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Executive Summary
Central Oregon Tourism Trends
• Room night Demand among Central Oregon Region hotels declined for the seventh consecutive month in March, 

as properties sold 4.7% fewer room nights compared to one year prior. Room Supply, which has also been declining 
for the past seven months, saw an even greater drop of 9.1% Year-over-Year (YoY). This resulted in a 4.8% increase in 
Occupancy throughout the region. Central Oregon Region hotels averaged 56.5% Occupancy for the month. 
• Hotels in Bend were the regional leaders in Occupancy at 60.2% in March, followed by Deschutes County at 

58.2%. Both regions posted healthy Occupancy gains YoY of more than 6%. Redmond, a close third at 56.5% 
Occupancy, saw a slight decline of 0.3% YoY. Jefferson County trailed the other regions, averaging 41.2% 
Occupancy, which was a YoY drop of 9.1%.

• Note: STR has not published results for Crook County for several months due to lack of reporting properties in that market.

• In March, the number of short-term rental listing nights sold (Demand) throughout Central Oregon decreased by 
8.1% compared to last year, while the number of Available Listings (Supply) remained unchanged. Overall, 
Occupancy decreased by 5.7% YoY to average 47.9% for the month. 
• Five of the six regions throughout Central Oregon saw short term rental Occupancy decline YoY in March. 
• Rentals in Maupin, the smallest submarket in terms of supply, led the region in Occupancy at 62.5%. Maupin 

was also the only region to see an Occupancy increase in March. Bend, the largest region in terms of supply, 
posted the second highest Occupancy at 62.0% which was down 3.5% YoY. 

• Unlike Occupancy, Average Daily Rate increased across most regions in March. Only Bend and Redmond saw 
ADR declines, down 5.1% and 1.8%, respectively.

• Passenger volume at Redmond Municipal Airport (RDM) declined in February, down 2.7% YoY to 87,633 total 
passengers. Year-To-Date (YTD), RDM has welcomed 178,050 passengers – down 1.9% compared to last year. 

Source: STR, AirDNA, and Redmond Municipal Airport



Mountain Town Trends

Source: DestiMetrics (4/13/2026) 

Regional Insights – March 2026
West Region Mountain Market Summary

• “March occupancy across the West finished down a dismal 12%, and seasonal occupancy 
slipped to a 6.7% YOY decline.”

• “ADR also softened as suppliers tried to find an incentive to come, and seasonal RevPAR, 
down -5.6%, is nearing numbers we last saw in March 2021 as resorts struggled with pre-
vaccine COVID.”

• “Fortunately, mountain travel has done an excellent job of pivoting from winter recreation to 
year-round destination tourism, and we’re heading into a summer that at this early stage is 
looking strong.”

• “While booking pace took a hit this month, the summer season has a good foundation with 
occupancy up 4.0%, ADR a strong +6.5%, and RevPAR +10.8%.”

• “With low snowpacks meaning a shorter mud season, there’s an opportunity to get the warm 
weather guests--the hikers, bikers, and paddlers out earlier than usual.”

• “Overall, business on-the-books for arrival May through October is looking strong so far.”



Mountain Town Trends

Source: DestiMetrics (4/13/2026) 

Regional Insights – March 2026
West Region Mountain Market Summary (continued)

• “Economic issues could play a major role in how this drive-centric season plays out, with gas 
prices up dramatically, and inflation spiking in March, while many analysts expect it to 
remain elevated for some time.”

• “We move forward with optimism based on the numbers, caution based on the economy 
and weather, and some sense of relief that, at least at this stage, destinations have turned a 
corner to a brighter season ahead.”



U.S. Market 
Review



Consumer Sentiment

The Consumer Confidence and 
Consumer Sentiment Index

• “The CCI and CSI went in opposite 
directions in March, and both remain 
well below their 24-month averages.”

• “The Conference Board’s CCI edged 
up a slight 0.8 points to finish the 
month at 91.8 points, however it has 
been on a generally downward trend 
since late 2021.”

• “The University of Michigan’s CSI 
declined this month, down 3.3 
points--or 6%--to finish at 53.3 points, 
the lowest reading since last 
December.”

