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Oregon Department of Fish and Wildlife 

Drought Outreach Campaign Special Project Request 
 

April 2022 
 

Overview 
Oregon is facing unprecedented drought conditions. As of April 26, 2022, a State of Drought Emergency 
has been declared in one-third of Oregon counties. Extreme drought conditions are likely to have a 
significant economic impact on agriculture, recreation, and natural resources sectors, as well on drinking 
water, fish and wildlife, and other natural resources. The Oregon Legislature and the Governor’s office 
recognized the severity of the situation by creating and passing a statewide drought funding package to 
help address the consequences of continued drought. 
 
ODFW aims to continue their ongoing climate change outreach efforts to increase public awareness 
regarding three key drought messages: 1) the impacts of drought and wildfire on fish, wildlife, and 
habitats, 2) the unintended impacts of recreation on fish, wildlife, and habitats during drought; and 3) 
alternative recreation opportunities during the drought. ODFW is requesting OCRF funding to leverage 
their existing earned outreach efforts with a paid outreach and advertising campaign. The goal of the 
outreach campaign is to expand awareness of the importance of this issue beyond the traditional base 
of ODFW customers reached through the existing earned outreach effort. The paid advertising campaign 
will help create awareness by members of the “general” public and outdoor recreationists (such as 
hikers, bikers, hunters, and anglers) with tips for responsible recreation. These audiences are also likely 
to be affected by and concerned about drought conditions but are not generally reached through other 
outreach efforts by the Agency. This paid outreach campaign will help lay the foundation for subsequent 
efforts to change specific behaviors, as part of ongoing climate change communication efforts. ODFW 
intends to spend the outreach dollars on various forms of advertising as it will allow for statewide 
coverage, can be accomplished very quickly, and provides the necessary flexibility that enables ODFW to 
amend the messaging approach as the drought evolves throughout the seasons. ODFW is requesting 
$150,000 from OCRF to support this initiative. 
 
Given the severity of the drought, this paid outreach must begin as soon as possible to have maximum 
impact at the peak of recreational participation (Spring and Summer) which coincides with increasing 
temperatures and when the severity of the drought is most pronounced. 
 

Vision and Purpose 
 
This drought outreach campaign is directly tied to the Agency’s long-term commitment to addressing 
climate change as identified in the Climate Change and Ocean Acidification Policy, and The Oregon 
Conservation Strategy. 
There is also direct linkage to the rationale for the establishment of The Oregon Conservation and 
Recreation Fund as it was dedicated to: 

• Expanding outdoor recreation opportunities consistent with healthy fish, wildlife, and their habitats 

• Connecting youth, families, diverse and underserved communities to the outdoors 

• Helping all Oregonians take voluntary, proactive steps to conserve and protect fish, wildlife, and 
habitat for future generations 
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In the nearer term, the Agency desires this outreach effort to:  

• Increase public awareness around drought and its varied impacts on fish, wildlife, habitat, and 
wildlife 

• Encourage outdoor recreationists and the public to take actions to reduce the potential impact 
on fish, wildlife, and habitat during a drought. 

• Initiate conversation around drought related impacts among members of the public, 
conservation, and outdoor recreation communities. 

• Provide a means for ODFW to communicate broadly and in a real-time basis to a vast array of 
Oregonians about drought and associated conservation and recreation concerns.  

• Learn from this effort to refine messaging and tactics in light of climate change which is 
expected to lead to more frequent and more extreme drought conditions.  

Campaign Scope 
The paid outreach campaign will be statewide in scope, with additional targeted outreach. This will 
include geography and ecoregions hardest hit by the drought and wildfire and high population areas 
that constitute a large portion of the recreation community.  These targeted areas include Klamath 
Mountains, Willamette Valley, Cascades, as well as East Cascades Slopes and Foothills.  
 

Outreach Campaign Summary 
The statewide outreach campaign will center around the following key tenets: 

1) the impacts of drought and wildfire on fish, wildlife and habitats; 
2) the unintended impacts of recreation on fish, wildlife, and habitats during drought; and 
3) alternative recreation opportunities to consider during the drought. 

This outreach campaign is heavily comprised of paid advertising and will use a breadth of techniques 
that allow for hypertargeting of audiences, variety of messaging, frequency of advertising placement, 
geographic specificity, and nimbleness in deployment. The variety of outreach methods will also reach 
broader, more diverse audiences than would be available if ODFW only utilized Agency channels. It is 
worth noting that the media landscape today is exceptionally fragmented which means an array of 
mediums is required to reach all component groups of an intended audience.  
 
