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https://youtu.be/tNUT_u-pNIM?si=eQF5kJytmh1cVnuQ






Largest in 
the Northwest

1
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We reach 65% of people 
in Oregon & SW Washington

We are the #5 most used website in 
the Portland market

There’s Google, Facebook, Google 
Maps, and Instagram, then us
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1. comScore. Feb. 2023; 2. Scarborough 2023 R2 print reach and Google Analytics Q4 2023 monthly avg.; 
unique visitors = non-duplicated; Portland DMA (27 counties); Target: A18+; 3. Scarborough 2023 R2: 
Portland-Area (Clackamas, Multnomah or Washington counties); Target: A18+ and visited apps /websites or 
used past 30 days.
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7Pg. 7Our Audience Geography

46%
PNW + CA

7%
International

47%
Other US

Source: Google Analytics. Q4 2023, session monthly avg.





https://www.hereisoregon.com/places/2023/12/how-a-tiny-oregon-town-became-world-famous-for-its-signature-hot-dogs.html
https://www.instagram.com/reel/CfNO0Y1FeTZ/?utm_source=ig_web_copy_link
https://www.tiktok.com/@hereisoregon/video/7276627686766972206?utm_campaign=tt4d_open_api&utm_source=6997707748318117889








https://www.hereisoregon.com/sponsor-article/?prx_t=-NYIAaR9kAlqkRA&ntv_acpl=1157526&ntv_acsc=0&ntv_ot=0&ntv_ui=d57162dd-c59b-4eae-a075-3ef9fc239d7c&ntv_ht=7LipZQA
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Destinations
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Our team of experts offers over 20 years of experience helping 
destinations, hotels, museums, attractions and other travel-
related organizations reach their goals. We are committed to 
open and honest reporting of our metrics so you can see 
exactly how your campaign will perform. 

We use data-driven insights to 
create personalized marketing 
campaigns that deliver results

Leaders in destination 
marketing
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We build strategies that showcase your brand on a variety of platforms. 
Whether that’s Meta, Google, YouTube, Spotify or OregonLive, our 
custom campaign strategies showcase your brand and drive results.

Omni-channel strategies

Leaders in destination 
marketing

Your story is unique. Your advertising campaign will be too. Pairing our 
sophisticated technology alongside engaging visuals and creative 
messaging, we’re able to elicit action from your target audience.

Audience engagement

Analytics and testing are the keys to success. Our team uses A/B testing, 
data analysis and your feedback to continually optimize campaigns. Our 
process drives results. Just ask our clients.

Exceptional results



The latest digital marketing solutions

Oregonian Media Group is part of Advance Local Media, a 
leading digital media and marketing group operating in 
more than 20 cities across the U.S. Combined, we reach 
more than 52+ million people each month across our 
award-winning publishing platforms.

Our clients have access to the latest digital marketing 
resources. We are a Google Premiere Partner, Microsoft 
Solutions Partners, Meta Business Partner, and Spotify 
Advertising partner, representing the top 3% of digital 
agencies in the U.S.

National 
Resources

Ad Partners
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Our approach to destination marketing

Awareness: We will build brand awareness, increase brand 
credibility and create excitement in the “dream” phase.

Consideration: We will showcase your unique offerings in 
the plan phase, engaging consumers with stories, strong 
visuals and itineraries.

Dream

Plan

Book

Evaluation

Book
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Share

Share

Plan

Conversion: Consumers are ready to book their travel 
plans and we will be there with strong calls to action. 

Plan

Triggers: We will engage travelers in the share phase with 
assets they need and want – content and visuals.

We craft audience-first marketing strategies that guide travelers from discovery to memories. 
To book and share, we must engage and inspire them through dream and plan.



Our approach to destination marketing

Awareness: People must be aware of 
your business and what you offer to buy 
from you instead of a competitor.

Consideration: People may know of 
your business and products but don’t 
understand the true value of buying from 
you, so they buy from a competitor.

Conversion: People must be able to 
conveniently find you when they are 
looking to buy from you or a competitor.

