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What We'll Cover



MARKETING OBJECTIVES

Ensure that, as a travel destination,
+ Oregon is continuously seen as "welcoming
to all”

Create more consistent and relevant
+ ways of reaching new audiences

What DO We Mean by throughout the year

"Always On"

Drive stronger and more personal

+ connections to the state and its residents
through promotion of the rich content on
TravelOregon.com

Promote content about areas with the
most economic need and avoid overuse of
others




STRATEGIES AT A GLANCE

Drive site traffic, guide
orders, and e-newsletter
sighups from primary and
opportunity markets

Highlight content that
promotes areas with
economic need

Showcase the State in all
seasons and regions

KEY KPIs

Primary: Site Sessions, individual
orders and sign ups

Secondary: Cost-per-non-bounce-
session (CPNBS)

Primary: Cost-per-completed-view
(cpcv), video-completion-rate (VCR)
Secondary: Site Sessions, CPNBS

Primary: Impressions, cost-per-
thousand (CPM)

Secondary: Click-through-rate (CTR),
Site Sessions




Brand Campaign in February through May to drive impact
during the peak trip planning window.

Always On media captures interest throughout the year.
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PROCESS

PLAN

ACTIVATE

MONITOR

OPTIMIZE

Align themes with brand and seasonal priorities
Launch tailored content across key channels

Review weekly and monthly performance data

Adjust creative and spend in real time




INTEGRATION WITH
OWNED CHANNELS

« Shared content calendar with
owned and paid channels

* Cross-promotion between
organic social, email, and site
content

Always On extends reach of
owned storytelling

Strengthens consistency across
all brand touchpoints




HOW IT ALL
CONNECTS

System connects Brand
campaigns, Always On, and
Owned Channels

Data drives both creative and
media decisions

Collaboration ensures flexibility
and balance

Supports our partners and
strategic vision
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WHAT PROMOTED
CONTENT LOOKS LIKE



ALWAYS ON SOCIAL
NIMBLE PROGRAM

Always-On model allows for
responsive to trends, seasonal
shifts and audience interests

All you need to know about
what to do, where to stay and how
to get around the Rose City.

Creating new video content year-
round with a network of creators
across the state

Drive inspiration and travel
planning through promoted social
content




ALWAYS ON SOCIAL
CHOOSING CONTENT

Ensuring representation of
Oregon's key pillars: outdoor,
culinary and cultural experiences

Regional equity amongst all
content is a priority

Promoting new editorial and
refreshing what we know works

: 1
- TOPHIKES IN THE
COLUMBIA RIVER GORGE

. R
Waterfalls and wildflowers
await on these Oregon trails.

. WINEWEEKENDSIN’®

CENTRAL OREGON

Taste Oregon wines where the
Cascades.




ALWAYS ON SOCIAL |
DEVELOPMENT NICHES @ ==~

Building up our Spanish-language
content on social and web

' OREGON'S MAGICAL
~ HOT SPRINGS

. Relax in natural springs tucke

Telling all of Oregon's story
through niches - accessibility,

LGBT+, BIPOC, wellness and
sustainability

Portland remains a priority to  Tesoros escondidos ™

help tourism recovery efforts ¢ o —




WHERE ALL THIS
CONTENT GOES



ALWAYS ON SOCIAL
FY26 STRATEGY

9 Travel Oregon @ ees X
Sponsored

4 Cq m pdig ns. G reen da nd Start Dreaming of Your Next Oregon Trip
Blue market groups in

English and Spanish

5588 Guide Orders shipped
via paid ads 8/8-10/21

. L OREGON
Content varies by e
marketing group to el P N
promote useful content Onders Free Trauel Orogon (ST

Guide

Green: Bend, Eugene, Portland, Seattle, Spokane, Medford-Klamath Falls, Yakima, Boise, Chico-Redding, and Eureka.
Blue: San Francisco, Sacramento, Phoenix, Reno, Denver, Twin Falls, Billings, Fresno, Salt Lake City, and Las Vegas



ALWAYS ON SEARCH
FY26 STRATEGY

2 Campaigns: National & “

Oregon only

Running on Microsoft
Advertising and Google
Ads

Monthly budgets controlled
to reach most efficient
cost-per-click

Sponsored

Travel Oregon

www.traveloregon.com/bend_or/adventures

Plan Your Oregon Getaway - Visiting Bend, Oregon
Planning A Trip To Bend, Oregon? Find The Info You Need From Travel Oregon™. There Isn't 2
Single Amazing Thing About Oregon. There Are About Ten Zillion. Destinations: Mountains,
Parks, Forests & Wildlife, Lakes & Reservoirs, Rivers & Streams, Waterfalls, 7 Wonders Of
Oregon, Ghost Towns. The Oregon Coast. Places To Stay.