The campaign proposed will take place on a variety of mediums including: 

• Radio: 10, 15 and 30 second advertising spots will be developed to address broader 
demographic segments of the audiences, by message. Radio ads will broadcast statewide with 
particular focus on the I-5 Corridor, Central Oregon, and Southern Oregon areas where 
population is densest, recreationists frequent, and the impact of drought is currently most 
pronounced. 

• Social media: tiles will be developed for use on Facebook and Instagram; targeted ads will 
display on YouTube, and content will be pushed out through Twitter and Nextdoor. Boosting of 
ads will be considered on a case-by-case basis dependent upon performance. 

• OTT (“Over-the-top”) devices: OTT advertising is placed on streaming devices that bypass 
traditional cable and broadcast TV to deliver targeted advertising at scale. ODFW intends to 
create several OTT ads that will be hypertargeted by message to appropriate audience 
segments. OTT can also be a compelling tool to use if wanting to pull at the heart strings of the 
viewers to persuade them towards a behavioral change. 

• Email marketing: targeted emails will be directed at members of the greater outdoor recreation 
community through distribution list acquisition, in addition to ODFW customer communications. 
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• Digital platforms: The digital advertising utilizes Google Ads (Search Engine Marketing), display 
ads in app and while browsing, geofencing, and YouTube ads. 

o Google Ads (Search Engine Marketing): paid search advertising (a popular type of pay-
per-click (PPC) advertising) is a form of “pull” advertising that will be leveraged to 
ensure ODFW’s ads are displayed above and below organic search engine results when 
users search certain keywords that ODFW has defined as important targets to message 
around. 

o Display ads: are a form of “push” advertising where paid placements appear based on 
various targeting parameters pre-selected by ODFW. 

o Geofencing: is a location-based hypertargeting technique that uses data to trigger a 
targeted marketing action when a mobile device enters or exits a virtual geographic 
boundary called a geofence. 

o YouTube ads: will also showcase OTT ads, and others designed for use on social media. 

• Outdoor advertising: comprise a series of applications from billboards to street furniture (i.e., 
transit shelters, newsstands and kiosks, bike and scooter shares, urban panels, phone kiosks, city 
information pillars) and wallscapes. The application choice will be based on the location of need 
and what options are available to ODFW for advertisement in that area. Strategic locations will 
be chosen based on being a highly trafficked area, the ease of visibility of the ad, and/or its 
proximity to areas with severe drought impact, and or that are experiencing the unintended 
consequences of recreation. 

• Earned media: will continue to play a large role in the drought outreach campaign, as much is 
already underway. However, earned media is not included as a financial consideration for OCRF 
in this campaign. 

 
This approach allows for consistent messaging to be repeated multiple times across a variety of 
platforms which expands the reach to include a broad cross section of the public. It also targets specific 
audiences and locations affected by the drought or its impacts. This approach allows for rapid 
development of messaging and content and for that content to adjusted quickly based on seasonal 
changes in both outdoor recreational seasons (E.G., fishing or hunting seasons, key summer holidays 
when people tend to hike or camp, etc.) as well as changes in drought conditions (for the worse or for 
the better.)   
 

Message Development 
The eventual messages will focus on two areas – the impacts of drought and wildfire on fish, wildlife, 
and habitat and how people can help avoid the unintended impacts of recreation on fish, wildlife, and 
habitat. People can do this through positive actions, like shifting the hours of recreation, minimizing 
disruption of fish and wildlife seeking relief from warm water and high temperatures, and reducing the 
potential for wildfire. The exact wording of the messages is yet to be determined.  Where feasible, the 
Agency will incorporate existing messaging that ODFW’s partners already utilize into this drought 
effort. This works to ensure the campaign reinforces pre-vetted and existing messaging about water 
conservation and how that will benefit fish, wildlife, and habitat. A few examples of draft messaging are 
included in the appendices for reference. 
 
ODFW staff will continue working closely with field biologists to identify the most significant problems, 
the most appropriate actions that can be taken, and the audience that needs to be reached with that 
messaging. That is the next phase of this work once funding has been secured. Where feasible, the 
Agency will incorporate existing messaging that ODFW’s partners already utilize into this drought 
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effort. This works to ensure the campaign reinforces pre-vetted and existing messaging about water 
conservation and how that will benefit fish, wildlife, and habitat. 
 