Source: DestiMetrics (4/13/2026) 



Economic Review

The Dow Jones Industrial 
Average

• “The DJIA dropped dramatically in March 
after a mostly uneventful February, losing 
2,636.41 points, or -5.4%, to finish the 
month at 46,341.51 points.”

• “This is the lowest monthly close for the 
Dow since August 2025.”

• “While the DJIA was down, the S&P 500, 
which is more closely tied to consumers’ 
retirement and savings accounts, was 
down -5.1%.”

• “Though only about 60% of consumers 
are invested in Wall Street, this month’s 
performance on Wall Street reflects 
factors that impact consumers across the 
entire economic spectrum.” 

Source: DestiMetrics (4/13/2026) 



Economic Review

The National Unemployment 
Rate

• “Job Creation and the National 
Unemployment Rate were both better 
in March, with payrolls expanding by a 
strong 178,000 positions, considerably 
higher than most analysts were 
predicting.”

• “The unemployment rate softened to 
4.3%, down from 4.4% in February.”

• “Wages were also up during the 
month, gaining 3.5% year-over-year.”

• “The Accommodations subsector 
added 7,900 jobs in March, while 
Food/Drinking Services added a strong 
21,500 positions.” 

Source: DestiMetrics (4/13/2026) 



Economic Review

The National Inflation Rate

• “National Inflation Rate and the 
Consumer Price Index (CPI) rose 
dramatically in March, with consumer 
prices jumping 0.9 percentage points 
from February.”

• “The national inflation rate is now at 
3.3%, the highest since May 2024.”

• “Gasoline prices are up 24.1% versus 
last month, while airfares were up 
2.7% between February and March, 
but are now up 15.0% YoY.”

• “The 0.2% gap between wages, up 
3.5%, and inflation is the smallest 
since 2024, and puts pressure on 
consumers.”

Source: DestiMetrics (4/13/2026) 



U.S. Economic Outlook

Source:  Tourism Economics (4/20/2026) 



U.S. Economic Outlook

Source:  Tourism Economics (4/20/2026) 



Tax Refunds & Gas Price Effects

Source:  Tourism Economics (4/20/2026) 



International Inbound Review

Source:  Tourism Economics (4/20/2026) 



Canada Inbound Review

Source:  Tourism Economics (4/20/2026) 



International Visitation Forecast

Source:  Tourism Economics (4/20/2026) 



U.S. Hotel World Cup Forecast

Source:  Tourism Economics (4/20/2026) 



U.S. Hotel Market Review

Source:  Tourism Economics (4/20/2026) 



U.S. Hotel Market Review

Source:  CoStar (4/20/2026) 



U.S. Hotel Market Review

Source:  Tourism Economics (4/20/2026) 



U.S. Market Review

March 2026 Economic Review Summary

• “The continuing conflict in Iran dominated much of the economic discussion in March, with 
fears that disruptions to oil shipping could reignite inflation seeming to be borne out. 
Inflation, which had dropped to a relatively cool 2.4% in January and February, rose by nearly a 
full point to 3.3% in March. This dramatic swing, producing the highest inflation rate in nearly 
two years, was driven primarily by the food and energy segment, in particular gasoline. Still, 
core inflation, which strips out food and energy prices, also increased to 2.6%, up from 2.5% in 
February.”

• “Inflation concerns have weighed heavily on consumers and markets since very high rates 
following supply chain disruptions post-Covid crimped budgets. In 2025, the Trump 
Administration’s “Liberation Day” tariff increases again pushed inflation higher, as 
international producers passed on significant portions of the tax burden to consumers. These 
effects were expected to be transitory and had largely passed by the beginning of March. 
Now, a new supply chain disruption in the Strait of Hormuz is again pushing inflation up.”

Source:  AirDNA (4/20/2026) 



U.S. Market Review

March 2026 Economic Review Summary (continued)

• “While tax returns in 2026 reflected additional cuts and initially had stimulatory promise, 
these returns may eventually be consumed by higher prices instead. Currently, gasoline 
prices have increased, but over time additional price increases will pass through to goods 
from higher input costs such as raw materials, freight, and energy.”

