
 
 
 

SHORT-TERM CONSUMER MARKETING: 
PORTLAND PERKS HOTEL PACKAGE 

 
Travel Portland has rebranded the 11-year-old Big Deal program (now Portland Perks). 
 
BASELINE OFFER (40+ HOTELS):BASELINE OFFER (40+ HOTELS):BASELINE OFFER (40+ HOTELS):BASELINE OFFER (40+ HOTELS):    free parking; Perks coupon book; complimentary 
continental breakfast for two. One-night minimum. Valid on stays through 12/31/09. 
 
NEW THIS YEAR NEW THIS YEAR NEW THIS YEAR NEW THIS YEAR ––––    LIMITEDLIMITEDLIMITEDLIMITED----TIME ENHANCEMENTTIME ENHANCEMENTTIME ENHANCEMENTTIME ENHANCEMENT (14 HOTELS): (14 HOTELS): (14 HOTELS): (14 HOTELS): baseline offer (see above), plus a $75 American Express 
Gift® Card. Two-night minimum. Valid on stays through 5/31/09.  
 

HOW WE’LL PROMOTEHOW WE’LL PROMOTEHOW WE’LL PROMOTEHOW WE’LL PROMOTE: : : : public relations; social media (Twitter, GoSeePortland); Travel Portland e-newsletters and 
website; and advertising in Seattle market (see below) 
 
MEDIA BUYMEDIA BUYMEDIA BUYMEDIA BUY                                                            SAMPLE CREATIVESAMPLE CREATIVESAMPLE CREATIVESAMPLE CREATIVE    
    

OnlineOnlineOnlineOnline        StartStartStartStart    EndEndEndEnd    ImpressionsImpressionsImpressionsImpressions    

Seattle Times/PI 3/23/09 5/17/09 300,000 

Comcast.net (Geo-targeted for Seattle) 3/23/09 5/24/09 2,000,000 

NYTimes.com (Geo-targeted for Seattle) 3/23/09 5/17/09 300,000 

        

Seattle Metropolitan Seattle Metropolitan Seattle Metropolitan Seattle Metropolitan                       

Direct mail (Bellevue edition) 4/4/09 50,000 

Full-page ad April issue 58,930 

Full-page ad May issue 58,930 
Seattle Metropolitan polylbagged w/ 

Travel Portland magazine June issue 58,930 

                

TotalTotalTotalTotal                    2,826,7902,826,7902,826,7902,826,790    

 



 
 
 

SHORT-TERM CONSUMER MARKETING: 
TRAVELOCITY PROMOTION (NON-PERKS) 

 
This program targets Travelocity’s customers in key feeder markets, as well as Travelocity’s customers who are 
researching competing destinations. 
 
HOW HOW HOW HOW THE CAMPAIGN WORKSTHE CAMPAIGN WORKSTHE CAMPAIGN WORKSTHE CAMPAIGN WORKS:::: Travelocity will drive targeted customers (via ad units and featured placements on 
Travelocity.com, and via targeted e-mails) to a customized Portland microsite. Total impressions: 4.9 million. 
 
PROGRAM DATES: PROGRAM DATES: PROGRAM DATES: PROGRAM DATES: 2/24/09 – 5/22/09.    
    
SSSSPECIAL OFFERPECIAL OFFERPECIAL OFFERPECIAL OFFER:::: Travelocity has created (and is underwriting) a $50 discount on three-night hotel/air packages. 
 
PROVEN DEMAND GENERATOR:PROVEN DEMAND GENERATOR:PROVEN DEMAND GENERATOR:PROVEN DEMAND GENERATOR: A similar campaign, conducted post-9/11, generated terrific results. 

Portland market: +6.9% 
Competing cities: -2.2% 
All Travelocity: +1.6% 

 
PORTLAND MICROSITEPORTLAND MICROSITEPORTLAND MICROSITEPORTLAND MICROSITE                    AD UNITS THAT LINK TO MICROSITE AD UNITS THAT LINK TO MICROSITE AD UNITS THAT LINK TO MICROSITE AD UNITS THAT LINK TO MICROSITE     

    