Audience and Targeting 
The drought itself is a statewide outreach issue as it impacts most of the ecosystems in Oregon and 
Oregonians travel to locations near and far from home to recreate. Thus, the campaign will cover all 7 
state DMAs (designated market areas) as defined by Nielsen, which specializes in audience and media 
analysis and tracking. The advertisements themselves will be broken into different sub-campaigns based 
on the key messaging tenets noted above that target different demographic segments of the Oregon 
population. The broad audience segments that will be targeted in this outreach campaign include the 
“general” public, outdoor recreationists (i.e., hikers, bikers, anglers, campers, rock climbers, hunters, 
endurance runners, paddlers, windsurfers, etc.). Hypertargeting will be added on top of those segments 
to include messaging to diverse and underrepresented communities with a concentrated focus on 
Hispanic and Latine, Black, Indigenous, and Pacific Islander communities. Additional audience segments 
will be hypertargeted based on proximity to areas of extreme drought and/or recreation locations with 
sensitive species (including those listed with the Oregon Conservation Strategy) which are impacted by 
drought conditions.  
 
ODFW is regularly engaged with its customer base of hunters, anglers, and wildlife viewers through its 
communications channels, but the Agency does not regularly communicate with vast audiences outside 
of its customer cohort. As such, ODFW recognizes that message resonance and frequency will need to 
be adjusted based on real-time metrics of advertising performance for the duration of the campaign. 
 

Partnerships 
Currently, ODFW is engaged in several projects with all State natural resource agencies, Travel Oregon 
(including its attributed 7 Regional Destination Management Organizations and their tourism 
distribution networks), and the recreation community which consists of academia, industry, media, and 
government entities. This outreach campaign will tap into the above pre-established network of 
partners to use their collective voices and engage the media to amplify the messaging shared between 
partners about the impacts of drought. ODFW will continue to pursue new partnerships with entities 
that align with ODFW’s conservation mission throughout this campaign. That said, ODFW recognizes 
that building partnerships can take time and, given the tight timeline to conduct this messaging, the 
Agency may have to build those new partnerships as it moves forward.  
 
It should be recognized that drought outreach is not new to ODFW as the Agency has been undertaking 
efforts to spread awareness through earned media, social media, ODFW websites, and through its active 
involvement with partner organizations also affected by the drought. Drought aside, ODFW has 
leveraged partnerships for successful communications initiatives in the past and will continue to do so 
moving forward. Two recent examples of partnership work that required statewide scale are COVID and 
its impacts on recreation, and the 2020 wildfires. The work helped the Agency fortify stronger 
partnerships with state, federal, county and private organizations as ODFW addressed COVID closures to 
protect public health, new COVID guidelines, and the pandemic related sudden increase in outdoor 
recreation, in addition to the aftermath of the 2020 wildfires where thousands of acres of land burned 
and closed to the public. 
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Strategy Evaluation and Refinement 
Any outreach plan (or any strategic plan) needs to be rigid with its execution towards its goal and 
objectives, yet flexible enough to allow for refinement and retooling of strategies and tactics along the 
way. On-going evaluation of the proposed drought outreach campaign as it is being implemented is 
critical to ensuring the success of its execution and that it remains in alignment with the established 
goals and objectives. Furthermore, when applying a communication strategy to an evolving situation, 
such as the drought, it is important to allow for nimbleness in deployment as circumstances may arise 
that require adjusting tactics to achieve the goals. One aspect that is non-negotiable regardless of 
circumstance or plan implementation processes is measurement. Measurement is the backbone to any 
successful outreach plan as it informs whether or not the plan is working and where refinement of 
strategy is required. 
 
The strategies and tactics that will be used in this campaign have been effectively employed by ODFW in 
other campaigns. ODFW’s familiarity and experience with these outreach methods will benefit this 
outreach campaign; and played a significant role in selecting the strategies to be used in this public 
awareness campaign. As with all advertising and outreach efforts, undertaken by ODFW – a keen eye 
will be paid to real-time analytics and dashboards for each medium on a consistent basis. Once again, 
the goal of the outreach campaign will be to create awareness amongst members of the “general” 
public and outdoor recreationists about drought impacts on ecosystem and with tips for responsible 
recreation during drought. Measurement of this campaign will center around reach as the intent is to 
inform, educate and persuade Oregonians about the impacts of drought and alternative recreation 
opportunities during the drought. ODFW will regularly be looking at the analytics for the campaign to 
assess how much reach is occurring, frequency of messaging, and targeting of appropriate audiences. 
Once this campaign has concluded, ODFW will have tangible metrics by medium about overall reach, 
impressions, viewers, click through rate, ad completion rate (with time-based ads), web traffic, and 
more. This information will help to inform future drought communication by ODFW and will be shared 
with our partners.  
 

