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BACKGROUND



THE COMEBACK
STRATEGY
Parameters
1. WTOA: 

• Oregon Only
 Portland, Bend, Eugene 

and Medford

2. OSE3: 
• Oregon + Out of State
 Portland, Bend, Eugene
 Seattle, Yakima, Tri-Cities
 LA, San Fran, Sacramento



Creative Direction

• Four W+K internal 
focus groups

• Two Travel Oregon 
conducted focus groups

DIVERSITY, EQUITY 
& INCLUSION
CREATIVE STRATEGY



DIVERSITY, EQUITY & INCLUSION
ADVERTISING STRATEGY

Custom Content Influencers



OSE3
RESULTS



LONG-FORM VIDEO VIEWS

2,435,402 Views



CAMPAIGN WEB TRAFFIC

382,765 Sessions



SENTIMENT



OSE3 DEI KPI RESULTS

% of Advertising Impressions

Race
Goal 

Breakouts
Actual 

Breakouts
Goal 

Delivery

Black 4% 8% 200%

Asian 12% 8% 67%

Hispanic 16% 16% 100%



OSE3
KEY LEARNINGS



1. Heavier winter lift
• Very competitive time of year = more expensive
• More cluttered environment

2. Selecting the right message
• Awareness vs Conversions
• Upper funnel vs lower funnel

3. DEI Learnings
• Spanish language

WHAT DID WE LEARN?



FUTURE FORWARD 
ADVERTISING



Spring

ADVERTISING 
STRATEGY

Summer Fall



ADVERTISING 
STRATEGY

Timing:  April – July

Objective:  Extend length of stay and geography

Primary audience: Event attendees / Ticket holders

Tactics: Conversion
• Retargeting
• Geofencing
• Online Travel Agencies (OTA)

Spring Campaign



ADVERTISING 
STRATEGY

Timing:  June – July 

Objective:  Drive awareness and surround key 
moments including the World Athletics 
Championships through video exposure. 

Primary audience:  National

Tactics: Broad Awareness 
• Linear TV, Streaming, Online Video, Social, 

Search, etc.

Summer



ADVERTISING 
STRATEGY

Fall Timing:  9/12 - 11/20
Fall

Objective:  Encourage our audience to book Oregon 
travel during the fall and holiday season. 

Primary audience: Oregonians and close in markets

Tactics:
• Conversion focused digital, OTA, Social, Search
• Leverage retargeting opportunities to capture 

audiences exposed in Summer 



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



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.

OBJECTIVE



STRATEGY
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