence paradigm has changedé dramatically. We have moved from a linearity model to a 

networked model. This has occurred in a remarkably small timeframe. Curryôs competition is 

already underway with use of this new way of doing promotion, and it is highly effective. It is 

much more effective per dollar expended than traditional promotional approaches. It truly takes 

advantage of the market segment with money and a desire to spend it. 

 

Strategy 3.1  Take advantage of the new model of influence 

Every day the use of email and websites is becoming more the norm. Web 2.0 

(social networking) is emerging as one of the most powerful promotional tools 

ever seen. 

 

Strategy 3.2  Targeted use of traditional media 

There is still a place for traditional print media, although it is rapidly falling in the 

face of the use of internet technologies. Smaller runs of brochures and other print 

media, decreased use of newspaper advertisements and even moving promotional 

dollars away from radio and TV is becoming more widely accepted. Typically, 

these approaches are general in their targets and lack the specificity now required 

for targeting segmented market groups. 

 

http://www.visitcurrycounty.com/
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Goal 4:  Revenue to support CCPA actions 

In kind support will likely be forthcoming but many activities will require financial 

support. Once the CCPA sets its priorities and creates a project plan, then we will know 

to what degree funding may be required. 

 

Strategy 4.1  Understand CCPA priorities and establish funding needs 

Prior to seeking funding, the CCPA needs to establish its priorities. It is also 

understood that any moves to increase a tax base to improve funding opportunities 

must be pursued in a most careful manner. 

 

Goal 5:  Continuous improvement 

An ongoing and periodic Consolidated Marketing Analysis is recommended. This management 

report tracks all productivity categories, comparing the annual goal for each program, against 

monthly and year to date results. Evaluation of this nature requires establishment of a set of 

metrics and monitoring processes. 

 

Strategy 5.1  Develop and apply a set of evaluation metrics  

Develop a set of evaluation metrics to be used to validate success of marketing 

campaigns and to be used to identify additional or modified campaigns over time. 

 

Recommendation for a CCPA start-up project 

Let us tap into the energies of youth and the wisdom/experience of seniors. A modest first 

project under the CCPAôs auspices might be one that brings together students and seniors. A 

ñMy Curry Countyò project competition by students with seniors as advisors would develop a 2 

minute video promoting Curry County. Even the naming of the project could be a competition 

held in advance of the video preparation.  

 

Students would work with advisors (seniors) to produce this video to be posted on 

www.visitcurrycounty.com and on YouTube. This might also serve as a senior project. 

Newspaper articles could inform the community as to the project and its status, eventually 

reporting out the winners. The articles would contain the website link. The CCPA board of 

directors would choose 1
st
, 2

nd
 and 3

rd
 place winners. Awards could be modest, say $75 for first 

place, $50 for second and $25 for third. 

 

In addition, get youth involved in the creation of a ñMy Curry Countyò Facebook account with 

an emphasis on youth related activities in the county (relates to livability but also gets youth 

involved in understanding their county). This would need to be a supervised and directed 

undertaking. Once established, and monitored, it could be a valuable way for the youth of the 

county to have a virtual space to keep up with and participate in WSUP in the county (BTW -- 

thatôs ñwhatôs upò for the non-informed). 

 

 

 

 

http://www.visitcurrycounty.com/
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CURRY COUNTY PROMOTIONAL ALLIANCE STRATEGIC MARKETING PLAN  

 

Introduction  

Research in support of this Plan, a strategic framework, is rooted in the proposition that 

countywide coordination of promotional resources can and should be leveraged; fostering 

additional dollars to flow into the economy and raising the awareness of the many opportunities 

afforded to travelers and residents in Curry County. Those dollars will change hands frequently 

in the regional economy due to spending by residents and others. Jobs will be created and the 

overall opportunity for achieving a higher quality of living across the entire county will be 

realized. Economic development efforts will be strengthened by bringing together and providing 

a level of comprehensive planning and coordination of the various promotional efforts that now 

exist. Further, there is a great opportunity to capitalize on the array of quality products and 

services not covered under existing efforts.  

 

Tourism is a source of revenue for individuals and businesses in the county but not the only 

source. Indeed, some may be surprised to find just exactly where tourism stands in relation to 

other revenue sources (i.e., 2.2% of overall personal income, 8% of wages, annual average wages 

of $12,618 vs. $ 29,186 for all wages in the county). We need to grow tourism along with other 

revenue sources to provide an even higher level of average wages for county residents and to 

introduce greater counter-cyclical business activity. Given the nature and draw of tourism, it can 

help to foster opportunities to bolster sales of products, services and livability aspects of this 

county. 

 

Assessment Overview 

Curry is a county of great diversity. We see all the highs and the lows experienced in many other 

areas of America. Examination of data shows us Curryôs strengths and weaknesses. The growth 

in population of seniors and retired people has brought considerable income to that segment of 

the countyôs population; or perhaps it is more accurate to say they brought it with them. 

Dividends, Interest and Rent and Personal Current Transfer Receipts account for nearly 60% 

of income in the county. Private Earnings account for 37% of total Personal Income in the 

county. Tourism accounts for 8% of earned income or 2% of all sources of income in the 

county. 

 

We also see that unemployment is very high and that there are issues of poverty and 

homelessness. The county is rated as ñdistressed.ò The decline in revenues from natural 

resources extraction over time has reduced the opportunities for earning a decent wage. Even 

manufacturing has slipped by 6% since 2000. We see the shift to more and more lower paid 

service industry jobs. The average wage for someone working in tourism is below the living 

wage standards. The downturn in the economy due to the recession certainly has taken its toll. 

 

However, Curry stands out in a very positive way simply by its natural beauty. Itôs that natural 

beauty that provides the backdrop for a growing eco-tourism opportunity. Even though tourism 

does not lead in revenue production for the countyôs residents, it does provide a particularly solid 

launch point to build up tourism and to have an impact on sales of products, use of services and a 

great place to live. Indeed, the growing number of eco-tourists tends to be more financially 

upscale and willing to spend more for the right set of experiences. Many are seeking a higher 

quality of life that the region provides. 

 

Worth noting is that eco-tourism has a large knowledge-worker component. Servicing the eco-

tourist requires more than a hot dog stand and a rack of brochures at the side of the road. These 

are sophisticated travelers that demand and expect professional treatment, high levels of 
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knowledge about an areaôs experiences and a solid base of website usage in support of their 

wants and needs. Expanded skill sets include management, research and writing, IT, 

construction, public speaking, public safety, art and other unexpected implications for nurturing 

this new approach to travel. 

 

As more folks ñdiscoverò Curry (for example, eco-tourists), there is an opportunity to attract and 

retain these folks as residents. This is particularly true of professionals that can work from home 

using the internet. It is already happening and we know this based on anecdotal information 

(these positions are not tracked by the Employment Development Department). 

 

Curry would be a great place for development of green businesses and is another reason to entice 

the eco-tourist traveler to live in Curry and to invest in green technologies, creating jobs in a fast 

growing industry. This could reverse the significant decline in manufacturing jobs seen since 

2000. Many financial incentives are now available for green industry development. 

 

Timber extraction and processing are not likely to return to the heyday of the past. Fisheries have 

the potential to rebound due natural cycles, growing awareness and management. Sport fishing, 

is likely to remain as a source for attracting tourists; so, too, with hunting. Fishermen and hunters 

spend fairly liberally when here. We need to make sure they know weôre open for business. 

 

Curry sits on some of the most beautiful coast and forest land on the west coast. We can exploit 

and share this resource without destroying it (i.e., eco-tourism). It is a new form of natural 

resource extraction. In this approach the natural resource remains and can be ñextractedò over 

and over.  

 

Stakeholders  

It might fairly be said that everyone in Curry County, who visits the county or purchases 

something in or from the county is a stakeholder. We offer the following as primary beneficiaries 

of the economic development that will be derived from applying the Strategic Plan. 

 

 Curry County Promotional Alliance (CCPA) Leadership Group  

 Strategic plan implementation participants 

 Chambers of Commerce and Other Promotional Organizations 

 Tourist AttractionsðCulture & Arts, Outdoor Activities 

 LodgingðBread & Breakfast, Rental Home or Condominium, Hotel/Motel/RV 

 Government (state, county and city) 

 Restaurants 

 Retail Shops 

 Product Manufacturers 

 Service Providers 

 Real Estate 

 County Residents 

 Education 

 Healthcare providers 

 Tourists 

 Consumers 
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Vision Statement  

Curry County Economic Development provided the following vision statements pertinent 

to the interrelated segments of this Plan. 

 

Vision for Tourism To work proactively to grow the destination travel 

component of the county economy, setting out to 

become a premier destinations experience-combining 

nature, adventure, heritage, and culture-and to attract 

high value visitors. 

Vision for Quality Products To develop comprehensive standards awareness for 

accommodations, guides, attractions, dining 

establishments, services and Curry County made 

products. 

Vision for Services To build awareness for opportunities to establish new 

and unique services in the county. To partner and 

collaborate with existing service providers to enhance 

the quality of those services and those who are being 

served. 

Vision for Livability To work with local governments, non-profits and 

organizations that will effectively raise the social 

quality of Curry County. 

Vision for Partnerships To collaborate, support and nurture relationships with 

local, regional and state tourism partners. To build 

effective communications with county and regional 

stakeholders, businesses and the public. 

 

Goal 1:  Countywide coordination of promotional efforts  

The concept of ñconsolidated promotionò recognizes that a stronger promotional 

programðincluding counties and regionsðresults when all interests, market segments and 

business interests are coordinated under one collaborative umbrella program to 

effectively leverage results. 

 

Successful countywide promotional efforts today seek to produce regional marketing 

partnerships that can deliver more motivational attractions and visitor attributes to 

entice the visitor/consumer. This is the principal benefit of strong, aligned and integrated 

relationships between the chambers of commerce, Americaôs Wild Rivers Coast and other 

promotional organizations working together under a collaborative promotional effort. 

 

Rather than the stand-alone efforts of one community or one market segment, such as 

cultural tourism and the arts, restaurants, nightlife, or special leisure markets, the 

strengths of Curry Countyôs collective diversity will offer multiple opportunities for 

todayôs tourists, products, services and livability; and at the same time provide greater 

funding resources to reach multiple, mutual objectives. Each entity can still provide their 

unique way of delivering a message but all would benefit from having a targeted and 

coordinated message to share. 

 

Curry County residents already have formed an ad hoc alliance, the CCPA. The CCPA 

would benefit from a more formal organizational structure and official recognition by 

local governments and promotional organizations. 
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Strategy 1.1 Obtain resolutions of support for the CCPA 

By being ñduly sanctionedò the CCPA gains another level of authority and recognition 

for its intended purpose. 

 

V Work with local governments and existing promotional organizations to gain 

official recognition of the CCPA. Create positive awareness, support and 

participation in the Chambers, Visitors Center and other marketing programs 

by attending their board, council or commissioner meetings with the explicit 

purpose of gaining a resolution of support and cooperation. 

 

Strategy 1.2 Adopt a formal organizational status for the CCPA 

By taking a next step to create a more formal structure for the CCPA, several things are likely to 

be more readily accomplished. For example, raising revenue to support the organizationôs 

programs (grants), establishing a set of rules for and orderly governance process (bylaws) and a 

ñmore sanctionedò and, therefore, official status in the community. 

 

Several organizational approaches are suggested: 

 

Advisory Committee 

The Curry County Promotional Advisory Committee (CPAC) would be responsible for 

monitoring and making recommendations in developing countywide  promotional programs, 

research funding, identify & submit grant requests, develop fundraising opportunities & support 

advocacy for dependent children. Initially, the CCPA would be chaired by the Curry County 

Economic Executive Director. Semi-annually the CPAC would report on the its status and plans 

to the Board of Commissioners.  

 

Charitable/Educational Organization 501(c)(3)
1
 

To be tax-exempt under section 501(c)(3) of the Internal Revenue Code, an organization must be 

organized and operated exclusively for exempt purposes set forth in section 501(c)(3), and none 

of its earnings may inure to any private shareholder or individual. In addition, it may not be an 

action organization, i.e., it may not attempt to influence legislation as a substantial part of its 

activities and it may not participate in any campaign activity for or against political candidates. 

Organizations described in section 501(c)(3) are commonly referred to as charitable 

organizations. Organizations described in section 501(c)(3), other than testing for public safety 

organizations, are eligible to receive tax-deductible contributions in accordance with Code 

section 170. 

 

The exempt purposes set forth in section 501(c)(3) are charitable, religious, educational, 

scientific, literary, testing for public safety, fostering national or international amateur sports 

competition, and preventing cruelty to children or animals. The term charitable is used in its 

generally accepted legal sense and includes relief of the poor, the distressed, or the 

underprivileged; advancement of religion; advancement of education or science; erecting or 

maintaining public buildings, monuments, or works; lessening the burdens of government; 

lessening neighborhood tensions; eliminating prejudice and discrimination; defending human 

and civil rights secured by law; and combating community deterioration and juvenile 

delinquency. 

 

The organization must not be organized or operated for the benefit of private interests, and no 

part of a section 501(c)(3) organization's net earnings may inure to the benefit of any private 

                                                 
1
 IRS 501(c)(3), http://www.irs.gov/charities/charitable/article/0,,id=96099,00.html, January 2009 

http://www.irs.gov/charities/charitable/article/0,,id=96099,00.html


Revised: May 14, 2009  CURRY COUNTY M ARKETING STRATEGIC PLAN    Page 11 

shareholder or individual. If the organization engages in an excess benefit transaction with a 

person having substantial influence over the organization, an excise tax may be imposed on the 

person and any organization managers agreeing to the transaction. Section 501(c)(3) 

organizations are restricted in how much political and legislative (lobbying) activities they may 

conduct.  

 

Social Welfare Organization 501(c)(4)
2
 

To be tax-exempt as a social welfare organization described in Internal Revenue Code (IRC) 

section 501(c)(4), an organization must not be organized for profit and must be operated 

exclusively to promote social welfare. Pursuant to changes enacted as part of the Taxpayer Bill 

of Rights 2, the earnings of a section 501(c)(4) organization may not inure to the benefit of any 

private shareholder or individual. If the organization engages in an excess benefit transaction 

with a person having substantial influence over the organization, an excise tax may be imposed 

on the person and any managers agreeing to the transaction. See Introduction to IRC 4958 for 

more information about this excise tax. For a more detailed discussion of the exemption 

requirements for section 501(c)(4) organizations, see IRC 501(c)(4) Organizations. 

 

To be operated exclusively to promote social welfare, an organization must operate primarily to 

further the common good and general welfare of the people of the community (such as by 

bringing about civic betterment and social improvements). For example, an organization that 

restricts the use of its facilities to employees of selected corporations and their guests is primarily 

benefiting a private group rather than the community and, therefore, does not qualify as a section 

501(c)(4) organization. Similarly, an organization formed to represent member-tenants of an 

apartment complex does not qualify, since its activities benefit the member-tenants and not all 

tenants in the community, while an organization formed to promote the legal rights of all tenants 

in a particular community may qualify under section 501(c)(4) as a social welfare organization. 

An organization is not operated primarily for the promotion of social welfare if its primary 

activity is operating a social club for the benefit, pleasure, or recreation of its members, or is 

carrying on a business with the general public in a manner similar to organizations operated for 

profit. 

 

Seeking legislation germane to the organization's programs is a permissible means of attaining 

social welfare purposes. Thus, a section 501(c)(4) social welfare organization may further its 

exempt purposes through lobbying as its primary activity without jeopardizing its exempt status. 

An organization that has lost its section 501(c)(3) status due to substantial attempts to influence 

legislation may not thereafter qualify as a section 501(c)(4) organization. In addition, a section 

501(c)(4) organization that engages in lobbying may be required to either provide notice to its 

members regarding the percentage of dues paid that are applicable to lobbying activities or pay a 

proxy tax.  

 

The promotion of social welfare does not include direct or indirect participation or intervention 

in political campaigns on behalf of or in opposition to any candidate for public office. However, 

a section 501(c)(4) social welfare organization may engage in some political activities, so long as 

that is not its primary activity. However, any expenditure it makes for political activities may be 

subject to tax under section 527(f).  

 

Business Leagues 501(c)(6)
3
 

Section 501(c)(6) of the Internal Revenue Code provides for the exemption of business leagues, 

chambers of commerce, real estate boards, boards of trade, and professional football leagues, 

                                                 
2
 IRS 501(c)(4), http://www.irs.gov/charities/nonprofits/article/0,,id=96178,00.html, January 2009 

http://www.irs.gov/charities/nonprofits/article/0,,id=96178,00.html
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which are not organized for profit and no part of the net earnings of which inures to the benefit 

of any private shareholder or individual. 

 

A business league is an association of persons having some common business interest, the 

purpose of which is to promote such common interest and not to engage in a regular business of 

a kind ordinarily carried on for profit. Trade associations and professional associations are 

business leagues. To be exempt, a business league's activities must be devoted to improving 

business conditions of one or more lines of business as distinguished from performing particular 

services for individual persons. No part of a business league's net earnings may inure to the 

benefit of any private shareholder or individual and it may not be organized for profit to engage 

in an activity ordinarily carried on for profit (even if the business is operated on a cooperative 

basis or produces only enough income to be self-sustaining). The term line of business generally 

refers either to an entire industry or to all components of an industry within a geographic area. It 

does not include a group composed of businesses that market a particular brand within an 

industry. 

 

Chambers of commerce and boards of trade are organizations of the same general type as 

business leagues. They direct their efforts at promoting the common economic interests of all 

commercial enterprises in a trade or community, however. 

 

Cooperatives 501(c)(12)
4
 

IRC 501(c)(12) exempts the following organizations from federal income tax:  

 

 benevolent life insurance associations of a purely local character 

 mutual ditch or irrigation companies 

 mutual or cooperative telephone companies 

 mutual or cooperative electric companies 

 "like organizations"  

 

The phrase "of a purely local character" applies only to benevolent life insurance associations 

and organizations like them. To qualify for and maintain exemption under IRC 501(c)(12), all of 

the organizations described in above must receive 85 percent or more of their income from 

members for the sole purpose of meeting losses and expenses each year. Organizations that meet 

the requirements of IRC 501(c)(12) may apply for exemption from federal income tax on Form 

1024.  

 

Contributions to organizations that are exempt under IRC 501(c)(12) are not deductible as 

charitable contributions on the donorôs income tax return.  

 

Coalition
5
 

A coalition is an alliance among individuals or groups, during which they cooperate in joint 

action, each in his/her own self-interest, joining forces together for a common cause. This 

alliance may be temporary or a matter of convenience. A coalition thus differs from a more 

formal covenant. A coalition may possibly described as a joining of 'factions', usually those with 

overlapping interests rather than opposing. 

 

                                                                                                                                                             
3
 IRS 501(c)(6), http://www.irs.gov/charities/nonprofits/article/0,,id=96107,00.html, January 2009 

4
 IRS 501(c)(12), http://www.irs.gov/irm/part7/ch10s14.html, August 2006 

5
 http://en.wikipedia.org/wiki/Coalition  

http://www.irs.gov/charities/nonprofits/article/0,,id=96107,00.html
http://www.irs.gov/irm/part7/ch10s14.html
http://en.wikipedia.org/wiki/Coalition
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V The current CCPA group will need to make a decision as to which of the 

organizational approaches best suits the purpose. Today the group is 

operating as an alliance. A 501(c)(6) or a County Advisory Committee may 

very well be best choices. 

 

Strategy 1.3 Adopt a CCPA governance structure (bylaws) 

The CCPA effort will benefit from a more formal organizational structure. Governance is the 

action of developing and managing consistent, cohesive policies, processes and decision rights 

for a given area of responsibility. Governance along with professional organizational structures 

provides a formal mechanism for participative decision-making and increased accountability.  

 

V Identify and adopt an organizational/governance structure of the CCPA to provide 

a formal governance structure (bylaws) and selection of the board directors. A 

sample set of bylaws can be found in Appendix 6ðSample Bylaws for a Not For 

Profit Organization. 

V Implicit in this approach is the identification of members and a subsequent 

election of a board of directors and officers of the board. 

 

Strategy 1.4 Implement jointly agreed to priorities for the CCPA  

Priorities of the CCPA need to be set using the recommendations of the Plan. It will not be 

possible to implement all recommendations at one time. An estimated duration of 3 to 5 years 

will be required for implementation of the recommended strategies and actions of this Plan. 

Accomplishing these will require staff (volunteer and paid) and an estimate of time and dollars 

required for each.  

 

V Develop a set of priorities and a resource plan to carry out the CCPA mission. 

V Identify a jointly conducted pilot project under the auspices of the CCPA. 

 

Goal 2:  Tourism is a strategic component of an economic development strategy. 

Organized properly, tourism activities can reinforce efforts to recruit new businesses and 

entrepreneurs to the Curry County by making them aware of community amenities that can 

also improve business operations. Tourism increases the tax base that helps pay for county and 

community amenities and services. It creates jobs and business opportunities for entry level 

people and entrepreneurs. Tourism helps to diversify the economy so that communities are no 

longer dependent on one or two industries. 

 

Todayôs visitor may just be tomorrowôs investor or resident. Sometimes business managers 

and owners first discover an area as a location for one of their business operations through a 

recreational visit to an area for golf, hunting, fishing or participation in local fairs and other 

events. Tourism development can be especially important to downtown revitalization efforts. 

The CCPA should look for these types of synergies between its tourism, products, services and 

livability promotional efforts. 

 

The marketplace is full of choices for visitors and consumers creating a competition among 

cities, communities and states for their dollars. Our competitors are other counties that also have 

a significant amount of attractions such as amusement parks, beaches and mountains. However, 

we can compete with our small town appeal, abundant natural beauty and value-added pricing. In 

addition, we should collaborate within the county to package trips that are attractive to empty 

nesters, families and individuals planning reunions. 
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To ensure that our promotional attempts are as successful as possible, we need to continuously 

ask ourselves:  

 

 What is Our Strategic Position?  

 What are the industry trends that are impacting us?  

 What is our competition for attracting visitors?  

 Are we gaining or losing our share of corporate and leisure travel market 

share?  

 Are our services emerging or maturing?  

 Is, and how often is, our message reaching our potential customers? 

 

Strategy 2.1 Curry County as a destination of choice for travelers. 

The CCPA will work to ensure the success of its purpose by using seven guiding principles: 

Positioning, Credibility, Communications, Quality, Internal Marketing, Long-term Perspective 

and Repositioning. These seven principles are critical to building and promoting value. Taken 

together these principles will also stimulate interest and desire on the part of consumers to take 

action and visit. 

 

 Position Curry County to be seen as the premiere place to acquire products and 

services; to vacation and live.  

 

V Continue to share the message of the many traveler experiences in the region. 

These opportunities reside within the countyôs borders but are also within short 

drives of the county. For example, look for opportunities to join with the 

promotion of the regionôs casinos/lodges (Elk and Smith River), Rogue River 

Creamery, Harry & David and nearby viticulture/wineries 

V Develop and promote more guided tours. Encourage local producers to offer tours 

of their facilities. Increase interpretive signage to appeal to the self-guided tourist. 

V Pursue promoting Curry County to seniors with disposable income that live here. 

Too often we find that residents of one part of the county have no understanding 

of the offerings found throughout the county. 

V Use print media, TV, radio, websites and web 2.0 to carry the message. 

 

 Credibility:  If it says Curry County, you can count on it being presented fairly and 

clearly: our businesses stand behind their promises. Our business leaders are key to 

building credibility, especially with those we want to come into our midst and spend 

money. 

 

Building credibility is a fundamental aspect of the leadership process. Themes of trust, 

honesty, sensitivity to diversity, sustaining hope, and engendering community are skills for 

anyone who works with people. With employees, with bosses, with customers, with vendors, 

with business partners, with family and friends ... we need to be credible with all the people 

in our lives to accomplish almost any objective we set for ourselves. 

 

V Build credibility as a daily activity that relies on each of us to do their part in 

every aspect of the chain of events that supports a quality tourism experience. 

 

 Communications:  All promotions will be provided in clear, easy to understand language. 

We encourage better and clearer communication between stakeholders, residents, operators 



Revised: May 14, 2009  CURRY COUNTY M ARKETING STRATEGIC PLAN    Page 15 

and travelers to bring a heightened understanding of issues, awareness of our high quality 

tourism experiences, increased support from local communities 

 

Some examples might include: 

 

V Produce a Curry County online e-zine (magazine) to leverage the growing power 

of the internet (e.g., www.visitcurrycounty.com). Use carefully selected images 

accompanied by language that focuses on ñthe experienceò and not a hodge-podge 

of lists and unfocused language. Move away from ñme tooò websites that 

resemble a carnival-like atmosphere (unless itôs actually a carnival). 

V Develop a 365 day event online calendarðA comprehensive marketing calendar 

should list all major strategies by month, containing trade shows, sales forums and 

sales missions to be undertaken, media relations /advertising and direct mail 

placed, publications /collateral to be produced, major membership development 

initiatives, etc. This component will offer numerous opportunities for stakeholder 

participation and participation from other marketing alliances. 

V Expand the use of interpretive signage to provide the opportunity for self-guided 

tours. 

V Communications will reach beyond English-only. We are seeing more and more 

travelers from non-English speaking countries. 

 

 Quality:   If it says Curry County, you can count on it being of the highest quality. Quality is 

defined by the value a customer derives from a product or service. It is not defined by 

conformance to specification. Aristotle defined it as "quality is not an act, it is a habit." 

 

The list of answers to ñwhat is quality?ò obtained through the listening sessions is 

comprehensive and indicative of the many dimensions of this concept (see Appendix 3ð

Liatening Sessions). 

 

V Quality is at the heart of a successful promotional process. Quality must be built 

into each experience. Quality is the responsibility of each individual. 

 

 Internal marketing:   Every resident, shopkeeper, manufacturer and tour guide will 

act as a representative of Curry County because they will be educated on the many 

offerings of the county. Cross market Curry County offerings.  

 

V Encourage local restaurants, motels, resorts to carry locally produced products.  

V Provide a ñBuy Localò shopping guide. 

 

 Long-term perspective:  Good things sometimes take time to plan, to put into action 

and to see the results. Whatever is done will be with an eye to how it impacts the 

future. This is one of the reasons we need to develop and use a set of metrics beyond 

what is currently available. More on this later. 

 

V Establish benchmarks for performance. Evaluate efforts over time using a set of 

metrics. 

 

 Repositioning:  Change is a fact of life. Periodic evaluation using data is critical and 

may lead to changes. This will be a learning organization and change will be 

embraced.  

 

http://www.visitcurrycounty.com/
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V Utilize an honest evaluation process so that we have a basis on which to make 

changes. 

 

The art of setting yourself apart 

Welcome to the Era of the Brand: The art of setting yourself apart from everyone else, making 

Curry County worth a special trip, an extended stay and a repeat visit. 

 

Things have changed dramatically in how we now go about promoting our county. What used to 

work, no longer does. Here is what does work: 

 

V Jettison the generic in all marketing efforts. Sell the sizzle not the steak. 

V Donôt be all things to all people (market segmentation). 

V Find a niche and promote it (market differentiation).  

V Focus on the experience. Success revolves around experiences based on activities 

NOT things to look at. The days of marketing lists are over. The usual list of 

historic downtown, fine restaurants, variety of lodging options, theater and/or 

music, specialty shops, antiques, galleries, museums, lakes, rivers or beach 

nearby, trails and trail systems, hiking and biking, special events, state parks 

nearby, camping, fishing, golf, kayaking, outdoor recreation, unique shops, etc. 

These could apply to tens of thousands of communities throughout North 

America.  

 

Note: The same list rule applies to economic development marketing:  available 

land, work force training, educated work force, eager work force, available work 

force, inexpensive permitting, incentive programs, great quality of life, good place 

to live, work and play, good schools, close to major highways, broadband 

services, excellent recreation, inexpensive housing, close to major markets, 

available buildings, quality infrastructure. This list, once again, can apply to 

virtually any community anywhere. 

V Separate your primary lure (what the customer canôt get or do closer to home) 

from your diversionary activities (things we can do closer to home, but will do 

while visiting the area). The average visitor is active 14 hours a day, yet they only 

spend four to six hours on the primary lure that brought them to town. Then they 

spend 8 to 10 hours on diversionary activities. These are NOT primary lures: 

o Your location (geography-based marketing) 

o Historic downtowns 

o Scenic vistas. These are all part of the ambiance. Success revolves around 

activities (experiences). 

V Increase focus on diversionary experiences. 80% of visitor spending takes place 

on diversionary activities. The top diversionary activity in the world is shopping, 

dining and entertainment in a pedestrian-friendly setting. 

V Always promote the anchor tenantðthe primary lure, then the diversions. 

Remember: lures cannot succeed without diversionary activities. 

V Build promotional efforts on quality of the product, not marketing. Destination 

marketing organizations are now being forced into the product development 

arena. 

V Ensure that a website is good enough to ñclose the sale.ò 71% of all Americans 

now have immediate internet access (216+ million people). 94% of web-enable 

people use the web to plan their travel. 70% are frustrated because they are 

looking for activities (experiences), and too many are marketing cities and 

counties. 
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What doesnôt work also is now very clear. Soé why keep doing it? For example, fruits and 

vegetables are not a brand: they are part of the ambiance and the phrase ñsomething for 

everyoneò results in mediocrity and ultimate failure. Avoid these words and phrases: 

 

Explore Right around the corner 

Discover Your playground 

Outdoor recreation So much history 

Unlike anywhere else Purely natural 

So much to see and do The place for all ages 

The four season destination ...and so much more! 

Where the seasons come to life Home away from home 

Historic downtown A slice of heaven 

Center of it all Itôs all right here 

Best kept secret Life pure and simple 

We have it all The perfect getaway 

Visit (name of town) The place for families 

Beauty and heritage Start your vacation here 

Naturally fun Recreational paradise 

Gateway Take a look! 

Close to everywhere  

 

Let us face it. The fact is that these could fit virtually any community anywhere. Like the word 

ñunique,ò they are so overused they mean nothing anymore. 

 

Strategy 2.2 Apply the principles of sustainable nature-based tourism  

Increase the business volume of Curry Countyôs tourism business partners and constituents. 

Focus on the rapidly growing eco-tourism market. 

 

No city, county, state or federal government can sustain this effort on its own, although the effort 

must be approached in full recognition of all laws and regulations and benefits from official 

sanction. This approach is best-served by an organized grass-roots type of effort and may mean 

creation of a new entity solely for this purpose. Existing entities can be allies in the process but 

sometimes you simply have to start anew. 

 

It is also noteworthy that the skill sets required for implementation of the new tourism elevate 

this to the knowledge industry category. Many of the jobs in the new tourism require advanced 

knowledge of marketing system development, communications, organization, information 

technology (IT), customer relationship marketing (CRM), leadership, culinary arts, biology, 

geology, and many other related skill sets. 

 

The regional community and governmental entities can work together to:  

 

V Craft a strategic framework to guide the development of this eco-tourism. 

V Identify and mobilize funding for potential private eco-tourism investments. Eco-

tourism enterprises, like most business ventures, need operating capital.  

