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Welcome to Oregon Again



WELCOME TO OREGON AGAIN

FLIGHTING
« 6/1-7/27

MARKET
* Oregon

TARGET
* "Active Adventurers"” (Adults 18-54)

BUDGET
« $1,500,000




WTOA

TOTAL:30s VIDEO VIEWS: 248,354



WTOA

Alert: Wildfire conditions and COVID-19 updates =§ .

TRAVEL 3 :
. OREGON Places to Go Things to Do Plan Your Trip Free Travel Guides Email Newsletters Q

You've waited for this moment: it's time to plan your next Oregon trip. Oregon is

WEB SESSIONS: 269'489 PAGEVIEWS: 303,752



ATTRIBUTION PARTNER

Enriched hotel bookings generated
by Adara tracking:

112,153
o<

Enriched hotel
revenue to date:

S39.7M Em




OTA
RESULTS

0.14% —_

CLICK THROUGH RATE TRAVEL D OREGON

PLAN YOUR TRIP

$0.02

COST PER VIEW

TRAVEL D OREGON



ONLINE VIDEO

9.5M

VIDEO VIEWS

$0.03

COST PER VIEW

TRAVEL D OREGON

Mron por brip ot Trawekdregeroom R T

TRAVEL D OREGON
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SOCIAL MEDIA
RESULTS

Q Travel Oregon (Default)
Sponsored

To really know our state, you have to get out
and explore it for yourself.

... SEE Mmore

b (ieamnvione
Awareness
10.9M Impressions
CPM: $2.92

WELCOME TO OREGON AGAIN

COZY OREGON

CABIN RETREATS

Traffic
245K Clicks
CPC: $0.53

* ForYou

4 (%)

. il I
WeldOme Piegon aga P

K

Video
1.3M Views
CPV: $0.02



LOGICAL POSITION
RESULTS

116K

CLICKS TO TO.COM

®
COST PER CLICK

Go

Ad - hitps://www.traveloregon.com/ ~

Travel Oregon™ Official Site - Your Oregon Adventure Awaits
Oregon, Where Lifetime Memories are Made. Plan Your Vacation With Travel Oregon™ . There
Isn't A Single Amazing Thing About Oregon. There Are About Ten Zillion. Travel Ideas. The
Oregon Coast. Portland, Oregon. Places To Stay.

¢ Portland - 2 locations nearby

Things To See And Do Oregon Scenic Drives
There's Lots To See & Do In Oregon. Oregon Has Among The Most Scenic
Poke Around & Add Some To Your List Byways And Tour Routes In The US.
Travel Guides Trip Ideas

Get The Scoop On Oregon's Go Horseback Riding Along The Dunes
People, Places, And Happenings. Or Paddle Down A Majestic River.

gle



LOGICAL POSITION
RESULTS

DIGITAL DISPLAY

1.24%

CLICK THROUGH RATE

VIDEO

1.24%

COST PER VIEW

Welcome to
Oregon again.

[ oeeeo

PLAN YOUR TRIP

Google



FLIGHTING
« 6/14 - 9/30

MEDIA PARTNERS
* Priceline, KAYAK, and Open Table

Where ta?

‘Willamette Mational For, OR

TOTAL IMPRESSIONS

« 29 MM

fipe

ADVENTURE

REGIONAL STIPEND
« $70,000 per region

REGIONAL DIRECT SPEND CAMPAIGN

Guides / Roadtrips / 72 hours in Portland & Tualatin Valley

Customize this G

72 hours in Portland &
Tualatin Valley

Q@ 19places D 4h58m ) 138 mi

We stayed right in the © of Portland for ease and to have a central home base. Enjoyed mini
road trips each day to the neighboring regions. It was SUCH a lovely trip!