Outreach Campaign Funding 
While ODFW is requesting $150,000 for this initiative, Table 1 lays out the various strategies at different 
funding levels for OCRF’s consideration. While these are the currently proposed strategies and 
approaches, there may need to be some adjustments based on unanticipated circumstances or delays, 
such as sourcing media times and ad locations. Strategies and costs are estimated based on previous 
project experience and would be finalized at the time of media purchase. Requested funds would be 
used completely for Contract Services.  
 
OCRF funds will be matched by ODFW staff time to coordinate the paid outreach effort, provide oversight 
for the overall outreach campaign, message development, coordinate with partner agencies and 
organizations, and collection of video/photos and other content used in the campaign. 
 
ODFW staff are committed to working as quickly as possible to ensure a thorough process is followed in 
a timely fashion. ODFW has already internally taken steps to help ensure it has the capacity to execute 
the procurement period in an expedient yet diligent manner to enable this outreach campaign to begin 
quickly if funded by OCRF. 
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Table 1: Outreach Campaign Funding. * Denotes requested funding level for the ODFW drought 
outreach campaign.  

 

 Funding Level 

Method Description $200,000 $150,000 * $100,000 

Radio 
Advertising 

Statewide radio 
purchase 

$20,000 for 6 weeks 
statewide in English 
and Spanish on more 
stations. 

$15,000 for 6 
weeks statewide 
in English and 
Spanish.  

$7,500 for 4 
weeks in multiple 
markets in 
English only 

Social 
Media  

Tile creation for 
use across partner 
networks 

$5,000 - 10,000 $5,000 -10,000 $5,000 

OTT 
Advertising 

Distribute video 
advertisement 
statewide to 
targeted audiences 
on streaming 
devices 

$50,000 with a 
concentration on I-5 
Corridor, Bend DMA, 
Southern Oregon. 
Spanish language in 
addition to English 

$40,000 - 50,000 
with a 
concentration on 
I-5 Corridor, Bend 
DMA, Southern 
Oregon 

$30,000 - 40,000 
with a 
concentration on 
I-5 Corridor, Bend 
DMA, Southern 
Oregon 

Email List 
Acquisition 

Purchase email 
distribution lists for 
individuals 
interested in 
outdoor recreation. 
Direct email to 
individuals 

$40,000 for 300,000 
contacts 

$40,000 for 
300,000 contacts 

$25,000 for 
200,000 contacts 

Digital 
Advertising 

Purchase Google 
Ads, display ads, 
geofencing, and 
YouTube ads 

$70,000 $70,000 $25,000 - 30,000 

Outdoor 
Advertising 

Billboards, street 
furniture, and/or 
wallscapes in 
strategic locations 

$10,000 for 4 
billboards for 4 
months 

$10,000 for 4 
billboards for 4 
months 

none 

 
 

Primary Grant Applicants  
Roger Fuhrman, ODFW Information & Education Division Administrator 
Office: 503-947-6010; Mobile: 503-702-4407 
roger.w.fuhrman@odfw.oregon.gov 
 
Sarah Reif, ODFW Habitat Division Administrator  
Office: 503-947-6085; Mobile: 503-991-3587 
sarah.j.reif@odfw.oregon.gov 
 
 
 

 

mailto:roger.w.fuhrman@odfw.oregon.gov
mailto:sarah.j.reif@odfw.oregon.gov
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Primary ODFW Staff and Roles 
Amanda Solla, Outreach Coordinator - overall campaign coordination  
Jay Remy, Information & Education Division Deputy Administrator – campaign oversight 
Roger Fuhrman, Information & Education Division Administrator – campaign oversight 
Adam Baylor, Public Information Officer – earned outreach coordinator, liaison w/other state 
agencies 
Robert Swingle, Website Developer – web/email technical support 
Jessica Sall, Web Content Coordinator – web content, coordination with ODFW field staff 

 

Project Timeline  
ODFW will be asking OCRF to grant the funding to enable this new outreach campaign to begin by mid-
June or earlier if possible and run ideally until mid to late November.  
 
