
 

  

It has been an action-packed year for KOG in so many ways. Being new 

to the position, and anticipating above-normal fire activity during the 

2014 summer season, the orientation phase quickly went out the door 

and the operational phase kicked into high gear.  

Given the high costs and the acreage destroyed in 2013, and a rocky 

start to 2014 with fires in January, some changes to prevention 

marketing efforts were necessary. The annual spring Wildfire 

Awareness campaign, traditionally just a week-long event, was 

extended to the full month of May in order to provide a more 

sustained dialogue with the public. The Pacific Northwest Wildfire 

Coordinating Group ordered a Fire Prevention Education Team to assist 

the region with prevention needs from June through the end of 

September. The nation celebrated Smokey’s 70th year, and Disney 

shined a spotlight on wildland firefighting with the debut of the Planes 

2: Fire and Rescue movie. Despite so many local, regional and national 

efforts calling attention to the wildfire risk, Oregon’s fragile and tinder-

dry landscape allowed the slightest sparks to get traction and become 

problematic events. Our state faced yet another endless season of fire, 

this time with a grand total of 712 human-caused fires burning 20,052 

acres on state-protected lands - nearly six times the 10-year average. 

Oregon is entering the 2015 wildfire season with record-low snowpack 

not seen in 40 years, and the potential for the driest summer 

conditions in 25 years. As I write, we are in the midst of another 

Wildfire Awareness campaign, and federal, state and local fire agencies 

in every corner of the state, in concert with the state’s media outlets, 

have been amplifying the prevention message every day. 

Looking ahead, KOG needs to increase brand awareness (see page 7). 

KOG ventured into new territory this past year. We have expanded our 

outreach using new media platforms. We are creating a stronger digital 

and social media presence, and a recently awarded grant will help us 

upgrade our website in the coming fiscal year. Sales of new products 

are circulating our slogan and new partnerships are helping us expand 

our outreach (see page 6).  

Inside, you will find highlights from the year in review. New activities 

and events are on the horizon. We hope you like what you see. 
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Last year Oregon had a tough fire season on the heels of an equally difficult 2013 wildfire season. This 

year Oregonians are heading into a potentially high danger fire season earlier than most fire seasons 

due to little or no snow pack and less rainfall. We all have to do our part to eliminate human-caused 

fires because that is the only control we have to prevent such wildfires. A human-caused fire not 

started is a wildfire not needing to be fought. 

Continuing drought conditions and severity of our summer thunder and lightning storms will put a 

strain on our state's world-class forest fire fighting force. Our women and men on the front lines will 

be stretched to the maximum and KOG's fire prevention messages and communication to Oregonians 

will be a vital factor to eliminate or reduce human-caused fires. This will allow our wildfire fighters to 

focus all of their efforts to keep natural wildfire small, contained and dead out. 

Thank you to all KOG members for your sustaining support to carry our forest wildfire prevention 

messages forward. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 

STATEWIDE NUMBER ACRES SUPPRESSION COSTS 

Debris Burning 143 500 $284,564 

Misc. 106 5,824 $2,371,452 

Equipment Use 143 3,407 $3,580,377 

Recreation Fires 
(camping/warming) 

95 927 $3,312,366 

Smoking 41 12 $77,919 

Juveniles 15 96 $107,088 

Under investigation 14 3,783 9,416,082 

TOTAL 557 14,549 $19,149,848 

 

2014 Fire Stats 

Chairs’ Message 
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Oregon State Fair 
Smokey’s 70th anniversary helped KOG connect with families at the state fair. We transformed the interior of 
the booth to represent 70 years of the wildfire prevention message. Vintage Smokey posters covered the 
walls, and Smokey memorabilia was on display in locked cases. The exhibit showed how Smokey’s image, 
messages and campaign evolved over time. We sold KOG window stickers, t-shirts, and mud flaps, and we also 
launched our Instagram account, encouraging visitors to take selfies with Smokey and ‘tag’ us. We celebrated 
Smokey’s birthday by cutting cake with State Forester Doug Decker, Oregon’s State Fire Marshall, Jim Walker, 
and Lauren Maloney and Cici Chitwood from the BLM and the USFS. We sincerely thank our partners and 
board members who volunteered their time to be with us and communicate our mission with fair visitors.  
 

 In time for hunting season, KOG placed an ad in Oregon 
Hunter’s Magazine’s July/August and September/October issues, 
reminding hunters to be careful with open fires and equipment 
use. KOG also worked with the Oregon Department of Fish and 
Wildlife and ODF to create a fire prevention advertisement for 
the 2015 hunting synopses, and a fall hunting press release.  
 

The first PSA urged Oregonians to call 
ahead to determine whether 
campfires were allowed at their 
destination and to make sure all open 
fires were dead out when done. The 
second warned of the dry landscape 
and encouraged Oregonians headed 
outdoors to be careful with fire. The 
spots were placed on agency websites 
and social media. 

