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We’re evolving in how we 
market the state. 
To be more responsible, pointing people to the areas most in economic 
need, and avoiding overuse of others. To place a greater value on 
sustainability and stewardship. To welcome travelers who, though 
interested, may not have felt like Oregon was for them.

SITUATION



By creating a non-traditional campaign that makes the 
state relevant and accessible to new audiences. An 
evergreen platform that spans 4x seasons, comes to life in 
many ways, can be pointed at destinations most in need. 

*Diverse geographies, experiences, interests, communities, 
and values.

ASSIGNMENT

Bring the diversity* 
of Oregon to a 
diversity of travelers.

PROBLEM

People know of Oregon, 
but they don’t really 
know Oregon.

While there’s an overall positive association with us, there’s 
not a deep knowledge of what it’s like or what there is to 
do here. Making us likable, but not quite lovable. 

THE TASK



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



BRAND IDEA

Guiding travelers through our 
Northwest Wonderland.
Travelers need guides. It’s no longer enough to show people pretty landscapes 
and encourage them to figure it out from there. Let’s abbreviate the leg work 
and make it super easy to enjoy all that Oregon has to offer. All through the 
lens of the people* that love it. And the places they call home. 

How do we make visiting Oregon feel less like a journey into the unknown, and 
more like a trip with a new friend?

*Engaging with actual residents for inspiration.

OUR ROLE



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. 
Lingering in your imagination, long after you visit.
It’s why so many have come to love, enjoy, and steward it.

Because when you see Oregon up close, when you feel it firsthand, it changes you.
Wins you over. You sing its praises. You’re captured by it. 
You want to care for it with every step you take.

From coast to mountain to valley. Sleepy town to bustling city.
This place is full of things you can’t help but want to tell someone else about.
And once you experience Oregon firsthand, you’ll want to share it too.

POV: YOU CAN’T KEEP OREGON TO YOURSELF



OUR AMBITION

We want to shine a light 
on Oregon’s character.
It’s unique ability to make you feel welcome.

To do so, we’ll embrace our role as ‘guide’ in a way we never have before. Offer 
travelers a helpful hand, in a memorable way. And in the process, make heroes 
out of the real guides doing the work all across the state.

CREATIVE 
PLATFORM
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Pre v io u s  c a m p a ig n s  c re a t e d  a  v o ic e  a n d  id e n t it y  fo r  
Ore g o n  u n like  a n y t h in g  in  t h e  t ra v e l c a t e g o ry . 
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Bu t  w e  h a v e  a n  o p p o rt u n it y  t o  e xp a n d  w h a t  t h is  s t a t e  
h a s  t o  o ffe r .
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We  c a n  c re a t e  a  c a m p a ig n  t h a t  is  “a liv e ” a n d  fre e  t o  
re in v e n t  it s e lf t h ro u g h o u t  t h e  y e a r  b a s e d  o n  s h ift in g  

g o a ls  a n d  n e e d s .



12TRAVEL OREGON

It ’s  t r ic ky  t o  a s k  p e o p le  t o  g o  o ff t h e  b e a t e n  p a t h  w h e n  
t h e y ’re  a lre a d y  in  a n  u n fa m ilia r  p la c e . 
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Th e re  is  s o m e t h in g  m a g ic a l a b o u t  t h e s e  le s s e r  kn o w n , 
t u c ke d  a w a y  s p o t s .
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So  w h o  is  g o in g  t o  t a ke  y o u ... 
Ho w  a b o u t  a  g u id e .



Th is  s t a t e  h a s  in c re d ib le  g u id e s



Re a l, d iv e rs e  g u id e s  t o  s h o w  a  re a l, d iv e rs e  Ore g o n



Gu id e s  like …
Em ile e , a  re a l g u id e  fro m  So u t h  Co a s t  To u rs

Da n , fro m Go  Wild  USA in  Ea g le  Ca p  Wild e rn e s s
Aly s ia  Lit t le le a f, a  fly  fis h in g  g u id e  o n  th e  Lo we r De s c h u te s  Rive r

Ch e v o n n e , a  re a l win e  g u id e  fro m Dirt y  Ra d is h



Plu s  fic t io n a l c h a ra c t e rs  a u d ie n c e s  w ill n o t ic e  



Ch a ra c t e rs  like …
Te le p h o n e  Po le , wh o  is  c o ve re d  in  flye rs  a n d  in - th e - kn o w a b o u t 

e ve ryth in g  h a p p e n in g  in  e n te rta in m e n t
Su s t a in a - Bill, a  b e a ve r wh o  is  p a s s io n a te  a b o u t

s u s ta in a b le  tra ve l p ra c tic e s
Ka y a ka v ic h , a  p a d d lin g  e n th u s ia s t  wh o  wa s  

b o rn  to  b e  o n  th e  wa te r
An d  Bo o t s , a n  a vid  h ike r wh o  c a n ’t  g e t e n o u g h  tra ils



An d  a ll o f o u r fic t io n a l c h a ra c t e rs  w ill b e  
c re a t e d  b y  Ore g o n ia n s



t h e  re a l s t re n g t h  b e h in d  t h is  a p p ro a c h  is  fle xib ilit y .



