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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 
AWARENESS

DRIVE IMPACT IN 
CULTURAL MOMENTS

REACH PEOPLE IN 
TRAVEL PLANNING 

MINDSET
● Media delivery & engagement
● CPCV / Impressions / Reach

● Media delivery & engagement
● Creative + message response

● Search lift
● Site visits
● Clicks / Conversions
● Trips + Visits



RESULTS

18 million video 
completes 

1.2 million + 
organic

Feb 2025 Feb 2026Apr 2025 Jun 2025 Aug 2025 Oct 2025 Dec 2025



Portland Trail Blazers v 
LA Clippers

Oregon Ducks v 
Washington Huskies

3/7

Oregon Ducks v 
USC Trojans

2/21

2/9-4/26

3/2-4/12

LAUNCH 
MOMENT

NATIONAL TV

LOCAL TV

OTT

OLV

SOCIAL

SEM

FEBRUARY MARCH APRILCHANNEL

2/9-4/12

2/9-4/12

Oregon Ducks v 
Indiana Hoosiers

2/9

Portland Timbers v
LA Galaxy

3/22

Portland Timbers v
LAFC

4/11

3/1-4/12 (TBD)

Portland Trail Blazers v 
Utah Jazz

2/12

Portland Trail Blazers v 
Denver Nuggets

2/20

Portland Trail Blazers v 
Phoenix Suns

2/22

Portland Trail Blazers v 
Utah Jazz

3/13

Portland Trail Blazers v 
Denver Nuggets

3/22

Portland Trail Blazers v 
Dallas Mavericks

3/27

Portland Trail Blazers v 
LA Clippers

3/31

Portland Trail Blazers v 
Denver Nuggets

4/6

4/10

4/12

Portland Trail Blazers v 
Sacramento Kings

2/9-2/22 3/6-3/15

2/8

2/9-2/15 

2/9-3/1

2/27

4/11

Austin FC v
LA Galaxy



APRIL MAY MEMORIAL DAY
FY END

JUNE 30

Always On - TripAdvisor

Always On – Paid Search

Here is Oregon

Geotargetting

Always On – Social Media

NEXT STEPS

Oregon Wine Month



Thank you
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