Accessible Travel Trips - Oregon Events



ALWAYS ON NATIVE
FY26 STRATEGY

7 Campaigns: Green, Blue,
Orange, BIPOC, Spanish,
LGBTQ, Site Retargeting

Running on Taboola platform

Daily budgets controlled to
reach most efficient cost-per-
click and focus promotions to .
the Blue and Orange market
groups

Green: Bend, Eugene, Portland, Seattle, Spokane, Medford-Klamath Falls, Yakima, Boise, Spokane, Chico -Redding, and Eureka.
Blue: San Francisco, Sacramento, Phoenix, Reno, Denver, Twin Falls, Billings, Fresno, Salt Lake City, and Las Vegas
Orange: Honolulu, San Diego, Monterey-Salinas, Los Angeles, Dallas, and Detroit



ALWAYS ON NATIVE
FY26 STRATEGY

Native ads run on hundreds of
websites

Native ads are found in content
feed

Native ads connect with people
looking for interesting content

With hands-on management,
Travel Oregon can promote
relevant content year-round

m Michigan v
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ing is here! Subscribe to Premium Access for $1
Ad | Travel Oregon
Oregon's Fall Events are
Here

stay in modern accommodations

®CBS NEWS yahoo!/

Signin
You Might Like

Aventuras magicas en la nieve de Oregon

: Travel Oregon
%% Top Cozy-Season
=3 Adventures in Portland

&Nuevo en el esqui o todo un experto en las pistas? Los
resorts y sno-parks de Mt. Hood en Oregon reciben a

o ore
.

5 The Importance
of Workplace Adoption
Benefits

Lives
The Dave Thomas Foundation for Adoption celebrates
that are g their

‘SEEK HIGHER GROUND

Make Portland your Fall
Base

Iconic film star known
for tumning heads dead
at87

MLive.com

Neuropathy is not from
Low Vitamin B. Meet
the Real Enemy of
Neuropathy (Stop...



Online Travel Agency
(OTA) Always On
campaigns inspire
consideration and

bookings, with a focus
on awareness and TO
content

Create awareness in the OTA ecosystem
that drives consideration of Oregon as a
destination

Develop custom content that engages
OTA audiences with TO directed images
and messaging

Paid ads are designed to push visitors from
OTA aoffiliate sites and Social channels

Drive incremental bookings from OTA
visitors in the trip planning stage as
opposed to the booking stage



the trajectory of your entire day. From
A LWAY s o N sipping a cup of warm tea to stepping

outside for a few deep breaths, small

mindful practices build consistency and
FY26 RESULTS TO DATE e

Experts agree that having just 15 minutes
Travel Oregon @ e X
Sponsored - @

of calm before diving into daily demands
can help improve focus and reduce stress.
Whether it's journaling your thoughts,

Apples, wine, changing leaves & leaf peeping

along scenic byways? Yes please. Here's your

guide to making the most of fallin ...See more

practicing light stretches, or preparing a
healthy breakfast, the value lies in
repetition.

Always On campaigns drove over 1M site
sessions, July 1- Nov 2

Average cost per session: $0.50

0
Top Cozy-Season Events in Oregon

TS

Sponsored Links by Taboala

$11.5M in potential economic impact from
website traffic, for an ROI of 21:1

traveloregon.com
Top Things to Do in Oregon | earn more

This Fall One qf thg most rewarding aspects of
$400K in potential economic impact from — e

meditation or breathwork, while others find
energy through music or a brisk walk. The
goal isn't perfection, but presence.

printed Domestic Visitor Guide orders, for
an ROI of 19:1 Places to Go

Creating space for yourself each moming

Sponsored

Travel Oregon

wwrw.traveloregon.convbend_or/adventures
Plan Your Oregon Getaway - Visiting Bend, Oregon
Planning A Trip To Bend, Oregon? Find The Info You Need From Travel Oregon™. There Isn'tA
Single Amazing Thing About Oregon. There Are About Ten Zillion. Destinations: Mountains,
Parks, Forests & Wildlife, Lakes & Reservoirs, Rivers & Streams, Waterfalls, 7 Wonders Of

Oregon, Ghost Towns. The Oregon Coast. Places To Stay.
Arrescible Travel Tring - Oreann Fuents