V Formulate fiscal policies to promote eco-tourism and to maximize its economic 

and environmental benefits. Governmental entities in conjunction with area 

community representatives can encourage public policies (such as visitor fees, 

regulations for tourism operations, and investment incentives and land-use zones 

for tourist facilities) that promote environmentally sound tourism as well as 
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community involvement in providing services and products such as guides, 

lodging, transport, and arts/crafts.  

V Encourage exchange of information and know-how about eco-tourism 

opportunities and operations.  

V Monitor and certify the performance of eco-tourism activities. Green tourism 

takes eco-tourism a step further, promoting environmentally responsible tourist 

operations that conserve energy, recycle waste, and instruct staff and tourists on 

proper behavior in parks and protected areas.  

V Identify funds to do research on eco-tourism's developmental and environmental 

impact. Information is needed to demonstrate to decision-makers the economic 

contributions eco-tourism can make. Better understanding of the impact of eco-

tourism is needed to regulate and enforce against environmentally damaging 

investments.
6
 

 

Eco-tourism has the potential to touch many aspects of Curry and its residents in a positive way, 

if implemented in a holistic manner. This means addressing the complete cycle or chain of events 

related to eco-tourism. There is also the potential to develop a light manufacturing opportunity 

associated with branded ecotourism-related products from the area. 

 

Tourism should CONTRIBUTE POSITIVELY to local communities and resources. Businesses 

should commit to excellence in eco-tourism quality. By adopting or reaffirming an 

environmental stewardship ethic for the business, owners will meet the expectations of their 

customers. Studies of eco-tourists confirm that these travelers care about the environment and 

support a number of conservation organizations. Businesses should focus on the importance of 

conserving both natural and cultural resources and enabling a greater harmony between human 

activities and nature. Some examples: 

 

V Practice "green" purchasing. For example, favor vendors who offer recycled or 

recyclable products and minimal packaging.  

V Reduce, Reuse, Recycle... and strive to "leave no trace."  

V Train staff to lead by example. Be good environmental stewards and guide your 

customers toward low impact behaviors which contribute to resource 

conservation.  

V Employ qualified and capable leaders for guided, interpretive programs. Knowing 

how to tell your story well is important. Eco-tourists are well educated and they 

want to learn by being immersed in a natural or cultural experience.  

V Provide Nature Guide Training so that guides will be knowledgeable in discovering and 

identifying plants, area geology, animals and habitats.  

V Contribute to the local economy by hiring people from the local area and "doing-

business" with local businesses.  

V Provide your staff with opportunities for training to upgrade their interpersonal, 

communications, interpretative and other professional skills.  

V Provide Wilderness First Responder Training to instruct the guides on how to 

respond to emergencies in remote settings.  

V Be actively involved in and contribute time, energy and resources to local, 

regional and statewide conservation efforts.  

V Provide and patronize environmentally sensitive accommodations which, for 

example:  

o Employ energy and water saving devices;  

                                                 
6
 ibid, The Untamed Path 
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o Provide interpretative information on local plants, animals, historic and 

other natural and cultural features; and  

o Maintain grounds using environmentally-friendly plant and pest 

management practices.  

V Work cooperatively with other eco-tourism businesses in the area to ensure the 

sustainability of natural and cultural resources.  

V Prepare visitors for nature experiences by providing them with information and 

educational materials about the environment, natural history and cultural 

characteristics of their destination and its people, so that when they leave eco-

tourists will have a greater understanding and awareness of the places, people and 

environments they visit.  

V Make sure your customers understand and obey all rules and regulations 

established by landowners and local resource managers. Manage tour groups in a 

manner consistent with environmental conditions. For example, a single guide is 

probably adequate for a group of 40 on a tour bus, but would be inadequate for 

the same group on a canoe trip in a sensitive area or under dangerous conditions.  

V Travel in small groups to avoid adverse impact on the environment. Eco-tour 

operators should carefully match activities with appropriate resources. Sensitive 

areas, for example, should be used by small groups or individuals for low 

intensity, low impact activities. Spread tour activity over a wide area to avoid 

adverse environmental impact, maintain the quality of the experience for the 

visitor and distribute the economic benefits of tourism throughout the region.  

V Enable a process of monitoring environmental impacts of eco-tourists and 

communicate problems to appropriate resource managers.  

V Instill in visitors a sense of personal responsibility for the environment by creating 

visitor experiences that preserve the hospitality of Curry and encourage respect of 

traditions, customs and local regulations.  

 

Strategy 2.4 Maximize the length and frequency of stay  

The longer someone remains in the county, the greater their spending. The more time we 

have with them, the greater the opportunity to enhance the value of the visitorôs experience. 

Increased spending provides for even more economic generation. 

 

V Promote tourism, products and services by bundling (packaging) activities in 

new and creative ways (e.g., themes-based historical activitiesðlighthouses, 

battlegrounds, traditional food gathering sites, food sampling, etc.).  

V Provide a website where the traveler can assemble their own set of 

experiences based on a theme of their choosing. Then based on their 

selections offer up other activities. Let them save that package and return to it 

later to add to it or modify it. 

V Increase use of interpretive signage in a fashion that leads the traveler to other 

related locations. 

V Ensure that any stay is a quality experience, one that beckons the traveler to 

ñstay just one more dayò or to return soon. 

 

Strategy 2.5 Develop and sustain a ñBuy Curryò promotional campaign 

Quite a variety of products are made in Curry. They range from food to textiles to machinery 

toé well, you name it. Today there is no one focal point for promoting Curry products. 

 

V Promote Curry products using a one-stop website just for this purpose. Make it a 

part of the www.visitcurrycounty.com site. 

http://www.visitcurrycounty.com/
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V Ensure inclusion of the ñBuy Curryò promotion with trade-shows attended by the 

chambers and economic development. 

 

Strategy 2.6 Develop a Livability promotion that highlights Curry services. 

Services availability in the county can be found in the Yellow Pages, chamber directories, and 

through advertisements. However, this is not the same as presenting a coherent listing and 

description of those services that might appeal to those persons interested in living in the county. 

But it has to be more than just a list or directory. We need to demonstrate through short vignettes 

just how when integrated together these services provide the necessary infrastructure for a 

quality living situation. 

 

V Develop a section in the www.visitcurrycounty.com website that tells the story of 

livability in the county. Use language that targets entrepreneurs wishing to obtain 

a higher quality of life for their families. Paint the picture of livability through 

personal stories that talk to safety, schools, availability of services (such as 

healthcare, higher education, high-speed telecommunications and locations for 

businesses. 

V Make sure this section of the website points to other resources that support 

economic investment in the county. 

V Piggy-back with real estate promotions by having real estate agents link to this 

section of the website as part of their advertising. 

V Craft guidelines for livability promotional activities.  

 

Strategy 2.9 Use relationship marketing across all categories 

Constructive relationships with select target customers are more important to long-term 

economic success than acquiring widespread public awareness. Relationship marketing is the 

process of attracting, maintaining, and enhancing relationships with these key people.  

 

Sometimes, in our haste to gain media visibility, we sometimes overlook our most important 

marketing resourceðrelationships with people. This is ironic since the backbone of our success 

is based on commitments made by volunteers, legislators, lay leaders, and staff. Emerging 

marketing research indicates that heightened public awareness of the destination attractions is 

only the first step in the marketing process.  

 

The most powerful marketing tools are effective programs that address real issues and needs of 

our customers. Without effective programs, marketing our county and developing relationships 

will not be effective. We must plan programs that include an evaluation that measures the 

specific impact that programs have on the lives of people. The questions "What differences will 

it and did it make?" must be asked before and after the program. The impact must then be 

communicated to target customers.  

 

Relationship marketing is a five-part process which involves:  

 

V Select target customers.  

V Identify a specific message to deliver to the targeted group of customers.  

V Identify obstacles or barriers that may hinder the delivery or positive reception of 

the messages.  

V Deliver the promotional message using the communication channel(s) the shows 

the most impact with that selected target group. 

V Evaluate the effectiveness of efforts.  

 

http://www.visitcurrycounty.com/
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Strategy 2.10 Everyone in Curry County is part of the promotional team effort 

All too often we still hear, ñThereôs nothing to do,ò especially for many of our younger residents 

or even hotel clerks. The Hospitality 101 program will help with this, especially for wait staff 

and front desk clerks. But there may also be an opportunity to bring younger residents into this 

part of the promotional activity (see Strategy 2.11). 

 

V Educate residents and anyone that might interface with visitors on the marketable 

assets of Curry County. Do this through seminars (maybe even part of school or 

senior center activities), Hospitality 101, public service announcements, 

promotional videos, newspaper articles and reminding those around us of the 

many activities and experiences available. 

 

Strategy 2.11 Leverage and use the energies and talents of youth 

High school students must complete a community project as part of the requirement for 

graduation. Let us go into the schools and bring this opportunity to the students, perhaps as a 

competition. For example, they can help by taking oral histories and writing them up (post them 

on the www.visitcurrycounty.com website), documenting the historical significance of many 

sites in the county, preparing signage using a pre-defined set of attributes or participating in the 

creation of videos (YouTube). 

 

V Get kids involved in understanding and promoting Curry County.  

V Look to high school projects and community college students as possible interns 

for CCPA projects. 

 

Strategy 2.12 Increase involvement of seniors  

Curry has a population of very active seniors. Many seek out opportunities to participate in 

community actives to both make a contribution as well as for the social aspects.  

 

V Engage with seniors to take advantage of their experience and knowledge. 

V Explore opportunities for youth and seniors to work together. 

 

Strategy 2.13 Understand the relationship of fishing to the economy 

Rural economies are suffering from the recession, as seen by rising unemployment rates. Rural 

economies historically go through very broad swings in their local economies. How might we 

use fishing (commercial and sport) to mitigate that swing and craft counter-cyclical revenue 

streams? 

 

Rural economies are attracting more professionals due to area livability. How might we use 

fishing to further induce this category of inbound migration? 

 

We need to develop strategies so we can help local people stay working where they want to be. 

Rural economies need to build businesses based on their unique assets (e.g., coastal and river 

fisheries) to attract/retain younger workers and to help keep families together. Managing natural 

resources (e.g., fisheries) and the watershed is an effective and efficient way to sustain the local 

economy and environmental health. Healthy watersheds are vital for a healthy environment and 

economy. Everything that is done in a watershed affects the watershed's system. The value of 

clean water and air, plentiful fish and wildlife, are ecosystem services of direct economic and social 

benefit to the community. 

 

http://www.visitcurrycounty.com/
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V Undertake a study to develop a set of recommendations for fostering 

sustainability and improvements to the fishing industry sector and its relationship 

to the local economy. 

V Develop a promotional campaign that targets fishermen. 

 

Goal 3:  Innovative and integrated use of new technology and traditional media 

The influence paradigm has changedé dramatically. We have moved from a linearity model to a 

networked model. This has occurred in a remarkably small timeframe. Curryôs competition is 

already underway with use of this new way of doing promotion, and it is highly effective. It is 

much more effective per dollar expended than traditional promotional approaches. It truly takes 

advantage of the market segment with money and a desire to spend it. 

 

Strategy 3.1 Take advantage of the new model of influence 

Every day the use of email and websites is becoming more the norm. We already presented 

factors that lend themselves to more successful use of these technologies (see Strategy 2.1  Curry 

County as a destination of choice for travelers). Web 2.0 (social networking) is emerging as one 

of the most powerful promotional tools ever seen. The competition is using it. So should the 

CCPA. 

 

V Leverage the power of the internet:  email and websites  

V Launch and use www.visitcurrycounty.com as a information portal. 

V Establish a social networking site to increase ROI from promotional efforts. 

 

Strategy 3.2 Targeted use of traditional media 

There is still a place for traditional print media, although it is rapidly falling in the face of 

the use of internet technologies. Smaller runs of brochures and other print media, 

decreased use of newspaper advertisements and even moving promotional dollars away 

from radio and TV is becoming more widely accepted. Typically, these approaches are 

general in their targets and lack the specificity now required for targeting segmented 

market groups. 

 

V Carefully examine the use of traditional media but donôt ñput the baby out with 

the bath water.ò There is still a role for traditional media, although it is 

diminishing in its ROI and the use of the internet now reaches more of the 

population and can be highly targeted. 

 

Goal 4:  Revenue to support CCPA actions 

In kind support will likely be forthcoming but many activities will require financial support. 

Once the CCPA sets its priorities and creates a project plan, then we will know to what degree 

funding may be required. 

 

Strategy 4.1 Understand CCPA priorities and establish funding needs 

Prior to seeking funding, the CCPA needs to establish its priorities. It is also understood that any 

moves to increase a tax base to improve funding opportunities must be pursued in a most careful 

manner. 

 

V Explore the value of a county area lodging tax (not to be imposed for areas 

already with such a tax mechanism in place) 

V Explore financial contributions from CCPA members. 

V Explore grant opportunities. 

 

http://www.visitcurrycounty.com/
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Goal 5:  Continuous improvement 

An ongoing and periodic Consolidated Marketing Analysis is recommended. This management 

report tracks all productivity categories, comparing the annual goal for each program, against 

monthly and year to date results. Evaluation of this nature requires establishment of a set of 

metrics and monitoring processes. 

 

Strategy 5.1 Develop and apply a set of evaluation metrics  

Develop a set of evaluation metrics to be used to validate success of marketing campaigns and to 

be used to identify additional or modified campaigns over time. 

 

V The CCPA should measure its success by developing a set of metrics and 

consistently evaluating and reporting on: promotional activity, marketing 

productivity, monthly or more frequent web analytics, and CCPA Annual 

Performance Survey (see Appendix 5 for a sample evaluation survey) 

 

Recommendation for a CCPA start-up project 

Let us tap into the energies of youth and the wisdom/experience of seniors. A modest first 

project under the CCPAôs auspices might be one that brings together students and seniors. A 

ñMy Curry Countyò project competition by students with seniors as advisors would develop a 2 

minute video promoting Curry County. Even the naming of the project could be a competition 

held in advance of the video preparation.  

 

Students would work with advisors (seniors) to produce this video to be posted on 

www.visitcurrycounty.com and on YouTube. This might also serve as a senior project. 

Newspaper articles could inform the community as to the project and its status, eventually 

reporting out the winners. The articles would contain the website link. The CCPA board of 

directors would choose 1
st
, 2

nd
 and 3

rd
 place winners. Awards could be modest, say $75 for first 

place, $50 for second and $25 for third. 

 

In addition, get youth involved in the creation of a ñMy Curry Countyò Facebook account with 

an emphasis on youth related activities in the county (relates to livability but also gets youth 

involved in understanding their county). This would need to be a supervised and directed 

undertaking. Once established, and monitored, it could be a valuable way for the youth of the 

county to have a virtual space to keep up with and participate in WSUP in the county (BTW -- 

thatôs ñwhatôs upò for the non-informed). 

 

http://www.visitcurrycounty.com/
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APPENDIX 1ðINVENTORY AND ASSESSMENT 

 

Introduction to the Inventory and Assessment 

As you will see in this section Curry has much to offer and much continuing work ahead. The 

contents of this section examine the components of Curryôs status relative to tourism, products, 

services and livability. It would take many pages to fully document all of Curry Countyôs 

attributes. In this section you will find a considerable variety of descriptors relevant to gaining a 

comprehensive view of the county. As a basis for this Planôs recommendations we have to be 

honest and take note of our strengths and weaknesses. This helps us to more accurately position 

steps to spur on our economic development efforts. 

 

Location 

Curry County is a county located in the U.S. state of Oregon. 

The county was named for George Law Curry, territorial 

governor of Oregon Territory for much of the time between 

1853 and 1859. As of 2000, the population was 21,137. The 

county seat of Curry County is Gold Beach. 

 

Geography 

The county originally contained about 1,500 square miles. 

However, boundary adjustments with Coos County in 1872 and 1951 and Josephine County in 

1880 and 1927 increased the area to 5,150 km² (1,989 mi²). 4,215 km² (1,627 mi²) of it is land 

and 935 km² (361 mi²) of it (18.16%) is water. 

 

Located in Curry County is Cape Blanco, the westernmost point in Oregon, with a longitude of 

124 degrees, 33 minutes and 46 seconds. 

 

Adjacent Counties: 

Coos County, Oregon - (north)  

Douglas County, Oregon - (northeast)  

Josephine County, Oregon - (east)  

Del Norte County, California - (south)  

 

Incorporated cities: 

Brookings  

Gold Beach  

Port Orford  

 

Unincorporated communities and Census Designated Palces: 

Agness  Ophir  

Carpenterville  Pistol River  

Harbor  Sixes  

Langlois  Wedderburn  

 

Population, 1969 - 2006 

The following graphs offer a broad overview of trends in the pattern of population growth and 

change of Curry County with comparisons to Oregon and the nation. The data used are those 

compiled by the Bureau of Economic Analysis, U.S. Department of Commerce.  



Revised: May 14, 2009  CURRY COUNTY M ARKETING STRATEGIC PLAN    Page 25 

 
Figure 1 -- Curry County Population, 1969 ï 2006 

 

Figure 1 traces Curry County's annual population over 1969-2006 to illustrate the pattern of 

growth over time. Over the entire 38-year period, Curry County's population rose from 13,180 in 

1969 to 21,954 in 2006, for a net gain of 8,774, or 66.6%.  

 

The county and state population totals reported by the Bureau of Economic Analysis (BEA) are 

from the Bureau of Census midyear (July 1) estimates. It should be noted that these estimates 

might differ from those that are independently prepared in some states by various agencies 

and/or universities.  

 
Figure 2 -- Population Indices, 1969 - 2006 

 

Figure 2 shows Curry County's population growth compared with Oregon and the nation in a 

more long-term context. Growth indices express each region's population in 1969 as 100, and the 

populations in later years as a percent of 1969. They allow for a direct comparison of the 

differences in population growth between regions although they may differ vastly in size.  

 

Curry County's overall population growth of 66.6% over 1969-2006 trailed Oregon's increase of 

79.0%, and outpaced the national increase of 48.4%.  
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Figure 3 -- Population as a Percent of the Statewide Total, 1969 - 2006 

 

Figure 3 is another way of highlighting the growth of Curry County's population compared with 

the state at large is to trace its share of total state population over time. A rising share means a 

county's population grew fasterðor declined lessðthan the state population, while a declining 

share shows it grew more slowly.  

 

In 1969, Curry County's population comprised 0.64% of Oregon's population; in 2006, it 

comprised 0.59%.  

 

 
Figure 4 -- Population Annual Percent Change, 1970 - 2006. 

 

Figure 4 highlights the short-run pattern of Curry County's population growth by tracking the 

year-to-year percent change over 1969-2006. The average annual percent change for the entire 

38-year period is also traced on this chart to provide a benchmark for gauging periods of relative 

high--and relative low--growth against the long-term trend.  

 

Curry County's population grew on average at an annual rate of 1.40% over 1969-2006.  

During the 1970s, Curry County's annual population growth rate averaged 2.34%. It averaged 

1.29% during the 1980s, 1.20% in the 1990s, and 0.52% thus far this decade (2000-2006).  
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Population
7
 rose to a peak of 21,938 in 2004.  

 

 
Figure 5 -- Population Growth: Annual Percent Change 

 

Figure 5 compares the decade average growth rates for Curry County with the corresponding 

decade averages for Oregon and the nation. As the chart reveals, Curry County's average annual 

population growth outpaced Oregon's average during the 1970s (2.34% vs. 2.26%), surpassed 

Oregon's average during the 1980s (1.29% vs. 0.80%), fell below Oregon's average during the 

1990s (1.20% vs. 1.98%), and amounted to less than Oregon's average over the 7 year period for 

this decade, 2000-2006 (0.52% vs. 1.21%).  

 

Relative to nationwide population growth trends, Curry County led the nation during the 1970s 

(2.34% vs. 1.10%), registered above the nation in the 1980s (1.29% vs. 0.95%), posted below the 

nation in the 1990s (1.20% vs. 1.23%), and recorded underneath the nation from 2000-2006 

(0.52% vs. 0.98%).  

 

Curry County is the 10
th
 or 11

th
 least populous county in Oregon

8
 

 
Figure 6 -- Comparison of 2007 Population by Oregon County 

 

                                                 
7
 US Census Bureau, Population Estimates Program, http://factfinder.census.gov/servlet/DTTable?_bm=y&-

geo_id=05000US41015&-ds_name=PEP_2008_EST&-_lang=en&-mt_name=PEP_2008_EST_G2008_T001 , For 

information on errors stemming from model error, sampling error, and nonsampling error, see: 

http://www.census.gov/popest/topics/methodology. 
8
 Oregon Benchmarks County Data, Oregon Progress Board, http://benchmarks.oregon.gov, November 2008 

http://factfinder.census.gov/servlet/DTTable?_bm=y&-geo_id=05000US41015&-ds_name=PEP_2008_EST&-_lang=en&-mt_name=PEP_2008_EST_G2008_T001
http://factfinder.census.gov/servlet/DTTable?_bm=y&-geo_id=05000US41015&-ds_name=PEP_2008_EST&-_lang=en&-mt_name=PEP_2008_EST_G2008_T001
http://www.census.gov/popest/topics/methodology/
http://benchmarks.oregon.gov/
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County population has become ñolder.ò  

 

 
Figure 7 -- Percent of Population by Age, 1997 and 2007 

 

Infrastructure and Transportation  

Infrastructure
9
 

The Infrastructure indicator (2006)
 
measures a countyôs level of transportation and 

telecommunication development. The idea is that high infrastructure attracts business investment 

and increases the demand for goods and services, thereby creating jobs. The indicator is based on 

a scale of 0 to 100, and gives equal weight to Highway operation expenditures, Commercial 

aircraft take-offs per capita, and Average number of high-speed internet providers in the county. 

 

Curry County  Oregon Average U.S. Average 

5.2 7.9 6.9 
Figure 8 -- Infrastructure Indicator  

 

Oregonôs natural assets, including its gateway location and aesthetic beauty, are part of the 

reason for its success. Use of ground transportationðincluding trucks, buses and carsðis a 

natural element of the expected economic activity. More than one in five jobs in Oregon (over 

400,000 jobs) is either directly transportation-related or else strongly transportation-reliant (e.g., 

traded industries or tourism). 

 

Area Telecommunications 

Two fiber routes now pass through the county:  Verizon and Charter. Verizon provides land-line 

and wireless (cellular) telephony services in the county. DSL is available in Port Orford, Gold 

Beach and Brookings. Verizon wireless also provides wireless broadband over their cellular 

network. 

 

                                                 
9
 Rural Studies Program, Oregon State University, http://ruralstudies.oregonstate.edu/counties/Assets/curry.htm. 

These Regional Asset Indicators are calculated by the Center for the Study of Rural America at the Federal Reserve 

Board of Kansas City. Regional asset indicators are designed as ñforward-looking metricsò that may ñinfluence both 

migration and business location decisions.ò Each countyôs measurement is reported along with Oregonôs county 

average, and the county average for the United States. Next to each indicatorôs title is the year for which it is 

calculated. 

http://ruralstudies.oregonstate.edu/counties/Assets/curry.htm
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Charter Communications provides subscriber TV, broadband and telephony in Brookings and 

Gold Beach. Port Orford sees a subscriber TV service from Charter. 

 

ATT and US Cellular provide cellular service in the county. ATT offers a wireless broadband 

service over their cellular network. 

 

Areas outside of the above-mentioned cities are largely without broadband, except form satellite 

and cellular wireless broadband service. 

 

Area Transportation 

Currently, Greyhound operates the only commercial bus service in this corridor and the only 

inter-city service to California. There are four scheduled buses per day, two northbound and two 

southbound along US 101. Service to Portland, Oregon and San Francisco are available. 

Intermediate destinations enroute to major cities are also available. Curry County Transit provides 

inter-city service between Brookings, Gold Beach, Port Orford, and Bandon, Coos Bay and 

North Bend in Coos County. A bus service between Medford and Brookings was announced in 

April, 2009. 

 

Para-transit services are available in Curry County. Curry County provides this service through a 

dispatch center at the Gold Beach Senior Center and Port Orford Senior Center. Service is 

provided both on a scheduled and demand response, dial-a-ride basis. These services are 

provided at a minimal cost to senior citizens and disabled people. The general public can also 

access these services for a slightly higher fee. The primary focus of this program is to meet the 

needs for local, routine trips within three miles of the dispatch centers. Transportation to the rural 

areas and adjacent cities are a secondary focus of this program. These trips are limited to a 14 

mile radius of the dispatch centers according to a published weekly trip schedule. 

 

Local transportation is also provided by the Retired Senior Volunteer Program (RSVP) through 

the Brookings, Gold Beach and Port Orford senior centers. This program consists of volunteer 

drivers who are reimbursed for their travel expenses. The program is funded from public sources 

and user donations. 

 

In the rural areas, US 101 is a two-lane facility with occasional passing lanes or climbing lanes 

on steep grades; speeds are generally 55 MPH. Within each of Curry Countyôs cities US 101 is a 

four-lane facility, with some left turn pockets provided. Speeds in the cities vary between 25 and 

45 MPH. The pavement widths vary from 32 feet to 84 feet, with lane widths of 12 feet. Inside 

the city limits, US 101 is primarily bordered by commercially zoned areas. Some sections have 

adjacent residential or public open space zones. In the Urban Growth Boundary adjacent zoning 

is a mixture of light and general commercial, rural residential, agricultural, forestry grazing, and 

exclusive farm use designations. 

 

Curry County is primarily centered on the US 101 corridor. The county collectors and local 

streets form a disjointed system rather than a grid. The general characteristic of the collectors and 

local streets is that they connect to US 101 to provide property access to the primary regional 

roadway facility. 

 

Local Transportation Impacts 

Both truck traffic and passenger vehicle traffic is on the increase on roads throughout the state. 

There are some locations where the interface between large trucks and passenger vehicles results 

in both higher costs to businesses and potentially dangerous conditions. New, longer trucks used 

to ship goods from businesses along the coast must travel on Highway 101. Considerable truck 
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traffic does occur on 199 as well. Curve straightening improvements on 199 will allow for even 

longer trucks on this stretch of highway. During the summer season, trucks often get stuck 

behind slow-moving RVs and other tourist traffic, increasing the time needed to complete 

deliveries. These delays have a negative impact on shipping costs. As traffic volumes increase, 

the interface between trucks and passenger vehicles is increasing, creating dangerous conditions 

on the coastal and Redwood highways. 

 

Impact of Distance to I-5 Corridor  

Use of ground transportation to cover the distance to the I-5 corridor is a significant limiting 

factor for some coastal businesses. Many businesses, particularly along the coast and in southern 

Oregon, have somewhat limited options for shipping goods east and west. Some businesses must 

truck their products up to 200 miles before connecting to I-5, adding considerable costs to the 

companies and their customers, and thus making them less competitive. Limited transportation 

access is considered in business expansion decisions, and has factored into the decisions of some 

firms to expand at plants outside of the coastal region with better transportation access. UPS and 

FedEx shipping is available on small trucks. 

 

Additional costs are incurred due to travel delays, which occurs during peak summer seasons 

when traffic levels rise along two-lane roads in rural areas that serve major coastal recreation 

destinations. In some of these areas, winding mountain routes, steep grades and lack of passing 

lanes all act to constrain traffic capacity. 

 

Yet some of these same impacts from the surface travel to the I-5 corridor contribute to 

satisfying the ñsense of escapeò and ñromance of travelò to vacation destinations. This sense of 

remoteness and isolation when taken into consideration along with the other factors of the areaôs 

extreme natural beauty works to enhance the experience of the tourist. This is especially true for 

the target market seeking ñexperiences vs. vacations.ò 

 

Traffic Flow  

The Oregon Department of Transportation (ODOT) Transportation Systems Monitoring (TSM) 

Unit has the mission to formulate a system to collect and process traffic related data on Oregon´s 

Highways. TSM provides traffic volumes, flow maps, trends, manual counts and vehicle class on 

state highways to Federal, State, Local, private and public constituents.  
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Figure 9 -- 2007 Southwest Coast Traffic Flows

10
 

 

 
Figure 10 -- Traffic flow map Legend 

 

Rail 

There is no rail service in Curry County. The nearest rail stop is in Coos Bay and this is for 

freight only. 

 

Air  

Several airports are in the region. There are three airports that serve Curry County: Curry Coast 

Airpark (Brookings), Gold Beach Municipal and Cape Blanco State. Seven additional private 

landing strips are known in the county. These include grass or dirt strips at Agness, Big Bend, 

Half Moon and Paradise Bar. None of these airstrips include support facilities or developed 

improvements.  

 

                                                 
10

 Traffic flow map, Oregon state highway system, Oregon. Transportation Data Section, 

http://library.state.or.us/repository/2006/200612201510513/  

 

http://library.state.or.us/repository/2006/200612201510513/
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No commercial service is provided at the Brookings, Gold Beach or Cape Blanco State airports. 

The closest available commercial air transportation services are available from Crescent City, 

California to the south and North Bend, Oregon to the north. 

 

Privately owned small aircraft and chartered air services frequent the surrounding airports. 

 

For a more complete discussion of area airports with aerial photographs of the airports please 

refer to ñCape Blanco Airport Area Economic Development Feasibility Study,ò 

http://www.jirwinconsulting.com/documents.htm, January 2, 2008, funded by Curry County 

Oregon and a USDA Rural Business Enterprise Grant, 

 

Income and Wages 

Personal income has continued to rise in Curry County. 

 

 
Figure 11 -- Personal Income, Dividends, Personal Current Transfer Receipts 1969 - 2006 

 

The average wage per job has also seen steady growth. 

 

 
Figure 12 -- Average Wage per Job 1969 - 2006 

http://www.jirwinconsulting.com/documents.htm
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Full and part-time employment have seen a steady rise, especially since the early 90ôs/ 

 
Figure 13 -- Total Full -time and Part-time Employment, 1969 - 2006 

 

Income in Curry County  

 

 
Figure 14 -- Private Earnings plus Dividends, Interest and Rent and Personal Current Transfer 

Receipts
11

 

 

Dividends, Interest and Rent and Personal Current Transfer Receipts account for nearly 60% 

of income in the county. Private Earnings account for 37% of total Personal Income in the 

county. 

                                                 
11

 Regional Economic Information System, Bureau of Economic Analysis, US Department of Commerce, 

CA05N, Regional Economic Information System, Bureau of Economic Analysis, 

http://www.bea.gov/regional/index.htm, April 2008 

http://www.bea.gov/regional/index.htm
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Sector 2006  

Government and government enterprises 60,008  22% 

Manufacturing 35,824  13% 

Retail trade 34,383  13% 

Construction 30,689  11% 

Accommodation and food services 19,467  7% 

Forestry, fishing, related activities, and other  19,168  7% 

Professional, scientific, and technical services 12,618  5% 

Other services, except public administration 10,961  4% 

Finance and insurance 9,875  4% 

Real estate and rental and leasing 7,840  3% 

Management of companies and enterprises 7,599  3% 

Administrative and waste services 6,545  2% 

Transportation and warehousing 4,968  2% 

Information 3,098  1% 

Arts, entertainment, and recreation 2,022  1% 

Mining 1,819  1% 
Figure 15 -- Private Earnings from Employment in Curry County  (in millions)

12
 

 

 
Figure 16 -- Private Earnings from Employment Percentages, 2006

13
 

                                                 
12

 Ibid, Regional Economic Information System, Bureau of Economic Analysis 
13

 Ibid, Regional Economic Information System, Bureau of Economic Analysis 
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Tourism (Arts, entertainment and Recreation + Accommodation and Food Services) 

accounts for 8% of private earnings in Curry County per the Bureau of Economic Analysis. 

