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CHAPTER 1 / INITIAL DISCOVERY WORK
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IN 2017, THE PORTLAND DIAMOND PROJECT WAS FORMED 
TO BRING MAJOR LEAGUE BASEBALL TO PORTLAND.
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Portland is a beloved city to many. It is filled with rich culture, history, great 
food and gorgeous surroundings. Natives are incredibly proud to call it their 
home. In recent years, its popularity has spiked.

For decades baseball has been dubbed “America’s Game”. It breeds 
magical, historical moments and brings cities together in the process. 
Without it, fans wouldn’t have seen curses broken in Boston & Chicago, and 
I, as an Oregon State student, wouldn’t have experienced a College World 
Series Championship during my time here.

Portland is a special place, baseball is a special game.

The project to bring a team to Portland has begun, but the brand for the 
team has yet to be created. I would like to argue that a MLB team in Portland 
deserves a brand that honors its history, beauty and spirit- a brand that 
showcases how special Portland is in terms of its past, present and future.

Bridgetown.
Rip City. 
Stumptown. 
City of Roses.
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In the wake of the excitement surrounding the Portland 
Diamond Project, I will be creating a brand identity + 
advertising channels for the potential Portland MLB 
team. The research done throughout this term will act 
as a guide towards deciding the best possibile identity 
for the team.

Objective
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RESEARCH BRIEF

BACKGROUND
I’ve been a baseball fan my entire life. My dad coached, my brothers played, and 
my entire family supported. I have experienced the benefits of sports firsthand- 
the sense of community and belonging they can bring is something special. 
When writing my research paper during  Spring 2018, I learned about the  
benefits professional sports teams can bring to cities. The presence of a 
professional sports team can be excellent for a city’s economy. The active, 
hardworking influence of the players can be a positive thing for children. 
Cheering for the same team brings strangers together and generates a sense 
of community and belonging. This subject is important to me because I both 
enjoy baseball and I strongly believe that bringing a professional baseball 
team to Portland could result in wonderful outcomes. 

ASSUMPTIONS
I assume that the majority of Portland would be excited about the prospect 
of a local MLB team. I assume that the team would make a positive impact on 
Portland’s financial state and morale. I assume that the history of baseball 
in Portland will futher support the idea that a team will be accepted and 
supported by the city. 

OBJECTIVE
Given that I want the majority of my capstone to be a branding project, I 
want to research what will make the most appropriate, well-rounded brand 
for a Portland baseball team. I want to research anything that will help to 
create the most fitting team name, mascot and brand- the history of Portland, 
cultural patterns and trends within the city, plants and animals native to the 
area, etc. I want to understand my audience better as a whole.

QUESTION
How can the statistics and and information I find from the Portland population 
help guide the brand for the Portland baseball team? How can the brand for 
the team best represent and capture the spirit of the City of Portland? 

AUDIENCE
Ideally, my audience would include all of Portland. More specifically, people 
who support the idea of a baseball team in Portland. I want my audience to 
be excited about the Portland baseball team. One great thing about sports is 
that they’re all-inclusive, so my audience doesn’t discriminate when it comes 
to age, gender or race. I want to get feedback from Portland natives, residents 
who are new to the city, sports fans, old people, young people- everyone! One 
of my goals is to create a brand that will help to bring the community together 
and I don’t want to leave anyone out.

DESIGN CONTEXT
My topic lives in the heart of Portland. Environmentally, the team will reside 
in downtown Portland, but it will generate a fanbase throughout all of Oregon 
and some of the west coast. Portland has a history of minor league baseball 
teams and Hillsboro (a suburb of Portland) is currently home to a minor league 
team, the Hillsboro Hops. The arguments for bringing a team to Portland, as 
stated by the Portland Diamond Project, are to provide a catalyst for workforce 
housing around the ballpark, provide a boost in local employment, investment 
and tax base, promote a vital, sustainable and walkable ballpark district, build 
an iconic ballpark that enhances the Portland cityscape, and revive Portland’s 
rich baseball history (Portland Diamond Project). The idea for the team is that 
it will honor the history of baseball in Portland, feature a well-designed brand 
and create a friendly community of fans in the city.

METHODOLOGY
- Field research attending Jolby & Friends theoretical execution of a baseball  
 brand. 
- Primary research through survey sent to a wide demographic about   
 people’s perceptions of Portland.
- Interview within sports marketing industry.
- Secondary research on the history of baseball in Portland. 