 
 
  



   
 

Page 9 of 17 
 

Appendices 
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Sample Campaign Messages 
 
Please note that the messages below should not be considered as final. These messages are in a rough 
draft state, subject to change, and contingent upon further consultation with ODFW staff and partners. 
 

 
Unintended impacts of recreation on fish, wildlife, and habitat: 

Campers, Hikers, Bikers, ATV Riders 

• When you’re hiking, biking, or riding an ATV, be careful crossing streams that are dry or the 
water is low. You can spook fish and wildlife looking for water and cover and can damage 
riverbanks, which can mean erosion and flooding later. 

• Try not to stress fish and wildlife by camping right next to rivers, lakes and watering holes where 
wildlife might be trying to get a drink. 
 
Wildfire 

• Be careful with fire. If you have a campfire, make sure it is completely out. 

• Be careful with fire. Fire danger can lead to closures and wildfires can damage thousands of 
acres of important habitat for fish and wildlife. 
 
Swimmers Looking to Beat the Heat 

• Resist the temptation to jump into cold, deep pools in the river. Fish love those areas, too. 
 

Anglers 

• If you fish, practice catch and release. Don’t tire the fish out and release them as quickly as 
possible. Consider fishing for bass or other warmwater fish instead of trout, salmon or 
steelhead. 
 

Conservation, as a whole: 
Be Mindful and Conserve 

• And, whatever you do, do whatever you can to save water at home, at work, wherever. Turn off 
faucets, reduce lawn watering, filling pools and washing your car. Turn off unused lights. 
Oregon’s outdoors will appreciate every drop of water you save. 
 

Alternative Recreation Opportunities: 

• Fish in high mountain lakes instead lower waterbodies stressed by increased temperatures 

• Fish for bass and warmwater species instead of trout, salmon and steelhead 

• Choose to fish at different water bodies that are less compromised by drought and temperature 
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Past Projects and Experience  
 

Project 1 – Retain New Pandemic Participants in Fishing 
 
Description: During the pandemic, public interest in outdoor recreation increased significantly. This 
resulted in a significant increase in fishing and hunting license sales. This sudden increase presented a 
significant opportunity and challenge for ODFW. The opportunity was to build a connection with new 
anglers and hunters with the goal of encouraging continued participation after the pandemic. The 
challenge was that the dropout rate for new anglers and hunters is very high, approaching 30 percent 
for some demographic groups. 
 
The department conducted an extensive survey of 50,000 license buyers (40,000 returning customers 
and 10,000 new customers) to identify and develop tactics, messages, and strategies to help retain 
these new 2020 pandemic participants in 2021. Three of those tactics – use of digital media, OTT 
advertising, and email campaigns – will be employed in the drought outreach campaign. 
 
Digital Advertising: The digital advertising effort used four approaches - Google Ads (Search Engine 
Marketing), display ads in app and while browsing, geofencing, and YouTube ads – to encourage new 
anglers to learn more about fishing and to renew their fishing license in 2021.  
More than 7,090 Google Ads were served directly to individuals based on fishing related searches and 
specific terms. These Google Ads resulted in 1,708 direct click-throughs to the electronic licensing 
system (ELS) via the “Buy a License” button. Another 221,464 display ads appeared on individual’s 
browsers. The ads, with photos, resulted in 376 click-throughs to ELS. geofencing was used to target ads 
to the phones of people in certain sporting goods stores in Oregon. This part of the campaign resulted in 
253,026 impressions with 409 click-thru conversions to ELS. The three tactics combined resulted in 
nearly 2,500 visits to ELS. Although we cannot determine exactly what product was purchased, a 
conservative estimate is that this effort resulted in $110,000 in license sales for a $10,000 investment in 
advertising.  
The campaign also featured ads inserted into fishing videos on YouTube. YouTube video ads resulted in 
18,832 impressions. Impressions are an indicator of how many times an ad is viewed, heard, or played 
during a campaign. The YouTube ads had a video completion rate (people that watched the ad all the 
way through) of 51.38% (9,675.8 impressions). 
A similar digital campaign was done in late 2021 to encourage license renewals. This resulted in 283,000 
impressions and 879 visits to ELS for a conservative estimate of $44,000 in license sales. The campaign 
also included radio advertising on five stations which generated 2,020,800 impressions.  
 