When income categories of Dividends, Interest and Rent and Personal Current Transfer 

Receipts dollars are taken into consideration, then tourism accounts for roughly 2.2% of 

overall county personal income.  

 

 
Figure 17 -- Average Annual Payroll per Covered Worker (all industries, 2006) 

 

Wealth  

The Wealth indicators (2005)
14

 are long-term measurements of economic well-being based on 

Median home value, Agricultural land value, and Dividend, Interest and Rental Income. The 

wealth indicators are thought to be a bigger and more stable measure of individual wealth than 

income levels alone, and may represent untapped resources in a struggling community. 

 

Indicator  Curry County  Oregon Average U.S. Average 

Median Home Value $125,000 $116,806 $81,327 

Average Agricultural Land 

Value per Acre 

$159 $593 $851 

Dividend, Interest, & Rental 

Income per Capita 

$7.16 $5.19 $4.26 

Figure 18 -- Wealth Indicators 

 

Entrepreneurship
15

  

The Entrepreneurship indicators (2003) measure the ñbreadth and depthò of entrepreneurs in a 

county. The Breadth indicator is the percentage of non-farm proprietor employment in the 

county. Income is the average income from self-employment for individuals in the county. Value 

Added is the share of proprietor income from sales resulting from self-employment, or the 

measure of the proprietorôs contribution to the product or service. 

                                                                                                                                                             
 
14

 Ibid, Rural Studies Program, Oregon State University 
15

 Ibid, Rural Studies Program, Oregon State University 



Revised: May 14, 2009  CURRY COUNTY M ARKETING STRATEGIC PLAN    Page 36 

 

Indicator  Curry County  Oregon Average U.S. Average 

Breadth 33% 24% 23% 

Income $11,480 $16,363 $16,491 

Value Added 34% 44% 47% 
Figure 19 -- Entrepreneurship Indicators 

 

Curry County Unemployment 

Curry Countyôs payroll employment dipped by 130 in January 2009, with losses in construction 

(-40), retail trade (-40), and accommodations and food service (-20) accounting for most of the 

losses. Curry Countyôs seasonally adjusted unemployment rate was estimated at 11.2 percent, 

up from 10.5 percent in December. Over the past year, Curry County has lost 220 jobs, with 

construction (-110), and manufacturing (-70) showing the largest estimated declines. 

Professional and business services (-50) and retail trade (-30) also saw employment totals fall 

from January 2008. 

 

 
Figure 20 -- Curry County Seasonal Adjusted Unemployment Rates 

 

Poverty in Curry County
16

 

Curry County has the highest percentage of elderly population in Oregon with 27 percent of 

its residents age 65 or olderðmore than twice the state average. Most residents lived outside 

incorporated cities. These two demographics highlight the countyôs transportation and 

medical service needs. However, 16 primary care providers served a population of nearly 21,500 

people. If the ratio of primary care providers to population in Curry County matched the state as 

a whole, 24 primary care physicians would serve the countyôs residents. 

 

The US Census Bureau reported an average poverty rate of 12.1 percent in Curry County 

from 2005 through 2007. This rate remained unchanged from 2000 and below the state 

average of 12.9. Likewise, the 2007 Curry County unemployment rate of 6.8 percent was 

essentially the same as 2000. However, the number of jobs in the county decreased in each of 

the last two years (2005 to 2007). The Construction sector lost the most jobs in 2007, 93. 

 

                                                 
16

 2008 County Poverty Reports, Oregon Progress Board, 

http://www.oregon.gov/OHCS/RA_2008_Poverty_Reports.shtml, March 23, 2009 

http://www.oregon.gov/OHCS/RA_2008_Poverty_Reports.shtml
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Among the more than 2,600 people estimated to be living below the poverty level, 19 percent 

were elderly and more than one-third (36 percent) had disabilities. Two-thirds (65 percent) of 

families in poverty had children under age 18. 

 

 

Curry  

County Oregon 

United 

States 

Number in Poverty 2,634 488,896 38,567,903 

Percent in Poverty 12.1% 13.5 13.3% 

Percent change in number in Poverty 3.1% 25.8% 13.8% 

Percent change in Population 3.0% 7.9% 6.2% 

Number of additional people in Poverty + 80 + 100,156 + 4,668,091 

Number of additional Population + 630 + 263,630 + 16,976,436 

Figure 21 -- Curry County Poverty  2007 

 

 
Figure 22 -- Percent with Household Incomes below 100% of Federal Poverty Level 

 

 
Figure 23 -- High School Dropout Rate  
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Homeless Households
17

 

 

Total Homeless Households 35 

Total in Emergency Shelter 25 

Total in Transitional Housing 3 

Total Turnaway & Street Count 12 

Chronically Homeless Population 14 

Unaccompanied Pregnant Youth 0 
Figure 24 -- Homelessness One Night Overview 

 

Unemployed 29% 

Couldnôt afford rent 26% 

Domestic Violence 23% 

Drug/Alcohol (In Home) 17% 

Drug/Alcohol (Self) 17% 

Evicted by landlord 17% 

Mental or Emotional disorder 1 1 % 

Credit  9% 

Kicked out by family/friends 9% 

By Choice 9% 
Respondents may give more than one reason 

Figure 25 -- Stated Causes of Homelessness 

 

Affordable Housing Units by Census block Group
18

 

 

 
Figure 26 -- Affordable Housing Units by Census Block Group 

 

                                                 
17

 Ibid, 2008 County Poverty Reports, Oregon Progress Board 
18

 2008 County Poverty Reports, Oregon Progress Board 
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Curry  is a Severely Distressed County
19

 

 
Figure 27 -- Curry is a Severely Distressed County 

 

 In 2007 there were 10 distressed counties in Oregon (0.8 < index score <1.0) 

 In 2007 there were 9 non-distressed counties in Oregon (index score > 1.0). 

 The number of severely distressed counties increased from 15 to 17 2006 to 2007. 

 The number of non-distressed counties declined from 11 to 9 from 2006 to 2007. 

 

Tourism, Products, Services and Livability in Curry County.  

We find many, many examples of tourism opportunities, products, services and livability.  

In Appendix 4 we present a large, yet admittedly, incomplete inventory. To capture the 

full extent of this inventory would require a substantial effort and many pages, such as 

replication of the Yellow Pages in the phone book. Use these as a starting point and 

continue to add to them as others are discovered. 

 

Tourism 

Last year, by one source
20

 visitor travel expenditures in the county were an estimated 

$108.6 million, putting the county in 23
rd

 place throughout the state for total travel 

spending by visitors and 27
th
 in earnings. 

 

    Tax Receipts   

 

Travel 

Spending Earnings 

Employment 

(jobs) Local State Total 

Curry 108.6 35.0 1,780 0.7 2.4 3.1 
State Total 8,332.5 1,991.9 91,130 109.2 210.9 320.1 

Figure 28 -- 2007 Oregon &  Curry Tourism Spending, Earnings, Jobs and Tax Receipts 

 

                                                 
19

 http://www.oregon4biz.com/p/DisCommOverview.pdf, For index methodology see: 

http://www.oregon4biz.com/distMethods.htm . For distressed community list see: 

http://www.oregon4biz.com/distlist.htm  Prepared: 3.28.2008, OECDD, Innovation and Economic 

Strategies Division. 
20

 Oregon Travel Impacts, Dean Runyan Associates, http://www.deanrunyan.com/impactsOR.html 

http://www.oregon4biz.com/p/DisCommOverview.pdf
http://www.oregon4biz.com/distMethods.htm
http://www.oregon4biz.com/distlist.htm
http://www.deanrunyan.com/impactsOR.html
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Figure 29 -- Total Direct Tourism Spending 1991 ï 2007 (in millions)

21
 

 
 Employment Payroll Average Payroll 

Curry County 1,136 $14,334,283 $12,618 

Oregon 164,693 $2,561,877,512 $15,555 
Figure 30 -- 2007 Oregon and Curry County Leisure and Hospitality Comparisons

22
 

 

Depending on the data source, we see variation in the reported dollar and jobs impacts from 

tourism. What are the real numbers? It is also notable that those consulting firms specializing in 

promoting tourism tend to produce a much higher dollar contribution from tourism than other 

sources. A close examination of the methods used to derive the direct spending dollars shows 

they are non-random surveys over relatively small populations. These are not generally accepted 

by statisticians as extensible data but provide insight for planning purposes. 

 

Tourism has one of the lowest annual average wages of $12,618 vs. $ 29,186 for all wages in the 

county. Tourism delivers well below what usually is considered a living wage. Tourism 

accounts for 2.2% of total personal income in the county. Dividends, Interest and Rent and 

Personal Current Transfer Receipts account for nearly 60% of personal income in the 

county. 

 

 
Figure 31 -- 2002-2007 Visitor Spending by Type of Traveler Accommodation ($Million) 

 

                                                 
21

 Ibid, Dean Runyan Associates, also applies to figures 29-36 
22

 Business in Oregon, Leisure and Hospitality, http://www.oregon4biz.com/p/ID_hosp.pdf, March 24, 2009 

http://www.oregon4biz.com/p/ID_hosp.pdf
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Figure 32 -- 2002-2007 Visitor Spending by Commodity Purchased ($Million) 

 

 
Figure 33 -- 2002-2007 Tourism Earnings Generated by Travel Spending ($Million) 

 

 
Figure 34 -- 2002-2007 Tourism Employment Generated by Travel Spending (Jobs) 
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Figure 35 --2002-2007 Tax Receipts Generated by Travel Spending ($Million) 

 

             
Figure 36 -- 1997 to 2007 Lodging Tax Receipts by City 1997 - 2007 

 

The current lodging (or bed) tax rate for all three communities is 6%. 

 

Changes in Tourism 

Times are changing and so are the demands and expectations of the 'new' traveler, the search for 

different experiences, different adventures, different lifestyles has paved the way for this concept 

called the new tourism. Attention is being turned to exploring new frontiers or daring to go 

where traditional thought did not allowðitôs an experience, not a vacation. 

 

"New" tourists increasingly are environmentally sensitive, displaying respect for the culture of an 

area and looking to experience and learn rather than merely stand back and gaze. "New" tourists 

are participators not spectators. Things that would never appear on the list of the "mass" tourist 

such as adventure, getting off the beaten track and mingling with the locals are now the 

foundations of the new tourist experiences. Typically these tourists prefer to have a high level of 

involvement in the organization of their trip.  

 

A new era has arrived, and a new kind of tourism is emerging, sustainable, environmentally and 

socially responsible and characterized by flexibility and choice. A new type of tourist is driving 
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it:  more educated, experienced, independent, conservation-minded, respectful of cultures and 

insistent on value for money.  

 

What is New Tourism?  

New Tourism is characterized mainly by supersegmentation of demand, the need for flexibility 

of supply and distribution and achieving profitability through diagonal integration and 

subsequent system economies and integrated values, instead of economies of scale. This 

paradigm permits the tourism industry to offer products adapted to the increasingly complex and 

diverse needs of demand, while being competitive with the old standardized products. These 

markets of experience have become global, affecting the demand as well as the supply side of the 

tourism industry. The tourism industry has undergone profound changes, which have been 

categorized in the following groups:  

 

(a) new consumers,  

(b) new technologies,  

(c) new forms of production,  

(d) new management styles, and  

(e) new prevailing circumstances.  

 

As a result of the super segmentation of demand there is a very strong need for in-depth 

knowledge of the market in order to identify the clusters of consumer traits and needs. This 

knowledge will enable the tourism enterprises to develop those products that will give a greater 

competitive edge, and to place them on the market using efficient methods of communication 

and distribution.  

 

Flexibility is also a very relevant factor since it can assist the enterprise in adapting to the new 

demand requirements. This factor is relevant in several areas: flexibility in the organization and 

in the production and distribution of tourism products; flexibility in reservation, purchasing and 

payment systems; and flexibility in ways in which the tourism product is consumed. New 

technologies are fundamental in this respect and, in particular, in the expansion and development 

of new systems of tourism information.  

 

Diagonal integration is the final basic element. Compared with vertical and horizontal 

integration, which characterize the mass-standardized production paradigm, this is a process by 

which the tourism enterprise can develop and compete not only in one activity, but also within a 

wider framework, seeking profitability on the basis of system economies, obtaining synergies 

between different products and offering services well integrated in the value systems of 

consumers.  

 

The New Tourist  

The travelling consumer of today (let alone in the future) is very different from any other time in 

history. The most successful businesses in the travel industry are those that respond to the 

challenge through the use of technology, innovative marketing programs, better training of staff 

and by developing a closeness and understanding of its customers/guests. The differences in 

travel patterns in this next century will be more related to what consumers are seeking in a travel 

experience than in how they travel.  

 

Today's traveler, the well-heeled or footloose back-packer, is usually informed, educated, and 

more often than not, fully aware of what he or she wants from their travels. For them the 

optimization of time and money is the key and they prepare for their trip by researching their 

destination through the Web and the experiences of friends and fellow travelers. Mass media has 



Revised: May 14, 2009  CURRY COUNTY M ARKETING STRATEGIC PLAN    Page 44 

responded to this shift and further fuelled the search for experiences through the promotion of a 

vast range of lifestyle/adventure programs which have evolved more recently into experiential 

voyeuristic docudramas referred to as reality programs. Attention is being turned to exploring 

new frontiers or daring to go where traditional thought did not allow. The new tourist is 

experienced, more flexible, independent, quality conscious and harder to please.  

 

Travel is no longer a novelty to the new tourist. Studies support what industry executives have 

been noticing for the last few years. People expect more out of their vacationsðexperiencesð

than they used to and they are more adventuresome. tourism products and attractions will have to 

cater to visitors who are more demanding and discriminating, as well as more active and more 

purposeful in their choice of destination. There will be a shift in emphasis from passive fun to 

active learning, and the quality and genuineness of visitor experiences will be crucial to future 

success in a competitive market. 

 

An Acronym that is relevant to describe the 'new' tourist is REAL, which stands for:  

 

Rewarding 

Enriching 

Adventuresome 

Learning Experience  

 

A key underpinning concept for REAL tourism is authenticity of experience, which is often 

related to the environment and culture and seen to be unaffected by "mass" tourism.  

 

The New Tourists prefer to be regarded as travelers and not tourists. Some specific points which 

need to be kept in mind while dealing with the New Tourist are:  

 

 This type of traveler requires a completely different marketing approach. They 

avoid conventional glossy marketing mechanisms and prefer to use reliable 

sources such as word of mouth referrals, their own independent research and 

trusted publications; 

 They desire experiences as opposed to products and services; 

 They can be called experiential travelers, they extend across all age groups and 

traditional market segments;  

 

New Tourism for the New Tourist  

To enable new tourism attractions to stand the test of time and satisfy the demanding 

requirements of the evolving new tourist, the following criteria should be applied to existing and 

proposed attractions: 

 

 That the attraction offers a distinct, unique experience that cannot easily be 

replicated by competitors; 

 That the attraction is value added through best practice interpretation, which 

preferably utilizes a human element such as interpretive guides, seasoned veterans 

and/or local characters; 

 That, where possible, the experience is externalized within the natural/actual 

setting rather than internalized within a false/reproduced setting; 

 That the attraction offers an exciting, authentic, interactive and educational 

experience; 

 That comfort should not compromise the authenticity of the experience; 

 That the attraction adheres to ecologically sustainable development principles; 
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 That the attraction avoids the over reliance on technological interpretive devices 

that will become quickly outdated; and 

 That the attraction offers a choice in the form of interpretation offered.  

 

Responding to the shift in market dynamics towards a "New" style of tourist, a number of 

initiatives need to be taken so as to fuel the growth of experiential tourism. 

 

The New Age of Tourism 

Tourism is about cash. The benefit of tourism is to import more cash into the community than 

you export when locally earned money is spent outside the community (leakage). The most 

successful communities have a positive balance of trade. 

 

Tourism is the purest form of economic development: people come, spend money, then head home. 

But let us acknowledge that big changes are taking place. 

 

 The traveler demographic has changed 

o  The baby boom generation accounts for 80% of all travel spending 

o 350,000 new 50 year oldsðevery month 

o  This will continue for another seven years 

o  They control 70% of North Americaôs wealth 

o  Mindset: Individuality, emphasis on youth 

o They are spending at the top of the market. The top 15% of lodging in 

terms of quality now commands 85% of the leisure market 

o Trend: Downshifting and simplicity with itineraries and details readily 

available online. 

o  Peak months for travel: April, May, September, October 

o Boomers will inherit $10.4 trillion and are spending the money on second 

homes and travel 

o Boomers mantra: We may be aging but we are NOT growing old! 

 

 The internet has leveled the playing field 

o The playing field has been leveled. Every activity in every community 

can now be found instantly on the internet. No one has a distinct advantage 

over anyone else 

 

 The airline industry is changing 

o Frequent bankruptcies  

o Mergers are taking place to reduce flights and options 

o Charges for extra bags, meals, videos, overweight items (and people) 

o Flights are slower, prices higher (11 fare increases in 2008), cancellations and 

delays at all-time highs, commuter routes being cut 

o 45% of Americans say they will not fly if prices continue to climb 

 

 Fuel prices are at historic highs  

o Fuel prices are expected to rise 

o  96% of domestic travel is now by private vehicle 

o The increased costs is causing travelers to now second-guess their favorite 

and familiar destinations 

 

 People want experiences, not places to go 

o Culinary tourism 
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o Art:  artisans in action, learning new hobbies, education 

o Ethnic events 

o Home & Garden:  gardening is Americaôs fastest growing hobby 

o Open air markets 

o Visitors want activities, not places to go. Location is now ALWAYS 

second to the activity! 

o Visitors donôt really care about regions, counties or cities. 

o Sell the rapids, not the river 

o Quit marketing cities, counties, places and promote the activities and then 

the location for each. 

 

 Convenience now rules the travel industry 

o Brought on primarily by the internet, we are now a people of convenience. 

We want it right here, right now. 

o Make it easy to get information. Specifics, by the way. 

o No more generic information. 
 

 This new pot of stew has some additional seasoning 

o Every year 1,500 communities are trying to diversify from their core 

industries as we lose our mining, manufacturing, transportation routes, 

timber, fishing, agriculture. 

o  There are still ghost towns in the making. 

o Additionally, we are exposed to nearly 1,200 marketing messages a day. 

o The advent of too much marketing, and too many communities all saying 

the same things has lead to a situation where 97% of all community-

oriented advertising is now ineffective. Why? Because we filter out 

everything not specifically appealing to us. 

o Competition has never been more fierce 

o Communities have been forced to specialize, yet most are still stuck in the 

mire of the ñgroup hugò mentality by trying to be all things to all people in 

an effort to get along. 

 

 Thereôs good news 

o In spite of all this uncertainty, people will still travel. 

o Travel is seen as a necessity, not just a luxury 

o We will always have the desire and need to ñget awayò 

o Travel is NOT something people are willing to give up. 

 

 However, they are now asking new questions 

o Is this something I can get or do closer to home? If so, why go there? 

o  Is it worth the added cost and hassle to get there? 

o  Do I have enough information to go on?  

o  Is access convenient? 

 

Network Tourism Initiative 

The tourism experience consists of a large number of factors, which have different levels of 

importance dependant on the perspective of the visitor. For experiential travelers, the experience 

may be strongly influenced by the experiences between attractions such as the expert 

commentary provided by a trained guide or the friendliness of locals along the way.  
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The aim of Network Tourism is to package a diverse range of products and services throughout a 

broad region to create a quality experience that capitalizes on a region's strengths and 

comparative advantages. This principle recognizes that the combination of discreet experiences 

within the network creates a greater attraction than its individual components and serves to 

increase economic benefits and market profile for the entire region. To satisfy the diverse 

experiential requirements of the "new" tourist, it is imperative that a strong referral system is 

developed between attractions contained within the network. This therefore goes beyond current 

promotional attempts by the tourism agencies to promote the entire network, and rests with the 

individual attractions within the network themselves and the need to actively cross promote 

between attractions.  

 

Interpretive Highways  

Travel is seen to be a part of a network of experiences as opposed to the mere mechanism for 

going from point A to B. Interpretive highways have been a successful device to link a number 

of disparate experiences to provide a more comprehensive visitor experience. Whilst principally 

a tool for satisfying the travel desires of self-guided travelers, a framework should be developed 

that has also serves to assist experiential requirements of commercial guided tour operators. This 

is primarily attributed to improved interpretation offered along the travel path to break the 

monotony of long haul travel between attractions.  

 

Interpretive Centers  

The purpose of the center is to educate the general public and children in particular on the 

importance of a particular tourist site, historical monuments, natural resources, wetland 

ecosystems etc. These centers can contain permanent and evolving exhibit galleries, meeting 

space, a classroom and teaching laboratory, an auditorium, and a gift shop, along with offices 

and other support facilities. Indoor exhibits on natural history and other objects of tourist interest 

can be complemented by regular showings of multi image presentations.  

 

A new tourism is emerging, sustainable, environmentally and socially responsible, and 

characterized by flexibility and choice. A new type of tourist is driving it: more educated, 

experienced, independent, conservation-minded, respectful of cultures, and insistent on value for 

money.  

 

This new consumer (tourist) thereby has exercised pressure upon the tourism industry and 

tourism enterprises to develop new products, services and experiences. Information technology is 

opening up an astonishing array of travel and vacation options for this new tourist. To remain 

competitive, tourism destinations and industry players alike must adapt. For many, the challenge 

is to "reinvent" tourism. Market intelligence, innovation, and closeness to customers have 

become the new imperatives.  

 

Emergence of Recreational and Educational Travel 

Whether called nature tourism or eco-tourism, recreational and educational travel based on 

natural attractions is a promising means of advancing social, economic, and environmental 

objectives. It offers regions new opportunities for small-enterprise investment and employment 

and increases the areaôs stake in protecting their biological resources. Making eco-tourism a 

positive economic and environmental tool requires policies that foster responsible nature tourism 

development, broad-based and active local participation in its benefits, and conservation of a 

regionôs' biological heritage.
23
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 ñBenefits of Ecotourismò, The Untamed Path, http://www.untamedpath.com/Ecotourism/benefits.html, retrieved 

August 29, 2007 

http://www.untamedpath.com/Ecotourism/benefits.html
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Ecotourism Now the Worldôs Largest Industry 

As the new millennium unfolds, we are becoming increasingly aware of the finite, 

interconnected and precious nature of our planet home. Likewise, tourism is becoming an 

increasingly popular expression of this awareness. With advances in transportation and 

information technology, ever more remote areas of the earth are coming within reach of the 

traveler. In fact, tourism is now the world's largest industry, with eco-tourism the fastest 

growing segment!  

 

Most tourism in natural areas today is not eco-tourism. Eco-tourism can be distinguished from 

nature tourism by its emphasis on conservation, education, traveler responsibility and active 

community participation. Specifically, eco-tourism possesses the following characteristics:  

 

 Conscientious, low-impact visitor behavior  

 Sensitivity towards, and appreciation of, local cultures and biodiversity  

 Support for local conservation efforts  

 Sustainable benefits to local communities  

 Local participation in decision-making  

 Educational components for both the traveler and local communities 

 

Significant Aspects of Eco-tourism
24

 

Conservation and Preservation of Natural Resources 

Takes place on many different levels. It can be in the form of private reserves, native tree 

reforestation, or supporting an established reserve area. Although pristine protected areas are 

extremely attractive for tourists to visit, it is important to know that the purpose of a protected 

area is to maintain habitat for flora and fauna, allowing species to exist and thrive without human 

interference. Whenever visiting a protected area, your visit should be made with minimal impact. 

 

Low Impact and Green Efforts  

Have to do with how a hotel or agency manages its own impact and waste. Ecological 

management practices include recycling, water and energy conservation, ecological waste 

systems (such as composting, and gray water systems), and allowing the guest to decide whether 

to change linens or towels. These simple efforts make a huge difference in the long-term impact 

of tourism. In nature there is no waste, everything is recycled and used over and over again on 

the planet. Tourist facilities should have the same "No Waste" practice. 

 

Sustainability  

Means that many of the products consumed at a facility are locally produced. Good examples of 

sustainability are construction using local materials and methods, organic gardens for onsite food 

production and using renewable energy resources. Ultimately sustainability means a lifestyle that 

is in balance, and can easily be maintained in the future. This is especially important when 

visiting ecologically sensitive areas. 

 

Community Involvement  

Community involvement is one of the most important parts of eco-tourism. Is tourism helping 

the area? Is the establishment sensitive to its effect on the community? Tourism needs to benefit 

the local population and culture. Ideally, the establishments should be locally owned. The 
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 The Black Sheep Inn, promotional Web site, http://www.blacksheepinn.com/EcoDefinition.htm, retrieved August 

29, 200 

http://www.blacksheepinn.com/EcoDefinition.htm
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community should benefit from the natural and cultural resources that they are willing to 

conserve and share with visitors/tourists. Eco-tourism can be a tool for alleviating poverty. 

 

Environmental Education and Interpretation  

Means that as a guest you leave an eco-facility having learned something about the environment, 

the culture, or even new ways of recycling. It is important that the spread of information is clear 

and relevant. Also look for educational programs that help the community to preserve their 

environment and culture and further their own education. 
 

Eco-tourism Targets Upscale Market Opportunities 

Tourism can be segmented into different services and products and then further differentiated to 

appeal to specific market niches. While we do not want to in any way discourage the family on 

an annual or week end vacation trip from visiting the region, there are opportunities to appeal to 

a more upscale clientele. Here I refer to the ñempty-nestersò with disposable income. 

 

By organizing opportunities that appeal to this demographic for engaging with the area 

environment, art and other aspects of a high quality experience, additional revenue can be 

attracted to the region. This is a demographic that has money to spend and is happy to spend it, 

when they are properly stimulated and rewarded. These travelers seek ñauthentic experiencesò. 

 

Key to the experience is the offering of an experience that expresses a ñvisitor and hostò 

relationship. This approach implies a more intimate contact and exchange. It also presents a more 

inviting experience. These visitors expect to find an appropriate balance between a private 

experience and a sense of being personally cared for during their visit.  

 

Of critical importance is the ability to offer a seamless experience that reinforces the theme of 

eco-tourism from the moment the visitor arrives to the moment of departure. Here are a few 

ideas for ñpackagingò this experience. 

 

 Guided tour packages: 

o Fall color photography shoots up the rivers and along the by-ways. 

o Diving experiences in the reefs. 

o Whale-watching  

o Pick-up and return to the Cape Blanco Airport by area lodging 

establishments. 

o Tours with high focus on educational components of the ecology and 

history of the region. 

o Bird watching 

o Plants of the region 

o River and ocean shore trips 

o Working port tours 

o Local history 

o ñCatch and releaseò fishing 

o Crabbing 

 Lodging, preferably in small lodges, country inns or ñbread & breakfastsò vs. 

larger facilities 

 Dining (even on the trail) featuring local organic foods  

 Entertainment such as book readings and reviews with area nature authors or 

ñqualityò time with artists in their studios) 

 Training and supervised kayaking and canoeing,  
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Critical to providing the quality eco-tourism experience is the level of hospitality, the natural and 

the man-made components of the environment. It is through the crafting of a balance between 

these factors that one builds the perception of value. This is especially critical to developing 

branding for the area such that these experiences command a great price. 

 

Products 

Manufacturing Along the Oregon Coast
25

 

The Oregon Coast is known more for its rugged beauty and vacation opportunities than its 

manufacturingðand for good reason. The coast has proportionally less manufacturing 

employment than the state and very few large manufacturers. There were 255 coastal 

manufacturing firms in 2007. Combined, their annual average employment was 6,743. This was 

less than 12 percent of the annual average private-sector payroll employment along the coast; 

about 14 percent of the state's private-sector employment was in manufacturing in 2007. Data for 

Clatsop, Coos, Curry, Lincoln and Tillamook counties were summed to represent the coast for 

this analysis. 

 

Few Large Manufacturers 

The coast also has few large manufacturersðjust 15 firms had an average of 99 or more 

employees in 2007 and only one had more than 500. This group of large manufacturers is limited 

to just four industries: food manufacturing, wood product manufacturing, paper manufacturing, 

and fabricated metal product manufacturing.  

 

The six large food manufacturers employed 1,240 people in 2007. The six large wood product 

manufacturers employed 1,097. The remaining three large firms manufactured paper or metal 

products and employed 1,490 in 2007. 

 

Manufacturing Employment in Decline 

Manufacturing employment generally has been declining on the coast. Since 2000 it has dropped 

5.2 percent (372 jobs) for all five coastal counties ï and 9 percent for the four counties excluding 

Tillamook County. Manufacturing employment in Tillamook County increased by nearly 13 

percent (154 jobs) over the seven years. 

 

County Firms 

Manufacturing 

Payroll 

Employment 

Percent of Total Private 

Sector Payroll 

Employment 

Change 

Since 2000 

Clatsop 59 2,049 14.1% -7.7% 

Coos 84 1,626 9.5% -9.4% 

Tillamook 28 1,383 20.0% 12.5% 

Lincoln 61 1,055 7.3% -11.7% 

Curry 23 630 11.1% -6.9% 

Coast 255 6,743 11.5% -5.2% 
Figure 37 -- Manufacturing has Declined on the Oregon Coast (2007 Employment) 

 

Curry Product Promotion 

Promotion for Curry County products generally is not conducted in a group-wise fashion. 

Typically, producers of products do their own promotions, for example: 

 

                                                 
25

 ñManufacturing on the Oregon Coast,ò Erik A Knoder, Oregon Labor Market Information System, 

http://www.qualityinfo.org/olmisj/ArticleReader?itemid=00006111, September 9, 2008 

http://www.qualityinfo.org/olmisj/ArticleReader?itemid=00006111
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Tis Tasty 

Freeman Marine  

ONC Electronics 

Wild River Wool 

 

Chambers of commerce do provide a ñservices directoryò on their websites where you can often 

track down products. But you really have to seek out the desired product. There appears to be an 

opportunity here to created, a ñmade in Curry Countyò promotional campaign. In addition to the 

use of websites and traditional media, appearances at trade shows might be considered. 

 

Services 

Chambers of commerce do provide a ñservices directoryò on their websites. But you really have 

to seek out the desired services. There appears to be an opportunity here to created, a 

promotional campaign to tout the many services that are available in the county. Here we can use 

websites and traditional media. 

 

 
Figure 38 -- Concentration in Professional Services Relative to the U.S. 

 

Livability  

The Human Amenities (2006)
26

 indicator reflects the desirability to live in a county based on 

recreational opportunities, healthcare access, and technological innovativeness. The motivation 

for this indicator is that people are more willing to locate to places with a pleasing environment. 