CHAPTER 2 / JOLBY & FRIENDS + PORTLAND GEAR  
BASEBALL TO PORTLAND
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PROCESS

My first research method consisted of a trip to Portland 
itself. Jolby & Friends, a multi-disciplinary creative studio 
based in Portland, OR, hosted an event on September 
21st, 2018 inviting six local designers to participate in a 
theoretical execution of what they think a baseball team 
in Portland could look like. This provided the opportunity 
for me to see the creative visions of six Portland locals 
with different perspectives on the city. I attended the 
event, spoke to multiple designers about their ideas and 
documented my experience through photos.

We partnered with Portland Gear to throw 
Baseball to Portland, an event featuring six 
concepts by six local designers showing off 
what a future MLB team in Portland could look 
like. Our hope and vision for the event was to 
bRing awareness of the history of baseball in 
Portland, help create excitement around the 
possibility of having an MLB team, and to help 
keep the future of Baseball in Portland strong 
by supporting Friends of Baseball.

- JOLBy & friends
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GOALS

SEE THE BRANDS CREATED IN PERSON

DOCUMENT THE EXPERIENCE WITH PHOTOS

STUDY THE CONCEPTS AND ANALYZE EACH DESIGNER’S 

IDEAS. WHY DID THEY CHOOSE THE CONCEPT THEY DID?

-

-

-
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RAW DATA
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the Portland
Californians

“Founded in 1989 by Bodhi Stuart, the Hermosa Beach Californians 
were a team of firsts. The first to implement the 7th inning yoga 
stretch. The first to call a game if the waves were ‘tasty’.

After 30 years Stuart wanted a change. A new stadium with plentiful 
street parking, and gluten free concessions would be ideal. The cost of 
a new 50,000 person home in Hermosa was through the roof though! 
His eyes drifted north. Unfortunately San Francisco was already hella 
spendy and the rest of the state was on fire. But wait, what is this 
“Portland” place?!

With that Stuart jumped in his Tesla X and sped down Beverley for 2 
Miles then took a right on the 10 on his way to La Sienica. Traffic was 
jammed. Luckily he knew a shortcut and made a left onto the 405 
through Buena Vista where he made a sharp right onto 5 north. The 
rest is baseball history.”

* ALL GRAPHICS ARE FROM JOLBY & FRIENDS WEBSITE.
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the Portland
PINES

“It’s not uncommon for a new, incoming sports team to respond to 
the city’s preexisting sports team vernacular. Taking cues from both 
the Trailblazers and the Timbers, the Portland Pines continue in the 
foresting tradition by honoring the pine tree, a ubiquituos conifer 
found all over Oregon. It also speaks to the more poetic interpretation 
of the word “pine,” as Portland has been longing for a professional 
baseball team for generations.”

* ALL GRAPHICS ARE FROM JOLBY & FRIENDS WEBSITE.
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the Portland
BUDS

“The name “Portland Buds” comes from the city’s roots: the city 
of roses. Buds also represent a blossoming future for baseball in 
Portland, the friendsly nature of the city, and nostalgia of the game.”

* ALL GRAPHICS ARE FROM JOLBY & FRIENDS WEBSITE.
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the Portland
RIVER RATS

“I tossed around a few ideas before I landed on the Portland River Rats. 
The name is a tribute to the Columbia and Willamette River. I looked 
to classic baseball logos for inspiration and the name Templeton is a 
reference to the infamous rat from Charlotte’s web.”

* ALL GRAPHICS ARE FROM JOLBY & FRIENDS WEBSITE.
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the Portland
SWIFTS

“The annual roosting of the Swifts in the Chapman School’s chimney 
is a fun piece of Portland that embodies the crossroads of the natural 
and urban worlds really well. That proximity to nature is a huge thing 
we love about this town. It’s also great that even if you don’t know 
about the Swifts, the name still feels appropriate for a baseball team, 
because it signifies both being fast and united.

The type treatment is a nod to traditional baseball scripts, but with a 
more contemporary and energetic attitude. The retro v-neck brings 
in a bit of Portland’s stylish flair as well, that fans can get behind and 
celebrate. Let’s go Swifts!”

* ALL GRAPHICS ARE FROM JOLBY & FRIENDS WEBSITE.
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the Portland
STEELheads

When considering a mascot that represents Portland, we decided 
on a steelhead in particular for the name and the mark because of 
the fish’s resilience and adaptability. Running the bases or running 
the rivers, the steelheads are a true symbol of power and agility.”