Yo u  c a n



Yo u  c a n



Yo u  c a n



Yo u  c a n



Yo u  c a n



Yo u  c a n



Yo u  c a n



http://drive.google.com/file/d/1TmNyn0LL-gl7Vb8ZPGihs3EXzajMxkUB/view


GUIDES ANTHEM SCRIPT 
Th is  wh o le  s p o t is  a ll a b o u t in tro d u c in g  re a l Ore g o n  to u r g u id e s  a n d  th e  a m a zin g  
e xp e rie n c e s / e xp e rt is e  th e y p ro vid e . We  o p e n  o n  a  b ig , frie n d ly ‘We lc o m e  to  
Ore g o n ’ s ig n  in  Th e  Da lle s . Th e  c a m e ra  p u s h e s  p a s t it  a s  we  a d ve n tu re  th ro u g h  a ll 
d iffe re n t p a rts  o f re a l, live  a c tio n  Ore g o n . Alo n g  th e  wa y we  a re  in tro d u c e d  to  
o u r re a l life  to u r g u id e s  in  th e  m id s t o f th e ir e xp e rtis e  with  th e ir s id e kic ks  a n d  o th e r 
a d ve n tu re rs .

VO: We lc o m e  t o  Ore g o n . It ’s  a  g re a t  p la c e  t o  b e
We ’v e  g o t  lo t s  o f p e o p le  w it h  lo t s  o f e xp e rt is e

We  c u t in to  Em ile e , a  re a l g u id e  fro m  So u th  Co a s t To u rs , c a rryin g  a  ka ya k to wa rd  
th e  wa te r. Sh e  wa ve s  to  c a m e ra . Th e  ka ya k c o m e s  to  life  a n d  s in g s .
Ka y a k : Ka y a k  w it h  m e !

We  c u t to  a  p a ir o f h ikin g  b o o ts  wa lkin g  u p  a  tra il. We  c u t wid e  a n d  s e e  o u r 
s id e kic k Bo o ts  with  Da n , a  re a l g u id e  fro m  Go  Wild  USA, le a d in g  a  g ro u p  o f 
b a c kp a c ke rs  in  Ea g le  Ca p  Wild e rn e s s .

VO: If y o u  w a n n a b a c kp a c k
Da n  is  s o m e o n e  y o u  s h o u ld  m e e t

We  c u t to  a  re a l g u id e  fro m  Ore g o n  Mo u n ta in  Rid e s  le a d in g  a  g ro u p  o f b ikin g  
a d ve n tu re rs  o n  th e  No rth  Um p q u a  Tra il.
VO: Mo u n t a in  b ik in g  t o u rs  a re  Wy a t t ’s  e xp e rt is e .

Da rk  s ky  t o u r  g u id e s !
ALT: Ta ke  a  t o u r  o f o u r  d a rk  s k ie s !

Cu t to  a  p a rk ra n g e r le a d in g  a  d a rk s ky e xc u rs io n  in  Prin e ville  Re s e rvo ir Sta te  Pa rk. 
Ou r d a rk s ky c h a ra c te r c o m e s  to  life  a n d  s p e a ks .

Go rg e , Co a s t , Ea s te rn , 
So u th e rn , Ce n t ra l, 
Ce n t ra l, Po rt la n d



GUIDES ANTHEM SCRIPT Cont’d 
DARK SKY: c o m e  c o n te m p la t e  t h e  m e a n in g  o f life !

Cu t to  Alys ia  Little le a f, a  re a l fly fis h in g  g u id e , fly fis h in g  with  Su s ta in a Bill o n  th e  Lo we r 
De s c h u te s  Rive r. Alys ia  is  s h o win g  a n  a d ve n tu re r h o w to  p u t a  fly o n  th e ir fis h in g  lin e . We  c u t in  
c lo s e  o n  a  fly a t th e  e n d  o f th e  re e l.
Bill: Su s t a in a b ilit y ’s  o u r d e a l.
Fly : An d  I’m  a  fly  o n  th is  re e l!

We  g o  th ro u g h  a  vin e ya rd  in  th e  Willa m e tte  Va lle y. Ch e vo n n e , a  re a l win e  g u id e  fro m  Dirty 
Ra d is h  id e n tifie s  lo c a l p la n t life  with  a  g ro u p  o f win e - d rin kin g  a d ve n tu re rs . Ou r c h a ra c te r Ro s a  
a n d  h e r frie n d s  c o m e  to  life .
Ro s a : Wh a t ’s  t re n d in g ? Win e  v it ic u ltu re !
VO: Lo o k! A re d  b re a s t e d  s a p s u c ke r!

