
PORTLAND TIMBERS SAMMY AWARD SUMMARY



Sell out our full season ticket inventory. The campaign was launched to complement the existing buzz surrounding the team, and further 
galvanize our overall club message and branding.

OBJECTIVE



We wanted to incorporate and showcase our amazing fan base and the tremendous in-match atmosphere they create – to highlight the 
authenticity of Timbers fans and the faces that make up the Portland community.

Additionally, to further cement the authenticity of the campaign we integrated our team brand icons – the chainsaw and the axe. They are 
embedded in the heritage of our team, and are extremely strong visual pieces with great significance to our fans and organization.

CONCEPT



• Scheduled assets went to market in November 2010 and ran through March 2011. 
• Secured 21 billboards in the greater Portland metro area. 
• We intentionally clustered multiple boards in the same location to further enhance the presence of the creative. We also worked to find 
   unique, less standard (odd-size walls and installations) locations to give the pieces more of an artistic feel.

CAMPAIGN DETAILS





In addition to the core campaign, we generated the following ancillary programming based on the OOH creative platform. 
These included: 

• Interviews of billboard campaign “featured fans” posted to portlandtimbers.com.
• “Downloadable” wallpaper of OOH creative.
• OOH creative applied to print and digital media platforms.
• A free, three day fan photo campaign hosted at our downtown team store. Fans had the opportunity to get individual pictures taken in 
   the likeness of OOH imagery. Images were posted on a team created Flickr page for fans to download and share. 
• Fan imagery developed into posters and in-stadium displays. CREATIVE SHOWN ON PAGE 7
• Fan photo shoot billboard contest run on team Facebook site. CREATIVE SHOWN ON PAGE 8
 • Generated over 5,200 new followers during week long contest

SUPPLEMENTAL PROGRAMMING







• Sold out all season ticket inventory for 2011 season. 
• Sold out every 2011 regular season match.
• Helped generate a season ticket waiting list of over 5,000 fans.
• 97%+ season ticket renewal rate for 2012 season.
• Generated local and national media coverage.

RESULTS



MEDIA COVERAGE

The Oregonian - January 18, 2011

KGW - January 29, 2011

KGW - January 26, 2011

thehangline.com - January 19, 2011

PLEASE CLICK THE LINKS BELOW:


