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Who The Heck Are We, 
Anyway?
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Nice to Meetcha!
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- Consumer Psychology & Brand Strategy expertise
- Extensive Travel & Tourism Experience
- Passion for the marriage of strategic rigor & 

creative excellence
- Only has 5 states left to visit 

- Brand, agency and sales experience
- Hands-on with digital and traditional
- Media fundamentalist and ad-tech skeptic
- Bad grades in art class, has to work in 

media

Meranne Behrends
Co-Founder & CEO, Words From The Woods

meranne@wftw.me

Chris Grass
Founder & President, Fan Out Media

chris@fanoutmedia.com



For internal purposes only

Creative + Media | A Marriage of Minds
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What Are We Chatting About 
Today?
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Outsmart, Don’t Outspend 
to Drive Visitors to the Greater Portland Area 
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Here’s What To Expect

A few principles that guide successful advertising campaigns, regardless of previous experience, budget or industry. 

Brought to life through a few examples of successes. 

…since this is a tourism audience, we’ll refer to a solid case study here in Maine…
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As seen on:

Broadcast TV & Radio, Print,  
Hulu, Spotify, Paid Social, Reddit, 

Facebook, Instagram, 
Sponsorships, Billboards, Transit,

Direct Mail, Influencer

9 Channels / 23 Media Publishers
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400% 
Increase in unaided brand 

awareness.35% 
Year-over-year increase in skier visits.
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1 | How to Get Started Or Evolve     

2 | Knowing Your Audience

3 | Getting to The Most Salient Message 

4 | Being Where You Need to Be

5 | Tracking Progress & Performance 
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Core Opportunities | Visit Portland Members
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1

How To Get Started Or Evolve
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How To Get Started Or Evolve

Where to begin?

Set clearly prioritized goals.
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How To Get Started Or Evolve

Where to begin?

Set clearly prioritized goals.

Formulate a plan, based on those goals.
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How To Get Started Or Evolve

Where to begin?

Set clearly prioritized goals.

Formulate a plan, based on those goals.

Survey your ad infrastructure
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Ad Development & Placement

Click to the Landing Page

Convert to Outreach or Sale

Follow Through / Feedback



For internal purposes only

How To Get Started Or Evolve

Where to begin?

Set clearly prioritized goals.

Formulate a plan, based on those goals.

Survey your ad infrastructure

Identify a reasonable budget.  
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QUESTIONS TO ASK YOURSELF:

1. What’s the % of revenue (3-10%) you’re willing to spend?

2. How is it proportional to the desired outcome?

3. How can metrics inform future planning?

4. What are you comfortable spending?



For internal purposes only

How To Get Started Or Evolve

Where to begin?

Set clearly prioritized goals.

Formulate a plan, based on those goals.

Survey your ad infrastructure

Identify a reasonable budget. 

Distill your company ethos (and know where you stand in the market)
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How To Get Started Or Evolve

Where to begin?

Set clearly prioritized goals.

Formulate a plan, based on those goals.

Survey your ad infrastructure

Identify a reasonable budget. 

Distill your company ethos (and know where you stand in the market)
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Brand Value & Personality Traits 

Points of Parity / RTBs

Unique Proof Points

Brand Positioning 
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2

Knowing Your Audience 
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Knowing Your Audience

Who’s the right focus?

Identify your core audience, and know them better than anyone. 
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Perceived “Aspirational” Core Loyal Customer

Top-of-the-Mountain Brand
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Knowing Your Audience

Who’s the right focus?

Identify your core audience, and know them better than anyone. 

Get creative with how you understand your core audience. 
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Website Analytics Custom Surveys Interviews & 1:1’s 
Current Customer Database Incentivized Feedback Focus Groups 
Transaction Information Ride-Alongs & Creative Qual …Just discussions!
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Knowing Your Audience

Who’s the right focus?

Identify your core audience, and know them better than anyone. 

Get creative with how you understand your core audience. 

Write down your core profile. 
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Known Demographics 
Geography
Attitudes & Behaviors 
Pain Points
Influences 
Competitor Behavior 
Brand Affinity 
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Knowing Your Audience

Who’s the right focus?

Identify your core audience, and know them better than anyone. 

Get creative with how you understand your core audience. 

Write down your core profile. 