• “Not only does the additional expense of inflation cause direct harm, but it also motivates the 
Federal Reserve to either delay additional rate cuts or, if inflation reaches a high enough 
threshold, begin raising rates again.”

Source:  AirDNA (4/20/2026) 



U.S. Short Term Rentals Review

Short Term Rentals Update March 2026

• “March 2026 saw the U.S. short-term rental market begin to stabilize, with demand 
rebounding after a weaker start to the year and supply growth showing signs of leveling off. 
While occupancy remained slightly below last year’s levels, the gap has continued to narrow 
as booking activity improved and demand strengthened across most location types.”

• “Much of this shift reflects a normalization in travel patterns following the volatility of late 
2025, with demand becoming more responsive to seasonal drivers and external factors such 
as weather. At the same time, broader economic uncertainty, particularly rising inflation 
driven by energy prices, continues to weigh on consumer sentiment and may influence short-
term travel decisions.”

• “Despite these pressures, forward pacing points to a more positive outlook. Stronger bookings 
tied to Spring Break travel, major summer events, and the upcoming World Cup are already 
supporting demand growth into Q2. As a result, while near-term performance remains mixed, 
the underlying signals suggest a more stable and potentially stronger market in the months 
ahead.”

Source:  AirDNA (4/20/2026) 



U.S. Short Term Rentals Review

Short Term Rentals Update March 2026 (continued)

Key U.S. Short Term Rental Performance Metrics for March 2026

• Available listings reached 1.68 million, a 3.3% increase YoY
• Demand nights were up 2.0%
• Occupancy averaged 61.3%, down -0.3% YoY
• Average Daily Rates (ADR) climbed to $269.34, up 2.6% from last year
• Revenue per Available Rental (RevPAR) increased 2.3% year-over-year (YoY) to $165.14

Source:  AirDNA (4/20/2026) 
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STR - Definitions

• Average Daily Rate (ADR) – A measure of the average rate paid for rooms sold, 
calculated by dividing room revenue by rooms sold.
• ADR = Room Revenue / Rooms Sold

• Demand (Rooms Sold) – The number of rooms sold in a specified period (excludes 
complimentary rooms). 

• Supply (Rooms Available) – The number of rooms in a hotel or set of hotels multiplied 
by the number of days in a specified period.

• Occupancy – Percentage of available rooms sold during a specified period. Occupancy is 
calculated by dividing the number of rooms sold by rooms available.
• Occupancy = Rooms Sold / Rooms Available

• Room Revenue – Total room revenue generated from the guestroom rentals or sales.

• Revenue Per Available Room (RevPAR) – Total room revenue divided by the total 
number of available rooms.
• RevPAR = Room Revenue / Rooms Available

Source: STR



TRAVEL
OREGON
MONTHLY
LODGING
STATISTICS
MARCH 2026

MONTHLY RESEARCH REPORT

WILLAMETTE VALLEY

56.6% $120
-1.2%

OCCUPANCY 

YOY CHANGE -2.8% YOY CHANGE

AVERAGE DAILY RATE

PORTLAND REGION

58.9% $127
+2.8%

OCCUPANCY

YOY CHANGE +0.3% YOY CHANGE

AVERAGE DAILY RATE

MT. HOOD & GORGE

57.7% $125
+1.9%

OCCUPANCY 

YOY CHANGE +0.2% YOY CHANGE

AVERAGE DAILY RATE

CENTRAL OREGON

56.4% $129
+4.5%

OCCUPANCY 

YOY CHANGE +1.7% YOY CHANGE

AVERAGE DAILY RATE

EASTERN OREGON

52.8% $107
+1.5%

OCCUPANCY 

YOY CHANGE +0.3% YOY CHANGE

AVERAGE DAILY RATE

SOUTHERN OREGON

51.6% $102
-1.7%

OCCUPANCY 

YOY CHANGE +0.8% YOY CHANGE

AVERAGE DAILY RATE

55.3% $134
-0.8%

OCCUPANCY 

YOY CHANGE -6.7% YOY CHANGE

AVERAGE DAILY RATE

Source: STR & Travel Oregon

UNITED STATES
• Occupancy: 64.9% (+2.0% YOY)
• ADR: $168 (+3.8% YOY)