High levels of Human Amenities are correlated with population increases and income growth in 

most counties. The indicator is based on a scale of 0 to 100, and gives equal weight to Healthcare 

professionals as a percentage of labor force, Patents per capita, Distance to a national park, 

Restaurants per capita, and the USDA Natural Amenity Index.  

 

Curry County  Oregon Average U.S. Average 

40 32 29 
Figure 39 -- Human Amenities Indicators 

 

                                                 
26

 Ibid, Rural Studies Program, Oregon State University 
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Figure 40 -- Percent of Registered Voters Who Participated in Biennial General Elections 

 

There is active participation in Curryôs electoral processes. 

 

 
Figure 41 -- Percent of Seniors Living Outside of Nursing Facilities 

 

The vast majority of seniors in Curry County live outside of a nursing facility. 

 

The Move to a New Promotional Paradigm 

Websites
27

 

The Internet has transformed the well-known marketing communication model from one-to-

many to one- on-one or from broadcasting to narrowcasting. The traditional print, radio and 

television, follow the passive one-to-many communication model. This way a company reaches 

many current and potential customers through repeated broadcasts of the same message. 

 

This traditional approach has three problems: 

 

1. Generic message to every consumer, 

2. Wasted exposures to uninterested audiences, 

3. Competing and conflicting messages being sent to consumers. 

 

                                                 
27

 ñComparing the Effectiveness of the Website with Traditional Media in Tourism Marketing,ò Gruescu Ramona, 

University of Craiova, The Faculty of Economy and Business Administration Craiova, Romania, Pirvu Gheorghe, 

The Faculty of Economy and Business Administration Craiova, Romania, Nanu Roxana, University of Craiova, The 

Faculty of Economy and Business Administration Craiova, Romania, 

http://steconomice.uoradea.ro/anale/volume/2008/v4-management-marketing/214.pdf  

http://steconomice.uoradea.ro/anale/volume/2008/v4-management-marketing/214.pdf
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The Internet gives the ability to address each consumer personally. Each time a user visits a web 

site its server has a record of the user's electronic address. This information will help, to send a 

personalized message to a smaller target audience or an individual consumer.  

 

Though mail, telephone and personal selling have been in existence for many years, the internet 

however offers high-speed information transmission and retrieval at a low cost. The 

addressability of the web provides the ability to customize and tailor the product and/or the 

marketing effort to one consumer at a time. 

 

The internet makes it possible to squeeze one-on-one marketingôs well-known four Ps into one 

elementðthe relationship. It represents the ultimate expression of target marketing. Well-

designed web sites, emails and news-groups, can be as effective as personal selling. Internet 

marketers can do the job of a sales-force with more flexibility, better memory and at a fraction of 

the cost.  

 

Another element of the net that makes it different from traditional communication media is its 

ability to interact. The internet enables feedback. Dialog forms an important element of 

relationship marketing, and is a vital factor in building customer loyalty. Customers are 

empowered to communicate with companies, research information and conduct transactions at 

the press of a few buttons. Companies too can easily contact customers to clarify their needs or 

inform them of new products. 

 

Unlike in the conventional communication channels like newspapers or television, the customer 

is in greater control of choosing and processing information about the firm. The internet makes 

the exchange of information between consumers as well as between companies possible. 

Information exchanges between companies will provide competitive intelligence and will 

enhance alliances and co-operation. Information exchanges between the consumers establish 

virtual communities. Such virtual communities will have significant implications for market 

segmentation, customer service and understanding consumer behavior. 

 

The web offers more flexibility than the conventional mass media. A website is like an electronic 

brochure where visitors can read information on products or services. A webpage is more 

flexible than a physical advertisement or catalogue. It can be updated with fresh and current 

information gathered through feedback from consumers. A virtual catalogue can be kept in sync 

with the requirements of the consumers and inform them about new products and price changes. 

 

As an industry heavily reliant on brochures the web's flexibility and immediacy in information 

transmission is invaluable. The preparation and distribution of holiday brochures is a costly and 

lengthy process during which the demand conditions and competition situation could change 

greatly. In print media, any price and availability changes can only be notified through 

supplementary brochures. With the web this can be done instantly at little cost. A webpage can 

be linked to inventory data to show the availability of any holiday tours. A website can be 

indexed in many ways and be equipped with search facilities to locate items quickly. 

 

The internet has an edge over any other media in its ability to permanently expose information to 

a global audience. The net vastly improves the information availability and user interaction. An 

effective web site keeps a company in business 24 hours a day, 365 days a year in a global 

market place. Anybody in any part of the world can access its marketing information at any time 

they desire. This ability will greatly reduce place and time utility woes. Accessibility is vital in 

international trade where business spans across different time zones. 
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The web makes it possible for companies to improve the service quality at all levels of customer 

interaction i.e. pre-sale, during and post sale. The web provides four tangible improvements in 

customer service. 

 

 A wider choice for the consumers: A website can display an array of products and 

services 

 Quick processing of payments: Automatic processing of cyber-cash or credit card 

charges. 

 Faster delivery: Especially for products like online software and music 

distribution 

 Making available a wealth of information that can be quickly and easily accessed. 

 

In tourism the web-based distribution systems can help satisfy the consumer needs of easy access 

to a wide choice of information and hassle free reservations. Increasingly tourist satisfaction 

depends on the timely availability of accurate and relevant information. Improved access to 

information on all aspects of tourist activities has made it possible for marketers to offer 

personalized services at the same prices as standard packages. 

 

There are mainly five areas where costs can be minimized on the internet: 

 

1. Automation of the reservation processing and the payment system cuts down sales 

costs. 

2. Implementing a menu-driven web-based travel reservation system as opposed to a 

command driven system where a sales clerk has to remember commands and 

airport codes. 

3. Implementing direct links between the producer and the consumer, saving on 

huge distribution costs. 

4. Saving on promotional costs due to the netôs ability to send customized messages 
through electronic communication. 

5. Reduced rental costs on office and sales space, and on administrative overheads. 

 

Setting up a promotional web site without booking facilities, costs relatively less. An averagely 

skilled person with the use of a proper software package, such as Microsoft FrontPage can build 

a basic company website in days. 

 

However a more comprehensive and powerful web-site offering in depth information such as 

virtual multimedia brochure including cataloguing products offerings and reservation and 

transaction facilities, will cost more and take longer to develop. Even though such a site will cost 

more to build, the cost is considerably less than tens of millions of dollars spent by airlines, tour 

operators and hotel chains on TV and magazine ads. By providing information on a website, 

customers feel empowered to find answers to their inquiries themselves, cutting costs on 

telephone charges on toll-free numbers. 

 

Analysts have identified the Internet as the cause of a revolution in the services sector. Its 

potential allows service firms to enlarge their market worldwide, providing firms with an 

unprecedented ability to communicate directly and effectively with potential customers. This is 

due to, among other things, the cost- effectiveness of the Internet and the convenience for 

customers. Increasing digitalization will make it progressively easier to alter particular aspects of 

a service and quickly observe how customers respond. 
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In the tourism sector, the internet has become an important source of information to consumers 

who are more and more demanding, and who become each day more familiarized with this 

emerging world of information. 

 

With the relatively widespread adoption of the Internet, tourism businesses of all sizes might 

expand and acquire new customers and create more sophisticated products to reach new 

customer segments. Tourists have become more independent and sophisticated in using a range 

of tools to arrange their travel. The key to the tourist's decision is the existence of relevant 

information. With the Internet such information might be available and more accessible. 

 

Web 2.0: 

Web 2.0 use is growing at an exponential rate. "Web 2.0" refers to a perceived second generation 

of web development and design, that facilitates communication, secure information sharing, 

interoperability, and collaboration on the World Wide Web. Web 2.0 concepts have led to the 

development and evolution of web-based communities, hosted services, and applications; such as 

social-networking sites, video-sharing sites, wikis, blogs, and folksonomies.
28

  

 

Some examples are Facebook, MySpace, Ning, Flickr, myriad blogs, Twitter and so on. 

 

Why participate in these approaches to online communications?  

 

 Connect with friends and family 

 Share pictures, links, status 

o Photos 

o  Videos 

o  News stories and blogs 

o  Status 

o  Online discussions (viral marketing) 

o  Flair, gifts, etc. 

o Mix personal content with marketing or other content 

o  Follow users to gather followers 

 Join groups and fan clubs 

 175 million members worldwide 

 ½ million join daily 

 Users control privacy 

 Over 30 age group: fastest growing users (also the target market for upscale 

experience seekers) 

 

The following diagram pictorially shows how we moved from a linear approach of the 20
th
 

century to the networked world of the 21
st
 century. 

 

                                                 
28

 Web 2.0, http://en.wikipedia.org/wiki/Web_2.0  

http://en.wikipedia.org/wiki/Folksonomy
http://en.wikipedia.org/wiki/Web_2.0
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Figure 42 -- The New Model of Influence

29
 

 

In the New Model of Influence we see a new set of rules of communication, some of which may 

be a bit unsettling to those rooted in the old approaches: 

 

 You arenôt in control 

 Empower employees, rely on customers 

 Enable the conversationsðitôs going on, with or without you 

 Spin is dead, long live transparency ïyou canôt fake it so be who you are and see who is 

pleased  

 Crowd sourcing will beat outsourcing every time  

 There is no market for your message  

 You become what you measure 

 She/he with the most data wins (database marketing, web analytics, relationship 

marketing) 

 Social media must be a core competency for all employees 

 There is no ñaudience.òThere are multiple constituencies  

o List every stakeholder 

o Where do they go for information? 

o Whatôs important to them? 

o What is the benefit of having a good relationship with that stakeholder group? 

o Understand your role in getting the audience to do what you want it to do 

 

Use of metrics 

Successful promotional campaigns measure their performance with a comprehensive set of 

metrics as their guide.  

 

What do you need to measure? Here are a few thoughts: 

 

 Outputs? 

o Did you get the coverage you wanted? 

o Did you produce the promised materials on time and on budget?  

                                                 
29

 ñNo More Excuses: How to Set Up a Measurement Program on a Budget,ò presentation to The Oregon Travel & 

Tourism Conference, Salem, Oregon, , Katie Delahaye Paine, CEO, www.kdpaine.com, April, 2009 

http://www.kdpaine.com/
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 Outtakes? 

o Did your target audience see the messages? 

o Did they believe the messages? 

 Outcomes? 

o Did audience behavior change? 

o Did the right people show up? 

o Did your relationship change?  

o Did sales increase?  

 

Promotional Activity includes such work as literature distributed, visitors serviced at 

information centers, sales calls made and publicity releases issued. As more promotional 

activity is produced and targeted appropriately, there should be corresponding increases, 

over time in marketing productivity. 

 

Marketing productivity is the most important output. These business measurements include 

business booked and resulting room night revenue, hotel reservations made and resulting 

economic impacts, as well as other important indicators of the organizationôs successful 

selling efforts on behalf of the county. In all cases, after the first yearôs benchmarking, 

productivity can and should be forecast and stated as goals to be delivered. 

 

The most important overall productivity measurements for the CCPA should be: 

 

 New leisure visitors generated via advertising impressions and the internet 

through inquiry conversion studies, and resulting economic impact. 

 CCPA member support, including dues, alternative funding from business 

partners and additional non-dues revenue provided for expanded marketing 

initiatives. 

 Positive media publicity impressions produced of credible travel stories 

to influence travel decisions and resulting $ value in comparable advertising 

space costs. With implementation of an expanded marketing effort, we 

would also incorporate: 

o The number of meetings booked, resulting room nights and 

economic impact 

o New tour operator sales leads generated and attendant dollar 

value 
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Other performance measures include: 

 

 Media Publicity  

o Publicity generated in circulation 

o Value in $ cost of ad lineage rate 

o Press releases issued 

o Calls to writers 

o Media inquiries serviced 

o Individual writer site visits hosted 

o Writer group familiarization tours hosted 

o Postings on social networking sites 

 

 Membership  
o Total members  

o Total dues revenue 

o Renewalðnumber of members 

o Renewal Revenue Retention Rate Loss rate 

o Number of new members 

o New member revenue 

o Member revenue by category (provided in categories, such as member 

listing fees, advertising support, etc.) 

 

 Meetings Development 

o Sales calls made to meeting planners  

o Sales leads generated to properties  

o Bookings produced 

o Attendant Room nights generated  

o Economic impact produced 

 

 Tour Development 

o Sales calls made to tour planners  

o Sales leads generated to properties  

o Group tour bookings produced  

o Attendant Room nights generated  

o Economic impact produced 

o Group tour programs booked 

 

 Visitor Center 

o Visitors serviced 

 

 Marketing Report  

o Collateral distributed 

o Website user sessions produced 

 

This first comprehensive reporting will deliver a set of benchmark results that should then 

be used as the initial step in developing goals for the second and subsequent years. 
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Internet measurements: 

 

 10 numbers your web analytics guru should give you every month
30

 

 

1. % increase or decrease in unique visits  

2. Change in page rank -i.e. a list of the top ten most popular areas and how it 

has changed in the last week  

3. How many sessions on our blog or website represent more than 5 page views  

4. In the past month, what % of all sessions represent more than 5 page views  

5. % of sessions that are greater than 5 minutes in duration  

6. % of visitors that come back for more than 5 sessions  

7. % of sessions that arrive at your site from a Google search, or a direct link 

from your web site or other site that is related to your brand  

8. % of visitors that become a subscriber  

9. % of visitors that download something from the site  

10. % of visitors that provide an email address 

 

 Find out how well your site is doing in popular search engines, social bookmarking and 

other site statistics: http://www.xinureturns.com/ 

 

 Website Grader is a free search engine optimizer tool that measures the marketing 

effectiveness of a website. It provides a score that incorporates things like website traffic, 

SEO, social popularity and other technical factors. It also provides some basic advice on 

how the website can be improved from a marketing perspective.   

http://www.website.grader.com/  

 

Hospitality 101 

Based on the American Hotel and Lodging Associationôs Education Institute curriculum, the 

class covers all aspects of service, from the moment a customer steps foot into a business, until 

the moment that customer departs. Special emphasis on learning local knowledge of Americaôs 

Wild Rivers Coast makes this course unique to our area. 

 

Hospitality 101 will be conducting classes throughout the next three years targeting business 

owners, managers, employees and job seekers in the hospitality industry. The goal to better train 

businesses along AWRC will result in retained existing customers, increased tourism and more 

dollars spent along our 101-mile corridor.  

 

Oregon Coast Culinary Institute
31

 

Oregon Coast Culinary Institutes' new 17,000 square foot facility is a start-of-the-art culinary 

facility with three large teaching kitchens, three classrooms, a huge area for banquets with a 

beautiful demonstration kitchen. The Chef Instructors are all American Culinary Federation 

certified and they have won numerous awards and worked in kitchens and restaurants throughout 

the United States. 
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 ñNo More Excuses: How to Set Up a Measurement Program on a Budget,ò A presentation to The Oregon Travel 

& Tourism Conference, Salem, Oregon, Katie Delahaye Paine, CEO, 

http://kdpaine.com/downloads/Oregon%20%20Travel%20%20Tourism%202009%20pdf.pdf, April, 2009 
31

 Oregon Coast Culinary Institute, http://www.occi.net/index.shtml  

http://www.xinureturns.com/
http://www.website.grader.com/
http://kdpaine.com/downloads/Oregon%20%20Travel%20%20Tourism%202009%20pdf.pdf
http://www.occi.net/index.shtml
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OCCI is one of the lowest priced culinary schools in the nation. The program is designed to 

allow for two full years of federal financial aid including, grants, low interest loans, and work 

study. 

 

The Culinary Arts Program through Oregon Coast Culinary Institute at Southwestern Oregon 

Community College was granted a five-year accreditation by the American Culinary Federation, 

ACF in 2007. The five-year accreditation is the highest level available for initial accreditation by 

the ACFðthe premier professional chefsô organization in North America, focusing its efforts on 

offering education, apprenticeship and industry certification. With the accreditation, OCCIôs 

graduates will automatically gain the title of Certified Culinarian upon graduation, along with 

their associateôs degrees. 

 

The accreditation is based on a variety of factors including quality of curriculum, instruction, 

student success, administration of the program and student service. As part of Southwestern, 

OCCI already enjoys institutional accreditation with the Northwest Commission on Colleges and 

Universities but this accreditation is a feather in the cap of the OCCI Culinary Arts program by 

showing its value in providing practical skills and training beneficial to future Culinary Arts 

professionals. 

 
ñEvery single student who graduates from OCCI will automatically be a Certified 

Culinarian,ò OCCI Executive Director Shawn Hanlin said. ñEven though all of our 

students already test out adequately for that certification, they automatically will be 

recognized with that credential for completing the program.ò OCCI Executive Director 

Shawn Hanlin  

 

Current Curry County Marketing and Promotional Approaches 

Marketing and promotional approaches are underway 

A number of marketing and promotional approaches are underway in Curry County. Success has 

varied over time.  

 

Many of the efforts underway largely are the work of volunteers. These volunteers offer their 

time and energy to topical areas that generally represent their interests in serving the community. 

This truly is a great testimony to the social capital that exists and is growing in Curry County. 

 

Chambers of commerce and visitor center provide a good resource to various segments of the 

target markets seeking information about an area. Chambers and visitor centers are invaluable 

one-stop resources that many seek out when first approaching an area for travel, relocation or 

other products/services. Chambers and visitor centers also benefit from resources outside their 

offices. Chambers serve targeted areas but do not exist in a vacuum and can benefit from 

synergistic relationships (for example, membership in Southern Oregon Visitors Association). 

 

County Economic Development is a staff of one plus one part-time employee for the entire 

county. This office has access to a wide variety of resources to bring to the county and relies of 

participation from others. Access to these resources requires a defined and planned effort. 

 

A short list of organizations includes: 

 

Americas Wild River Coast 

Brookings/Harbor Chamber of Commerce 

Curry County Economic Development 

Gold Beach Chamber of Commerce 

http://www.acfchefs.org/Content/NavigationMenu2/Careers/Certification/default.htm
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Gold Beach Promotions Committee 

Port Orford Chamber of Commerce 

Oregon Coast Visitors Association 

Port of Port Orford 

Port of Gold Beach 

Port of Brookings-Harbor 

Gold Beach Visitor Center 

Southern Oregon Visitors Association 

Brookings Harbor Saturday Farmers' Market 

 

These groups range in their organizational approaches from privately held, governmental entities 

and not for profits incorporated as a 501(c)(6). 

 

Funding is derived from lodging taxes, membership dues, fundraisers, profits from sales, 

contributions from promotional publication production, vendor fees and other sources. 

 

Promotional vehicles are creative, quite varied and include: 

 

 Direct Mail 

 Telephone  

 Directories 

 Email 

 enewsletters, 

 Newspapers: advertisements, Travel Oregonôs Spring Insert, Madden Preprint 

 Southern Oregon Vacation Guide (published annually, print run 120,000, readership 

300,000+) 

 Scenic Byways Map (published annually, print run 100,000, readership 300,000+) 

 Radio 

 TV: CharterMedia, KTVL/ NTVL (CBS), Chambers Communication Corporation 

(ABC), KMVU (Fox), KOBI/KOTI (NBC) 

 Magazines:  Oregon Coast Magazine, Mile by Mile Guide, Sunset, Southern Oregon 

Vacation Guide, RV Journal, occasional others. 

 Internet:  Websites, Google Adwords 

 Shows: Trade shows and Travel Trade Associations -- International Sportsmenôs 

Exposition (Sacramento), Medfordôs Sportsman show, Sunsetôs Celebration Weekend,  

 Associations:  NTA, SOVA, OCVA, OTTA, TO, TIC 

 Websites (many) 

 Numerous cooperative marketing programs in a broad range of publications and websites, 

both domestic and international 

 PR activities 

 Travel writers 

 FAMs 

 Customer service training 

 Posters   

 Banners  

 

There are many websites in use across the county and too numerous to list them all here. 

Websites include, but are not limited to the following (our apologies to any we may have 

missed): 
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 Curry County Economic Development, http://curryecondev.org/ 

 Americas Wild Rivers Coast, http://www.wildriverscoast.com/ 

 Enjoy Port Orford (work in progress), http://www.enjoyportorford.com/   

 I Love Oregon, http://iloveoregon.com/ 

 Home By The Sea, http://homebythesea.com/POwelcome.html  

 Castaway By The Sea, http://www.castawaybythesea.com/ 

 Port Orford Today, http://www.mydfz.com/dfz-pot.htm 

 Port Orford, Oregon, http://portorfordoregon.com/index.html 

 Rare Bird Arts, http://www.rarebirdarts.com/ 

 Port Orford Rotary, http://www.portorfordrotary.org/ 

 The Port Orford News, http://www.portorfordnews.net/ 

 Port Orford Arts Council, http://www.portorfordart.org/ 

 Wild Spring Guest Habitat, http://wildspring.com/ 

 Gold Beach Chamber of Commerce, http://www.goldbeachchamber.com/ 

 Gold Beach Promotions and Visitors Center, http://www.goldbeach.org/  

 óTis Tasty, http://www.tistasty.com/ 

 Port Orford/North Curry chamber of Commerce, http://www.portorfordchamber.com/ 

 Brookings Area Chamber of Commerce and Convention Bureau, 

http://www.brookingschamber.org/ 

 éand many, many more 

 

Observations 

These are just a few examples of the groups and resources that seek to promote the various 

aspects of Curry County. To date there has not been a formally recognized partnership of agreed-

to planned coordination across all of tourism, products, services and livability. AWRC does offer 

a broad tourism branding and promotional program that has strong resonance and apparent 

acceptance by many in the two-county area (Curry and Del Norte). 

 

Most are focused on their own organizationôs constituency; for example, supporting chamber 

members (i.e., mostly business-oriented), tourism or a particular set of products or services. On 

occasion this may have resulted in duplication of efforts. Or significant county offerings have not 

been represented at all. At times there even has been some level of tension with less than 

successful cooperation among groups. However, the overall thrust of the activities has been 

generally positive and one of sincere interest in advancing and promoting the causes undertaken. 

 

The widespread use of websites is encouraging. Watching these organizations evolve rapidly in 

their use of this technology gives further encouragement for their ability to continue to adapt to 

new ways of using this technology more effectively. For example, we can now provide services 

that allow a potential traveler to the county to pick from a series of attractions and compile that 

into a printable list with maps. Examples of this technology can be found on sites with product 

sales where they use the ñshopping cartò approach. Linking between sites varies with some 

organizations doing a very good job and others are to be rated at the low end of the scale in this 

aspect of website implementation. 

 

There is no immediately obvious attempt to integrate economic development and promotional 

approaches across tourism, products, services and livability. Bits and pieces of this broader and 

inclusive approach can be found but they are generally not as explicit as what we see on the 

tourism sites. A valid question in the realization of so many great things that Curry has to offer is 

ñjust how much is any one organization to cover?ò No one organization can do it all. 

http://curryecondev.org/
http://www.wildriverscoast.com/
http://www.enjoyportorford.com/
http://iloveoregon.com/
http://homebythesea.com/POwelcome.html
http://www.castawaybythesea.com/
http://www.mydfz.com/dfz-pot.htm
http://portorfordoregon.com/index.html
http://www.rarebirdarts.com/
http://www.portorfordrotary.org/
http://www.portorfordnews.net/
http://www.portorfordart.org/
http://wildspring.com/
http://www.goldbeachchamber.com/
http://www.goldbeach.org/
http://www.tistasty.com/
http://www.portorfordchamber.com/
http://www.brookingschamber.org/
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All of this suggests there is an opportunity to collaborate and to coordinate promotional 

activities. A vehicle is needed to help fill in the gaps and to provide linkages between the 4 

categories of this Plan. 

 

Emergence of Curry county Promotional Alliance (CCPA) 

Now a group of community leaders, Curry County Promotional Alliance (CCPA), have come 

together to seek development of a collaborative path to promoting of Curry County offerings. 

The intention is to work cooperatively, to coordinate use of resources and to build on and 

strengthen existing organizational efforts and to find ways to address those areas not previously 

included in a more comprehensive promotional approach. The core group includes: 

 

Susan Brown, Curry County Economic Development 

Gary Milliman, Brookings City Administrator 

Elizabeth Kuljis, Gold Beach Promotions 

Elyse Power, Gold Beach Chamber 

John Truesdell, Gold Beach City council 

Jeff Ferguson 

Debbie Peabody,  

Harry Hoogesteger,  

Kachina Starr, Turtle Bay 

Julian Starr, Turtle bay 

Michelle Duarte, Port Orford, Wild Spring 

 

The CCPA is leading the effort to develop this Plan. 

 

Listening Sessions 

Several listening sessions were held in March, 2009. We wanted to hear from representative 

groups in the county that already were involved with promotional efforts.  

 

Three open-ended questions guided the discussion over a 60 to 90 minute period. 

 

1. Who currently provides promotion for Tourism, Products, Services and 

Livability?  

2. How successful are these efforts and how can we be more successful? 

3. How would you define ñqualityò? 

 

Thirty-three persons participated in the session. These sessions were held as follows: 

 

Group Location Date 

BrookingsïHarbor Chamber of Commerce BrookingsïHarbor 

Chamber Office 

March 9, 2009 

Vi and Len Barton, Brookings/Harbor 

Farmerôs Market 

Brookings March 9, 2009 

Alice Sanders, Tis Tasty Gold Beach March 9, 2009 

Port Orford City Hall March 10, 2009 

America's Wild River Coast Brookings Inn March 11, 2009 

Gold Beach Pacific Reef Resort March 17, 2009 

 

The results of the listening sessions are found in Appendix 3. Few surprises occurred and a 

number of interesting ideas were presented. 
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Summary of Findings 

Curry is a county of great diversity. We see all the highs and the lows experienced in many other 

areas of America. Examination of data shows us Curryôs strengths and weaknesses. The growth 

in population of seniors and retired people has brought considerable income to that segment of 

the countyôs population; or perhaps it is more accurate to say they brought it with them. 

Dividends, Interest and Rent and Personal Current Transfer Receipts account for nearly 60% 

of income in the county. Private Earnings account for 37% of total Personal Income in the 

county. Tourism accounts for 8% of earned income or 2% of all sources of income in the 

county. 

 

We also see that unemployment is very high and that there are issues of poverty and 

homelessness. The county is rated as ñdistressed.ò The decline in revenues from natural 

resources extraction over time has reduced the opportunities for earning a decent wage. Even 

manufacturing has slipped by 6% since 2000. We see the shift to more and more lower paid 

service industry jobs. The average wage for someone working in tourism is below the living 

wage standards. The downturn in the economy due to the recession has certainly taken its toll. 

 

However, Curry stands out in a very positive way simply by its natural beauty. Itôs that natural 

beauty that provides the backdrop for a growing eco-tourism opportunity. Even though tourism 

does not lead in revenue production for the countyôs residents, it does provide a particularly solid 

launch point to build up tourism and to have an impact on sales of products, use of services and a 

great place to live. Indeed, the growing number of eco-tourists tends to be more financially 

upscale and willing to spend more for the right set of experiences. Many are seeking a higher 

quality of life that the region provides. 

 

Worth noting is that eco-tourism has a large knowledge-worker component. Servicing the eco-

tourist requires more than a hot dog stand and a rack of brochures at the side of the road. These 

are sophisticated travelers that demand and expect professional treatment, high levels of 

knowledge about an areaôs experiences and a solid base of website usage in support of their 

wants and needs. Expanded skill sets include management, research and writing, IT, 

construction, public speaking, public safety, art and other unexpected implications for nurturing 

this new approach to travel. 

 

As more folks ñdiscoverò Curry (for example, eco-tourists), there is an opportunity to attract and 

retain these folks as residents. This is particularly true of professionals that can work from home 

using the internet. It is already happening and we know this based on anecdotal information 

(these positions are not tracked by the Employment Development Department). 

 

Curry would be a great place for development of green businesses and is another reason to entice 

the eco-tourist traveler to live in Curry and to invest in green technologies, creating jobs in a fast 

growing industry. This could reverse the significant decline in manufacturing jobs seen since 

2000. 

 

Timber extraction and processing are not likely to return to the heyday of the past. Fisheries have 

the potential to rebound due natural cycles, growing awareness and management. Sport fishing, 

however, is likely to remain as a source for attracting tourists; so, too, with hunting. Fishermen 

and hunters spend fairly liberally when here. We need to make sure they know weôre open for 

business. 
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Curry sits on some of the most beautiful coast and forest land on the west coast. We can exploit 

and share this resource without destroying it. It is a new form of natural resource extraction. In 

this approach the natural resource remains and can be ñextractedò over and over.  
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APPENDIX 2ðADDITIONAL CURRY COUNTY DATA  

 

This section of the document contains a collection of data that relates to tourism, products, 

services and livability. 

 

In certain instances there is an overlap in reporting with inconsistencies in reporting between 

sources. These are generally minor and reflect different approaches to data collection and 

presentation. 

 

County Zip Codes  

 

ZIP Code City  

97406 AGNESS  

97415 BROOKINGS  

97444 GOLD BEACH  

97450 LANGLOIS  

97464 OPHIR  

97465 PORT ORFORD  

97476 SIXES  

97491 WEDDERBURN  

Figure 43 -- Curry County Zip Codes 

 

Census Tracts
32

 

 

A census tract is a small statistical subdivision of a county. A single community may be 

composed of several census tracts. 