Start with your data and what you have in your arsenal. 
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Knowing Your Audience

Who’s the right focus?

Identify your core audience, and know them better than anyone. 

Get creative with how you understand your core audience. 

Write down your core profile. 

Start with your data and what you have in your arsenal. 

Quantify your audience, compare to budget, scale appropriately
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Broadest Target
(Frequent Travelers)

Audience Size: 15.7 Million

      +Ages 29-34
Audience Size: 412K

+Narrowed Geo
Audience Size: 630K

+Masters Degree
Est. Audience Size: 1m

+HHI $100K
Audience Size: 6.11M
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3

The Salient Message 

25



For internal purposes only

The Salient Message

What do you say?

Articulate the MOST important thing to focus on. 
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The Salient Message

What do you say?

Articulate the MOST important thing to focus on. 
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The Salient Message

What do you say?

Articulate the MOST important thing to focus on. 

Consistency, consistency, consistency. Be consistent. 
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The Salient Message

What do you say?

Articulate the MOST important thing to focus on. 

Consistency, consistency, consistency. Be consistent. 

Don’t say everything, all at once, to everyone. 
Focus on the channel and audience to influence the message. 
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The Salient Message

What do you say?

Articulate the MOST important thing to focus on. 

Consistency, consistency, consistency. Be consistent. 

Don’t say everything, all at once, to everyone. 
Focus on the channel and audience to influence the message. 

Frequency sells. At least 3x. Stay in market. 
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The Salient Message

What do you say?

Articulate the MOST important thing to focus on. 

Consistency, consistency, consistency. Be consistent. 

Don’t say everything, all at once, to everyone. 
Focus on the channel and audience to influence the message. 

Frequency sells. At least 3x. Stay in market. 

Be Bold: Anxious approvals are a leading indicator of success
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https://vimeo.com/812532736
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4

Being Where You Need To Be
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Being Where You Need to Be

Where?

Your budget might allow more options than you think.
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Being Where You Need to Be

Where?

Your budget might allow more options than you think.

Assets filter and guide your media consideration set.
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Being Where You Need to Be

Where?

Your budget might allow more options than you think.

Assets filter and guide your media consideration set.

Where does your audience spend their time? What’s their mindset?
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https://vimeo.com/875606844/61f89dccf9?share=copy
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Being Where You Need to Be

Where?

Your budget might allow more options than you think.

Assets filter and guide your media consideration set.

Where does your audience spend their time? What’s their mindset?

Think about the placement, identify the context, and create to that. 
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5

Tracking Progress & 
Performance
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Tracking and Performance:

Is it working?
Track things you don’t have to explain to a CEO

Track, analyze and optimize proportional to your resources

Don’t love your campaign to death; Think long-term.

Expected ROI or Lottery Ticket
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Don’t make it rocket science
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Let’s Chat!
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An independent ad agency 
giving brands a breath of fresh air.
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Words From The Woods | The 50k-ft View 

Words From The Woods is an independent ad agency 
headquartered across the street from Yosaku.

Born from a literal marriage of strategy and creative.

Experts at creating behavior-shifting campaigns
for brands in search of outside thinking.

15x full-time employees spanning strategy, creative, 
account, project management and production. 

28x Maine Ad+Design Broderson Awards

2x Boston/New England Emmy-Nominations

Words From The Woods
14 York Street #101
Portland, ME 04101
(*validated parking off Maple Street!)

Founded in 2018.

We exist because nothing like us did before.
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Words From The Woods | Our Trusted Media Partner 
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Fan Out Media specializes in planning, buying and executing 
strategic campaigns that push the limits of paid media.

Rejects one-size-fits-all formulas, crafts bespoke media plans to 
achieve brand objectives, balances the quantity, quality, and 
cost-efficiency of advertising placements by employing both 
digital and traditional channels.

Offers a range of capabilities that open up unrestricted access to 
classic and state-of-the-art media channels. Basically, if it’s an 
ad, they can buy it. Even better, they know if you should, and at 
what price.

Based in Falmouth, Maine.

Founded in 2022.

Chris Grass
Founder & President

Chris@FanOutMedia.com
207-907-9342

91 Johnson Road
Falmouth, ME 04105

mailto:Chris@FanOutMedia.com

