
WIN BIGFOOT’S DREAM DATE
MT. HOOD TERRITORY 

SOCIAL MEDIA CAMPAIGN RECAP




MT. HOOD TERRITORY HAS 
MORE BIGFOOT 
SIGHTINGS THAN 
ANY OTHER COUNTY 
IN OREGON



CAMPAIGN DATES:
TEST POST: APRIL 1, 2015
FULL CONTEST: MAY 1 – JUNE 30, 2015



CHANNELS:

FACEBOOK, INSTAGRAM
TWITTER, GOOGLE+, 
YOUTUBE AND PINTEREST



RESULTS:

5,728 UNIQUE VISITORS TO BIGFOOT
CONTENT ON MTHOODTERRITORY.COM

      995 CONTEST ENTRIES


416 NEW EMAIL SUBSCRIBERS


23.3% CONVERSION RATE




RESULTS:

159,207 VIDEO VIEWS ON FACEBOOK

754,328 PEOPLE REACHED ON FACEBOOK

11,371 ENGAGEMENTS ON INSTAGRAM

114,958 IMPRESSIONS ON TWITTER
2,449 ENGAGEMENTS









COST ANALYSIS:

BOOSTED POSTS:
$1,446

COSTUME:
$400





TOTAL SPEND:
$1,846
 
 

  
 

  



SUMMARY:




THE CAMPAIGN WAS ONE OF OUR MOST 
SUCCESSFUL EVER IN TERMS OF ENGAGEMENT 
AND CONVERSION.

ADDITIONAL BENEFITS INCLUDED PARTNERS 
APPROACHING US ASKING TO BE INVOLVED AND 
MAKING CONTACTS WITH NEW 
PHOTOGRAPHERS WANTING TO 
PHOTOGRAPH AND VIDEO BIGFOOT.



CACHE THE STASH 
CHALLENGE

ORANGE LINE
OPENING





Working with Influencers	 	 	 	 	 	 	
	December 6, 2015	

Oregon Destination Marketing Organization	



Case	Study:	Bicycle	Tourism	
1)	Jonathan	
Maus	-	Bike	
Portland	in	
coopera>on	
with	Cycle	
Oregon	

2)	Brice	
Shirbach	–	
Mountain	
Bike		
influencer	



Jonathan	Maus	-	Bike	Portland	in	coopera>on	
with	Cycle	Oregon	

	How	did	it	happen?	
–  Coordinated	with	Cycle	

Oregon	
–  Found	a	key	influencer	with	

followers	that	would	be	
interested	in	the	northeast	
Oregon	bicycle	story	

–  Cycle	Oregon	was	the	
primary	financial	host	

–  Northeast	Oregon	businesses	
and	aLrac>ons	contributed	
comp	product	and	shuLle	

–  While	he	was	here,	we	added	
other	intriguing	story	ideas/
samples	to	lure	him	back	
again	



What	Did	We	Receive?	

•  A	total	of	six	blog	
ar>cles	

•  Shared	on	Jonathan’s	
~	Bike	Portland	blog	

•  Shared	on	Cycle	
Oregon	

•  Shared	on	
VisitEasternOregon	
blog	and	facebook	





Photos	Developed	



Brice	Shirbach	–	Mountain	Bike	influencer	
How	did	it	happen?	

–  EOVA	was	contacted	by	local	
mountain	biking	business	(Range	
Tours	&	ShuLle)	to	introduce	
Brice	

–  Brice	is	a	writer,	photographer	
and	videotographer	for	both	Pink	
Bike	and	Dirt	Rag.	These	media	
outlets	are	known	for	their	
strong	,	relevant	and	crea>ve	
mountain	bike	content.	

–  EOVA	helped	coordinate	with	
local	DMOs,	Anthony	Lakes	Mtn.	
Resort,	and	Travel	Oregon	to	
develop	a	contract	to	sweeten	
the	pot	for	luring	Brice	out	to	
cover	a	specific	mountain	bike	
event	



What	Did	We	Receive?	
Social	Media	Assets:		

–  Create	a	photo	journal	that	
is	chronicled	via	Instagram;		

–  Take	over	Eastern	
Oregon’s	
(@easternoregon)	
instagram	for	the	week	
August	26	–	31st	while	in	
EO	for	the	Endura	Fondo	
(the	event)		

–  Also	u>lized	#traveloregon	
and	#rideoregonride	in	
sharing	Instagram	content	
during	his	visit	

	



What	Did	We	Receive?	

Created	at	least	4	
editorial	ar>cles,	
that	he	is	
shopping	to	print	
and	online	
outlets,	allowing	
EOVA	and	Travel	
Oregon	the	rights	
for	use	in	our	
social	media/
newsleLer/blog	
channels	



What	Did	We	Receive?	Photos	–	Create	
at	least	8-10	
iconic	photos	
that	depict	
mountain	biking	
in	Northeast	
Oregon,	with	
exclusive	rights	
for	use	given	to	
Travel	Oregon,	
EOVA	and	DMO.	



What	Did	We	Receive?	

Cross	pollina>on	of	
media	outlets	where	
EOVA	nor	Travel	
Oregon	nor	the	local	
DMO	or	business	
control	the	content,	
but	where	mt.	bikers	
go	to	find	out	where	
to	ride;	(i.e.	Trail	
Forks	–	operated	by	
Pinkbike)	



What	Did	We	Receive?	
Work	with	Range	Tours	to	
develop	documenta>on/
materials	apropos	for	a	
thorough	documenta>on	of	
several	key	trails.	This	would	
be	used	for	future	printed	and	
online	maps,	and	ul>mately	
create	content	that	can	be	
produced	to	serve	an	
important	role	in	helping	
future	riders	find	trails	and	
navigate	them	once	they	are	
on	trail.	
	
Note:	Map	development	is	a	
key	goal	for	the	NE	Oregon	
Bicycle	Tourism	Partnership,	
which	resulted	from	the	
Bicycle	Tourism	Studio	

















TRAVEL PORTLAND 
CONTENT STRATEGY 

 Karen Martwick 
Editor/Content Strategist 

kmartwick@travelportland.com  



WHAT IS CONTENT STRATEGY? 
 

Planning for the creation, delivery and governance of 
useful, usable content. 

– Kristina Halvorson, CEO/founder of Brain Traffic, 
author of Content Strategy for the Web 

The mindset, culture and approach to delivering your 
customer’s information needs in all the places they are 
searching for it, across each stage of the buying 
process. It is a strategic approach to managing content 
as an asset, with a quantifiable ROI. 

– Michael Brenner, head of strategy, Newscred 
	

     Source: 10 Definitions of Content Strategy – Bussolati 



TravelPortland.com 
	
Content strategy was at 
the heart of our 2013 
website overhaul. 
 
The content-driven site 
incorporates several 
means to cross-
promote related 
content, encouraging 
visitors to explore and 
discover just as they 
will when they arrive in 
Portland.  
	





THE CONTENT TEAM 
•  Travel Portland: 

– Editor/content strategist & editorial assistant 
– Marketing coordinator 

– PR content manager 
– Partner services sales reps 

•  SagaCity Media – print & digital content 

– Senior editor 
– Content coordinator 

•  Edelman – social media 