 

  
Figure 44 -- Census Tract 9501, Population 3,055 

 

                                                 
32

 GCT-PH1: Population, Housing Units, Area, and Density:  2000, Data Set: Census 2000 Summary File 1 (SF 1) 

100-Percent Data, Geographic Area: Curry county, Oregon -- Census Tract, http://factfinder.census.gov/ 

http://factfinder.census.gov/
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Figure 45 -- Census Tract 9502, Population 4,754 and Census Tract 9503.1, Population 4,104 

 

   
Figure 46 -- Census Tract 9503.2, Population 4,391 and Census Tract 9504, Population 4,833 
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Curry County People QuickFacts
33

 

 

 

Curry County Oregon 

Population, 2007 estimate     21,767 3,747,455 

Population, percent change, April 1, 2000 to July 1, 2007     3.0% 9.5% 

Population, 2000     21,137 3,421,399 

Persons under 5 years old, percent, 2007     3.3% 6.3% 

Persons under 18 years old, percent, 2007     16.1% 23.0% 

Persons 65 years old and over, percent, 2007     27.6% 13.0% 

Female persons, percent, 2007     51.6% 50.3% 

   White persons, percent, 2007 (a)     94.2% 90.3% 

Black persons, percent, 2007 (a)     0.3% 2.0% 

American Indian and Alaska Native persons, percent, 2007 (a) 2.2% 1.4% 

Asian persons, percent, 2007 (a)     1.0% 3.7% 

Native Hawaiian and Other Pacific Islander, percent, 2007 (a) 0.1% 0.3% 

Persons reporting two or more races, percent, 2007     2.2% 2.4% 

Persons of Hispanic or Latino origin, percent, 2007 (b) 4.4% 10.6% 

White persons not Hispanic, percent, 2007     90.1% 80.5% 

   Living in same house in 1995 and 2000, pct 5 yrs old & over  52.3% 46.8% 

Foreign born persons, percent, 2000     3.7% 8.5% 

Language other than English spoken at home, pct age 5+, 2000  5.4% 12.1% 

High school graduates, percent of persons age 25+, 2000     81.7% 85.1% 

Bachelor's degree or higher, pct of persons age 25+, 2000     16.4% 25.1% 

Persons with a disability, age 5+, 2000     5,617 593,301 

Mean travel time to work (minutes), workers age 16+, 2000  14.4 22.2 

   Housing units, 2007     12,255 1,609,595 

Homeownership rate, 2000     73.0% 64.3% 

Housing units in multi-unit structures, percent, 2000     11.3% 23.1% 

Median value of owner-occupied housing units, 2000     $148,000 $152,100 

   Households, 2000     9,543 1,333,723 

Persons per household, 2000     2.19 2.51 

Median household income, 2007     $36,467 $48,735 

Per capita money income, 1999     $18,138 $20,940 

Persons below poverty, percent, 2007     14.1% 13.0% 

   Business QuickFacts Curry County Oregon 

Private nonfarm establishments, 2006     775 110,684 

Private nonfarm employment, 2006     5,943 1,461,664 

Private nonfarm employment, percent change 2000-2006     21.6% 7.8% 

Nonemployer establishments, 2006     1,944 248,194 

Total number of firms, 2002     2,478 299,505 

Black-owned firms, percent, 2002     F 0.7% 

American Indian and Alaska Native owned firms, percent, 2002     F 1.0% 

Asian-owned firms, percent, 2002     F 3.0% 

Native Hawaiian and Other Pacific Islander owned firms, percent, 2002     F 0.1% 

Hispanic-owned firms, percent, 2002     F 2.1% 

Women-owned firms, percent, 2002     23.4% 29.5% 

                                                 
33

 Ibid, http://quickfacts.census.gov/qfd/states/41/41015.html 
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Curry County Oregon 

   Manufacturersô shipments, 2002 ($1000)     132,182 

 Wholesale trade sales, 2002 ($1000)     D 

 Retail sales, 2002 ($1000)     194,960 

 Retail sales per capita, 2002     $9,081 

 Accommodation and foodservices sales, 2002 ($1000)     37,062 

 Building permits, 2007     64 

 Federal spending, 2007 ($1000)     208,185 

 

   Geography QuickFacts Curry County 

 Land area, 2000 (square miles)     1,627.38 

 Persons per square mile, 2000     13 

 FIPS Code     15 

  

Curry County Facts
34

 

Social Characteristics  Estimate Percent U.S. 

Margin of 

Error  

Average household size 2.11 (X) 2.60 +/-0.09 

Average family size 2.52 (X) 3.19 +/-0.16 
     

Population 25 years and over 16,935     +/-325 

High school graduate or higher (X) 90.4 84.0% (X) 

Bachelor's degree or higher (X) 17.2 27.0% (X) 

Civilian veterans (civilian population 18 years 

and over) 
3,174 17.4 10.4% +/-419 

Disability status (population 5 years and over) 5,699 26.9 15.1% +/-720 

Foreign born 894 4.1 12.5% +/-315 

Male, Now married, except separated (population 

15 years and over) 
6,020 65.4 52.6% +/-415 

Female, Now married, except separated 

(population 15 years and over) 
5,753 57.7 48.5% +/-592 

Speak a language other than English at home 

(population 5 years and over) 
N N 19.5% N 

     

Household population 21,893     +/-13 

Group quarters population (X) (X) (X) (X) 

          

Economic Characteristics  Estimate Percent U.S. 
Margin of 

Error  

In labor force (population 16 years and over) 9,413 49.9 64.7% +/-605 

Mean travel time to work in minutes (workers 16 

years and over) 
13.4 (X) 25.1 +/-1.5 

Median household income (in 2007 inflation-

adjusted dollars) 
36,316 (X) 50,007 +/-5,280 

Median family income (in 2007 inflation-

adjusted dollars) 
45,500 (X) 60,374 +/-6,462 

Per capita income (in 2007 inflation-adjusted 

dollars) 
22,475 (X) 26,178 +/-1,599 

Families below poverty level (X) 8.7 9.8% (X) 

Individuals below poverty level (X) 12.1 13.3% (X) 

          

Housing Characteristics  Estimate Percent U.S. Margin of 

                                                 
34

 2005-2007 American Community Survey 3-Year Estimates, US Census bureau, 

http://factfinder.census.gov/servlet/ACSSAFFFacts?_event=Search&geo_id=05000US41015&_geoContext=01000

US%7C04000US41%7C05000US41015&_street=&_county=Curry&_cityTown=Curry&_state=04000US41&_zip=

&_lang=en&_sse=on&ActiveGeoDiv=geoSelect&_useEV=&pctxt=fph&pgsl=050&_submenuId=factsheet_0&ds_

name=ACS_2007_3YR_SAFF&_ci_nbr=null&qr_name=null&reg=null%3Anull&_keyword=&_industry=, March 

24, 2009 

http://factfinder.census.gov/servlet/ACSSAFFFacts?_event=Search&geo_id=05000US41015&_geoContext=01000US%7C04000US41%7C05000US41015&_street=&_county=Curry&_cityTown=Curry&_state=04000US41&_zip=&_lang=en&_sse=on&ActiveGeoDiv=geoSelect&_useEV=&pctxt=fph&pgsl=050&_submenuId=factsheet_0&ds_name=ACS_2007_3YR_SAFF&_ci_nbr=null&qr_name=null&reg=null%3Anull&_keyword=&_industry
http://factfinder.census.gov/servlet/ACSSAFFFacts?_event=Search&geo_id=05000US41015&_geoContext=01000US%7C04000US41%7C05000US41015&_street=&_county=Curry&_cityTown=Curry&_state=04000US41&_zip=&_lang=en&_sse=on&ActiveGeoDiv=geoSelect&_useEV=&pctxt=fph&pgsl=050&_submenuId=factsheet_0&ds_name=ACS_2007_3YR_SAFF&_ci_nbr=null&qr_name=null&reg=null%3Anull&_keyword=&_industry
http://factfinder.census.gov/servlet/ACSSAFFFacts?_event=Search&geo_id=05000US41015&_geoContext=01000US%7C04000US41%7C05000US41015&_street=&_county=Curry&_cityTown=Curry&_state=04000US41&_zip=&_lang=en&_sse=on&ActiveGeoDiv=geoSelect&_useEV=&pctxt=fph&pgsl=050&_submenuId=factsheet_0&ds_name=ACS_2007_3YR_SAFF&_ci_nbr=null&qr_name=null&reg=null%3Anull&_keyword=&_industry
http://factfinder.census.gov/servlet/ACSSAFFFacts?_event=Search&geo_id=05000US41015&_geoContext=01000US%7C04000US41%7C05000US41015&_street=&_county=Curry&_cityTown=Curry&_state=04000US41&_zip=&_lang=en&_sse=on&ActiveGeoDiv=geoSelect&_useEV=&pctxt=fph&pgsl=050&_submenuId=factsheet_0&ds_name=ACS_2007_3YR_SAFF&_ci_nbr=null&qr_name=null&reg=null%3Anull&_keyword=&_industry
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Error  

Total housing units 12,127     +/-37 

Occupied housing units 10,364 85.5 88.4% +/-430 

Owner-occupied housing units 7,013 67.7 67.3% +/-484 

Renter-occupied housing units 3,351 32.3 32.7% +/-590 

Vacant housing units 1,763 14.5 11.6% +/-434 
     

Owner-occupied homes 7,013     +/-484 

Median value (dollars) 281,200 (X) 181,800 +/-29,498 

Median of selected monthly owner costs         

With a mortgage (dollars) 1,258 (X) 1,427 +/-129 

Not mortgaged (dollars) 322 (X) 402 +/-18 

          

ACS Demographic Estimates  Estimate Percent U.S. 
Margin of 

Error  

Total population 21,941     *****  

Male 10,519 47.9 49.2% +/-228 

Female 11,422 52.1 50.8% +/-228 

Median age (years) 50.1 (X) 36.4 +/-0.4 

Under 5 years 685 3.1 6.9% +/-124 

18 years and over 18,285 83.3 75.3% *****  

65 years and over 5,945 27.1 12.5% +/-151 
     

One race N N 97.9% N 

White N N 74.1% N 

Black or African American N N 12.4% N 

American Indian and Alaska Native N N 0.8% N 

Asian N N 4.3% N 

Native Hawaiian and Other Pacific Islander N N 0.1% N 

Some other race N N 6.2% N 

Two or more races N N 2.1% N 
     

Hispanic or Latino (of any race) N N 14.7% N 

Figure 47 -- Curry County Facts
 
Source: U.S. Census Bureau, 2005-2007 American Community Survey 
 
Explanation of Symbols: 
'***' - The median falls in the lowest interval or upper interval of an open-ended distribution. A statistical test is not appropriate. 
'*****' - The estimate is controlled. A statistical test for sampling variability is not appropriate. 
'N' - Data for this geographic area cannot be displayed because the number of sample cases is too small. 
'(X)' - The value is not applicable or not available. 

 

Selected Social Characteristics
35

 

Selected Social Characteristics in the United States 

 

Estimate 

Margin of 

Error  

 

Percent 

Margin of 

Error  

HOUSEHOLDS BY TYPE 

Total households 10,364 +/-430 100% (X) 

Family households (families) 6,856 +/-499 66.2% +/-4.4 

With own children under 18 years 2,254 +/-369 21.7% +/-3.4 

Married-couple family 5,636 +/-466 54.4% +/-4.6 

With own children under 18 years 1,445 +/-283 13.9% +/-2.8 

Male householder, no wife present, family 335 +/-201 3.2% +/-1.9 

With own children under 18 years 173 +/-130 1.7% +/-1.2 

Female householder, no husband present, family 885 +/-347 8.5% +/-3.3 

With own children under 18 years 636 +/-265 6.1% +/-2.5 

Nonfamily households 3,508 +/-505 33.8% +/-4.4 

Householder living alone 2,957 +/-468 28.5% +/-4.3 

                                                 
35

 Selected Social Characteristics in the United States, 2005-2007 American Community Survey 3-Year Estimates, 

American Community Survey, http://factfinder.census.gov/servlet/ADPTable?_bm=y&-geo_id=05000US41015&-

qr_name=ACS_2007_3YR_G00_DP3YR2&-ds_name=ACS_2007_3YR_G00_&-_lang=en&-redoLog=false&-

_sse=on, March 24, 2009 

http://factfinder.census.gov/servlet/ADPTable?_bm=y&-geo_id=05000US41015&-qr_name=ACS_2007_3YR_G00_DP3YR2&-ds_name=ACS_2007_3YR_G00_&-_lang=en&-redoLog=false&-_sse=on
http://factfinder.census.gov/servlet/ADPTable?_bm=y&-geo_id=05000US41015&-qr_name=ACS_2007_3YR_G00_DP3YR2&-ds_name=ACS_2007_3YR_G00_&-_lang=en&-redoLog=false&-_sse=on
http://factfinder.census.gov/servlet/ADPTable?_bm=y&-geo_id=05000US41015&-qr_name=ACS_2007_3YR_G00_DP3YR2&-ds_name=ACS_2007_3YR_G00_&-_lang=en&-redoLog=false&-_sse=on
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Selected Social Characteristics in the United States 

 

Estimate 

Margin of 

Error  

 

Percent 

Margin of 

Error  

65 years and over 1,132 +/-272 10.9% +/-2.7 

  

Households with one or more people under 18 years 2,563 +/-383 24.7% +/-3.5 

Households with one or more people 65 years and over 3,952 +/-177 38.1% +/-2.1 

  

Average household size 2.11 +/-0.09 (X) (X) 

Average family size 2.52 +/-0.16 (X) (X) 

  

RELATIONSHIP  

Population in households 21,893 +/-13 100% (X) 

Householder 10,364 +/-430 47.3% +/-2.0 

Spouse 5,588 +/-482 25.5% +/-2.2 

Child 4,021 +/-548 18.4% +/-2.5 

Other relatives 812 +/-418 3.7% +/-1.9 

Nonrelatives 1,108 +/-449 5.1% +/-2.1 

Unmarried partner 521 +/-233 2.4% +/-1.1 

  

MARITAL STATUS  

Males 15 years and over 9,198 +/-219 100% (X) 

Never married 1,685 +/-299 18.3% +/-3.3 

Now married, except separated 6,020 +/-415 65.4% +/-4.4 

Separated 183 +/-152 2.0% +/-1.6 

Widowed 353 +/-175 3.8% +/-1.9 

Divorced 957 +/-272 10.4% +/-2.9 

  

Females 15 years and over 9,970 +/-233 100% (X) 

Never married 1,403 +/-314 14.1% +/-3.0 

Now married, except separated 5,753 +/-592 57.7% +/-5.8 

Separated 189 +/-135 1.9% +/-1.3 

Widowed 1,426 +/-358 14.3% +/-3.6 

Divorced 1,199 +/-349 12.0% +/-3.5 

  

FERTILITY  

Number of women 15 to 50 years old who had a birth in 

the past 12 months 
N N N (X) 

Unmarried women (widowed, divorced, and never married) N N N N 

Per 1,000 unmarried women N N N (X) 

Per 1,000 women 15 to 50 years old N N N (X) 

Per 1,000 women 15 to 19 years old N N N (X) 

Per 1,000 women 20 to 34 years old N N N (X) 

Per 1,000 women 35 to 50 years old N N N (X) 

  

GRANDPARENTS 

Number of grandparents living with own grandchildren 

under 18 years 
N N N (X) 

Responsible for grandchildren N N N N 

Years responsible for grandchildren 

Less than 1 year N N N N 

1 or 2 years N N N N 

3 or 4 years N N N N 

5 or more years N N N N 
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Selected Social Characteristics in the United States 

 

Estimate 

Margin of 

Error  

 

Percent 

Margin of 

Error  

Characteristics of grandparents responsible for own grandchildren under 18 years 

Who are female N N N (X) 

Who are married N N N (X) 

  

SCHOOL ENROLLMENT  

Population 3 years and over enrolled in school 3,682 +/-401 100% (X) 

Nursery school, preschool 117 +/-85 3.2% +/-2.3 

Kindergarten 230 +/-133 6.2% +/-3.7 

Elementary school (grades 1-8) 1,641 +/-247 44.6% +/-6.8 

High school (grades 9-12) 1,375 +/-340 37.3% +/-7.0 

College or graduate school 319 +/-185 8.7% +/-4.7 

  

EDUCATIONAL ATTAINMENT  

Population 25 years and over 16,935 +/-325 100% (X) 

Less than 9th grade 292 +/-143 1.7% +/-0.8 

9th to 12th grade, no diploma 1,334 +/-333 7.9% +/-2.0 

High school graduate (includes equivalency) 6,440 +/-617 38.0% +/-3.5 

Some college, no degree 4,845 +/-510 28.6% +/-3.0 

Associate's degree 1,118 +/-352 6.6% +/-2.1 

Bachelor's degree 1,698 +/-365 10.0% +/-2.2 

Graduate or professional degree 1,208 +/-285 7.1% +/-1.7 

  

Percent high school graduate or higher 90.4% +/-2.1 (X) (X) 

Percent bachelor's degree or higher 17.2% +/-2.6 (X) (X) 

  

VETERAN STATUS 

Civilian population 18 years and over 18,243 +/-86 100% (X) 

Civilian veterans 3,174 +/-419 100% (X) 

  

DISABILITY STATUS OF THE CIVILIAN NONINSTITUTIONALIZED POPULATI ON 

Population 5 years and over 21,214 +/-156 100% (X) 

With a disability 5,699 +/-720 26.9% +/-3.4 

  

Population 5 to 15 years 2,383 +/-169 100% (X) 

With a disability 158 +/-137 6.6% +/-5.7 

  

Population 16 to 64 years 12,886 +/-208 100% (X) 

With a disability 2,897 +/-572 22.5% +/-4.5 

  

Population 65 years and over 5,945 +/-151 100% (X) 

With a disability 2,644 +/-404 44.5% +/-6.9 

  

RESIDENCE 1 YEAR AGO 

Population 1 year and over 21,763 +/-91 100% (X) 

Same house 18,210 +/-899 83.7% +/-4.0 

Different house in the U.S. 3,553 +/-877 16.3% +/-4.0 

Same county 2,080 +/-696 9.6% +/-3.2 

Different county 1,473 +/-568 6.8% +/-2.6 

Same state 179 +/-132 0.8% +/-0.6 

Different state 1,294 +/-556 5.9% +/-2.6 

Abroad 0 +/-158 0.0% +/-0.3 
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Selected Social Characteristics in the United States 

 

Estimate 

Margin of 

Error  

 

Percent 

Margin of 

Error  

PLACE OF BIRTH  

Total population 21,941 *****  100% (X) 

Native 21,047 +/-315 95.9% +/-1.4 

Born in United States 20,946 +/-318 95.5% +/-1.4 

State of residence 5,867 +/-716 26.7% +/-3.3 

Different state 15,079 +/-814 68.7% +/-3.7 

Born in Puerto Rico, U.S. Island areas, or born abroad to 

American parent(s) 
101 +/-96 0.5% +/-0.4 

Foreign born 894 +/-315 4.1% +/-1.4 

  

U.S. CITIZENSHIP STATUS 

Foreign-born population 894 +/-315 100% (X) 

Naturalized U.S. citizen 531 +/-278 59.4% +/-17.2 

Not a U.S. citizen 363 +/-160 40.6% +/-17.2 

  

YEAR OF ENTRY  

Population born outside the United States 995 +/-318 100% (X) 

  

Native N N N (X) 

Entered 2000 or later N N N N 

Entered before 2000 N N N N 

  

Foreign born N N N (X) 

Entered 2000 or later N N N N 

Entered before 2000 N N N N 

  

WORLD REGION OF BIRTH OF FOREIGN BORN  

Foreign-born population, excluding population born at 

sea 
N N N (X) 

Europe N N N N 

Asia N N N N 

Africa N N N N 

Oceania N N N N 

Latin America N N N N 

Northern America N N N N 

  

LANGUAGE SPOKEN AT HOME  

Population 5 years and over N N N (X) 

English only N N N N 

Language other than English N N N N 

Speak English less than "very well" N N N N 

Spanish N N N N 

Speak English less than "very well" N N N N 

Other Indo-European languages N N N N 

Speak English less than "very well" N N N N 

Asian and Pacific Islander languages N N N N 

Speak English less than "very well" N N N N 

Other languages N N N N 

Speak English less than "very well" N N N N 

  

ANCESTRY 

Total population 21,941 *****  100% (X) 
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Selected Social Characteristics in the United States 

 

Estimate 

Margin of 

Error  

 

Percent 

Margin of 

Error  

American 1,450 +/-495 6.6% +/-2.3 

Arab 0 +/-158 0.0% +/-0.3 

Czech 135 +/-87 0.6% +/-0.4 

Danish 369 +/-241 1.7% +/-1.1 

Dutch 577 +/-239 2.6% +/-1.1 

English 3,170 +/-541 14.4% +/-2.5 

French (except Basque) 1,339 +/-446 6.1% +/-2.0 

French Canadian 184 +/-173 0.8% +/-0.8 

German 5,984 +/-825 27.3% +/-3.8 

Greek 37 +/-45 0.2% +/-0.2 

Hungarian 228 +/-199 1.0% +/-0.9 

Irish 3,998 +/-728 18.2% +/-3.3 

Italian 1,194 +/-476 5.4% +/-2.2 

Lithuanian 4 +/-8 0.0% +/-0.1 

Norwegian 695 +/-232 3.2% +/-1.1 

Polish 340 +/-154 1.5% +/-0.7 

Portuguese 182 +/-89 0.8% +/-0.4 

Russian 220 +/-180 1.0% +/-0.8 

Scotch-Irish 409 +/-174 1.9% +/-0.8 

Scottish 1,030 +/-353 4.7% +/-1.6 

Slovak 0 +/-158 0.0% +/-0.3 

Subsaharan African 8 +/-13 0.0% +/-0.1 

Swedish 775 +/-263 3.5% +/-1.2 

Swiss 268 +/-206 1.2% +/-0.9 

Ukrainian 0 +/-158 0.0% +/-0.3 

Welsh 515 +/-349 2.3% +/-1.6 

West Indian (excluding Hispanic origin groups) 0 +/-158 0.0% +/-0.3 

Figure 48 -- Selected Social CharacteristicsSource: U.S. Census Bureau, 2005-2007 American Community Survey 

 

Data are based on a sample and are subject to sampling variability. The degree of uncertainty for an estimate arising 

from sampling variability is represented through the use of a margin of error. The value shown here is the 90 percent 

margin of error. The margin of error can be interpreted roughly as providing a 90 percent probability that the 

interval defined by the estimate minus the margin of error and the estimate plus the margin of error (the lower and 

upper confidence bounds) contains the true value. In addition to sampling variability, the ACS estimates are subject 

to nonsampling error (for a discussion of nonsampling variability, see Accuracy of the Data). The effect of 

nonsampling error is not represented in these tables. 

 

Notes: 

·Ancestry listed in this table refers to the total number of people who responded with a particular ancestry; for 

example, the estimate given for Russian represents the number of people who listed Russian as either their first or 

second ancestry. This table lists only the largest ancestry groups; see the Detailed Tables for more categories. Race 

and Hispanic origin groups are not included in this table because official data for those groups come from the Race 

and Hispanic origin questions rather than the ancestry question (see Demographic Table). 

·The Census Bureau introduced a new skip pattern for the disability questions in the 2003 ACS questionnaire. This 

change mainly affected two individual items -- go-outside-home disability and employment disability -- and the 

recode for disability status, which includes the two items. Accordingly, comparisons of data from 2003 or later with 

data from prior years are not recommended for the relevant questions. For more information, see the ACS Subject 

Definitions for Disability. 

·Data for year of entry of the native population reflect the year of entry into the U.S. by people who were born in 

Puerto Rico, U.S. Island Areas or born outside the U.S. to a U.S. citizen parent and who subsequently moved to the 

U.S. 

·While the 2007 American Community Survey (ACS) data generally reflect the December 2006 Office of 

Management and Budget (OMB) definitions of metropolitan and micropolitan statistical areas; in certain instances 

the names, codes, and boundaries of the principal cities shown in ACS tables may differ from the OMB definitions 

due to differences in the effective dates of the geographic entities. The 2007 Puerto Rico Community Survey 

http://www.census.gov/acs/www/UseData/Def.htm
http://www.census.gov/acs/www/UseData/Def.htm
http://www.census.gov/acs/www/UseData/Def.htm
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(PRCS) data generally reflect the December 2005 Office of Management and Budget (OMB) definitions of 

metropolitan and micropolitan statistical areas; in certain instances the names, codes, and boundaries of the principal 

cities shown in PRCS tables may differ from the OMB definitions due to differences in the effective dates of the 

geographic entities. 

·Estimates of urban and rural population, housing units, and characteristics reflect boundaries of urban areas defined 

based on Census 2000 data. Boundaries for urban areas have not been updated since Census 2000. As a result, data 

for urban and rural areas from the ACS do not necessarily reflect the results of ongoing urbanization. 

 

Explanation of Symbols: 

1. An '**' entry in the margin of error column indicates that either no sample observations or too few sample 

observations were available to compute a standard error and thus the margin of error. A statistical test is not 

appropriate. 

2. An '-' entry in the estimate column indicates that either no sample observations or too few sample observations 

were available to compute an estimate, or a ratio of medians cannot be calculated because one or both of the median 

estimates falls in the lowest interval or upper interval of an open-ended distribution. 

3. An '-' following a median estimate means the median falls in the lowest interval of an open-ended distribution. 

4. An '+' following a median estimate means the median falls in the upper interval of an open-ended distribution. 

5. An '***' entry in the margin of error column indicates that the median falls in the lowest interval or upper interval 

of an open-ended distribution. A statistical test is not appropriate. 

6. An '*****' entry in the margin of error column indicates that the estimate is controlled. A statistical test for 

sampling variability is not appropriate. 

7. An 'N' entry in the estimate and margin of error columns indicates that data for this geographic area cannot be 

displayed because the number of sample cases is too small. 

8. An '(X)' means that the estimate is not applicable or not available. 

 

Selected Economic Characteristics: 2005-2007
36

 

Selected Economic Characteristics 

 

Estimate 

Margin of 

Error  

 

Percent 

Margin of 

Error  

EMPLOYMENT STATUS  

Population 16 years and over 18,873 +/-137 100% (X) 

In labor force 9,413 +/-605 49.9% +/-3.1 

Civilian labor force 9,371 +/-603 49.7% +/-3.1 

Employed 8,671 +/-615 45.9% +/-3.2 

Unemployed 700 +/-247 3.7% +/-1.3 

Armed Forces 42 +/-85 0.2% +/-0.4 

Not in labor force 9,460 +/-587 50.1% +/-3.1 

  

Civilian labor fo rce 9,371 +/-603 100% (X) 

Unemployed 7.5% +/-2.6 (X) (X) 

  

Females 16 years and over 9,785 +/-232 100% (X) 

In labor force 4,648 +/-460 47.5% +/-4.3 

Civilian labor force 4,648 +/-460 47.5% +/-4.3 

Employed 4,273 +/-437 43.7% +/-4.1 

  

Own children under 6 years 700 +/-253 100% (X) 

All parents in family in labor force 355 +/-233 50.7% +/-24.1 

  

Own children 6 to 17 years 2,590 +/-209 100% (X) 

All parents in family in labor force 1,971 +/-279 76.1% +/-8.7 

  

                                                 
36

 Selected Economic Characteristics in the United States, 2005-2007 American Community Survey 3-Year 

Estimates, American Community Survey, http://factfinder.census.gov/servlet/ADPTable?_bm=y&-

geo_id=05000US41015&-qr_name=ACS_2007_3YR_G00_DP3YR3&-ds_name=ACS_2007_3YR_G00_&-

_lang=en&-redoLog=false&-_sse=on, March 24, 2009 

http://factfinder.census.gov/servlet/ADPTable?_bm=y&-geo_id=05000US41015&-qr_name=ACS_2007_3YR_G00_DP3YR3&-ds_name=ACS_2007_3YR_G00_&-_lang=en&-redoLog=false&-_sse=on
http://factfinder.census.gov/servlet/ADPTable?_bm=y&-geo_id=05000US41015&-qr_name=ACS_2007_3YR_G00_DP3YR3&-ds_name=ACS_2007_3YR_G00_&-_lang=en&-redoLog=false&-_sse=on
http://factfinder.census.gov/servlet/ADPTable?_bm=y&-geo_id=05000US41015&-qr_name=ACS_2007_3YR_G00_DP3YR3&-ds_name=ACS_2007_3YR_G00_&-_lang=en&-redoLog=false&-_sse=on
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Selected Economic Characteristics 

 

Estimate 

Margin of 

Error  

 

Percent 

Margin of 

Error  

COMMUTING TO WORK  

Workers 16 years and over 8,467 +/-648 100% (X) 

Car, truck, or van -- drove alone 6,166 +/-692 72.8% +/-6.0 

Car, truck, or van -- carpooled 997 +/-403 11.8% +/-4.7 

Public transportation (excluding taxicab) 3 +/-6 0.0% +/-0.1 

Walked 352 +/-236 4.2% +/-2.7 

Other means 11 +/-18 0.1% +/-0.2 

Worked at home 938 +/-280 11.1% +/-3.2 

  

Mean travel time to work (minutes) 13.4 +/-1.5 (X) (X) 

  

OCCUPATION  

Civilian employed population 16 years and over N N N (X) 

Management, professional, and related occupations N N N N 

Service occupations N N N N 

Sales and office occupations N N N N 

Farming, fishing, and forestry occupations N N N N 

Construction, extraction, maintenance and repair occupations N N N N 

Production, transportation, and material moving occupations N N N N 

  

INDUSTRY 

Civilian employed population 16 years and over N N N (X) 

Agriculture, forestry, fishing and hunting, and mining 766 +/-351 8.8% +/-3.9 

Construction 1,096 +/-367 12.6% +/-4.2 

Manufacturing 694 +/-265 8.0% +/-3.1 

Wholesale trade 66 +/-76 0.8% +/-0.9 

Retail trade 961 +/-334 11.1% +/-3.7 

Transportation and warehousing, and utilities 252 +/-150 2.9% +/-1.7 

Information 111 +/-76 1.3% +/-0.9 

Finance and insurance, and real estate and rental and leasing 341 +/-136 3.9% +/-1.5 

Professional, scientific, and management, and administrative 

and waste management services 
598 +/-214 6.9% +/-2.4 

Educational services, and health care and social assistance 1,505 +/-366 17.4% +/-4.1 

Arts, entertainment, and recreation, and accommodation, and 

food services 
1,262 +/-351 14.6% +/-3.7 

Other services, except public administration 488 +/-190 5.6% +/-2.2 

Public administration 531 +/-224 6.1% +/-2.5 

  

CLASS OF WORKER 

Civilian employed population 16 years and over N N N (X) 

Private wage and salary workers 5,465 +/-643 63.0% +/-5.1 

Government workers 1,779 +/-394 20.5% +/-4.3 

Self-employed workers in own not incorporated business 1,412 +/-338 16.3% +/-4.0 

Unpaid family workers 15 +/-25 0.2% +/-0.3 

  

INCOME AND BENEFITS (IN 2007 INFLATION -ADJUSTED DOLLARS)  

Total households 10,364 +/-430 100% (X) 

Less than $10,000 1,002 +/-321 9.7% +/-3.0 

$10,000 to $14,999 1,056 +/-362 10.2% +/-3.3 

$15,000 to $24,999 1,616 +/-343 15.6% +/-3.4 

$25,000 to $34,999 1,418 +/-372 13.7% +/-3.6 

$35,000 to $49,999 1,645 +/-405 15.9% +/-3.9 



Revised: May 14, 2009  CURRY COUNTY M ARKETING STRATEGIC PLAN    Page 77 

Selected Economic Characteristics 

 

Estimate 

Margin of 

Error  

 

Percent 

Margin of 

Error  

$50,000 to $74,999 1,661 +/-422 16.0% +/-4.0 

$75,000 to $99,999 1,059 +/-327 10.2% +/-3.1 

$100,000 to $149,999 707 +/-284 6.8% +/-2.7 

$150,000 to $199,999 141 +/-87 1.4% +/-0.8 

$200,000 or more 59 +/-54 0.6% +/-0.5 

Median household income (dollars) 36,316 +/-5,280 (X) (X) 

Mean household income (dollars) 47,206 +/-3,961 (X) (X) 

  

With earnings 6,575 +/-494 63.4% +/-3.8 

Mean earnings (dollars) 45,602 +/-4,518 (X) (X) 

With Social Security 4,750 +/-348 45.8% +/-3.3 

Mean Social Security income (dollars) 15,411 +/-1,427 (X) (X) 

With retirement income 2,724 +/-383 26.3% +/-3.7 

Mean retirement income (dollars) 20,712 +/-3,383 (X) (X) 

  

With Supplemental Security Income 408 +/-258 3.9% +/-2.5 

Mean Supplemental Security Income (dollars) 7,044 +/-1,484 (X) (X) 

With cash public assistance income 252 +/-174 2.4% +/-1.6 

Mean cash public assistance income (dollars) 1,633 +/-969 (X) (X) 

With Food Stamp benefits in the past 12 months 1,167 +/-365 11.3% +/-3.4 

  

Families 6,856 +/-499 100% (X) 

Less than $10,000 197 +/-118 2.9% +/-1.7 

$10,000 to $14,999 349 +/-171 5.1% +/-2.4 

$15,000 to $24,999 943 +/-270 13.8% +/-3.8 

$25,000 to $34,999 996 +/-315 14.5% +/-4.5 

$35,000 to $49,999 1,310 +/-358 19.1% +/-5.3 

$50,000 to $74,999 1,299 +/-366 18.9% +/-5.1 

$75,000 to $99,999 969 +/-310 14.1% +/-4.4 

$100,000 to $149,999 621 +/-273 9.1% +/-3.9 

$150,000 to $199,999 141 +/-87 2.1% +/-1.3 

$200,000 or more 31 +/-37 0.5% +/-0.5 

Median family income (dollars) 45,500 +/-6,462 (X) (X) 

Mean family income (dollars) 56,390 +/-4,868 (X) (X) 

  

Per capita income (dollars) 22,475 +/-1,599 (X) (X) 

  

Nonfamily households 3,508 +/-505 100% (X) 

Median nonfamily income (dollars) 17,438 +/-5,190 (X) (X) 

Mean nonfamily income (dollars) 28,332 +/-5,346 (X) (X) 

  

Median earnings for workers (dollars) 21,666 +/-1,707 (X) (X) 

Median earnings for male full-time, year-round workers 

(dollars) 
43,473 +/-6,242 (X) (X) 

Median earnings for female full-time, year-round workers 

(dollars) 
27,462 +/-1,491 (X) (X) 

  

PERCENTAGE OF FAMILIES AND PEOPLE WHOSE INCOME IN THE PAST 12 MONTHS IS BELOW 

THE POVERTY LEVEL  

All families 8.7% +/-3.1 (X) (X) 

With related children under 18 years 15.8% +/-7.5 (X) (X) 

With related children under 5 years only 24.4% +/-24.3 (X) (X) 
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Selected Economic Characteristics 

 

Estimate 

Margin of 

Error  

 

Percent 

Margin of 

Error  

Married couple families 4.9% +/-2.0 (X) (X) 

With related children under 18 years 6.2% +/-5.5 (X) (X) 

With related children under 5 years only 0.0% +/-16.8 (X) (X) 

Families with female householder, no husband present 36.0% +/-15.5 (X) (X) 

With related children under 18 years 43.0% +/-19.3 (X) (X) 

With related children under 5 years only 100.0% +/-36.1 (X) (X) 

  

All people 12.1% +/-2.8 (X) (X) 

Under 18 years 14.2% +/-6.2 (X) (X) 

Related children under 18 years 13.6% +/-6.2 (X) (X) 

Related children under 5 years 20.2% +/-14.2 (X) (X) 

Related children 5 to 17 years 12.1% +/-6.7 (X) (X) 

18 years and over 11.8% +/-2.8 (X) (X) 

18 to 64 years 13.3% +/-3.3 (X) (X) 

65 years and over 8.5% +/-3.8 (X) (X) 

People in families 8.4% +/-2.7 (X) (X) 

Unrelated individuals 15 years and over 26.8% +/-7.1 (X) (X) 

Figure 49 -- Selected Economic Characteristics: 2005-2007Source: U.S. Census Bureau, 2005-2007 American 

Community Survey 

 

Data are based on a sample and are subject to sampling variability. The degree of uncertainty for an estimate arising 

from sampling variability is represented through the use of a margin of error. The value shown here is the 90 percent 

margin of error. The margin of error can be interpreted roughly as providing a 90 percent probability that the 

interval defined by the estimate minus the margin of error and the estimate plus the margin of error (the lower and 

upper confidence bounds) contains the true value. In addition to sampling variability, the ACS estimates are subject 

to nonsampling error (for a discussion of nonsampling variability, see Accuracy of the Data). The effect of 

nonsampling error is not represented in these tables. 

