
COVID-19 CONSUMER MESSAGING PRIORITIES
A U G U S T 2 0 2 0



Goal: support tourism economy by people having safe trips, 
following regulations and being prepared. By taking these actions 

tourism businesses can remain open and our outdoor places will be 
cared for.

✓ Raise awareness on how to travel safely in Oregon by positioning Travel Oregon 
owned channels as trusted travel resource. 

✓ Raise awareness about how to travel safely in Oregon
✓ Position Travel Oregon as the travel experts
✓ Drive to TravelOregon.com
✓ Collect Leads

COVID-19
MESSAGING CAMPAIGN



✓ Timing: August – December 2020
✓ Target Markets: 

✓ Primary: Oregon
✓ Secondary: Likely travelers (SEA, N Cal, ID, Tri Cities)
✓ Age: 18 – 54 (vs Traditional 25-54)

✓ Channels: Social Media, Paid Digital Media, Pro-Active PR, OTAs, Custom Content, 
paid search

COVID-19
MESSAGING CAMPAIGN



✓ The optimism of reopening Oregon has been tempered as caseloads and deaths in 
Oregon increase. Two counties were moved back in their reopening status and 
more counties are on a “watchlist.”

✓ Land managers are reporting high volumes of visitors, many of whom are not 
following Leave No Trace principles; this together with reduced staff and budgets 
have compounded the pressure facing parks.

✓ Oregonians have a lot of questions about new policies in Oregon in the COVI D -19 
era. 

COVID-19 MESSAGING
CURRENT SITUATION



COVID-19 MESSAGING 
FRAMEWORK 

✓ Based on the rising COVI D-19 cases and sentiment, we are shifting back to the “Active Crisis 
Messaging” stage.



1. Disseminate public safety messaging priorities per Oregon Health Authority, Governor’s Office 
and OHSU

2. Influence responsible visitor behavior to promote community health

3. Instill confidence by sharing tips about safety and local guidelines across Oregon

4. Highlight Oregonians’ resiliency in facing this pandemic, promoting a sense of community pride 
and inspiring people to support local businesses

COVID-19 MESSAGING 
PRIORITIES
Support the tourism economy by helping people having safe trips, following regulations and being 
prepared. By taking these actions tourism businesses can remain open and our outdoor places will 
be cared for.  

https://govstatus.egov.com/OR-OHA-COVID-19
https://www.oregon.gov/orec/Pages/COVID-19-Messaging-Toolkit.aspx


COVID-19 MESSAGING
ACROSS PLATFORMS

TravelOregon.com: COVID-19 Resource Center

Travel Oregon consumer e-newsletters

https://traveloregon.com/things-to-do/covid-19-resources-updates/


COVID-19 MESSAGING
ACROSS PLATFORMS

Travel Oregon priority social media channels – Facebook, 
Instagram, Twitter, Pinterest



CONTENT EXAMPLES
PUBLIC SAFETY

Article: FAQ: COVID-19 in Oregon

Article: What Reopening Oregon Means for You

https://traveloregon.com/things-to-do/what-reopening-oregon-means-for-you/
https://traveloregon.com/things-to-do/faq-covid-19-oregon/
https://traveloregon.com/things-to-do/what-reopening-oregon-means-for-you/


CONTENT EXAMPLES
RESPONSIBLE BEHAVIOR



CONTENT EXAMPLES
RESPONSIBLE BEHAVIOR



CONTENT EXAMPLES
TRAVELING SAFELY

Article: Oregon’s Newest Outdoor Dining Spaces Article: Running While Physical Distancing

https://traveloregon.com/things-to-do/eat-drink/restaurants/oregons-newest-outdoor-dining-spaces/
https://traveloregon.com/things-to-do/running-physical-distancing/


CONTENT EXAMPLES
RESILIENCY + SUPPORTING LOCAL 

Article: Oregon Gifts to Show Your Love

https://traveloregon.com/things-to-do/trip-ideas/oregon-gifts-show-love/


OTHER POSTS
THAT ARE ACCEPTABLE

Article: Finding Healing Through Bikepacking Article: Support Oregon’s Black-Owned Businesses

Storytelling content that showcases Oregon’s unique businesses, products and people

https://traveloregon.com/things-to-do/outdoor-recreation/bicycling/mountain-biking/finding-healing-through-bikepacking/
https://traveloregon.com/things-to-do/trip-ideas/support-oregons-black-owned-businesses/


OTHER POSTS
THAT ARE ACCEPTABLE
Content that celebrates places in Oregon without an explicit call-to-action to “travel now” or “why it’s the perfect 
place for social distancing” 



TRAVEL CONTENT
TO AVOID RIGHT NOW 
Posts that could be misinterpreted as “travel now” may include phrases such as “plan a trip,” “bucket list,” or 
“planning guide” — “future trips” can be perceived as near future

Article: 4 Wild Adventures in Klamath CountyArticle: Plan Your Next RV Trip Through Southern Oregon

https://traveloregon.com/things-to-do/trip-ideas/favorite-trips/4-wild-adventures-klamath-county/
https://traveloregon.com/plan-your-trip/places-to-stay/rv-parks/plan-your-next-rv-trip-through-southern-oregon/


CONTENT TO UPDATE
WITH MESSAGING

Supplement destination information with messaging that reinforces responsible behavior.

Article: A Hiker’s Guide to the Owyhee Canyonlands

(Before)

https://traveloregon.com/things-to-do/outdoor-recreation/a-hikers-guide-to-the-owyhee-canyonlands/


CONTENT TO UPDATE
WITH MESSAGING
Supplement destination information with messaging that reinforces responsible behavior.

Article: Dog’s Guide to the Willamette Valley

https://traveloregon.com/things-to-do/dogs-guide-to-the-willamette-valley/


NEXT STEPS
MESSAGING PRIORITIES

1. Disseminate public safety messaging 
→ Capture photos of a variety of face coverings and diverse people

2. Influence responsible visitor behavior to promote community health
→ Reinforce and evolve principles of Take Care Out There

3. Instill confidence by sharing safety tips and local guidelines
→ Produce local business videos that showcase safety protocols in place

4. Highlight Oregonians’ resiliency in facing this pandemic
→ Share timely stories about unique Oregon businesses and products

https://traveloregon.com/things-to-do/steps-social-distancing-outdoors/


PUBLIC RELATIONS
MESSAGING PRIORITIES

Objectives:
Keep Oregon top of mind and inspire interest from national and regional media and influencers to Oregon via 
unique media mailers and virtual, immersive experiences that represent some of the state's best recreational 
activities. The media mailers will feature invigorating people, products, stories and messages on how to travel safe 
to drive media coverage and hotel occupancy. 

Every region will have its own mailer and a hands-on, virtual tutorial led by special Oregon guests –BIPOC 
chefs/winemakers, artisans, storytellers and beyond. All the mailers will include a “note” that includes specific 
information to that region on how to travel safely and an “invitation” to come to Oregon at a later time.



• Access messaging framework, strategies, 
content examples, and plans

• Download assets to support responsible 
behavior and safe travel

• Make use of rights free imagery to use in your 
channels

MESSAGING
TOOLKIT
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Thank You