9 veekster

Starting from

Check-In - Check-out

E 08/, 021 - 08312021

-y
~+ TOP BOOKED

Travelodge by Wyndham Pioneer Villa

Halsey @ View Map

ROOMS & Guests
B 1 Room, 2 Adults

" Free Internet Access, Free Parking, Pets Allowed, 5.. Amenities

" Free Cancellation, Pay Later Avsilable

e hae fe

m 60 Reviews | 2-STAR HOTEL

¥ VERY CLEAN

Best Western Plus Hartford Lodge
Sutheriin @ View Map

+ Continental Breakfast included, Free Internet Acc.. Amenities

+ Free Cancellation, Pay Later Avsilable

m 53 Reviews | 2.5-STAR HOTEL

_m .
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Miami, FL
3 nights hotel + Round-trip flisht

FIND A PLACE
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KEY
LEARNINGS

€ kd ® % DO
Welcome to Oregon Again

Travel Oregon

* Transition from Outstream ads to B o
Explorer ads

o Zefr <> Google Partnership

e Discovery ads for Google

¢ H ere comes Tl I'(TO k Welcome to Oregon Again

It's easy to fall in love with the

[ Sponish |O nguoge Ods Oregon Coast, over and over

again. Plan your trip now



Spring 2022









PARAMETERS

EST. FLIGHTING
« 10/18-12/13

TARGET
» "Active Adventurer” (buying demo: A25-54)

MARKETS
* Primary: Oregon (Portland, Medford,
Eugene, Bend), Seattle, San Francisco

* Secondary: Los Angeles, Sacramento, Tri-
Cities/Yakima




STRATEGY

Oregon’s been through a lot in the
past year. The effects of COVID-19
are still felt statewide.

“50% of tourism businesses saw revenue decline by 90% or more in April of 2020.”
“Revenue declined more for women and minority-owned businesses.”

Occupancy rates are still down 12% throughout the state (as of May 2021).

(Source: Travel Oregon Impact report)



STRATEGY

2022 is our chance to doit.

With more eyes than ever on the state due to Oregon 22, we have an
opportunity to show a broader audience what this place is really
about. At a time when the world needs what Oregon has to offer.

“About one third of US adults report at least occasional
sleeplessness, anxiety in the past week.” - Pew, March 202]

‘Nature is a place where our mind can rest, relax and let down those
threat responses...Therefore, we have resources left over — to be
creative, to be imaginative, to problem solve — that allow us to be
better, happier people who engage in a more productive way with
others.” - Ruth Ann Atchley, Nature Study (2020)

Plus, our Active Adventurer has over a year’s worth of exploring to
make up for.



STRATEGY

“Propel Oregon toward statewide
economic recovery.”

By driving awareness for all that Oregon has to offer, not just the
usual suspects. We need a campaign idea that we can point at
lesser known destinations in need of more traffic. To inspire people
to explore the unexplored throughout the state.



STRATEGY

Guiding travelers through our
Northwest Wonderland

This is more relevant than ever. In order to inspire travelers we need to
continue evolving, building on where we’ve been before, in unique and
distinctive ways.



STRATEGY

With OSE we showed beautiful landscapes, activities, and the spirit of
Oregon in a way no one had ever seen. We bottled the feeling it gives

you, and communicated the essence of Oregon as a whole.
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But, as successful as it was....

We didn’t capture the personal experience.

We didn’t show how Oregon changes you.
We didn’'t show the actual state.

So we're going to do all that and more.




While we are going to film real locations, we can’t just do this in
a straightforward way. That’s not Oregon and that’s not us. To
be a true guide, Travel Oregon has to do it with a twist.

So once again, we're going to show Oregon in a way that no one
has ever seen or expects, and that also captures the essence of
this magical place.




STRATEGY

We will show how Oregon will make you feel better and
happier than you feel right now.

And we will show how Oregon is welcoming to all in search
of a happier state of being.






TIMELINE

Fall Winter Spring

Develop media
Refine scripts and concept Production strategies to
leverage Oregon22
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