 

Notes: 

·Employment and unemployment estimates may vary from the official labor force data released by the Bureau of 

Labor Statistics because of differences in survey design and data collection. For guidance on differences in 

employment and unemployment estimates from different sources go to Labor Force Guidance. 

·Workers include members of the Armed Forces and civilians who were at work last week. 

·Occupation codes are 4-digit codes and are based on Standard Occupational Classification 2000. 

·Industry codes are 4-digit codes and are based on the North American Industry Classification System 2002. 

However, the Industry categories adhere to the guidelines issued in Clarification Memorandum No. 2, "NAICS 

Alternate Aggregation Structure for Use By U.S. Statistical Agencies," issued by the Office of Management and 

Budget. 

·While the 2007 American Community Survey (ACS) data generally reflect the December 2006 Office of 

Management and Budget (OMB) definitions of metropolitan and micropolitan statistical areas; in certain instances 

the names, codes, and boundaries of the principal cities shown in ACS tables may differ from the OMB definitions 

due to differences in the effective dates of the geographic entities. The 2007 Puerto Rico Community Survey 

(PRCS) data generally reflect the December 2005 Office of Management and Budget (OMB) definitions of 

metropolitan and micropolitan statistical areas; in certain instances the names, codes, and boundaries of the principal 

cities shown in PRCS tables may differ from the OMB definitions due to differences in the effective dates of the 

geographic entities. 

·Estimates of urban and rural population, housing units, and characteristics reflect boundaries of urban areas defined 

based on Census 2000 data. Boundaries for urban areas have not been updated since Census 2000. As a result, data 

for urban and rural areas from the ACS do not necessarily reflect the results of ongoing urbanization. 

 

Explanation of Symbols: 

1. An '**' entry in the margin of error column indicates that either no sample observations or too few sample 

observations were available to compute a standard error and thus the margin of error. A statistical test is not 

appropriate. 

2. An '-' entry in the estimate column indicates that either no sample observations or too few sample observations 

were available to compute an estimate, or a ratio of medians cannot be calculated because one or both of the median 

estimates falls in the lowest interval or upper interval of an open-ended distribution. 
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3. An '-' following a median estimate means the median falls in the lowest interval of an open-ended distribution. 

4. An '+' following a median estimate means the median falls in the upper interval of an open-ended distribution. 

5. An '***' entry in the margin of error column indicates that the median falls in the lowest interval or upper interval 

of an open-ended distribution. A statistical test is not appropriate. 

6. An '*****' entry in the margin of error column indicates that the estimate is controlled. A statistical test for 

sampling variability is not appropriate. 

7. An 'N' entry in the estimate and margin of error columns indicates that data for this geographic area cannot be 

displayed because the number of sample cases is too small. 

8. An '(X)' means that the estimate is not applicable or not available. 

 

Selected Housing Characteristics: 2005-2007
37

 

Selected Housing Characteristics 

 

Estimate Margin of Error  

 

Percent Margin of Error  

HOUSING OCCUPANCY 

Total housing units 12,127 +/-37 100% (X) 

Occupied housing units 10,364 +/-430 85.5% +/-3.6 

Vacant housing units 1,763 +/-434 14.5% +/-3.6 

  

Homeowner vacancy rate 2.7 +/-2.2 (X) (X) 

Rental vacancy rate 4.8 +/-3.6 (X) (X) 

  

UNITS IN STRUCTURE 

Total housing units 12,127 +/-37 100% (X) 

1-unit, detached 6,797 +/-571 56.0% +/-4.7 

1-unit, attached 494 +/-264 4.1% +/-2.2 

2 units 606 +/-253 5.0% +/-2.1 

3 or 4 units 316 +/-152 2.6% +/-1.3 

5 to 9 units 241 +/-178 2.0% +/-1.5 

10 to 19 units 69 +/-72 0.6% +/-0.6 

20 or more units 230 +/-167 1.9% +/-1.4 

Mobile home 3,053 +/-490 25.2% +/-4.0 

Boat, RV, van, etc. 321 +/-157 2.6% +/-1.3 

  

YEAR STRUCTURE BUILT  

Total housing units 12,127 +/-37 100% (X) 

Built 2005 or later 66 +/-76 0.5% +/-0.6 

Built 2000 to 2004 1,351 +/-379 11.1% +/-3.1 

Built 1990 to 1999 2,242 +/-509 18.5% +/-4.2 

Built 1980 to 1989 1,980 +/-402 16.3% +/-3.3 

Built 1970 to 1979 2,471 +/-369 20.4% +/-3.0 

Built 1960 to 1969 1,505 +/-330 12.4% +/-2.7 

Built 1950 to 1959 1,467 +/-308 12.1% +/-2.5 

Built 1940 to 1949 603 +/-265 5.0% +/-2.2 

Built 1939 or earlier 442 +/-218 3.6% +/-1.8 

  

ROOMS 

Total housing units 12,127 +/-37 100% (X) 

1 room 163 +/-166 1.3% +/-1.4 

2 rooms 593 +/-236 4.9% +/-1.9 

3 rooms 1,537 +/-404 12.7% +/-3.3 
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Selected Housing Characteristics 

 

Estimate Margin of Error  

 

Percent Margin of Error  

4 rooms 2,778 +/-512 22.9% +/-4.2 

5 rooms 2,994 +/-421 24.7% +/-3.5 

6 rooms 1,845 +/-390 15.2% +/-3.2 

7 rooms 1,404 +/-303 11.6% +/-2.5 

8 rooms 386 +/-182 3.2% +/-1.5 

9 rooms or more 427 +/-149 3.5% +/-1.2 

Median (rooms) 4.8 +/-0.2 (X) (X) 

  

BEDROOMS 

Total housing units 12,127 +/-37 100% (X) 

No bedroom 163 +/-166 1.3% +/-1.4 

1 bedroom 1,609 +/-347 13.3% +/-2.9 

2 bedrooms 4,764 +/-528 39.3% +/-4.3 

3 bedrooms 4,438 +/-439 36.6% +/-3.6 

4 bedrooms 1,089 +/-344 9.0% +/-2.8 

5 or more bedrooms 64 +/-54 0.5% +/-0.4 

  

HOUSING TENURE 

Occupied housing units 10,364 +/-430 100% (X) 

Owner-occupied 7,013 +/-484 67.7% +/-5.0 

Renter-occupied 3,351 +/-590 32.3% +/-5.0 

  

Average household size of owner-occupied unit 2.16 +/-0.11 (X) (X) 

Average household size of renter-occupied unit 2.02 +/-0.17 (X) (X) 

  

YEAR HOUSEHOLDER MOVED INTO UNIT  

Occupied housing units 10,364 +/-430 100% (X) 

Moved in 2005 or later 2,192 +/-521 21.2% +/-4.7 

Moved in 2000 to 2004 3,335 +/-532 32.2% +/-5.0 

Moved in 1990 to 1999 2,640 +/-416 25.5% +/-4.2 

Moved in 1980 to 1989 1,243 +/-278 12.0% +/-2.7 

Moved in 1970 to 1979 547 +/-163 5.3% +/-1.6 

Moved in 1969 or earlier 407 +/-172 3.9% +/-1.7 

  

VEHICLE S AVAILABLE  

Occupied housing units 10,364 +/-430 100% (X) 

No vehicles available 602 +/-327 5.8% +/-3.1 

1 vehicle available 3,405 +/-505 32.9% +/-4.9 

2 vehicles available 3,978 +/-590 38.4% +/-5.4 

3 or more vehicles available 2,379 +/-370 23.0% +/-3.6 

  

HOUSE HEATING FUEL  

Occupied housing units 10,364 +/-430 100% (X) 

Utility gas 51 +/-52 0.5% +/-0.5 

Bottled, tank, or LP gas 286 +/-151 2.8% +/-1.4 

Electricity 8,144 +/-563 78.6% +/-3.7 

Fuel oil, kerosene, etc. 160 +/-98 1.5% +/-1.0 

Coal or coke 0 +/-158 0.0% +/-0.6 

Wood 1,364 +/-331 13.2% +/-3.3 

Solar energy 20 +/-33 0.2% +/-0.3 

Other fuel 339 +/-212 3.3% +/-2.0 

No fuel used 0 +/-158 0.0% +/-0.6 
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Selected Housing Characteristics 

 

Estimate Margin of Error  

 

Percent Margin of Error  

  

SELECTED CHARACTERISTICS  

Occupied housing units 10,364 +/-430 100% (X) 

Lacking complete plumbing facilities 37 +/-40 0.4% +/-0.4 

Lacking complete kitchen facilities 121 +/-156 1.2% +/-1.5 

No telephone service available 520 +/-248 5.0% +/-2.4 

  

OCCUPANTS PER ROOM 

Occupied housing units 10,364 +/-430 100% (X) 

1.00 or less 10,165 +/-456 98.1% +/-1.3 

1.01 to 1.50 145 +/-131 1.4% +/-1.3 

1.51 or more 54 +/-77 0.5% +/-0.7 

  

VALUE  

Owner-occupied units 7,013 +/-484 100% (X) 

Less than $50,000 662 +/-234 9.4% +/-3.3 

$50,000 to $99,999 384 +/-184 5.5% +/-2.6 

$100,000 to $149,999 603 +/-194 8.6% +/-2.7 

$150,000 to $199,999 787 +/-267 11.2% +/-3.5 

$200,000 to $299,999 1,314 +/-249 18.7% +/-3.6 

$300,000 to $499,999 2,450 +/-425 34.9% +/-5.1 

$500,000 to $999,999 721 +/-226 10.3% +/-3.2 

$1,000,000 or more 92 +/-83 1.3% +/-1.2 

Median (dollars) 281,200 +/-29,498 (X) (X) 

  

MORTGAGE STATUS AND SELECTED MONTHLY OWNER COSTS  

Owner-occupied units 7,013 +/-484 100% (X) 

Housing units with a mortgage 3,147 +/-487 100% (X) 

Less than $300 31 +/-34 0.4% +/-0.5 

$300 to $499 188 +/-169 2.7% +/-2.4 

$500 to $699 352 +/-154 5.0% +/-2.2 

$700 to $999 574 +/-239 8.2% +/-3.3 

$1,000 to $1,499 1,041 +/-270 14.8% +/-3.7 

$1,500 to $1,999 577 +/-212 8.2% +/-2.9 

$2,000 or more 384 +/-189 5.5% +/-2.6 

Median (dollars) 1,258 +/-129 (X) (X) 

Housing units without a mortgage 3,866 +/-377 100% (X) 

Less than $100 290 +/-142 4.1% +/-2.0 

$100 to $199 482 +/-178 6.9% +/-2.6 

$200 to $299 871 +/-246 12.4% +/-3.5 

$300 to $399 1,281 +/-249 18.3% +/-3.5 

$400 or more 942 +/-266 13.4% +/-3.8 

Median (dollars) 322 +/-18 (X) (X) 

  

SELECTED MONTHLY OWNER COSTS AS A PERCENTAGE OF HOUSEHOLD INCOME  

Owner-occupied units 7,013 +/-484 100% (X) 

Housing unit with a mortgage 3,147 +/-487 100% (X) 

Less than 20.0 percent 911 +/-274 13.0% +/-3.7 

20.0 to 24.9 percent 581 +/-253 8.3% +/-3.5 

25.0 to 29.9 percent 449 +/-201 6.4% +/-2.8 

30.0 to 34.9 percent 245 +/-126 3.5% +/-1.8 

35.0 percent or more 961 +/-291 13.7% +/-3.8 
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Selected Housing Characteristics 

 

Estimate Margin of Error  

 

Percent Margin of Error  

Not computed 0 +/-158 100% (X) 

Housing unit without a mortgage 3,866 +/-377 100% (X) 

Less than 10.0 percent 1,708 +/-335 24.4% +/-4.8 

10.0 to 14.9 percent 510 +/-163 7.3% +/-2.3 

15.0 to 19.9 percent 524 +/-177 7.5% +/-2.6 

20.0 to 24.9 percent 154 +/-118 2.2% +/-1.7 

25.0 to 29.9 percent 198 +/-143 2.8% +/-2.0 

30.0 to 34.9 percent 209 +/-124 3.0% +/-1.8 

35.0 percent or more 443 +/-182 6.3% +/-2.6 

Not computed 120 +/-112 100% (X) 

  

GROSS RENT 

Renter-occupied units N N N (X) 

Less than $200 N N N N 

$200 to $299 N N N N 

$300 to $499 N N N N 

$500 to $749 N N N N 

$750 to $999 N N N N 

$1,000 to $1,499 N N N N 

$1,500 or more N N N N 

No cash rent N N N (X) 

Median (dollars) 726 +/-86 (X) (X) 

  

GROSS RENT AS A PERCENTAGE OF HOUSEHOLD INCOME 

Renter-occupied units N N N (X) 

Less than 15.0 percent 330 +/-221 9.8% +/-6.3 

15.0 to 19.9 percent 212 +/-158 6.3% +/-4.7 

20.0 to 24.9 percent 459 +/-217 13.7% +/-6.0 

25.0 to 29.9 percent 524 +/-275 15.6% +/-8.1 

30.0 to 34.9 percent 213 +/-150 6.4% +/-4.4 

35.0 percent or more 1,214 +/-329 36.2% +/-8.7 

Not computed 399 +/-248 100% (X) 

Figure 50 -- Selected Housing Characteristics: 2005-2007Source: U.S. Census Bureau, 2005-2007 American 

Community Survey 

 

Data are based on a sample and are subject to sampling variability. The degree of uncertainty for an estimate arising 

from sampling variability is represented through the use of a margin of error. The value shown here is the 90 percent 

margin of error. The margin of error can be interpreted roughly as providing a 90 percent probability that the 

interval defined by the estimate minus the margin of error and the estimate plus the margin of error (the lower and 

upper confidence bounds) contains the true value. In addition to sampling variability, the ACS estimates are subject 

to nonsampling error (for a discussion of nonsampling variability, see Accuracy of the Data). The effect of 

nonsampling error is not represented in these tables. 

 

Notes: 

·The median gross rent excludes no cash renters. 

·The estimate for median value, mortgage status and selected monthly owner costs, median mortgage status and 

selected monthly owner costs, gross rent, and median gross rent for previous years is adjusted for inflation to the 

current year. 

·While the 2007 American Community Survey (ACS) data generally reflect the December 2006 Office of 

Management and Budget (OMB) definitions of metropolitan and micropolitan statistical areas; in certain instances 

the names, codes, and boundaries of the principal cities shown in ACS tables may differ from the OMB definitions 

due to differences in the effective dates of the geographic entities. The 2007 Puerto Rico Community Survey 

(PRCS) data generally reflect the December 2005 Office of Management and Budget (OMB) definitions of 

metropolitan and micropolitan statistical areas; in certain instances the names, codes, and boundaries of the principal 

cities shown in PRCS tables may differ from the OMB definitions due to differences in the effective dates of the 
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geographic entities. 

·Estimates of urban and rural population, housing units, and characteristics reflect boundaries of urban areas defined 

based on Census 2000 data. Boundaries for urban areas have not been updated since Census 2000. As a result, data 

for urban and rural areas from the ACS do not necessarily reflect the results of ongoing urbanization. 

 

Explanation of Symbols: 

1. An '**' entry in the margin of error column indicates that either no sample observations or too few sample 

observations were available to compute a standard error and thus the margin of error. A statistical test is not 

appropriate. 

2. An '-' entry in the estimate column indicates that either no sample observations or too few sample observations 

were available to compute an estimate, or a ratio of medians cannot be calculated because one or both of the median 

estimates falls in the lowest interval or upper interval of an open-ended distribution. 

3. An '-' following a median estimate means the median falls in the lowest interval of an open-ended distribution. 

4. An '+' following a median estimate means the median falls in the upper interval of an open-ended distribution. 

5. An '***' entry in the margin of error column indicates that the median falls in the lowest interval or upper interval 

of an open-ended distribution. A statistical test is not appropriate. 

6. An '*****' entry in the margin of error column indicates that the estimate is controlled. A statistical test for 

sampling variability is not appropriate. 

7. An 'N' entry in the estimate and margin of error columns indicates that data for this geographic area cannot be 

displayed because the number of sample cases is too small. 

8. An '(X)' means that the estimate is not applicable or not available. 

 

Selected Demographic and Housing Estimates: 2005-2007
38

 

Demographic and Housing Estimates 

 

Estimate 

Margin of 

Error  

 

Percent 

Margin of 

Error  

SEX AND AGE 

Total population 21,941 *****  100% (X) 

Male 10,519 +/-228 47.9% +/-1.0 

Female 11,422 +/-228 52.1% +/-1.0 

  

Under 5 years 685 +/-124 3.1% +/-0.6 

5 to 9 years 671 +/-188 3.1% +/-0.9 

10 to 14 years 1,417 +/-264 6.5% +/-1.2 

15 to 19 years 1,442 +/-322 6.6% +/-1.5 

20 to 24 years 791 +/-321 3.6% +/-1.5 

25 to 34 years 1,958 +/-443 8.9% +/-2.0 

35 to 44 years 2,140 +/-163 9.8% +/-0.7 

45 to 54 years 3,533 +/-226 16.1% +/-1.0 

55 to 59 years 1,322 +/-228 6.0% +/-1.0 

60 to 64 years 2,037 +/-264 9.3% +/-1.2 

65 to 74 years 2,881 +/-159 13.1% +/-0.7 

75 to 84 years 2,262 +/-191 10.3% +/-0.9 

85 years and over 802 +/-210 3.7% +/-1.0 

  

Median age (years) 50.1 +/-0.4 (X) (X) 

  

18 years and over 18,285 *****  83.3% *****  

21 years and over 17,596 +/-310 80.2% +/-1.4 

62 years and over 7,200 +/-267 32.8% +/-1.2 

65 years and over 5,945 +/-151 27.1% +/-0.7 

  

18 years and over 18,285 *****  100% (X) 

                                                 
38

 Selected Demographic and Characteristics in the United States, 2005-2007 American Community Survey 3-Year 

Estimates, American Community Survey, http://factfinder.census.gov/servlet/ADPTable?_bm=y&-

geo_id=05000US41015&-qr_name=ACS_2007_3YR_G00_DP3YR5&-ds_name=ACS_2007_3YR_G00_&-

_lang=en&-redoLog=false&-_sse=on, March 24, 2009 

http://factfinder.census.gov/servlet/ADPTable?_bm=y&-geo_id=05000US41015&-qr_name=ACS_2007_3YR_G00_DP3YR5&-ds_name=ACS_2007_3YR_G00_&-_lang=en&-redoLog=false&-_sse=on
http://factfinder.census.gov/servlet/ADPTable?_bm=y&-geo_id=05000US41015&-qr_name=ACS_2007_3YR_G00_DP3YR5&-ds_name=ACS_2007_3YR_G00_&-_lang=en&-redoLog=false&-_sse=on
http://factfinder.census.gov/servlet/ADPTable?_bm=y&-geo_id=05000US41015&-qr_name=ACS_2007_3YR_G00_DP3YR5&-ds_name=ACS_2007_3YR_G00_&-_lang=en&-redoLog=false&-_sse=on
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Demographic and Housing Estimates 

 

Estimate 

Margin of 

Error  

 

Percent 

Margin of 

Error  

Male 8,760 +/-208 39.9% +/-0.9 

Female 9,525 +/-208 43.4% +/-0.9 

  

65 years and over 5,945 +/-151 100% (X) 

Male 2,756 +/-84 12.6% +/-0.4 

Female 3,189 +/-147 14.5% +/-0.7 

  

RACE 

Total population 21,941 *****  100% (X) 

One race N N N (X) 

Two or more races N N N (X) 

  

One race N N N N 

White N N N N 

Black or African American N N N N 

American Indian and Alaska Native N N N N 

Cherokee tribal grouping N N N N 

Chippewa tribal grouping N N N N 

Navajo tribal grouping N N N N 

Sioux tribal grouping N N N N 

Asian N N N N 

Asian Indian N N N N 

Chinese N N N N 

Filipino N N N N 

Japanese N N N N 

Korean N N N N 

Vietnamese N N N N 

Other Asian N N N N 

Native Hawaiian and Other Pacific Islander N N N N 

Native Hawaiian N N N N 

Guamanian or Chamorro N N N N 

Samoan N N N N 

Other Pacific Islander N N N N 

Some other race N N N N 

Two or more races N N N N 

White and Black or African American N N N N 

White and American Indian and Alaska Native N N N N 

White and Asian N N N N 

Black or African American and American Indian and 

Alaska Native 
N N N N 

  

Race alone or in combination with one or more other races 

Total population 21,941 *****  100% (X) 

White 21,221 +/-305 96.7% +/-1.4 

Black or African American 172 +/-136 0.8% +/-0.6 

American Indian and Alaska Native 998 +/-129 4.5% +/-0.6 

Asian 115 +/-108 0.5% +/-0.5 

Native Hawaiian and Other Pacific Islander N N N N 

Some other race N N N N 

  

HISPANIC OR LATINO AND RACE  

Total population 21,941 *****  100% (X) 
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Demographic and Housing Estimates 

 

Estimate 

Margin of 

Error  

 

Percent 

Margin of 

Error  

Hispanic or Latino (of any race) N N N N 

Mexican N N N N 

Puerto Rican N N N N 

Cuban N N N N 

Other Hispanic or Latino N N N N 

Not Hispanic or Latino N N N N 

White alone N N N N 

Black or African American alone N N N N 

American Indian and Alaska Native alone N N N N 

Asian alone N N N N 

Native Hawaiian and Other Pacific Islander alone N N N N 

Some other race alone N N N N 

Two or more races N N N N 

Two races including Some other race N N N N 

Two races excluding Some other race, and Three or more 

races 
N N N N 

  

Total housing units 12,127 +/-37 100% (X) 

Figure 51 -- Selected Demographic and Housing Estimates: 2005-2007Source: U.S. Census Bureau, 2005-2007 

American Community Survey 

 

Data are based on a sample and are subject to sampling variability. The degree of uncertainty for an estimate arising 

from sampling variability is represented through the use of a margin of error. The value shown here is the 90 percent 

margin of error. The margin of error can be interpreted roughly as providing a 90 percent probability that the 

interval defined by the estimate minus the margin of error and the estimate plus the margin of error (the lower and 

upper confidence bounds) contains the true value. In addition to sampling variability, the ACS estimates are subject 

to nonsampling error (for a discussion of nonsampling variability, see Accuracy of the Data). The effect of 

nonsampling error is not represented in these tables. 

 

Notes: 

·For more information on understanding race and Hispanic origin data, please see the Census 2000 Brief entitled, 

Overview of Race and Hispanic Origin, issued March 2001. (pdf format) 

·While the 2007 American Community Survey (ACS) data generally reflect the December 2006 Office of 

Management and Budget (OMB) definitions of metropolitan and micropolitan statistical areas; in certain instances 

the names, codes, and boundaries of the principal cities shown in ACS tables may differ from the OMB definitions 

due to differences in the effective dates of the geographic entities. The 2007 Puerto Rico Community Survey 

(PRCS) data generally reflect the December 2005 Office of Management and Budget (OMB) definitions of 

metropolitan and micropolitan statistical areas; in certain instances the names, codes, and boundaries of the principal 

cities shown in PRCS tables may differ from the OMB definitions due to differences in the effective dates of the 

geographic entities. 

·Estimates of urban and rural population, housing units, and characteristics reflect boundaries of urban areas defined 

based on Census 2000 data. Boundaries for urban areas have not been updated since Census 2000. As a result, data 

for urban and rural areas from the ACS do not necessarily reflect the results of ongoing urbanization. 

 

Explanation of Symbols: 

1. An '**' entry in the margin of error column indicates that either no sample observations or too few sample 

observations were available to compute a standard error and thus the margin of error. A statistical test is not 

appropriate. 

2. An '-' entry in the estimate column indicates that either no sample observations or too few sample observations 

were available to compute an estimate, or a ratio of medians cannot be calculated because one or both of the median 

estimates falls in the lowest interval or upper interval of an open-ended distribution. 

3. An '-' following a median estimate means the median falls in the lowest interval of an open-ended distribution. 

4. An '+' following a median estimate means the median falls in the upper interval of an open-ended distribution. 

5. An '***' entry in the margin of error column indicates that the median falls in the lowest interval or upper interval 

of an open-ended distribution. A statistical test is not appropriate. 

6. An '*****' entry in the margin of error column indicates that the estimate is controlled. A statistical test for 

sampling variability is not appropriate. 

http://www.census.gov/acs/www/Downloads/ACS/accuracy2005-2007.pdf
http://www.census.gov/prod/2001pubs/c2kbr01-1.pdf
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7. An 'N' entry in the estimate and margin of error columns indicates that data for this geographic area cannot be 

displayed because the number of sample cases is too small. 

8. An '(X)' means that the estimate is not applicable or not available. 
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County In and Out Flow of Population 

 

Total Population In Flow 5,774 

From County State Count 

COOS  Oregon 300 

JACKSON  Oregon 247 

DEL NORTE  California 197 

LOS ANGELES  California 171 

DESCHUTES  Oregon 171 

LANE  Oregon 146 

SISKIYOU  California 133 

JOSEPHINE  Oregon 122 

ORANGE  California 120 

BUTTE  California 118 

MULTNOMAH  Oregon 115 

CLACKAMAS  Oregon 111 

SAN JOAQUIN  California 109 

HUMBOLDT  California 103 

CONTRA COSTA  California 97 

PACIFIC  Washington 94 

RIVERSIDE  California 85 

ELK  Pennsylvania 77 

DOUGLAS  Oregon 74 

SANTA CRUZ  California 71 

SACRAMENTO  California 69 

FRESNO  California 67 

KING  Washington 66 

SNOHOMISH  Washington 66 

FLATHEAD  Montana 64 

 

Figure 52 -- In Flow of Population to CURRY  

 

Total Population Out Flow 5,019 

To County State Count 

JACKSON  Oregon 612 

COOS  Oregon 443 

LANE  Oregon 345 

DOUGLAS  Oregon 182 

DESCHUTES  Oregon 167 

MULTNOMAH  Oregon 166 

MARION  Oregon 145 

RIVERSIDE  California 119 

SAN 

BERNARDINO  
California 114 

BENTON  Oregon 112 

JOSEPHINE  Oregon 103 

DEL NORTE  California 101 

LINN  Oregon 95 

LINCOLN  Oregon 84 

POLK  Oregon 81 

CLACKAMAS  Oregon 80 

SAN DIEGO  California 71 

SACRAMENTO  California 71 

WASHINGTON  Oregon 67 

CLARK  Washington 67 

SAN MATEO  California 66 

LOS ANGELES  California 61 

KLAMATH  Oregon 61 

YAMHILL  Oregon 59 

KING  Washington 57 

Figure 53 -- Out Flow of Population from CURRY  
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Selected Statistics by Economic Sector (NAICS Detail): 2006
39

 

NAICS 

code Industry description 

Establishments 

(number)  

Paid employees for 

pay period including 

March 12 (number) 

First quarter 

payroll ($1,000) Annual payroll ($1,000) 

00 Total for all sectors 775 5,943 33,434 146,326 

11 
Forestry, fishing & hunting, & ag support 

services (113-115) 

30 121 843 4,295 

21 Mining 5 58 473 2,280 

22 Utilities 4 b D D 

23 Construction 137 603 3,457 16,540 

31-33 Manufacturing 21 643 6,545 28,232 

42 Wholesale trade 16 53 179 789 

44-45 Retail trade 101 1,194 6,192 24,774 

48-49 Transportation & warehousing 16 86 303 1,698 

51 Information 14 99 708 2,793 

52 Finance & insurance 36 243 2,314 8,497 

53 Real estate & rental & leasing 56 139 570 2,356 

54 
Professional, scientific, & technical 

services 

38 139 741 3,168 

55 Management of companies & enterprises 1 c D D 

56 
Administrative & support & waste 

management & remediation service 

26 280 1,301 6,216 

61 Educational services 3 b D D 

62 Health care & social assistance 87 779 3,964 17,641 

71 Arts, entertainment, & recreation 13 b D D 

72 Accommodation & food services 112 1,062 2,601 13,034 

81 
Other services (except public 

administration) 

48 165 662 2,757 

99 Industries not classified 11 7 14 39 

Figure 54 -- Selected Statistics by Economic Sector: 2006[NOTE. Data based on the 2006 County Business Patterns. For information on confidentiality protection, sampling 

error, nonsampling error, and definitions, see Survey Methodology. Data in this table represent those available when this report was created; data may not be available for all 

NAICS industries or geographies. Data in this table are subject to employment- and/or sample-size minimums that vary by industry. Excludes most government employees, 

railroad employees, and self-employed persons.]  

