
MARKETING  UPDATE
Spring 19 Results / Japan / Fall 19 10.15.19



OBJECTIVE
SPRING 2019

Inspire people to come find 
happiness off-the-beaten-path, 
all over Oregon.



RECAP
SPRING 19

Key Markets: Portland, San Francisco, 
Seattle

Flighting: 3/19 – 5/12

Media Objective:
Inspire Active Adventurers to book their 
Oregon vacation allowing them to 
experience all the “Slightly Exaggerated” 
places and things Oregon has to offer.



CAMPAIGN SNAPSHOT

VIDEO COMPLETION RATE

76% 816K
CLICKS TO TO.COM

17M
VIDEO COMPLETES



ATTRIBUTION PARTNERS

Hotel bookings tracked by 
Adara tracking:

17,806
YoY bookings to 
Oregon are up by an 
overall average of 137%



Change YOY
Sessions 36%

Users 35%
Pages/session 20%
Engaged users 29%

WEBSITE 
PERFORMANCE



VIDEO

Video Views
4.2M

Facebook

YouTube



SOCIAL MEDIA

Video Ads Instagram Stories Click Ads Influencers



PR RESULTS

41

113.6M

9/10

Number of Stories

Circulation

Average Story Score



SPANISH LANGUAGE
CONTENT



OSE JAPAN
ACTIVATION



OSE JAPAN
TOKYO



OSE JAPAN
MURAL TRAIL FAM



OSE JAPAN
DELTA SKY CLUB



OSE JAPAN
DELTA SKY CLUB



FALL 2019 



AUDIENCE
FALL 2019

People who already love Oregon 
but might not appreciate winter 
in our gorgeous state.



CREATIVE APPROACH





• OUT OF HOME
• PRINT
• DIGITAL

FALL 2019
MEDIA



FALL 2019
MEDIA
• OTA
• SEARCH
• CUSTOM CONTENT



SOCIAL MEDIA



SOCIAL MEDIA
ROLLOUT

Tuesday



SOCIAL MEDIA
ROLLOUT

Wednesday Thursday



SOCIAL MEDIA
ROLLOUT

Friday Saturday - Monday



TRAVELOREGON.COM



BOOK



Thank you
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