OREGON STATEWIDE
• Occupancy: 56.2% (+1.1% YOY)
• ADR: $123 (-1.7% YOY)

OREGON COAST
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MONTHLY RESEARCH REPORT

WILLAMETTE VALLEY

52.1% $119
-0.8%

OCCUPANCY 

YOY CHANGE -2.5% YOY CHANGE

AVERAGE DAILY RATE

PORTLAND REGION

53.6% $123
-4.2%

OCCUPANCY

YOY CHANGE -1.5% YOY CHANGE

AVERAGE DAILY RATE

MT. HOOD & GORGE

50.3% $122
-3.7%

OCCUPANCY 

YOY CHANGE +0.3% YOY CHANGE

AVERAGE DAILY RATE

CENTRAL OREGON

48.8% $123
+2.6%

OCCUPANCY 

YOY CHANGE +2.8% YOY CHANGE

AVERAGE DAILY RATE

EASTERN OREGON

45.5% $102
+2.0%

OCCUPANCY 

YOY CHANGE +2.8% YOY CHANGE

AVERAGE DAILY RATE

SOUTHERN OREGON

45.0% $98
-5.1%

OCCUPANCY 

YOY CHANGE -0.6% YOY CHANGE

AVERAGE DAILY RATE

48.4% $130
+0.3%

OCCUPANCY 

YOY CHANGE -3.3% YOY CHANGE

AVERAGE DAILY RATE

Source: STR & Travel Oregon

UNITED STATES
• Occupancy: 59.2% (+1.4% YOY)
• ADR: $162 (+2.4% YOY)

OREGON STATEWIDE
• Occupancy: 50.1% (-2.2% YOY)
• ADR: $120 (-1.6% YOY)

OREGON COAST

CALENDAR YEAR 2026
(JANUARY-MARCH 2026)



Regional Summary – March 2026

Source: STR Note: Crook County does not have a large enough sample size to report



Regional Summary – CYTD 2026

Source: STR Note: Crook County does not have a large enough sample size to report



Central Oregon 
Region



Central Oregon – March 2026

Source: STR



Central Oregon – March 2026

Source: STR



Central Oregon – March 2026

Source: STR



Jefferson County



Jefferson County – March 2026

Source: STR



Jefferson County – March 2026

Source: STR



Deschutes County



Deschutes County – March 2026

Source: STR



Deschutes County – March 2026

Source: STR



Redmond



Redmond – March 2026

Source: STR



Redmond – March 2026

Source: STR



Bend



Bend – March 2026

Source: STR



Bend – March 2026

Source: STR



Bend – March 2026

Source: STR
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Short Term Rental 

Performance



AirDNA - Definitions

• Available Listings – Total number of listings whose calendars had at least one day 
classified as available or reserved during the reporting period.

• Average Daily Rate – Average daily rate (ADR) of booked nights in USD (ADR = Total 
Revenue / Booked Nights).

• Demand (Nights Booked) – Total number of nights booked during the reporting period.

• Supply (Nights Available) – Total number of nights available during the reporting period.

• Occupancy Rate – Occupancy Rate = Total Booked Days / (Total Booked Days + Total 
Available Days). The calculation only includes vacation rentals with at least one Booked 
Night.

• Revenue (USD) – Total revenue (in US dollars) earned during the reporting period. Includes 
the advertised price from the time of booking, as well as cleaning fees.

• RevPAR – Revenue Per Available Rental = ADR * Occupancy Rate
Source: AirDNA



AirDNA – Note on ADR

Note on recent methodology change:
• In June 2024, it appears that Airbnb changed how it collects its “Service Fee” from 

professional hosts (large property managers, hosts with multiple properties/listings, 
hotels, etc.). 

• It is believed that at least some portion of this fee is now wrapped into the rate a 
customer is quoted and does not appear as a separate line item that is excluded from 
the advertised rate. 