OTT Advertising: OTT ads ran over video streaming services between Memorial Day and Labor Day.  
Two versions of video ads were made—one targeting women and the other targeting men. Messaging 
urged viewers to visit MyODFW.com (specifically the Start Fishing page) to learn more and then buy a 
fishing license.  
Results show that there was great interest with ads generating more than 715,000 impressions with 96% 
of the ads watched to completion. Although the ads generated awareness, not many viewers followed 
through by visiting MyODFW.com. The first week of the campaign had 181k total impressions and 495 
visits to the Start Fishing page.  
This pilot project, funded by a grant from the Recreational Boating and Fishing Foundation (RBFF) 
clarified that OTT advertising is effective in generating awareness, but may be less effective in 
prompting visits to websites, purchasing a license, or other activities. However, OTT proved to be a cost-
effective way to reach a large audience and/or targeted audiences to create awareness about important 
issues like climate change, drought, invasive species, poaching, etc.  

https://www.youtube.com/watch?app=desktop&v=LWxFjq6W4kQ
https://www.youtube.com/watch?app=desktop&v=W8kri-OHX04
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Email campaigns:  Direct contact with individuals through email was used heavily in this effort.  Tactics 
included the creation and development of a new electronic newsletter and use of emails targeting new 
and returning anglers.  
The Messenger is emailed monthly to more than 670,000 license buyers and includes information on 
fishing and hunting opportunities, conservation initiatives and other topics of interest to customers and 
stakeholders.  The effectiveness is measured on, among other metrics, on whether the email is opened 
and read. The “Open Rate” on our emails regularly exceeds 33%. By comparison, the industry standard 
open rate for advertising/marketing emails is 17% and the average government agency email open rate 
is about 29%. 
Each edition of the Messenger newsletter includes a link to Buy a License. In 2021, the link was clicked 
on more than 42,000 times. A conservative estimate is that this led to at least $1,900,000 in license 
sales.  
 
A similar email effort in coordination with the Oregon 
Wildlife Foundation (OWF) promoted sales of license 
plate vouchers for the new “Watch for Wildlife” plate. 
OWF needed to sell 3,000 vouchers before the plates 
could be produced. To speed sales, ODFW worked 
with the Foundation to send email campaigns to 
hunters, anglers, and wildlife viewers. Within days of 
the email, more than 250 vouchers were sold. 

 

Articles included in previous issues of The Messenger:  
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Project 2 – Report Your Hunt / Apply for a Hunt Radio Campaigns  
 
Description:  ODFW has employed radio advertising for several paid outreach campaigns. The first 
significant use occurred in 2019 following the launch of the new Electronic Licensing System (ELS.)  Since 
this was a new system, existing customers would be required to verify information from their account in 
the old license system.  New customers would be required to create a new account.  Either of these 
processes required additional time on the part of the customer to complete many transactions. And, 
because this was a new process, it was expected to create significant confusion and bottlenecks as two 
key deadlines approached. 
 
All big game hunters are required by late January to report on their hunting activities for the previous 
year. This information is used by biologists to set harvest guidelines for upcoming hunting seasons.  
Since hunters would need to use a new process in 2019, there was concern that this could result in  
significant delays in reporting, increased calls to ODFW offices by hunters who encountered difficulty, 
and the potential for some to simply not report. Failure to report could result in financial penalty for the 
hunter and, more importantly, loss of critical information used to set harvest guidelines.  
A radio advertising campaign was launched to encourage hunters to report early, rather than wait to the 
reporting deadline. Ads ran over a several week period. Not only did this effort result in hunters 
reporting early, but it also resulted in the department receiving 32,000 more reports than the previous 
year. 
A similar advertising campaign ran later in the spring prior to the controlled hunt application deadline. 
Each spring, hunters must apply for certain big game hunting opportunities. Usually, thousands and 
thousands of applications are submitted in the final days before the deadline.  
A radio advertising campaign was launched to encourage hunters to apply early. Radio advertisements 
ran over a several week period in April and May.  By early May, controlled hunt applications ran 10-20 
percent above the previous year.  
Based on these experiences, the department continues to repeat these radio campaigns every year. In 
addition, radio advertising has been used in several other successful campaigns. 
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Project 3 – Leave Young Wildlife Alone – Social Media 
 
