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Spring

ADVERTISING 
STRATEGY

Summer Fall



SUMMER 
EXTRAORDINARY IS ORDINARY

RESULTS



ADVERTISING PARAMETERS



VIDEO VIEWS
(6s, 15s and 30s)

64 Million Views



CAMPAIGN WEB TRAFFIC

470 Thousand Sessions



SENTIMENT

FACEBOOK

INSTAGRAM

~72% Positive

~15% Negative

~52% Positive

~4% Negative



KEY LEARNINGS
EXTRAORDINARY 

IS ORDINARY



1. Alignment with World Athletics Championships successful
• Oregon22 domestic viewership 65% higher than previous record 

(London)
• 331% over delivery in National TV impressions

2. Spending large budget in small window was harder than anticipated
• Balancing reach/frequency goals with budget goals

3. New opportunity markets successful
• Houston, San Diego and Minneapolis engagement at or above standard 

West Coast markets

WHAT DID WE LEARN?



FALL 2022
EXTRAORDINARY 

IS ORDINARY



Primary: Seattle, Spokane, SF, LA, Portland
Opportunity: Minneapolis, Houston, 
San Diego

Budget: $1.75M

9/19 - 11/13
Soft Launch: 9/15

Primary: Active Adventurer 25 - 54
Secondary: BIPOC + LGBTQ 25- 54

Campaign KPIs: 
Traffic to Site/Low Bounce Rate, Awareness, 
Conversions

ADVERTISING PARAMETERS



Broad Awareness Im p a c tfu l Co n n e c tio n s Bo o kin g  Ta c tic s

Inspire Engage Convert

OTT/CTV

OTAs

Digital Video Paid Social Organic Social
Remarketing

Leads

Drive deeper connections with impactful 
contextual alignment and audience 

targeting leading to consideration and 
clicks to Travel Oregon

Convert interested travelers 
through website drivers, OTA 

media, promotional tactics and 
search tactics, driving overnight 

bookings and leads.

Spread awareness by capitalizing 
on Fall travel in key West Coast & 
opportunity markets to increase 

reach & frequency

FALL CAMPAIGN FRAMEWORK



CAMPAIGN CONTENT



WHAT’S NEXT



SPRING 2023



Destination Stewardship Approach 

This three-pronged approach seeks to balance and meet the 
economic, environmental and social/cultural needs of a 
destination.  As we develop new creative will employ three 
lenses to guide our direction:

• Prosperity Lens 
• Racial Equity Lens 
• Regenerative Tourism Lens

STRATEGIC VISION



Connecting with a Diverse Group of  Active Adventurers
• Creative
• Impressions
• Authenticity

AUDIENCE



CREATIVE 
EXPLORATION

NORTH STAR (BRAND IDEA)

The role of a guide
LENSES

REGENERATIVE / RACIAL EQUITY / PROSPERITY

Creative Platform
Messaging, Brand behavior, Etc.

Strategic Territory
Starting point for creative teams



CREATIVE 
EXPLORATION

TRUTH

It’s hard to feel 
welcome in a place 
you’ve never been.
“One major concern is wanting to explore the outdoor 
activities in Oregon but yet not really knowing where to 
go, who to turn to, and what is a safe bet for someone 
like me?” 
- Bianca, 31, Nevada

INSIGHT

Oregonians are eager 
to share the state 
with you.
Get ready for recommendations you never asked for. 
Guides that geek out for a living. Locals who take you 
under their wing, show you how it’s done.

(Sustainably / Equitably / Impactfully)



STRATEGIC 
TERRITORY

This place is not easily forgotten. It has a way of sticking with you. 
Lin g e rin g  in  yo u r im a g in a tio n , lo n g  a fte r yo u  vis it.
It’s  wh y so  m a n y h a ve  c o m e  to  lo ve , e n jo y, a n d  s te wa rd  it.

Be c a u se  wh e n  yo u  se e  Ore g o n  u p  c lo se , wh e n  yo u  fe e l it firs th a n d , it c h a n g e s  yo u .
Win s  yo u  o ve r. Yo u  s in g  its  p ra ise s . Yo u ’re  c a p tu re d  b y it. 
Yo u  wa n t to  c a re  fo r it with  e ve ry s te p  yo u  ta ke .

Fro m  c o a s t to  m o u n ta in  to  va lle y. Sle e p y to wn  to  b u s tlin g  c ity.
Th is  p la c e  is  fu ll o f th in g s  yo u  c a n ’t h e lp  b u t wa n t to  te ll so m e o n e  e lse  a b o u t.
An d  o n c e  yo u  e xp e rie n c e  Ore g o n  firs th a n d , yo u ’ll wa n t to  sh a re  it to o .

POV: YOU CAN’T KEEP OREGON TO YOURSELF



BRIEFING
While creating our next 
campaign, we are 
mindful of our found key 
areas of all campaign 
work.

CREATIVE 
EXPLORATION



22/23 CALENDAR

JULY AUG SEPT OCT NOV DEC J AN FEB MAR APR MAY J UNE

Always - On Approach
Lo w Fu n n e l En g a g e m e n t +  Bo o kin g  Drive rs  (OTA, So c ia l, Se a rc h )

Holiday Summer 
E is  O 

Fall
E is  O

Spring

Relevant Cultural Moments
Sp o rts  /  En te rta in m e n t /  Ho lid a ys
Op p o rtu n itie s  to  In s p ire  & En g a g e

Summer



23

THANK 
YOU
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