ODF and KOG worked with the Governor’s staff to develop two 15-second wildfire prevention PSA’s.  
 

2014 Summer Fire Season 

 

2014 State Fair 
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The governors of seven western states signed a proclamation recognizing May 
2015 as Wildfire Awareness Month. Wildfire agencies in the states of Oregon, 
Nevada, California, Idaho, Utah, Montana, and South Dakota are encouraging all 
citizens to take steps to better prepare their homes and communities for wildfire 
and work toward becoming a fire-adapted community. 
 
“Wildfire Knows No Season” is once again the theme for Wildfire Awareness 
Month in Oregon. WAM-O!, as it has been affectionately dubbed, is a public 
awareness campaign, calling on residents to be mindful of the current drought 
conditions and the growing potential for wildfires this spring, summer and fall.  

During each week in May, KOG, ODF, OSFM and many other federal, state and 
local fire agencies have been busy promoting wildfire readiness and prevention 
tips. Messages focus on defensible space and fire-resistant plants (May 4), 
backyard debris burning (May 11), recreation/campfire safety (May 18), and the 
high cost and consequences of human-caused wildfire (May 25).  

An electronic toolkit of graphics and pre-scripted resources has been made 
available to all fire agencies for fire prevention messaging and distribution to local 
media outlets. This ‘grab and go’ resource provides easy access to media tools such 
as press releases, a ¼ page newsprint ad template, posters, half-page flyers, pre-
scripted social media messages, photos and videos organized week-by-week within 
the four different topic areas. 

Governor Kate Brown filmed two 30-second PSAs highlighting Oregon’s drought 
conditions and the steps Oregonians can take to keep our state safe this summer. 
These spots were placed in the toolkit and will run on agency websites and social 
media. The Oregon Office of State Fire Marshal will be running these spots on TV 
and radio throughout the entire month of June. KOG will also pay to run the spots 
within the same timeframe.  

KOG spent the majority of its WAM campaign funds on Smokey Bear rack cards (for 
spring team-teaching purposes), as well as the development and printing of 14” x 
41” and 34” x 42” road signs and large posters. These products share the same 
dimensions as the ‘regulated use’ sign boards. The intent is to have these signs and 
posters go up on boards in the spring and fall, serving as a reminder of the wildfire 
potential during the shoulder seasons. Signs and posters were distributed to all 
ODF district offices and other partnering federal and state agencies. 

 

Wildfire Awareness Month – May, 2015 
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Youth Education 

The Power of Partnerships  

KOG is just one approach to our state’s integrative efforts to prevent wildfires. The links with 
our partners help us reach the public on many fronts. We cannot do what we do without the 
generous assistance of others. Here are just a few highlights of our work together in the past 
year: 

 Ready Set Go & Firewise/Fire Prevention workshop: OSFM, ODF and other 

representatives from the PNWCG prevention team brought structural and wildland 

firefighters to Salem to receive Ready Set Go, Firewise and other prevention 

education training pertinent to their everyday work. 

 Fire Prevention Co-op tours: OSFM, ODF and KOG are attending fire prevention co-op 

meetings around the state to learn about needs, successes and future opportunities. 

 Fall Coach Campaign: Magaurn Video provided videography and editing services, and 

MBT maximized our small budget to launch the campaign statewide (p. 8). 

 KOG Website: The Friends of Paul Bunyan awarded KOG with a $10k grant to upgrade 

our website. This work will begin in July, 2015. 

 Statewide survey of Oregonians: The Oregon Forest Resources Institute provided 

much-needed data for KOG within its five-year statewide survey (p. 7). 

 Target audience messaging: REI is using KOG’s logo and key campfire talking points in 

their in-store camping classes.  

 State Fair and more: ODF & USFS/BLM provided staff for Smokey’s 70th birthday 

event and conducted various activity stations for the entire duration of the state fair. 

A regional National Fire Prevention Team researched human-caused wildfire issues in 

Oregon, and supplied partners with important data and fire-cause maps. They also 

created new digital and social media communication links, products and training 

opportunities in order to build prevention team capacity in the Pacific Northwest. 

From May 2014 to present, 130 students across 
the state have completed the KOG Ranger 
program. A total of 3,882 students have been 
through the program since its inception.  

KOG and ODF worked together to staff large group 
family events such as the Live in the Woods 
Show/Pacific Logging Congress (~2000 students, 
teacher and parents), and the annual Oregon 
Logging Conference in Eugene (~5000 people). 
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KOG worked with the Oregon Forest Resources Institute and DHM Research to craft and insert four key questions 
into their statewide online survey of Oregon residents. This survey consisted of 38 questions and included a total of 
603 adults. Demographic quotas were set by gender, age, and area of state to ensure a representative sample, and 
counties from each region of the state were included (metro region, southern, western and eastern Oregon). The 
following are the questions and the results: 
 

1. What would you say is the primary mission of the Keep Oregon Green Association?  
Top mentions included sustainable forest management (23%), keeping and replanting trees (19%), and maximizing 
the use of renewable and sustainable materials and products (14%). No other mission areas were identified by more 
than 10% of respondents. Preventing wildfires (6%). 

