
What Business are you in?
Tourist, restaurant, and wedding. 

What is your mission? 
Our Mission at the company is to create a 
warm and friendly environment for visitors 
to come, witness, and experience the beautiful 
Multnonah area. 

What are the three most important goals?
The three most important goals of our 
company are:
 1.  Provide a warm and inviting 
      experience for visitors of all ages
 2.  Educate visitors on the Multnomah  
       area and it’s history
 3.  Reinforce health and sustainability  
  education in all aspects of the company

Has there been any press written about
the company?
There have been a few articles about the 
company. Most articles are not directly about 
the Lodge, but the surrounding area such as 
Multnomah Falls. The most recent news 
article was an online news write-up by 
Deseret News releasing information on a 
recent forest fire that endangered the lodge.

What is the size of the company? 
Multnomah Lodge is a small business, we 
normally have about twenty staff members 
year-round. 

Do they produce an annual report?
The lodge itself does not produce an 
annual report but you can find 
Multnomah County’s annual report 
at: https://multco.us/purchasing/annu-
al-reports. The county’s annual report will 
give some information on the services 
offered in the Multnomah area, including 
Multnomah Falls Lodge. 

Why was the company created?
The Multnomah Falls area was donated
 by a man named Lumber Baron in the 
early 1900’s. After construction of the 
bridge in 1914, The Washington Railroad 
and Navigation Company donated the 
property for the lodge to the City of 
Portland. The construction of the Lodge 
was added in the agreement with the 
City of Portland to provide a place for 
guests to shop, learn, and dine while 
visiting Multnomah Falls and the 
surrounding area. The Lodge was soon 
built in 1925 and quickly became a reason 
for tourists to come and visit the area. 

Describe your products and/or services.
The main service for the lodge is to provide 
an area for guests to come and learn more 
about Multnomah and the surrounding 
area. The Forest Service Interpretive 
Center is made to provide the history of the 
Columbia River Gorge and its falls and also 
information about local plants and animals 
that can be seen while hiking on the trails. 
Other services include a restaurant, a gift 
shop, as well as a beautiful wedding venue. 
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Describe your target market
Ideally the target market would be all ages 
from child to senior, but their are actually 
two significant markets that we see that visit 
the falls. The first group are men and women 
generally without children between the ages 
of 25 and 34. The second group consists of 
men and women who are 45+ years of age. 
Our target market tends to have slightly 
higher incomes and higher education of 
the national average. They also see themselves 
with higher intellectual influence then the 
average person. They tend to think of them-
selves of adventure seekers and interested in 
discovering new and exciting places. 

Who are the steakholders of the company?
Rick Buck, the owner of the lodge, is the 
primary steakholder of the company. The 
Lodge also sits under a board of directors 
who jointly oversee the activities of the 
company. The National Park Forest Service 
owns the land that the Lodge sits upon, 
making them a secondary steakholder.

What is your competitive advantage? 
Why do your customers choose your 
product or service? 
The competitive advantage of the 
Multnomah Falls Lodge is the scenic view 
of the falls. Multnomah Falls plummets 
620 feet in two major steps. The upper fall 
plunges 542 feet and the lower fall 69 feet 
distinguishing Multnomah Falls as the 
highest waterfall in the state of Oregon and 
second highest in the nation. Because of 
this, the falls get an enormous amount of 
visitors thought the year (about 2.5 million) 
making it the number-one tourist 
destination in Oregon. 

What do you do better than anyone else?
Most touring destinations in Oregon don’t 
provide an experience like we do. Hiking 
destinations might have a resting area or a 
information center but we provide much 
more then that. We give our guests a place 
to learn about the Columbia River Gorge 
and the surrounding area. The Lodge is 
the proprietary aspect of our business. Yes 
some places do provide a lodge area, but 
none are as close to the destination like 
ours is. While dining at our lodge, a guest 
can look out the windows and see the 
beautiful falls just feet away.

Who is your competition? Is there a 
competitor that you admire? If so why?
There are many other companies similar 
to ours that we really appreciate, though 
we don’t see them as competitors for 
they do not have the same experience for 
guests as we do (Multnomah Falls and 
surrounding area) but they all have their 
own destination of value. 
One company that we greatly admire is 
Crater Lake Lodge. They provide many 
great services to visitors of the area. They 
do a great job of not just providing an 
area for guests to go, but also providing 
many activities that the guests can do 
while visiting. They also have a great deal 
of interest in trying to be a more sustainable 
and low impact lodge— something that 
we aspire to do more of in the future.  



How do you market your product and 
services?
Much of the marketing we currently have 
are online forms such as travel guides,
online magazines, and news articles. Our 
own marketing strategy involves print 
material that can be provided in hotels 
and information desks- brochures are our 
biggest form of marketing we provide. 