We  s e e  a n  e xp e rt b ird e r Sa m  De ja rn e tte  p o in tin g  h e r b in o c u la rs  u p  to  th e  s ky. Th ro u g h  th e  
vie wfin d e r we  s e e  a  g ia n t te le p h o n e  p o le  h a n d in g  o u t flye rs  to  c u rio u s  tra ve le rs  th a t h a ve  b e e n  
s ta p le d  a ll o ve r h im .
TP: Sa p s u c ke r is  a  p re t t y  c o o l b a n d , t h e y  p u t  o n  a n  a m a zin g  s h o w .

Th e y ’re p la y in g  h e re  n e xt  w e e k , d o  y o u  w a n n a g o ?

We  s e e  a ll o f o u r Ore g o n  g u id e s  s in g  to g e th e r a s  we  zo o m  o u t, re ve a lin g  m o re  p e o p le  wh o  
c a m e  to  jo in  th e m  o n  th e ir Ore g o n  a d ve n tu re s .
All: Th e re ’s  m o re  t o  Ore g o n  th a n  m e e t s  t h e  e y e

Wh e n  y o u  s e e  it w ith  a n  e xp e rt  g u id e

Su s ta in a Bill p o p s  u p  o n - s c re e n  a n d  s p e a ks .
BILL: Le a rn  m o re  a t  t ra v e l o re g o n d o t  c o m .
ALT: Le a rn  m o re  a t  w - w - w  d o t  t ra v e l o re g o n d o t  c o m .

He  s ta re s  a t c a m e ra  fo r a n  a wkwa rd  b e a t. A s u p e r a p p e a rs  o ve r p ic tu re .

SUPER: Ta ke  a  To u re g o n w ith  Tra v e l Ore g o n
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MEDIA APPROACH & 
CAMPAIGN STRUCTURE



ANTHEM

ADS

IMMERSION

ANTHEM PIECE THAT INTRODUCES THIS CAMPAIGN, 
OUR CHARACTERS, THE STATE OF OREGON, AND 

TRAVEL OREGON TO THE MASSES

SHORT FORM CONTENT THAT POINTS PEOPLE TO 
BOOK THEIR TRIP AND TO MORE IN- DEPTH 

CONTENT FROM OUR EXPERT GUIDES

IRL STUNTS, EPISODIC CONTENT, ACTIVATIONS, 
SOCIAL, AND MORE WHERE PEOPLE CAN DEEP DIVE 

INTO SPECIFIC AND DETAILED OREGON EXPERIENCES 
FROM OUR TOUR GUIDES AND TRAVEL OREGON

HOOK

ENGAGE

DELIGHT +
INFORM



Connecting our stories 
with the right audiences 
at the right time.
We know our Active Adventurers well - but we have an 
opportunity to go deeper with niche groups within the 
broader audience to connect our stories, inspiration & 
information with their experiences and needs.

MEDIA ROLE



MEDIA
STRATEG

Y

Evolve the media approach to  a u th e n tic a lly 
connect with our audience and encourage travel 
intent throughout the year. 

Align Travel Oregon with key pulses and cultural moments 
throughout the year rather than focusing on creating impact 
with one big beat. 

Understand our audience and tailor messaging to effectively 
drive reach and memorable impact. 

Continue to craft nimble approaches for paid media and foster 
strategic partnerships that drive bookings and awareness. 
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SPRING SUMMER FALL WINTER

20 23

TBD SUMMER 
GUIDE/ ACTIVITY

TBD FALL 
GUIDE/ ACTIVITY

LITTER IS 
CURRENCY STARTER PACKSOREGON MINI 

TOURS
OREGON
PATCHES

HYPERSPECIFIC 
MAPS + GUIDES

LAUNCH

AN
TH

EM
AD

S
IM

M
ER

SI
O

N

VIRTUAL TRIP 
SIMULATION
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THANK 
YOU



Connecting with a Diverse Group of  Active 
Adventurers

• Creative
• Impressions
• Authenticity

AUDIENCE



CREATIVE 
EXPLORATION

NORTH STAR ( BRAND IDEA)

Th e  ro le  o f a  g u id e
LENSES

REGENERATIVE /  RACIAL EQUITY /  PROSPERITY

Cre a t iv e  Pla t fo rm
Me ssa g in g , Bra n d  b e h a vio r, Etc .

St ra t e g ic  Te rrit o ry
Sta rtin g  p o in t fo r c re a tive  te a m s



22/23 CALENDAR

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

Alw a y s - On  Ap p ro a c h
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 )

Ho lid a y  Su m m e r 
E is  O 

Fa ll
E is  O

Sp rin g

Re le v a n t  Cu lt u ra l Mo m e n t s
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

Su m m e r
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