D: Withheld to avoid disclosing data for individual companies; data are included in higher level totals. 

N: Not available or not comparable. 

X: Not applicable 

                                                 
39

 Geography Quick Report, US Census bureau, http://factfinder.census.gov/servlet/GQRTable?_bm=y&-geo_id=05000US41015&-ds_name=CB0600A1&-_lang=en, March 23, 

2009 

javascript:openMetadataBrowser(%22dataItem%22,%22NAICS2002%22,%22dataset=CB0600A1&dsspName=EAS_2006%22,%22_lang=en%22)
javascript:openMetadataBrowser(%22dataItem%22,%22NAICS2002%22,%22dataset=CB0600A1&dsspName=EAS_2006%22,%22_lang=en%22)
javascript:openMetadataBrowser(%22dataItem%22,%22ESTAB_F%22,%22dataset=CB0600A1&dsspName=EAS_2006%22,%22_lang=en%22)
javascript:openMetadataBrowser(%22dataItem%22,%22ESTAB_F%22,%22dataset=CB0600A1&dsspName=EAS_2006%22,%22_lang=en%22)
javascript:openMetadataBrowser(%22dataItem%22,%22EMP_F%22,%22dataset=CB0600A1&dsspName=EAS_2006%22,%22_lang=en%22)
javascript:openMetadataBrowser(%22dataItem%22,%22EMP_F%22,%22dataset=CB0600A1&dsspName=EAS_2006%22,%22_lang=en%22)
javascript:openMetadataBrowser(%22dataItem%22,%22EMP_F%22,%22dataset=CB0600A1&dsspName=EAS_2006%22,%22_lang=en%22)
javascript:openMetadataBrowser(%22dataItem%22,%22PAYQ1T_F%22,%22dataset=CB0600A1&dsspName=EAS_2006%22,%22_lang=en%22)
javascript:openMetadataBrowser(%22dataItem%22,%22PAYQ1T_F%22,%22dataset=CB0600A1&dsspName=EAS_2006%22,%22_lang=en%22)
javascript:openMetadataBrowser(%22dataItem%22,%22PAYANT_F%22,%22dataset=CB0600A1&dsspName=EAS_2006%22,%22_lang=en%22)
http://www.census.gov/epcd/cbp/view/cbpmethodology.htm
http://factfinder.census.gov/servlet/GQRTable?_bm=y&-geo_id=05000US41015&-ds_name=CB0600A1&-_lang=en
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Oregon Progress Board Benchmarks ï Curry County
40

 

Sorted on Benchmark 

 

Benchmark 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 

3-Yr-

Avg
1
 Rank

2
 

4. Net Job Growth (Overall) 6.7 8.7 2.3 0.2 -4.8 10.6 14.1 13.4 -1.3 -4.3  2.6 31 

5. Professional Services 34.70% 36.30% 23.00% 22.30% 26.10% 25.30% 23.80% 23.10% 21.10% 23.80%  24.10% 31 

11. Per Capita Income 

(Overall) 

80.20% 79.10% 79.20% 78.20% 77.90% 78.30% 77.70% 77.60% 79.50%   78.30% 16 

12. Pay Per Worker (Overall) $25,432  $25,913  $26,545  $26,249  $27,094  $26,548  $26,839  $27,393  $27,608  $27,746   $27,582  33 

15a. Unemployment (Annual 

Rate) 

9.30% 7.10% 6.90% 6.90% 7.70% 8.00% 7.50% 7.00% 6.80% 6.80%  6.90% 28 

15b. Unemployment (Percent 

of U.S. Unemployment Rate) 

207% 169% 173% 147% 133% 107% 136% 137% 148% 148%  144% 28 

18. Ready to Learn   64.00%  81.30%  72.70%  70.60%    74.90% 28 

19a. Third Grade Reading 82.90% 84.20% 87.90% 85.50% 83.10% 83.20% 83.10% 84.70% 86.00%   84.60% 26 

19b. Third Grade Math 72.00% 68.30% 83.40% 78.00% 70.10% 77.40% 83.70% 86.60% 86.60%   85.60% 19 

20a. Eighth Grade Reading 62.60% 54.30% 67.10% 65.20% 68.10% 61.20% 58.20% 50.60% 60.20%   56.30% 27 

20b. Eighth Grade Math 55.30% 47.70% 65.10% 56.00% 55.20% 53.30% 54.00% 55.80% 60.60%   56.80% 28 

22. High School Dropout Rate 3.00% 3.90% 5.60% 4.50% 3.20% 3.00% 2.40% 4.30% 2.40% 0.70%  2.50% 9 

23. High School Completion
3
   81.70%         81.70% 24 

26a. College Completion 

(Bachelor's) 

  16.40%         16.40% 18 

31a. Voting (Percent)
 4
 66.60%  78.90%  72.20%  89.10%  76.20%  87.60% 84.30% 6 

39. Teen Pregnancy 22.7 28 29.9 32.1 24.5 19.4 5.5 18 16.9   13.5 2 

40. Prenatal Care 57.10% 72.10% 69.30% 71.60% 74.70% 76.30% 76.90% 68.50% 69.30%   71.60% 32 

41. Infant Mortality  11.8 0 6.5 5.7 6.7 0 12.8 0    4.3 10 

42. Immunizations
5
       71.80% 71.60% 72.40%   71.90% 32 

43a. HIV Diagnosis (Number 

of New Infections) 

2 0 2 2 0 2 0 2 0 0  1 10 

45. Preventable Death 62.7 61.5 63.5 54.1 76.7 72.1 71.7 48.9    64.2 22 

48. Child Care Availability  11.2 16.9 9.3 13.7 13.2   11 11.4 12.6   11.7 34 

50a. 8th Grade Substance 

Abuse (Alcohol) 

21.60%  27.30% 31.10% 32.30% 33.30% 27.40%  36.20%   32.30% 28 

50b. 8th Grade Substance 

Abuse (Illicit Drugs) 

17.60%  18.30% 16.70% 24.20% 32.70% 14.70%  22.30%   23.20% 36 

50c. 8th Grade Substance 

Abuse (Cigarettes) 

23.30%  21.50%  13.30%  11.10%  11.80%   12.10% 27 

51a. Child Abuse or Neglect 20.3 23.8 14.7 14.6 13.9 15.9 16.6 10.4 13.4 9.4  11.1 9 

                                                 
40

 Oregon County Data, Oregon Progress Board, http://benchmarks.oregon.gov/BMCountyData.aspx, Generated on Monday, March 23, 2009 at 11:29 AM PST 

http://benchmarks.oregon.gov/BMCountyData.aspx
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Benchmark 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 

3-Yr-

Avg
1
 Rank

2
 

(Substantiated)
 7
 

53a. Alcohol Abstinence 

During Pregnancy
8
 

5.20% 0.90% 0.00% 0.80% 1.90% 1.70% 0.00% 0.90%    0.90% 12 

53b. Tobacco Abstinence 

During Pregnancy
8
 

30.10% 29.70% 14.80% 26.00% 18.30% 26.20% 22.40% 18.90% 24.80%   22.00% 30 

54. Poverty (Overall)
 9
 15.00% 12.20% 12.90% 13.60% 12.90% 12.40% 13.00% 13.10%    12.80% 10 

59. Independent Seniors 99.30% 99.20% 99.20% 99.20% 99.30% 99.30% 99.40% 99.20% 99.20% 99.30%  99.20% 3 

62. Overall Crime
10

 90.5 73 68.7 63.9 77.8 71.3 79.9 66.6 73.3   73.2 2 

62a. Person Crimes
11

 12.7 9.2 9.9 8.6 11.6 9.1 8.6 5.8 7.9   7.4 9 

62b. Property Crimes
12

 37.6 30.6 29 26.7 30.8 36 33.8 28.7 33.1   31.8 7 

62c. Behavioral Crimes 36.7 29.4 29.8 28.6 35.5 26.2 37.5 32.1 32.3   34 3 

63a. Juvenile Arrests (Person 

Crimes)
 11

 

5.2 3 3.8 2.8 4.1 6.7 4.1 1.3    4.1 19 

63b. Juvenile Arrests 

(Property Crimes)
 12

 

18.3 15.3 16.6 11.1 6.3 9 7.5 8.8    8.4 10 

66. Juvenile Recidivism 37.10% 36.80% 37.90% 29.70% 35.80% 36.10% 25.60% 38.10% 30.20%   31.30% 21 

73. Home Ownership   73.00%         73.00% 5 

74a. Affordable Housing 

(Renters) 

  69.10%         66.00% 17 

74b. Affordable Housing 

(Owners) 

  36.00%         34.20% 11 

84. Municipal Solid Waste 1180 1454 1382 1392 1693 1931 1966 2131 2044 1993  2056 32 

U = Urban R = Rural 
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Sorted on Rank 

 

Benchmark 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 3-Yr-Avg
1
 Rank

2
 

39. Teen Pregnancy 28 29.9 32.1 24.5 19.4 5.5 18 16.9   13.5 2 

62. Overall Crime
10

 73 68.7 63.9 77.8 71.3 79.9 66.6 73.3   73.2 2 

59. Independent Seniors 99.20% 99.20% 99.20% 99.30% 99.30% 99.40% 99.20% 99.20% 99.30%  99.20% 3 

62c. Behavioral Crimes
13

 29.4 29.8 28.6 35.5 26.2 37.5 32.1 32.3   34 3 

73. Home Ownership  73.00%         73.00% 5 

31a. Voting (Percent)
4
  78.90%  72.20%  89.10%  76.20%  87.60% 84.30% 6 

62b. Property Crimes
12

 30.6 29 26.7 30.8 36 33.8 28.7 33.1   31.8 7 

22. High School Dropout Rate 3.90% 5.60% 4.50% 3.20% 3.00% 2.40% 4.30% 2.40% 0.70%  2.50% 9 

51a. Child Abuse or Neglect 

(Substantiated)
7
 

23.8 14.7 14.6 13.9 15.9 16.6 10.4 13.4 9.4  11.1 9 

62a. Person Crimes
11

 9.2 9.9 8.6 11.6 9.1 8.6 5.8 7.9   7.4 9 

41. Infant Mortality  0 6.5 5.7 6.7 0 12.8 0    4.3 10 

43a. HIV Diagnosis (Number of 

New Infections) 

0 2 2 0 2 0 2 0 0  1 10 

54. Poverty (Overall)
9
 12.20% 12.90% 13.60% 12.90% 12.40% 13.00% 13.10%    12.80% 10 

63b. Juvenile Arrests (Property 

Crimes)
12

 

15.3 16.6 11.1 6.3 9 7.5 8.8    8.4 10 

74b. Affordable Housing 

(Owners) 

 36.00%         34.20% 11 

53a. Alcohol Abstinence During 

Pregnancy
8
 

0.90% 0.00% 0.80% 1.90% 1.70% 0.00% 0.90%    0.90% 12 

11. Per Capita Income (Overall) 79.10% 79.20% 78.20% 77.90% 78.30% 77.70% 77.60% 79.50%   78.30% 16 

74a. Affordable Housing 

(Renters) 

 69.10%         66.00% 17 

26a. College Completion 

(Bachelor's)
3
 

 16.40%         16.40% 18 

19b. Third Grade Math 68.30% 83.40% 78.00% 70.10% 77.40% 83.70% 86.60% 86.60%   85.60% 19 

63a. Juvenile Arrests (Person 

Crimes)
11

 

3 3.8 2.8 4.1 6.7 4.1 1.3    4.1 19 

66. Juvenile Recidivism 36.80% 37.90% 29.70% 35.80% 36.10% 25.60% 38.10% 30.20%   31.30% 21 

45. Preventable Death 61.5 63.5 54.1 76.7 72.1 71.7 48.9    64.2 22 

23. High School Completion
3
  81.70%         81.70% 24 

19a. Third Grade Reading 84.20% 87.90% 85.50% 83.10% 83.20% 83.10% 84.70% 86.00%   84.60% 26 

20a. Eighth Grade Reading 54.30% 67.10% 65.20% 68.10% 61.20% 58.20% 50.60% 60.20%   56.30% 27 

50c. 8th Grade Substance Abuse  21.50%  13.30%  11.10%  11.80%   12.10% 27 
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Benchmark 1999 2000 2001 2002 2003 2004 2005 2006 2007 2008 3-Yr-Avg
1
 Rank

2
 

(Cigarettes) 

15a. Unemployment (Annual 

Rate) 

7.10% 6.90% 6.90% 7.70% 8.00% 7.50% 7.00% 6.80% 6.80%  6.90% 28 

15b. Unemployment (Percent of 

U.S. Unemployment Rate) 

169% 173% 147% 133% 107% 136% 137% 148% 148%  144% 28 

18. Ready to Learn  64.00%  81.30%  72.70%  70.60%   74.90% 28 

20b. Eighth Grade Math 47.70% 65.10% 56.00% 55.20% 53.30% 54.00% 55.80% 60.60%   56.80% 28 

50a. 8th Grade Substance Abuse 

(Alcohol) 

 27.30% 31.10% 32.30% 33.30% 27.40%  36.20%   32.30% 28 

53b. Tobacco Abstinence During 

Pregnancy
8
 

29.70% 14.80% 26.00% 18.30% 26.20% 22.40% 18.90% 24.80%   22.00% 30 

4. Net Job Growth (Overall) 8.7 2.3 0.2 -4.8 10.6 14.1 13.4 -1.3 -4.3  2.6 31 

5. Professional Services 36.30% 23.00% 22.30% 26.10% 25.30% 23.80% 23.10% 21.10% 23.80%  24.10% 31 

40. Prenatal Care 72.10% 69.30% 71.60% 74.70% 76.30% 76.90% 68.50% 69.30%   71.60% 32 

42. Immunizations5      71.80% 71.60% 72.40%   71.90% 32 

84. Municipal Solid Waste 1454 1382 1392 1693 1931 1966 2131 2044 1993  2056 32 

12. Pay Per Worker (Overall) $25,913  $26,545  $26,249  $27,094  $26,548  $26,839  $27,393  $27,608  $27,746   $27,582  33 

48. Child Care Availability  16.9 9.3 13.7 13.2  11 11.4 12.6   11.7 34 

50b. 8th Grade Substance Abuse 

(Illicit Drugs)  

 18.30% 16.70% 24.20% 32.70% 14.70%  22.30%   23.20% 36 

U = Urban R = Rural 

 

1. Average compiled from the last 3 data point years. For counties missing data points the average is compiled from the remaining year(s) of the 3 year interval. 

2. Ranks are based on the pre-rounded 3-yr-Avg. The range may not be through 36 given on the number of counties included in the 3-yr-Avg and any duplicate rankings. 

3. The Oregon Population Survey, which provides statewide statistics for this benchmark, does not report county rates. Census and American Community Survey data are 

used at this level. 

4. Unlike the state benchmark data which measures eligible voters, this table measures the percent of registered voters who actually voted. 

5. This measures the percentage of children ages 24 - 35 months who have received a set of recommended immunizations in a given calendar year. This differs from 

statewide benchmark, which includes children ages 19-35 months. Like the statewide benchmark, this county data tracks those who have had the 4:3:1:3 series. 

6. Counties with inadequate data are grouped together at either a regional or Service Delivery Area (SDA) level. 

7. The county benchmark statistics includes both 51(a) substantiated & 51(b) threat of harm data. 

8. The statewide benchmark reports the inverse: percent of mothers who abstain from alcohol during pregnancy. 

9. Poverty rate differences between the county and state statistics are a result of the different data sources used. 

10. Inclusive of person, property, and behavior crimes. 

11. Crimes against persons include murder, negligent homicide, forcible rape, other sex crimes, kidnapping, robbery, aggravated assault and simple assault. 

12. Property crimes include burglary, larceny/theft, motor vehicle theft, arson, forgery/counterfeit, fraud, embezzlement, stolen property and vandalism. 

13. Behavior crimes include weapon laws, prostitution, drug laws, gambling, crimes against family, driving under the influence, liquor laws, disorderly conduct, and all other 

curfew and runaway juveniles.  
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2007 Traffic Volumes on State Highways
41

 

Milepoint  
2007 AADT 

All Vehicles 
Location Description OREGON COAST HIGHWAY NO. 9  

275.87 6300 * Bandon Automatic Traffic Recorder, Sta. 06-004, 1.02 miles south of 18th SW Street 
277.57 5700 0.01 mile north of Beach Loop Road 
281.76 4900 0.01 mile north of Lower Fourmile Road 

282.08 4700 0.01 mile south of Upper Fourmile Road 
285.78 4600 Coos-Curry County Line 
287.89 4600 0.02 mile south of Kane Street 

295.55 3900 0.01 mile north of Sixes River Road 
295.75 4000 On Sixes River Bridge 
296.50 4100 0.02 mile south of Cape Blanco Highway 
297.74 4100 0.01 mile south of Elk River Road 
299.83 4400 North city limits of Port Orford, 0.01 mile south of Paradise Point Road 
300.47 5200 0.01 mile south of 19th Street 
300.77 4400 0.01 mile north of 13th Street 
300.98 4200 0.01 mile north of Port Orford Highway 
301.00 4000 0.01 mile south of Port Orford Highway 
301.22 3200 0.01 mile west of Jackson Street 
301.24 3000 0.01 mile east of Jackson Street 

301.33 3100 0.01 mile west of Jefferson Street 
301.45 2700 * Port Orford Automatic Traffic Recorder, Sta. 08-009, 0.11 mile southeast of Jefferson 

Street   (Battle Rock Wayside) 
303.36 2600 0.01 mile south of Bald Mountain Road 
307.78 2600 0.02 mile south of entrance to Humbug Mountain State Park 
316.95 2600 0.01 mile north of Euchre Creek Road 

316.97 2500 0.01 mile south of Euchre Creek Road 
320.71 2700 0.25 mile north of Nesika Beach Connection 

321.21 3000 0.25 mile south of Nesika Beach Connection 
322.22 3300 0.10 mile south of Nesika Beach Road 

327.39 3800 0.10 mile north of Wedderburn Junction 
327.85 6700 North city limits of Gold Beach on Rogue River Bridge 

327.91 7500 0.01 mile south of Jerrys Flat Road 
328.50 8600 0.02 mile south of Moore Street 
328.61 9800 0.01 mile south of Caughell Street 
328.75 9800 0.01 mile south of 1st Street 

328.89 9200 0.01 mile south of 4th Street 
329.20 7700 0.01 mile south of 8th Street 
329.93 5500 South city limits of Gold Beach, 0.29 mile south of Kerber Street 

330.30 4600 0.01 mile south of Hunter Creek Loop 
331.08 3800 0.01 mile south of Hunter Creek Road 

334.77 4200 0.10 mile north of Cape Sebastian State Park entrance 
336.94 3500 0.08 mile north of Meyers Creek Road 
339.10 3400 On Pistol River Bridge 
341.31 3400 0.30 mile north of Byrdies Road 
347.78 2900 On Thomas Creek Bridge 
354.73 5000 0.10 mile north of Dawson Road 
355.38 9000 North city limits of Brookings, 0.02 mile south of Harris Heights Road 
356.12 10700 0.01 mile south of Ransom Avenue 
356.52 10900 0.01 mile northwest of Arnold Lane 

357.07 15300 0.01 mile west of Pacific Avenue 

357.09 15000 0.01 mile east of Pacific Avenue 
357.34 15700 0.01 mile east of Fern Avenue 
357.58 18900 0.01 mile east of Alder Street 

357.98 18300 South city limits of Brookings on Chetco River Bridge 
358.14 16400 0.01 mile southeast of South Bank Chetco River Road 
358.73 14900 0.03 mile north of Hoffeldt Lane 

358.77 14900 0.01 mile south of Hoffeldt Lane 
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 2007 Traffic Volumes on State Highways, Transportation Systems Monitoring Unit (TSM), Oregon Department 

of Transportation, extract for Curry County, http://www.oregon.gov/ODOT/TD/TDATA/tsm/docs/2007_TVT.pdf  

http://www.oregon.gov/ODOT/TD/TDATA/tsm/docs/2007_TVT.pdf
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359.33 11600 0.01 mile south of Benham Lane 
359.57 11300 0.01 mile south of Pedrioli Road 
362.00 9200 * Winchuck Automatic Vehicle Classifier, Sta. 08-005, 1.11 miles north of Oregon-

California   State Line 
362.61 7700 At Winchuck River Bridge 

363.11 7400 Oregon-California State Line 

 

 

Lodging Tax Receipts by Community
42

 
  

1997 1998 1999 2000 2001 2002 2003 2004 2005 2006 2007 

Brookings 101 101 111 141 138 143 154 161 171 160 171 

Gold Beach 261 259 267 270 286 296 334 323 341 333 357 

Port Orford 25.5 27.8 30.8 27.6 18.7 35.6 19.8 29.9 22.9 43.8 44.6 
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 Oregon Travel Impacts, Dean Runyan Associates, http://www.deanrunyan.com/impactsOR.html 
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Revised: May 14, 2009  CURRY COUNTY M ARKETING STRATEGIC PLAN    Page 95 

Curry County Travel Impacts, 1991-2007p
43

 

 
 1991 2002 2003 2004 2005 2006 2007p 

Total Direct Travel Spending ($Million)        

Visitor Spending at Destination 68.0 92.1 93.5 98.2 98.1 101.4 108.4 

Other Travel* 0.2 0.3 0.2 0.2 0.2 0.2 0.2 

Total Direct Spending 68.2 92.4 93.7 98.4 98.3 101.6 108.6 

Visitor Spending by Type of Traveler Accommodation 

($Million)  

     

Hotel, Motel 21.7 27.5 27.1 28.7 28.2 28.8 34.0 

Private Campground 17.1 22.9 23.8 25.2 25.3 26.9 27.2 

Public Campground 7.4 10.3 10.5 11.0 11.0 11.1 11.2 

Private Home 1.4 2.1 2.2 2.3 2.4 2.5 2.6 

Vacation Home 2.3 4.5 4.6 4.8 5.0 5.2 5.3 

Day Travel 18.1 25.0 25.3 26.3 26.2 26.9 28.1 

Spending at Destination 68.0 92.1 93.5 98.2 98.1 101.4 108.4 

Visitor Spending by Commodity Purchased ($Million)       

Accommodations 13.6 17.3 17.4 18.5 18.1 19.0 21.7 

Food & Beverage Services 18.9 25.9 26.2 27.6 27.7 28.4 30.5 

Food Stores 8.1 11.1 11.5 12.2 12.0 12.2 12.8 

Ground Tran. & Motor Fuel 3.0 4.7 5.6 6.7 7.9 9.1 9.9 

Arts, Entertainment & Recreation 9.2 12.5 12.6 13.0 12.6 12.8 13.3 

Retail Sales 15.2 20.6 20.2 20.3 19.7 20.0 20.3 

Air Transportation (visitor only) 0.0 0.0 0.0 0.0 0.0 0.0 0.0 

Spending at Destination 68.0 92.1 93.5 98.2 98.1 101.4 108.4 

Industry Earnings Generated by Travel Spending ($Million)      

Accommodations & Food Service 16.6 22.1 22.3 23.4 23.3 24.1 26.2 

Arts, Entertainment & Recreation 3.0 4.1 4.1 4.1 4.0 4.1 4.3 

Retail** 2.9 3.9 4.1 4.2 4.1 4.2 4.3 

Auto Rental & other ground tran. a 0.1 0.1 0.1 0.1 0.1 0.1 

Air Transportation (visitor only) 0.0 0.0 0.0 0.0 0.0 0.0 0.0 

Other Travel* 0.1 0.2 0.1 0.1 0.1 0.1 0.1 

Total Direct Earnings 22.6 30.2 30.6 32.0 31.6 32.6 35.0 

Industry Employment Generated by Travel Spending (Jobs)      

Accommodations & Food Service 1,290 1,210 1,19

0 
1,210 1,170 1,150 1,200 

Arts, Entertainment & Recreation 320 390 380 350 370 360 360 

Retail** 240 220 230 220 210 200 210 

Auto Rental & other ground tran. b b b b b b b 

Air Transportation (visitor only) 0 0 0 0 0 0 0 

Other Travel* 10 10 10 b b b b 

Total Direct Employment 1,850 1,820 1,80

0 
1,790 1,760 1,720 1,780 

Tax Receipts Generated by Travel Spending ($Million)       

Local Tax Receipts 0.4 0.5 0.5 0.6 0.6 0.6 0.7 

State Tax Receipts 1.4 1.8 1.9 2.1 2.1 2.2 2.4 

Total Direct Tax Receipts 1.8 2.4 2.4 2.7 2.7 2.8 3.1 
 

Details may not add to totals due to rounding. *Other Travel includes resident air travel and travel agencies. 

**Retail includes gasoline. Less than $50,000 in spending, earnings or tax receipts = 'a'. Less than 50 

employees = 'b'. 
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APPENDIX 3ðL ISTENING SESSIONS 

 

CCPA Listening Sessions - Combined Results 

 

Who are the current organizations doing promotional work? 

 

Organizations Livability Products Services Tourism 

Agriculture promotional groups-cranberries, beef, lamb  X   

Airport X  X X 

America's Wild River Coast X X X X 

Arts Council X X  X 

Attractions X X X X 

Audubon Society X   X 

Azalea Park     

Biking   X X 

Brookings Inn Resort   X X 

Cape Blanco airport X    

Cape Blanco and lighthouse X   X 

Capello By the Sea-Weddings, funerals, etc.     

Casinos    X 

Castaway    X 

Celebrities X    

Chambers:     

     Brookings Harbor  X X X X 

     Gold Beach X X X X 

     Port Orford X X X X 

Chetco Federal Credit Union     

Churches X  X  

Commercial Fishing,  X   

Compass Rose Red and Breakfast    X 

Cranberries-Oregon Cranberry Association, all X X X X 

Curry County Economic Development X X X X 

Curry Health Network X  S  

Curry Pilot     

Curry sport fishing    X 

Dining, all X X X X 

Ellensburg Theatre    X 

Event Center X X X X 

Events X   X 

Farmers market-June to October, Saturday at the Port, 9 

to 3 

X X   

Festival of the Arts     

Fishing guides X  X X 

Flora Pacifica  X  X 

Floras Lake Bread and Breakfast X  X X 

Forest Service    X 
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Organizations Livability Products Services Tourism 

Fourth of July Jubilee Committee    X 

Freeman Marine X X S  

Galleries X X  X 

Gold Beach Books  X  X 

Gold Beach Promotions X X X X 

Golf course    X 

High school X  X X 

Hiking X  X X 

Historical Society-museums X  X X 

Home By the Sea, all X X X X 

Jet boats X X X X 

Kite Festival     

Lodging Properties X  X X 

Lucas Lodge    X 

Media-newspapers, TV, radio X X X X 

Mobile Ranch Butchering-Joe Brown  X X  

NC Electronics X X   

Oregon Lodging Association   X X 

Oregon Park Owners Association   X X 

Oregon Coast Visitor Association X X X X 

Oregon Toru and Travel Alliance X X X X 

Paradise Lodge    X 

Parks X   X 

Pelican Bay Art Association     

Port and Star Board Restaurant X X X X 

Port Orford City website X  X  

Port Orford Head X   X 

Port Orford Ocean Resources X X  X 

PortOrfordOregon.com X X X X 

Ports X X X X 

Prehistoric Gardens    X 

Realtors X X X X 

Relocation via Chamber Web, all X X X X 

Restaurants X X X X 

Retail Shops  X   

River guides   X X 

Rotary Club-Ducky Derby    X 

RV Parks     

Salmon Run Golf Tournament     

School districts X  X  

Slammin' Salmon-Labor Day     

Small business owners X X X X 

Southern Oregon Community College X X X  

Southern Oregon Visitor Center X X X X 
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Organizations Livability Products Services Tourism 

Specialty websites X X X X 

State Parks X   X 

State Welcome Center    X 

Symphony X   X 

Theater X   X 

Tis Tasty  X   

Tourist Attractions    X 

Tradeshows X  X X 

Trail rides     

Travel Oregon X X X X 

Tribes X X X X 

Tu Tu Ton Lodge    X 

Up river lodges   X X 

Vacation rentals X  X X 

Valley Flora  X   

Visitor Center    X 

Visitor's Bureau X X X X 

Visual Arts X X  X 

Watershed Council X  X X 

Whale watching    X 

Wild River Wool Company  X   

Wild Spring, all X X X X 

 

How successful are these efforts and how can they be more successful? 

America's Wild River Coast 

 established brand used by hundreds in five years 

 governor's award for tourism 

 identify resources, improve use/all they have to offer 

 plus art 

 tagline 

 used everywhere 

America Wild Rivers Coast plus art 

America's Wild River Coast tagline- Tourism 

Art and garden tours-first weekend in August 

Art studio tour 

Attract service providers (use demo graphic information) 

Catalogs - Products 

Chamber advertising 

Chamber directories - Services 

Chamber gateways - Products 

Chamber websites - Services 

Change County mindset: planning department, etc. (reeducation) 

City licenses postings - Services 

Clean air/clean water - Livability  

Cooperation 

Cooperation 

Coordinated and targeted regarding in County marketing 
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Create a bigger piece of pie, create a bigger pie 

Create more jobs/living wage 

Cross marketing 

Cross promotion 

Cross-marketing between groups 

Cruisers-car club 

Do not fear competition 

Downtown business association-develop (downtown redevelopment) 

e-mail-targeted and well crafted 

Event calendar 

Event promotions 

Festival of Art-third weekend in August 

Go to promotional shows- Tourism 

Greater collaboration 

Greater sense of collaboration. 