Key Metrics:

Served Impressions
In-View Time •Total Exposure
Ad Completion % • Heat Maps
Views • View Rate

Key Metrics:

Likes • Comments • Shares
Opens • Views • Clicks • CTR
View Through Conversions • Average time on article
Click to Article • Session Duration 

Key Metrics:

Hotel Bookings • Brochure Downloads • Phone Calls • 
Emails Captured • Pixels Fired • Clicks / Taps on Map • In-
Store Visits • Return on Ad Spend • eCommerce Purchase

Dream

Plan

Book

Plan Evaluation

Book
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Campaign steps

Dream Plan Book

Paid Social Media

Search Engine Marketing (SEM)

Attract: Guide audiences to your 
expertise when they are searching.

For Impact & Action: When potential 
customers are ready to buy, are you visible?
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Recruitment

Video Advertising (YouTube & Pre-Roll)

Sponsor Content

Print Advertising

Streaming Video (OTT) & Digital Audio

Digital Display

Search Engine Optimization (SEO)

Break through: Visibility unlocks 
opportunity. Become a known brand. 
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Extend your campaign beyond local media to target out of state 
attendees. Custom targeting strategies for places such as 
Vancouver, B.C., Northern California, Seattle DMA, Idaho, etc.

• Performance Display 

• Search Engine Marketing

• OTT 

• Digital Out of Home

• YouTube TrueView

• Direct text messaging

Target feeder markets

Extension 
Opportunities
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Using custom tools such as Placer AI to better understand the 
visitor’s journey to major events.

Example: Mobile Analytics Data

Campaign strategy 
defined by data 
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• 14.49% of attendees traveled 250+ miles.
• 24.26% traveled 100+ miles.
• 56.75% traveled < 10 miles.

Example: Mobile Analytics Data

Campaign strategy 
defined by data 
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Understand where visitors came from 
before attending the event and where they 
went after. 

Campaign strategy 
defined by data 

Visitor Journey



Examples & 
Insights



https://twitter.com/HereIsOregon/status/1694804981302632859


https://www.facebook.com/299593053872121/posts/1623844181446995/
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Marketing opportunities from the teams at The Oregonian/OregonLive
and Here is Oregon designed to maximize return on investment to help 
you reach your targeted audiences.

• Awareness Packages

• Event Shakers Package

• Featured Story

• Destination Video

• Extension Opportunities

Custom packages, data-driven results

Destination Partner 
packages 

https://www.oregonlive.com
https://www.hereisoregon.com


Impressions (web only)

Awareness Package: 
Oregon’s Adventure 
Coast

152,806
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Clicks

1,499
Click thru rate (CTR)

0.98%



Impressions (web only)

Awareness Package: 
Oregon’s Adventure 
Coast

112,154
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Clicks

1,304
Click thru rate (CTR)

1.16%



Reach (social, print & email)

Event Shaker:
Wander Willamette

165,206
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Engagements (clicks, likes & shares)

492



Event Shaker: Wander Willamette
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Impressions (web, print & email)

Featured Story:
Women-Owned 
Businesses

238,516
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Reach (social)

11,956
Engagements 

492



Featured Story:
Women-Owned 
Businesses
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https://www.instagram.com/p/CyjOB1pujBT/?img_index=1


Reach

Destination Video:
Oregon’s Adventure 
Coast

37,895
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Engagements (clicks, likes & shares)

21,842



Reach 

Destination Video:
Oregon Wine Board

199,762
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Engagements

1,305

https://www.youtube.com/watch?v=QvUaH8-ptiM


Destination Video:
Oregon Wine Board
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https://www.youtube.com/watch?v=QvUaH8-ptiM
https://www.tiktok.com/@hereisoregon/video/7284386616117054766


Custom Extensions:
Oregon Wine Board
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Let’s talk
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Shatrine Drake
Executive Director, West Linn Chamber of Commerce 
Business Recovery & Resource Director 
Co-op: Oregon’s Mt. Hood Territory

Tim Goulet
Owner, Echo Creative
Client: Oregon’s Adventure Coast



Thank you

Amy Lewin
Vice President, Brand & Strategic Partnerships
alewin@oregonian.com oregonianmediagroup.com
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Story ideas: 

share@hereisoregon.com

Community updates: 

HereisOregon.com/community 

Subscribe to our newsletter: HereisOregon.com/signup

Let's lift & 

celebrate Oregon

together

mailto:share@hereisoregon.com
https://www.hereisoregon.com/community/
https://www.hereisoregon.com/signup/
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