What are the trends and changes that affect 
your industry?
There are very few trends that have drastically 
affected free public tourism industry but 
some trends have defiantly showed impact; 
aside from weather and season changes there 
have been two major contributors to the 
population increase in the tourism industry; 
suitability acts and economic growth. 
In recent years there have been large 
increases in the awareness of sustainability 
practices on the environment. People are 
becoming more aware of the effects we do 
on the environment and therefore we see 
more proactive advocates for earth friendly 
practices. We noticed that because of these 
trends, people are more inclined to go 
and visit naturalistic places like the Lodge. 
When tourists visit the Lodge and the 
falls surrounding it, they feel like they are 
seeing something that they have supported 
whilst using their environmentally friendly 
practices. 
Economic growth is the second big change 
that affects our industry. We notice slight to 
moderate growth with the economy grows. 
This factor doesn’t affect us drastically, but 
we can project the years outcome based 
on how the economy grew/declined the 
previous year. 

Where will you be in five years? 
In ten years?
As a tourist destination, we see ourselves 
as a growing company in the coming 
years. We continue to work on providing 
an experience for the visitor, and we plan 
on adding more activities that guests can 
do on their visits at the Lodge. Our goals 
include providing tours in the future as 
well as expanding the Lodge to create a 
overnight stay for guests. We also plan on 
working with the National Forest Service 
to provide more easily accessible hiking 
paths as well as more informational signs.

How do you measure success?
We measure success by the amount of 
visitors we see each year at the lodge. We 
understand that as a tourist destination, it 
is important to see customer satisfaction 
rise and if we do it right we will see our 
visitor count rise as well. 

What values and beliefs unify your 
employees and drive their performance?
As a company we seek to provide an 
amazing experience for our visitors. We 
find value in environmentally responsible 
education as well as education of the 
history of the Columbia River Gorge and 
the lodge. We look for employees with 
similar values of our own to provide a
unified, represented, and enjoyable 
experience for every visitor here at the lodge. 

What are the potential barriers to the 
success of your product and service?
We have learned that our biggest barriers 
for growth as a touring destination is our 
location and our publicity. Though we can’t 
change much the location, we can change 
the publicity aspect of our maketing. As a 
company, we have concluded that continuing 
our marketing plan into more areas where 
we can reach more potential viewers will 
be a goal of ours to conclude in the next 
couple years.  

Place yourself in the future. If your 
company could do anything or be anything, 
what would it be?
There are many possibilities for 
Multnomah Falls Lodge and its action 
in the tourism industry. What we would 
like to see in the future for our company 
is involving our visitors more on healthy 
practices and sustainable living. We feel 
like educating the public on land and 
wildlife conservation is essential to the 
health of our planet. 
We also want to promote an active lifestyle 
to our guests. We want to give our visitors 
more of an interactive environment so 
people can learn fun ways to stay healthy 
while also learning about the Multnomah 
area and how to play a role in the
conservation of it. We want to provide 
more group activities that our tourists 
can be apart of like day hike tours and 
gorge tours so they can be more involved 
in the educational resources we provide 
here at the lodge. 

If you could communicate a single message 
about your company, what would it be?
Multnomah Lodge welcomes people 
from all over to come and experience the 
wonderful beauty that Oregon’s natural 
wonders give. We hope to provide an 
educational experience to visitors on wildlife 
and environmental education as well as 
healthy and sustainable living. 



Who is the competitor?
Crater Lake Lodge // White City, OR

What do their brands stand for?/What are 
their key messages?
They show great interest in serving their 
guests in as many ways possible- lodging, 
dining, and touring activities are just a few 
examples of how they focus on customer 
satisfaction. They also have a large focus 
on sustainability- they provide information 
on how to be sustainable as well as how their 
lodge is practicing sustainable options. 

What advantages (strengths) do they have?
Crater Lake Lodge provides many great 
services to visitors of the area. They do a 
great job of not just providing an area for 
guests to visit, but also providing many 
activities that the guests can do while 
visiting as well. Another strength they carry 
is they have a great deal invested in being 
a more sustainable and low impact lodge- 
something that we aspire to do more of in 
the future. 

What disadvantages/weaknesses do 
they have?
One of the weaknesses that Crater Lake 
Lodge seems to have is the lack of educating 
the public on the history of Crater Lake. 

What are their modes of selling and culti-
vating customers/clients?
Just like Multnomah Lodge, Crater Lake 
Lodge provides pamphlets for for visitors in 
many different hotels and tourist attractions. 
They also provide many other resources 
to the public to get the Crater Lake Lodge 
brand out. An online store, email newsletter, 
and posters seen around the Portland area 
are just a few examples of how they 
implement their Brand into the view of 
potential visitors.  

What is their financial condition?
In 1967, the National Park Service 
acquired the Crater Lake Lodge and they 
didn’t have very much financial stability
to keep it in business. Now the Lodge
is doing quite well and is seeing more 
visitors very year.

How much market share do they hold?
Crater Lake Lodge holds less then 1% 
of the market share in Oregon’s touring 
industry.

What do they look and feel like?
The Lodge itself is very rustic and still has
a vintage feel when walking into the 
building. It’s very calm and inviting— with 
tapestries hanging on the bare wood walls 
to the vintage chandelier in the great hall it 
is very warm and cosy. The look and feel of 
the brand on the other hand is something 
very different. The brand is very hard and 
clean— it almost feels like branding for a 
hospital or real estate office. It is not very 
warm or inviting and but it does seem to try 
and incorporate a modern feel to the brand. 
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