Home tours 

Hospitality 101 

Informational seminars and one-page handouts 

Jet boats do a good job for themselves. 

Know your demographics-target markets 

Linking to Chambers 

Lodging facilities - Livability 

Lots of chiefs/few Indians 

Managed growth is okay 

Market research 

Market using regional entities 

Measurements-motels, restaurants, RV parks 

Myrtle wood 

Newbies resistant to taxes, for example, schools. 

No bowling alley. 

No movie theater. 

No public swimming pool. 

One person local point for all that is going on 

Packages 

Packages/itinerary 

Passport to Paradise-it went away 

Price ranges that target high to low end 

Promotional efforts- Tourism 

Provide jobs for livability and services 

Q-training 

Real estate publications - Livability  

Repair relationships with media 

Rural Life: periodical 

Social Services: attract a certain demographic 

Some families here are resistant to change. 

They come back- Tourism 

Think like a resort, not a one night stand 

Tour bus opportunities 

Tour buses-routed 

Visitor Center 

Visitor counts and bed tax receipts -- tie these to gather - Tourism 
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Weather promotions - Livability  

Website - Products 

Website visits- Tourism 

Websites-targeted and well crafted 

Word of mouth- Tourism 

 

What does quality mean and how you define quality? 

24 hour grocery stores 

Active social engagement 

Appealing 

Attention to detail 

Attractive 

Authenticity 

Breathability 

Caring 

Churches 

Clean air 

Consistency 

Consistency. 

Consistent performance at a pleasurable level 

Customer satisfaction 

Different strokes for different folks 

Exceed expectations 

Flavorful 

Follow-through  

Friendly 

Great fragrances and aromas 

Green 

Green 

Guarantee 

Guidelines 

Healthcare 

Heritage 

High-speed internet 

How you handle a situation 

Image 

Improves the experience 

Innovative 

IRS fair market value 

It doesn't break the first time you use it 

It makes you feel good about something you use or recommend 

Kill them with kindness 

Knowledgeable 

Lack of congestion 

Local affordable art that tugs at your heart 

Low crime 

Low traffic 

Made well 

Makes you want to come back 

Natural beauty 

No bad mouthing 
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One batch at a time 

Perception 

Permeates the entire situation 

Picture-perfect in the jar 

Quality product and treatment 

Recreation for children 

Reliability 

Reliable power based on clean energy 

Reputation 

Respect 

Respectful 

Safety, service, friendly atmosphere 

Satisfaction  

Satisfied 

Schools 

Service plus attitude 

Standards 

Subjective 

Tastes good 

The "experience" 

The way they act to you 

They come back- Tourism 

Trust 

Value 

Willing to help 

You keep coming back 

 

CCPA Listening Sessions ï Individual results 

 

Brookings Harbor Chamber of Commerce, Brookings/Harbor Chamber Office 

March 9, 2009 

 

Who are the current organizations doing promotional work? 

 

Gold Beach Promotions, T 

Brookings Harbor Chamber of Commerce, T, L 

Gold Beach Chamber of Commerce, T, L 

Port Orford Chamber of Commerce, T, L 

America's wild River coast, T 

Newspapers, T 

Golf course, T 

Casinos, T 

Curry County, T 

State Welcome Center, T 

Forest Service, T 

Mail Boats, T 

Prehistoric Gardens, T 

Curry sport fishing, T 

Ports, T 

Lodging Industry, T 

RV Parks, T 
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Restaurants, T 

Flora Pacifica, T, P 

Retail Shops, P 

Farmers Market, P, L 

Realtors, P, S, L 

 

How successful are these efforts and how can they be more successful? 

 

Tourism 

Visitor counts and bed tax receipts -- tie these to gather 

Promotional efforts 

They come back 

Go to promotional shows 

Website visits 

Word of mouth 

America's Wild River Coast tagline 

 

Products 

Chamber gateways 

Catalogs 

Website 

 

Services 

Chamber websites 

City licenses postings 

Chamber directories 

 

Livability  

Real estate publications 

Clean air/clean water 

Weather promotions 

Lodging facilities 

 

What does quality mean and how you define quality? 

Breathability 

Lack of congestion 

Consistent performance at a pleasurable level 

Exceed expectations 

Safety, service, friendly atmosphere 

 

Vi and Len Barton, Brookings 

March 9, 2009 

 

Who are the current organizations doing promotional work? 

 

Farmers market-June to October every Saturday at the Port, 9 to 3 

Chambers of commerce-bed tax 

Tradeshows 

Pelican Bay Art Association 

Festival of the Arts 

Curry Pilot 
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Rotary Club-Ducky Derby 

Kite Festival 

Slammin' Salmon-Labor Day 

Salmon Run Golf Tournament 

Chetco Federal credit Union 

Capello By the Sea-Weddings, funerals, etc. 

Azalea Park 

 

How successful are these efforts and how can they be more successful? 

 

Tour buses-routed 

Packages 

Cross-marketing between groups 

Home tours 

Art and garden tours-first weekend in August 

Festival of Art-third weekend in August 

Art studio tour 

Market using regional entities 

Cruisers-car club 

America Wild Rivers Coast plus art 

Event calendar 

Price ranges that target high to low end 

Do not fear competition 

 

What does quality mean and how you define quality? 

Quality product and treatment 

Respect 

No bad mouthing 

Local affordable art that tugs at your heart 

 

Alice Sanders, Tistasty, Gold Beach 

March 9, 2009 

 

Who are the current organizations doing promotional work? 

 

Tis Tasty, P 

Southern Oregon Community College, S 

Chambers, T 

Visitor Center, T 

Ellensburg Theatre, T 

Gold Beach Books, T, P 

Mail boats, T 

Paradise Lodge, T 

Tu Tu Ton Lodge, T 

Lucas Lodge, T 

 

How successful are these efforts and how can they be more successful? 

 

Jet boats do a good job for themselves 

No movie theater 

No bowling alley 
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No public swimming pool 

Greater sense of collaboration 

Some families here are resistant to change 

Newbies resistant to taxes, for example, schools 

 

What does quality mean and how you define quality? 

 

One batch at a time 

Tastes good 

Flavorful. 

Picture-perfect in the jar 

Consistency 

Appealing 

Great fragrances and aromas 

Standards 

Guidelines 

Heritage 

Innovative 

 

Port Orford, City Hall  

March 10, 2009 

 

Who are the current organizations doing promotional work? 

 

School districts, L, S 

Port Orford Chamber, all 

Gold Beach Promotions, all 

Wild Springs, all 

Home By the Sea, all 

Castaway, T 

America's Wild River Coast, T 

Compass Rose Red and Breakfast, T 

Arts Council, T, P, L 

Port of Port Orford, all 

PortOrfordOregon.com, all 

Newspapers, all 

Fourth of July Jubilee Committee, T 

Port Orford City website, S, L 

State Parks, T, L 

Theater 101, T, L 

Whale watching, T 

Port and Star Board Restaurant, all 

Relocation via Chamber Web, all 

Cape Blanco and lighthouse, T, L 

Port Orford Head, T, L 

Cape Blanco airport, L 

Parks, T, L 

Historical Society, T, S 

Audubon Society, T, L 

Port Orford Ocean Resources, T, P, L 

Cranberries-Oregon Cranberry Association, all 



Revised: May 14, 2009  CURRY COUNTY M ARKETING STRATEGIC PLAN    Page 105 

Wild River Wool Company, P 

Valley Flora, P 

Mobile Ranch Butchering-Joe Brown, P, S 

NC Electronics, P, L 

Realtors, S, L 

Floras Lake Bread and Breakfast, T, L, S 

 

How successful are these efforts and how can they be more successful? 

 

Websites-targeted and well crafted 

e-mail-targeted and well crafted 

Chamber advertising 

Measurements-motels, restaurants, RV parks 

Informational seminars and one-page handouts 

Tour bus opportunities 

Myrtle wood 

Passport to Paradise-it went away 

Visitor Center 

 

What does quality mean and how you define quality? 

 

Different strokes for different folks 

It doesn't break the first time you use it 

It makes you feel good about something you use or recommend 

You keep coming back 

Improves the experience 

The way they act to you 

Reliability 

Consistency 

Trust 

Customer satisfaction 

Makes you want to come back 

Value 

I RS fair market value 

Authenticity 

Green 

 

America's Wild River Coast, Brookings 

March 11, 2009 

 

Who are the current organizations doing promotional work? 

 

America's Wild River Coast, all 

Gold Beach Promotions, Gold Beach Chamber of Commerce, Brookings Harbor Chamber of 

Commerce, all 

Brookings Inn Resort, T, S 

Jet boats, T, P, L 

Agriculture promotional groups-cranberries, beef, lamb, P 

Fishing guides, T, S, L 

Commercial Fishing, P 

Realtors, T, S, L 



Revised: May 14, 2009  CURRY COUNTY M ARKETING STRATEGIC PLAN    Page 106 

Visitor's Bureau, all 

Ports, all 

Lodging Properties, T, S, L 

Media-newspapers, TV, radio, all 

Tourist Attractions, T 

Watershed Council, T, S, L 

Tribes, all 

Historical Society-museums, T, L 

Parks, T, L 

Events, T, L 

Theater, T, L 

Symphony, T, L 

Airport, T, S, L 

Visual Arts, T, L, P 

Celebrities, L 

Dining, all 

 

How successful are these efforts and how can they be more successful? 

 

America's Wild River Coast 

 established brand used by hundreds in five years 

 Governor's award for tourism 

 used everywhere 

 identify resources, improve use/all they have to offer 

Greater collaboration 

Think like a resort, not a one night stand 

Cross promotion 

Packages/itinerary 

Cooperation 

 

What does quality mean and how you define quality? 

 

Satisfied 

 

Gold Beach 

March 17, 2009 

 

Who are the current organizations doing promotional work? 

 

Chambers, all 

Gold Beach promotions, all 

Freeman Marine, S, L, P 

Jet boat tours, T, S, L 

Galleries, T, L, P 

Curry health network, L, S 

Small business owners, all 

Restaurants, all 

Fishing guides, T, L, S 

High school, T, L, S 

Event Center, all 

Vacation rentals, T, L, S 
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Trail rides, T, L, S 

Attractions, all 

Oregon Lodging Association, T, S 

Oregon Park Owners Association, T, S 

Up river lodges, T, S 

River guides, T, S 

Hiking, T, L, S 

Biking, T, L 

Churches, L, S 

Specialty websites, all 

Realtors, all 

Visitor centers, all 

Curry County Economic Development Department, all 

Financial institutions, S, L 

Media: TV, newspapers (visitor' s guide), radio, all 

Curry County Electric, S, L 

America's Wild Rivers Coast, all 

Travel Oregon, all 

Oregon Coast Visitor Association, all 

Southern Oregon Visitor Center, all 

Southwestern Oregon Community College, S, L, P 

Oregon Tour and Travel Alliance, all  

 

How successful are these efforts and how can they be more successful? 

 

Cooperation 

Hospitality 101 

Create a bigger piece of pie, create a bigger pie 

Cross marketing 

Provide jobs for livability and services 

Change County mindset: planning department, etc. (reeducation) 

Managed growth is okay 

Create more jobs/living wage 

Know your demographics-target markets 

Coordinated and targeted regarding in County marketing 

Linking to Chambers 

Event promotions 

One person local point for all that is going on 

Rural Life: periodical 

Social Services: attract a certain demographic 

Attract service providers (use demo graphic information) 

Market research 

Q-training 

Downtown business association-develop (downtown redevelopment) 

ñLots of chiefs/few Indians" 

Repair relationships with media 

 

What does quality mean and how you define quality? 

 

Satisfaction  

Service plus attitude 
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"Kill them with kindness" 

The "experience" 

Subjective 

 

Products 

Made well 

Image 

Perception 

Guarantee 

Attention to detail 

Attractive 

Reputation 

 

Services 

Knowledgeable 

Caring 

Friendly 

Willing to help 

Respectful 

How you handle a situation 

Follow-through  

 

Tourism 

Permeates the entire situation 

 

Livability  

Clean air 

Natural beauty 

Low crime 

Low traffic 

Active social engagement 

Churches 

24 hour grocery stores 

High-speed internet 

Schools 

Healthcare 

Recreation for children 

Reliable power based on clean energy 

Green 

 

Participants 

Jim Auborn, Port Orford 

Susan Brown, Curry County Economic Development 

Vi & Len Burton, Farmers Market - Brookings 

Les Cohen, BHCC 

Phil Colozzi, Citizen 

Michelle Duarte, WildSpring Guest Habitat 

Ted Freeman, Port of Brookings 

Aaron Funk, AWRC 

Dave Gordon, Brookings City Council 

Karin Gutierrez, Salmon Run 
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Ken Hall, Ken Hall & Associates 

Chris Hawthorne, Hawthorne Gallery 

David Hoenie, AWRC 

Chery Keyser, Fabrics N More 

Evan Kramer, Port Orford Today 

Elizabeth Kuljis, Gold Beach Promo 

Scott Luhr, Port of Port Orford 

Ed McQuade, Citizen 

Gary Milliman, City of Brookings 

Alan Mitchell, Photographers 

Daniel Oh, Gold Beach Resort 

Lance & Judy Nix, Photographers 

Debby Phillips, KURY radio 

Elyse Power, Gold Beach Chamber 

David Smith, Port Orford Chamber 

Cindy/Chuck Schaumberg, AWRC 

Alice Sanders, Tis Tasty  

Peter Spratt, AWRC 

Christina Stallard, Coos Curry Electric 

Kachina Starr, Turtle Rock Resort 

John Truesdell, Gold Beach City Council 

Cindy Vosburg, the Triplicate 

Tammie White, Gold Beach Resort 
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APPENDIX 4ðTHINGS TO DO, SEE AND BUY IN CURRY COUNTY : THE SHORT LIST 

 

 
101 Theater Company Performances 

Agate Beach 

Agate Hunting 

Antiquing 

Arch Rock 

Arizona Beach City Park 

Art Classes 

Art Galleries 

Azalea Park 

Backpacking 

Bald Eagles 

Barley Beach 

Battle Rock Beach 

Battle Rock City Park 

Beach Bonfires 

Beachcombing 

Bicycling 

Bioswales 

Bird Island 

Bird Watching 

Black Bears 

Blacklock Point 

Blue Herons 

Boardman State Park 

Boating 

Boice-Cope County Park 

Botanical Gardens 

Botony Tours 

Build a beach hide-a-way 

Build sandcastles on the beach 

Camp at Foster Bar 

Camp at Lobster Creek 

Camp at Quosatana 

Camping 

Canoe the Winchuck River 

Canoeing 

Canyon Live Oak 

Cape Blanco Light House 

Cape Blanco Sea Stacks 

Cape Blanco State Park 

Cape Ferello 

Cape Sebastian 

Capella at Azalea Park 

Catch a Wild Salmon 

Cedar Treet Plantations 

Chetco Point 

Clamming 

Coastal Bluffs 

Coastal Rainforest 

Coastal Redwoods 

Collect Driftwood Art 

Collect Sand Dollars 

Collect Sea Kelp 

Collect Sea Shells 

Crabbing 

Crafting Classes 

Cranberry being harvested 

Cranberry bogs 

Create Art on the Beach 

Curry County Fair 

Darlingtonia 

Devils Backbone 

Diving Pelicans 

Drift down the Chetco River 

Driftwood Art 

Druid Grove 

Easter Lilies 

Egrets 

Elk 

Elk River  

Elk River Fish Hatchery 

Ellensburg Theater Company Performances 

Enderts Beach 

Endicott Gardens 

Enjoy live Theater 

Explore Myrtle Groves 

Explore the Old Coast Highway 

Falls at Secret Beach 

Farmers Markets 

Find Beach Treasures 

Find Port Orford's Lost Soldier Gold Mine 

Find the Port Orford Meteorite 

Fishing at Libby Pond 

Fishing on Frog Lake 

Fishing on the Chetco River 

Fishing on The Elk River 

Fishing on the Pistol River 

Fishing on the Rogue River 

Fishing on the Sixes River 

Floras lake 

Fly fishing 

Fort Orford Remains 

Fourth of July Fireworks 

Garrison Lake 

Geisel Monument State Park 

Get married 

Goat Island 

Golf 

Golf at Cedar Bend Golf Course 

Golf at Salmon Run Golf Course 

Hang Gliding 

Harbor Seals 

Harris Beach State Park 

Harris Butte 

Hieroglyphics in Agness 

Hike Blacklock Point Trail 

Hike Illinois River trail 

Hike Indian Sands Trail 

Hike Pyramid Rock 

Hike Signal Butte 

Hike the Cape Sebastian Trail 

Hike the Chetco Gorge 

Hike the Grssy Knob Wilderness Area 

Hike the Lower Rogue River Trail 

Hike the Redwood Nature Trail 

Hike the Riverview Trail 
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Hike the Rouge Riverside Interpretive Trail 

Hike the Upper Chetco 

Hike through the trees in Agness 

Hike Thunder Rock trail 

Hike to Frankport Rock 

Hike to Mislatnah 

Hike to Mt Emily 

Hike to Shrader Old Growth Trail 

Hike to Snow Camp 

Hike to The Navy Monument 

Hike to the Oregon's Largest Myrtle Tree 

Hike to Tin Cup 

Hike Vulcan Peak 

Historic Hughes House 

Historic Port Orford Jail(oldcityjail.com) 

Horseback Riding on the Beach 

House Rock View Point 

Hubbard Creek 

Humbug Mountain Hike 

Humbug Mountain State Park 

Indian Creek Hatchery 

Indian Sands 

Jet Boat races 

Jetty Cat Houses 

Joan of Arc Shipwreck 

Kalmiopsis Wilderness 

Kayaking 

Kid Town 

Kite Flying 

Lobster Creek Bridge 

Local Concerts 

Local Festivals 

Loeb State Park 

Lone Ranch State Park 

Manley Art Center 

Mary D. Hume Shipwreck 

Meyers Beach 

Million Dollar View 

Monterey Cypress 

Moonlight strolls on the beach 

Mountain biking 

Mt Emily Bomb Site 

Mushroom Picking 

Natural Amphitheater 

Natural Bridges 

Nature hikes 

Navy Monument 

Nellie's cove 

Northern Most date palms in North America 

Ocean Charters 

Ocean Fishing 

Ocean Sunsets 

Oregon Islands 

Oregon Myrtlewood 

Oregon Reef 

Oregon's Oldest Townsite Port Orford 

Osprey 

Otter Point State Park 

Otters 

Panning for Gold 

Paradise Point Recreation Area 

Parasailing 

Pelican Bay Theater Performances 

Pelicans Diving for Dinner 

Photograph the scenery 

Picnic on the beach 

Pioneer Cemetary 

Pistol River State Park 

Play horse shoes 

Playing in the ocean 

Port Of Brookings Harbor 

Port of Gold Beach 

Port of Gold Beach Memorial 

Port of Port Orford 

Port of Port Orford Memorial 

Port Orford Boat Dock 

Port orford Bombsite 

Port Orford Bombsite 

Port Orford Cedar 

Port Orford Heads State Park 

Port Orford home built out of a shipwreck 

Port Orford Life Boat Station 

Port Orford Sears & Robuck kit home 

Port Orford Wetland Interpretive Park 

Prehistoric Gardens 

Quail Prairie Lookout 

Quosatana Falls 

Rafting 

Rainbow Rock Viewpoint 

Redfish Rocks 

Relax 

Ride the Jet Boats 

Rock Climbing at Harris Beach 

Rocky Point 

Rogue River Bridge 

Rogue River Ranch 

Sail Boating 

Sample the local cuisine 

Sandpiper Beach 

Scenic drives 

Scuba Diving 

Sea Lions 

Sea Stacks 

Sea Urchin harvest 

Seals 

Secret Beach 

Shipwreck near Whiskey Run 

Shopping 

Shrader Old Growth Trail 

Silver Creek Fish Habitat 

Siskiyou National Forest 

Sister's Rock 

Sixes River Estuary 

Skate Boarding 

Snow Camp Lookout 

Snowy Plover 

South Beach 

South Jetty in Gold Beach 

Spectacular Ocean Views 

Sporthaven Beach 

Stay at Packers Cabin 

Stout Mountain Railway 
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Stroll along the Port of Brookings-Harbor 

Sunflower Sea Star 

Surf Boarding 

Surf Fishing 

Surfing 

Swimming in the Chetco River 

Tan Oak 

The lost city near Floras lake 

The most westerly point in the continental us 

Theatre Performances 

Thomas Creek bridge 

Tichenor Rock 

Tide Pooling 

Tour Art Galleries 

Tour Cape Blanco Lighthouse 

Tour Myrtlewood shops 

Tour the Hughes House 

Tour the Indian Creek Salmon Hatchery 

Trees 

Tseriadun State Park 

Turtle Rock 

Visit "The Betty" 

Visit Elk River Fish Hatchery 

Visit Historic Agness 

Visit Mt. Emily Bombsite 

Visit Pistol River's Petting Zoo 

Visit Prehistoric Gardens 

Visit The Agness-Illahe Museum 

Visit the Botanical Garden 

Visit the Brandy Peak Distillery 

Visit the central Building Museum 

Visit the Chetco Valley Historical Museum 

Visit the Curry Historical Society Museum 

Visit the Hummingbird Garden 

Visit the Kid's Castle-Gold Beach 

Visit the Port of Gold beach 

Visit the Rogue River Ranch in Agness 

Vulcan Lake 

Watch boats being lifted at Port of Port Orford 

Watch the Sea Urchin Harvest 

Waterfalls 

Whale watching 

Whaleshead State Park 

Whiskey Creek cabin 

Wild Turkeys 

Wildlife Viewing 

Winchuck Ponds 

Wind Surfing 

Winter Storm Watching 
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APPENDIX 5ðCCPA ANNUAL PERFORMANCE  SURVEY (DRAFT) 

 

The objectives of the Annual Performance Survey (see following page) are as follows: 

 

 Provide CCPA leadership and stakeholders with the opportunity to express their 

opinions freely; 

 Provide the CCPA leadership with essential feedback and information for 

problem-solving and planning; 

 Identify areas that need to be addressed; 

 Improve the quality of marketing provided on behalf of the county. 

 

Report Format for the Results: 

 

 Summary Results: In the summary results a table provides category 

averages, broken out by the various stakeholder and member groups. List the 

highest scores in a separate table, as well as the lowest scores, to celebrate the 

areas of success while also emphasizing the areas which will need the most 

attention. 

 

 Analysis of Results: The detailed results are shown in tabular format by 

category with line item scores arranged in descending order. Comments made 

by the various groups of members and stakeholders follow each category. 

 

 Responses to Questions: This section contains all the narrative comments. 

These comments provide additional insight into attitudes and perceptions of 

members and stakeholders. 

 

Interpretation of Ratings:  
The following guidelines provide a frame of reference for interpreting the results: 

 

Rating Interpretation 

> 4.6 Exceptional (and unusual) 

4.4 >  4.6 Excellent 

4.0 > 4.3 Strong 

3.5 > 3.9 Solid, satisfactory 

3.0 > 3.4 Less than satisfactory 

2.5 > 2.9 Weak 

<2.5 Some serious problems 

 

Report the results to: 
 

 CCPA leadership 

 Members and stakeholders, indicating major learning points and key issues to be addressed. 

 

Celebrate the high scores. Form ad hoc task forces, where appropriate, to brainstorm solutions to 

the areas you believe require attention. Used specialized consulting services to address more 

deep-rooted problems. 
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Curry County Promotional Alliance  

Annual Performance Survey 

 

Section 1 -- Participant In formation 

Check all that apply 

 

 CCPA Leadership Group 

 Other Promotional Organizations 

 Tourist Attraction -- Culture & Arts 

 Tourist Attraction ï Outdoor Activities 

 Lodging -- Bread & Breakfast 

 Lodging -- Rental Home or Condominium 

 Lodging -- Hotel/Motel 

 Government (state, county and city) 

 Restaurant 

 Retail 

 Product/Manufacturer 

 Service Providers 

 Real Estate 

 Other 

 

Section 2 ï Overall assessments 

Check one box per line to rate each of the following: 

 
1=Failing, 

2=Below expectations, 

3=Meets expectations, 

4=Exceeds expectations, 

5=Exceptional 1 2 3 4 5 

2.1 Success with Community Outreach and Awareness Programs      

2.2 Fulfilling CCPA Mission      

2.3 Overall Promotion of Curry County       

2.4 Leadership for Visitor Related Economic Development      

2.5 Leadership for Products Promotion      

2.6 Leadership for Services Promotion      

2.7 Leadership for Livability Promotion      

2.8 Quality of Customer Service      
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Section 3 ï Detailed Assessments 

Check one box per line to rate each of the following: 

 
1=Failing, 

2=Below expectations, 

3=Meets expectations, 

4=Exceeds expectations, 

5=Exceptional 1 2 3 4 5 

3.1 Timeliness in response      

3.2 Accuracy      

3.3 Knowledge      

3.4 Producing and distributing visitor guides, maps, and other  

       merchandising materials 

     

3.5 Seeking out and attracting new visitor markets      

3.6 Providing impetus for new construction (e.g., new hotels,  

      attractions, restaurants etc.) 

     

3.7 Helping to create jobs      

3.8 Communicating economic impact to stakeholders      

3.9 Expanding the local and county tax base      

3.10 Creating quantifiable economic impact       

3.11 Pursuing positive national and regional coverage of  

       Curry Countyôs tourism products 

     

3.12 Collaborating with other economic development partners.      

3.13 Participant Orientations      

3.14 Positively impacting the local business economy      

3.15 Marketing and promoting the county to create awareness      

3.16 Advocacy for visitor-related and associated economic  

       development (i.e., products, services and livability) 

     

3.17 Promoting Curry County's identity      

3.18 Keeping the community informed about and involved  

       with visitor-related issues 

     

3.19 Creating economic impact      

3.20 Bringing visitors to the area      

3.21 Attracting Curry County area visitors      

3.22 Developing partnership opportunities for CCPA 

cooperative marketing and advertising 

     

3.23 Being the focal point for research and information about 

the visitor sector, products, services and livability 

     

3.24 Participant educational workshops and
 
seminars      

3.25 Curry County chambersô participation in roundtables and  

       other problem-solving forums 

     

3.26 Sharing and networking information      

3.27 Developing/participating in coalitions, partnerships and  

       alliances 

     

3.28 Curry County CCPAôs involvement in the community  

       (i.e., chambers, committees, boards, partnerships, etc.). 

     

3.29 Stressing customer service to visitors      

 

Section 4 ï Additional Comments 
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APPENDIX 6ðSAMPLE BYLAWS FOR A NOT FOR PROFIT ORGANIZATION   

 

BY-LAWS OF [NAME], A NOT-FOR-PROFIT CORPORATION 

  

ARTICLE I   ORGANIZATION 

  

1. The name of the organization shall be [NAME]. 

  

2. The organization shall have a seal which shall be in the following  

form: [DESCRIBE] 

  

3. The organization may at its pleasure by a vote of the membership body change its name. 

 

ARTICLE II   PURPOSES 

 

The following are the purposes for which this organization has been organized: [DESCRIBE]  

 

ARTICLE III   MEMBERSHIP 

 

Membership in this organization shall be open to all who [DESCRIBE]. 

 

ARTICLE IV   MEETINGS 

 

The annual membership meeting of this organization shall be held on the __________ day of 

[MONTH] each and every year except if such day be a legal holiday, then and in that event, the 

Board of Directors shall fix the day but it shall not be more than two weeks from the date fixed 

by these By-Laws. 

 

The Secretary shall cause to be mailed to every member in good standing at his address as it 

appears in the membership roll book in this organization a notice telling the time and place of 

such annual meeting. 

  

Regular meetings of this organization shall be held [LOCATION]. 

 

The presence of not less than _________ ( ____%) percent of the members shall constitute a 

quorum and shall be necessary to conduct the business of this organization; but a lesser 

percentage may adjourn the meeting for a period of not more than _________ weeks from the 

date scheduled by these By-Laws and the secretary shall cause a notice of this scheduled meeting 

to be sent to all those members who were not present at the meeting originally called. A quorum 

as herein before set forth shall be required at any adjourned meeting. 

  

Special meetings of this organization may be called by the president when he deems it for the 

best interest of the organization. Notices of such meeting shall be mailed to all members at their 

addresses as they appear in the membership roll book at least ten (10) days before the scheduled 

date set for such special meeting. Such notice shall state the reasons that such meeting has been 

called, the business to be transacted at such meeting and by whom it was called. At the request of 

___________ ( _____%) percent of the members of the Board of Directors or ___________ ( 

_____%) percent of the members of the organization, the president shall cause a special meeting 

to be called but such request must be made in writing at least ten (10) days before the requested 

scheduled date. 
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No other business but that specified in the notice may be transacted at such special meeting 

without the unanimous consent of all present at such meeting. 

 

ARTICLE V   VOTING 

  

At all meetings, except for the election of officers and directors, all votes shall be by voice. For 

election of officers, ballots shall be provided and there shall not appear any place on such ballot 

that might tend to indicate the person who cast such ballot. 

  

At any regular or special meeting, if a majority so requires, any question may be voted upon in 

the manner and style provided for election of officers and directors. 

 

At all votes by ballot the chairman of such meeting shall, prior to the commencement of 

balloting, appoint a committee of three who shall act as "Inspectors of Election" and who shall, 

at the conclusion of such balloting, certify in writing to the Chairman the results and the certified 

copy shall be physically affixed in the minute book to the minutes of that meeting. 

 

No inspector of election shall be a candidate for office or shall be personally interested in the 

question voted upon. 

 

ARTICLE VI   ORDER OF BUSINESS 

  

1. Roll Call. 

2. Reading of the Minutes of the preceding meeting. 

3. Reports of Committees. 

4. Reports of Officers. 

5. Old and Unfinished Business. 

6. New Business. 

7. Adjournments. 

 

ARTICLE VII   BOARD OF DIRECTORS 

  

The business of this organization shall be managed by a Board of Directors consisting of [#] 

members, together with the officers of this organization. At least one of the directors elected 

shall be a resident of the State of __________ and a citizen of the United States. 

 

The directors to be chosen for the ensuing year shall be chosen at the annual meeting of this 

organization in the same manner and style as the officers of this organization and they shall serve 

for a term of _______ years. 

 

The Board of Directors shall have the control and management of the affairs and business of this 

organization. Such Board of Directors shall only act in the name of the organization when it shall 

be regularly convened by its chairman after due notice to all the directors of such meeting. 

 

___________ ( ____%) percent of the members of the Board of Directors shall constitute a 

quorum and the meetings of the Board of Directors shall be held regularly on the [DATE].  

 

Each director shall have one vote and such voting may not be done by proxy. 

 

The Board of Directors may make such rules and regulations covering its meetings as it may in 

its discretion determine necessary. 

http://www.lectlaw.com/forms/f162.htm