• As a result, Average Daily Rate in some regions with many professional property 
managers (such as Sunriver, Bend, etc.) appears to have risen significantly since June. 

• It is unclear how much the rate actually increased organically and how much the 
increase has to do with the Service Fee being wrapped up in the advertised rate.

• However, it does appear that a significant portion of this increased rate is artificial, and is 
the result of fees being counted differently, not due to true rate gain. 

• We are working with the data provider to better understand this issue and hope to be 
able to provide a definitive update soon. 

Source: AirDNA



March 2026 Regional Summary

Source: AirDNA, ‘Entire Place’ Listings only



March 2026 Regional Summary

Source: AirDNA, ‘Entire Place’ Listings only



Calendar YTD Through March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Central Oregon 
Region



Central Oregon – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Central Oregon – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Redmond



Redmond – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Redmond – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Bend



Bend – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Bend – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Sisters



Sisters – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Sisters – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Sunriver



Sunriver – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Sunriver – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Prineville



Prineville – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Prineville – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Maupin



Maupin – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Maupin – March 2026 

Source: AirDNA, ‘Entire Place’ Listings only



Redmond 
Municipal

Airport



RDM: Route Map

Source: Redmond Municipal Airport



RDM: Monthly Passengers
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RDM: Passenger Pacing

168,994 

181,434 

178,050 

2024 YTD 2025 YTD 2026 YTD

Total Passengers Pacing YTD (Jan - Feb)

Source: Redmond Municipal Airport



RDM: Passenger Volume

(Jan - Feb)
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1,317,655

178,050 
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Total Passengers by Year (2021 - 2026 YTD)

Source: Redmond Municipal Airport
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Organic Website Performance

Source: GA4
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Organic Website Performance

Source: GA4
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Organic Website Performance

Source: GA4

64.8%
66.6% 66.6%

66.9% 66.1%
63.0%

60.4%

63.7%
61.9% 61.0% 60.7% 60.9%60.8% 61.2%

63.6% 62.6% 61.6% 62.1%

95.2%
92.2%

66.8% 67.4% 68.1%
69.8%

65.4%

71.1% 70.1%

50%

60%

70%

80%

90%

100%

JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC

Engagement Rate by Month
2024 2025 2026



Organic Website Performance

Source: GA4
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Website Conversion Overview

Source: GA4

34.8%
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March 2026 – Monthly Channel Distribution
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Earned Media Overview

Source: GA4
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Top Pages – March 2026

Rank Page Path and Screen Class Total Users Engagement 
Rate

1 /winter-enter-to-win-sunset-magazine-sweepstakes/ 14,306 93%

2 /thank-you-winter-enter-to-win-sunset-magazine-sweepstakes/ 11,647 100%

3 /vacation-planning/seasons/winter/ 9,606 24%

4 /calendar-of-events/bend/ 2,622 85%

5 /lodging/resorts/mt-bachelor/ 2,338 11%

6 / 1,995 74%

7 /spring-activities-central-oregon 1,938 23%

8 /calendar-of-events/ 1,673 87%

9 /calendar-of-events/bend/page/2/ 1,554 98%

10 /vacation-planning/seasons/spring/ 1,266 23%

Source: GA4



Top Cities – March 2026

Rank City Total Users Engagement 
Rate

1 Portland, OR 2,831 66%

2 Bend, OR 2,539 71%

3 Los Angeles, CA 2,442 36%

4 Seattle, WA 2,418 47%

5 New York, NY 1,115 15%

6 Las Vegas, NV 1,019 36%

7 Washington, DC 875 85%

8 Phoenix, AZ 790 38%

9 San Francisco, CA 738 35%

10 Redmond, OR 557 72%

Source: GA4
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Tax
Data 



Deschutes County TRT

Source: Visit Central Oregon



City of Bend TRT

Source: Visit Central Oregon



City of Redmond TRT

Source: Visit Central Oregon



City of Sisters TRT

Source: Visit Central Oregon



City of La Pine TRT

Source: Visit Central Oregon
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Sentiment Data
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