2. Prior to this survey, have you heard of the Keep Oregon Green Association?  
 

Response Category N=603 

Yes 41% 

No 51% 

Don’t know 8% 

 
 
 
 

 
  
 

3. [IF YES] Where did you hear of Keep Oregon Green?  CHECK ALL THAT APPLY 
 

Response Category N=250 

Television 52% 

Newspaper 29% 

Radio 25% 

Billboard 22% 

Internet 17% 

Magazine 6% 

Facebook 5% 

Twitter 2% 

All other responses 2% or less 

Do not recall 17% 

 
4. Would you be willing to support wildfire prevention education efforts by purchasing a Smokey Bear license 

plate for your vehicle?  

Response Category N=603 

Yes 34% 

No 41% 

Don’t know  26% 

 

 

 

OFRI Statewide Survey: KOG Results 
KOG 

Demographic Differences: 
Awareness of the organization was greater among those in Eastern Oregon (51%) as compared to Metro Region 
residents (36%). Those ages 35 and older (44-46%) were also more aware than those who were younger (34%) as 
were those who have lived in Oregon more than 10 years (11-30 years: 39-46%; 31 years or longer: 51%) when 
compared to those who have lived in the state 10 years or less (21%). 
 

Demographic Differences: 
Residents ages 55 and older (41%) were more likely than 
those younger residents to recall hearing of Keep Oregon 
Green through the newspaper. Those ages 54 and 
younger (31-39%) were more likely than those older 
(11%) to cite radio, while residents ages 18-34 (32%) were 
more likely than those older (10-15%) to mention the 
internet as the site of their introduction to Keep Oregon 
Green. 
 

Demographic Differences: 
Women (38%) and younger residents (38%) were more 
likely to say they would be willing to purchase the license 
plate than men (30%) and those ages 55 and older (26%).  
 

KOG will focus on brand awareness and behavior change as we design future marketing campaigns. 
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The Douglas Forest Protective Association, ODF and KOG worked together with 
the Oregon State University and University of Oregon football coaches to create 
a fall wildfire prevention campaign. Magaurn Video shot and edited three 30-
second PSAs on campfire safety, debris burning, and defensible space. James 
Carroll Photography took photos of the coaches, and MBT Marketing created 
the artwork and purchased the advertisements. For the first time, we purchased 
digital pre-roll on Oregonlive. The spots ran before and after any Duck or Beaver 
football-related video, and they rotated in Oregonlive’s banner advertisement 
space. The spots also ran on the sports networks carrying the away games for 
both teams. Digital and standard roadside billboards were purchased on 
highway 34 and 126 for traffic heading to the stadiums, and I-5 north and south 
(south of Salem and in Roseburg) for all other travelers.  
 
KOG opened a Twitter account and we sent our first fall campaign 
announcement tweet on September 4. Key outlets launched us into the Twitter-
sphere, where thousands of followers propelled our prevention messages even 
further. Twitter also led to some other great opportunities-- KOG joined ODF for 
a live Twitter chat on wildfire prevention with Sunset magazine in September.  
 
While it is a challenge to measure the effectiveness of prevention education, 
metrics gathered from the launch of this new fall campaign helped us see a 
dramatic change in the impact of our outreach efforts. The coaches’ Facebook 
posts received a record 4,000+ views, and we had 1,050 visits to our website in 
just one month. We now have 460 followers on Twitter and our Facebook ‘likes’ 
are at 580;  a little more than double the 276 likes from January 2014. 
 
Keep Oregon Green plans to work with the new OSU coach, Gary Andersen, and 
both universities to create a new marketing campaign for September and 
October 2015. 
 
Summary of expenditures and in-kind for the 2014-15 marketing efforts as of 
December 31, 2014: $30,551 spent, with an in-kind return of $56,331, for a 
total of $86,882. 
 
 

 

 
On the Horizon… 

 KOG, ODF and OSFM will be working with QuickSeries Publishing to produce an 

educational tool to be distributed in paper format or via a mobile phone app. 

The guide will contain wildfire prevention content specific to Oregon, and will 

provide information to the Oregon public before, during and after a wildfire. 

 KOG will be exploring partnerships with Girl Scouts, Boy Scouts and Venture 

Scouts in an attempt to extend the KOG Ranger Program to include more learn-

and-serve prevention activities in the local community.  

UO & OSU Fall Media Campaign 