Description:  Every spring with the birth of ducklings, bear cubs, seal pups, fawns, and other baby 
wildlife, ODFW phones begin to ring. Callers say they have found what they believe is an abandoned 
duckling or fawn and want to know what to do with it. ODFW biologists advise leave the young animals 
alone. Any time a baby animal is removed from the wild, even for a brief time, their chances of survival 
are reduced. ODFW traditionally issues press releases and attempts to remind people to leave young 
wildlife where they are. However, the message is often missed, especially by individuals that are not 
reached through the department’s usual outreach methods.  
In 2022, ODFW contracted with a graphic design firm to produce a series of graphic tiles of graphic tiles 
featuring young wildlife. The initial series features the most common wildlife encountered. Additional 
tiles will be created in subsequent years. The graphics were designed to deliver the message of “Leave 
Wildlife Wild” in an eye-catching manner by incorporating the message into the art.  
The goal is to saturate social media with these images by leveraging partner agencies, law enforcement, 
cities, counties, watershed councils, tourism boards and private industry to spread these far and wide 
during the spring and early summer when most of these encounters occur.  

The non-branded tiles, and suggested 
messaging, are being shared with multiple 
organizations and agencies. This is a new 
campaign, so metrics are not readily available.  

 
Seal pups – Harbor seal pups are born in late 
March through April. Females often leave 
their pups at haul-outs or along sandy 
beaches while searching for food. Never pick 
up or handle a seal pup or any other marine 
mammal you find at the beach. If you believe 
a seal pup is truly abandoned or visibly 
injured, call the Marine Mammal Stranding 
Network - 1-866-767-6114 

Bear cub – Black bear cubs are born between 
mid-January and early February and leave the 
winter den with mom in the spring. Cubs 
found alone should never be removed from 
the wild. Their best chance of survival and the best overall scenario is for them to remain in the wild. 
Birds – Birds nest in the spring and young birds may be visible on the landscape from late February 
through early summer. Some baby birds, called fledglings, may become separated from their parents as 
they learn to fly. These are sometimes mistaken as abandoned birds and brought to wildlife rehabbers. 
Unless obviously injured, birds should be left where they are or lifted carefully back onto a branch to 
avoid predators, so they have the best chance at survival. 
Fawns – Deer fawns are typically born between April and June. Does spend most of the day away from 
their young to forage for food and reduce the risk of a predator finding the fawn. Some folks mistake 
these fawns as abandoned and remove them from the wild, severely reducing their chance at survival. 
Please leave young wildlife alone. 
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Supplemental Project Classification Questions: (per OCRF proposal criteria) 
 

1. Based on the definitions in the OCRF Expenditure Framework, how would you classify your 
project: 
 
An even mix of conservation and recreation 

 
 

2. Program Priorities for the OCRF: 
 
Recreation - Educational materials and opportunities related to responsible recreation, ecology, 
and wildlife conservation for kids and adults. 

 
 

3. Program Priorities for the OCRF:  
 
This proposal for building drought communications directly advances the following OCRF 
program priorities as they are described in the OCRF Expenditure Framework.   

• Helping all Oregonians take voluntary, proactive steps to conserve and protect fish, 
wildlife, and habitat for future generations. 

• Recognizing Oregon’s diversity by encouraging all Oregonians to enjoy our rich outdoor 
heritage.  

 
The proposed drought outreach campaign would incorporate in key messages and conservation 
connections within the Oregon Conservation Strategy related around water quality and quantity 
as well as large climate change impacts from drought. As noted in the strategy, “water 
conservation is a top environmental goal for western states in the coming decades” and this 
proposal would aid this effort by not only providing information about the impacts of drought, 
but sharing ways that Oregonians can help protect resiliency of the ecosystems that they 
recreate in.  

 
The proposed drought outreach campaign would also tie into Oregon's Statewide 
Comprehensive Outdoor Recreation Plan by increasing general awareness of where and how to 
best to recreate during a drought – thus aiding in the greater access to the outdoors to a 
broader group who otherwise may not have had this information.  

 
 

4. For projects that address a conservation priority, what are the primary taxa that will be 
affected: 
 
The proposed drought outreach campaign would explain ecosystem level impacts – therefore 
multiple species of Birds, Mammals, Reptiles, Amphibians, Fish, Plants, and Invertebrates will be 
benefited.  

 


