


• Since 1999 the Oregon Lottery has transferred 
over $900 million to help fund the usage, 
maintenance and investment in the future of 
our state parks system.

• Media spending totaled $385,000 with a 
negotiated $43,000 in added value.

• 12.8 Million digital impressions – 100,000 clicks
• 150,000 Second Chance entries
• This campaign tipped our mobile app over 

400,0000 registered users.
• 80% Oregon Lottery approval rating.
• Al Faussett’s story (an ad) was shared over 500 

times.
• And (Shad – 1, Alex from A&I – 0) the tickets 

sold out a month earlier than projected.
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