e

TRAVEL







@yiewtftlionesatayeuy this is phenomenal, moving to Oregon now
Not even exaggerating, the best tourism ad I've ever seen. Bravo.
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@AndyAskren 1 day ago i” ~

. o : Nice, simple (and honest) creative idea, wonderfully executed. ¥
s incredible
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(@aaronallcaps 3 days ago -

Reply

Creative

omg this just played after the super bowl... my fav commerCIal by far!!
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‘The State 0f
Invites the
World to Explore

e S,
ericomplex - 2d ago
Fucking chills
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hereitcomesagin - 4d ago
Beautiful, intelligent, sweet. Thank v
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ERPIECE: NEW Travel Oregon, W+K Portland, Director

“STATE OF APAIC UNVEILSA S Janssen Powers UnveilAState of
WORED OF LIMITLE BTN Contrast

DESERT-TO-COAST.V

@ Published on February 10, 2026
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The Best Work You May Never See: Travel eiegen Not a case of either (Travel) Or-

' i } _— . . b egon
Created by Wieden+Kenned Portland, roduced b The tourism group teamed with Wieden+Kennedy Portland on a new campaign called “The State of OR,” built around

Oregonf W+K Portlandi DlreCtor Janssen Slime Mol Z Productions, a ndyd irected bs Janssen Y the idea that Oregon’s biggest draw is its mix of contrasts, from cities and nightlife to forests and wide-open adventure. The West Coast US state’s tou

Powers Unveil A State of Contrast ’

. ) 2 Directed by Janssen Powers, a 60-second film was shot entirely in-state with mostly Oregon-based talent; debuted Feb. campaign highlighting the incre
Powers, the cinematic p latformre positions Ore gon 8 across priority markets, including select Super Bowl pregame placements. It will air for the next 12 weeks. 0

n partnership with ency through contrast, culture and connection

Wieden+Kennedy Portl;

The State of OR Travel Oregon —The State of OR

Oregon

visit the state, while also reminding

ble. At the center of the

distinct regions all in one place: citi
n or adventure, outdoors or nig|

charm or big city flair, the rugged or refined.

Watch on @3 YouTube



SPRING MEASUREMENT FRAMEWORK

BUSINESS GOALS BRAND GOALS

Increase demand & travel to Oregon Sentiment + Perception of Oregon

CAMPAIGN OBJECTIVES & PERFORMANCE

Drive large scale awareness & inspire travel to Oregon

DRIVE ATTENTIVE DRIVE IMPACT IN TRREAA\?EI;I_ I;E::hﬁ::;
AWARENESS CULTURAL MOMENTS MINDSET
« Media delivery & engagement « Media delivery & engagement « Search lift
« CPCV [ Impressions [ Reach » Creative + message response » Site visits
« Clicks [ Conversions
o Trips + Visits




RESULTS
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NATIONAL TV

LOCALTV
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Ouv

Oregon Ducks v
Indidna Hoosiers

r ‘{'fﬁ

Portland Trail Blazers v

2/9-2/15
2/9-2/22
2/9-4/12
2/9-4/12
2/9-3/1

2/21 3/7
Ore on Ducksv Oregon Ducks v
USC Trojans Washington Huskies

2f27 3/1-4/12 (TBD)
GOOD

MORNING

AMERICA

VUTAH
iy WALl
BLILERS

Portland Trail Blazers v
Utah Jazz

Portland Trail Blazers v Portland Trail Blazers v
Denver Nuggets Phoenix Suns

/1
o0 NBC

o NBC 3/6-3/15 zf ;';2

3/2-4/12

3/22 4a/n 4/11

Portland Timbers v Austin FC v Portland Tlmbers \
LA Galaxy LA Galaxy LA

Portland Trail Blazers v

LA Clippers
a12
Portland Trail Blazers v Portlund Trail Blazers v Portland Trail Blazers v Portland Trail Blazers v Portland Trail Blazers v
Denver Nuggets Dallas Mavericks LA Clippers Denver Nuggets Sacramento Kings

amazon nexxsn
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NEXT STEPS

APRIL MAY MEMORIAL DAY JUNE 30

FY END

Oregon Wine Month
Geotargetting

Here is Oregon

Always On - Social Media
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