* ALL GRAPHICS ARE FROM JOLBY & FRIENDS WEBSITE.
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THANK YOU, JOLBY & FRIENDS 
and Portland gear! HERE IS 
A summary
OF WHAT
I LEARNED.

From the Jolby & Friends / Portland Gear event and the six concepts shown, I learned that 
Portlanders would receive a quirky name well. Some of the team names shown included the 
Portland Californians, the Portland River Rats, the Portland Swifts and the Portland Buds. As 
a collective, these names combined the quirkiness, history and individuality of Portland. A 
few of the brands donned bright color palettes and lively mascots- not quite what most would 
consider “traditional” in terms of sports branding. Nonetheless, people loved them, and the 
designers thought they would represent Portland well. Crowds at the event could be seen 
taking pictures with the displays, buying the hats and enamel pins made for each brand and 
talking about how much they loved the outside-the-box ideas. 

Another lesson from this event was that there is no right or wrong answer for a Portland 
baseball team- it’s subjective. There are multiple ways to brand a Portland team successfully. 
In this case, each of the designers had a strong concept and they carried it through their 
entire execution. This event motivated me to really pinpoint who my target audience is and 
brand the team to cater to them. The brand should be rock-solid conceptually, and most 
importantly, fit the voice of the fans.

ANALYSIS
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CHAPTER 3 / INTERVIEWS FEAT.  
RUSSELL HOUGHTALING & WILL TAYLOR
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PROCESS

I was fortunate enough to lead interviews with two qualified professionals- Russell 
Houghtaling, Athletic Director for Ideation at Oregon State University, and Will Taylor, 
Media Specialist at R\West Advertising in Portland, OR. Russell manages the team who 
markets Oregon State Athletics to fans across the nation through work in social media, 
graphic design, video and digital media. He oversees and creates promotional materials 
for every athletic team at Oregon State- including the 2018 College World Series Champion 
Baseball team. Will creates advertising campaigns for different businesses and handles 
millions of dollars of advertising budgets per year. He has multiple clients from top notch 
companies- Demarini baseball bats included. In addition, he was a college baseball player 
at University of Utah. 

Both of my interviewees are working in the sports industry and both are familiar with 
Portland. I wanted to seek advice from professionals with experience in the field of sports 
marketing, advertising and branding.

I interviewed Russell at Oregon State University and I interviewed Will over the phone. Both 
of the interviews were recorded. I researched my interviewees beforehand and tailored 
my list of questions appropriately for each of them. My goal was to gain insight based off 
of their personal experiences in marketing and advertising. Afterwards, I transcripted the 
interviews so that I had their words in writing.

First Round Draft Picks:
Russel Houghtaling & Will Taylor
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GOALS

GAIN ADVICE FROM PROFESSIONALS.

GO IN PREPARED. ASK GOOD QUESTIONS.

UNDERSTAND THEIR UNIQUE STANCE - DON’T ONLY THINK 

FROM A DESIGN STANDPOINT. ASK QUESTIONS RELATED TO 

MARKETING AND TARGETING AN AUDIENCE.

-

-

-



  

Interview 1 / Russell 
Associate Athletic Director, Ideation 
OREGON STATE UNIVERSITY
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INTERVIEW 1 / RUSSELL

Are you excited about the idea of a baseball team 
in Portland? What do you think about it?

“Yeah, I think Portland doesn’t have a *really* strong history of professional sports. 
They’ve had the Blazers, for such a long time who have done really well, and 
obviously the Timbers who have found a lot of success, and I think they affirmed 
that Portland really is a viable market for professional sports teams, right? More 
than just the Blazers could be viable there. So, yeah, I think it’s exciting to see 
continued growth in the city, and one important aspect of that is this team.”

Based off of your passion for Corvallis/ OSU, 
what do you think it would take to generate 
excitement for a baseball team in Portland?

“I think a lot of it’s already there, honestly. I think the baseball team would honestly 
do very well just based on the fact that the city has a pretty good level of pride, and 
I think it always has, but I think that the pride of being in Portland, from Portland, 
from Oregon, which has really grown in the last 20 years. Being from the Pacific 
Northwest has become much cooler, right, like what the Pacific Northwest has 
always been, is now cool. You know, caring about the environment, being vegan, fair 
trade, and all of these things that are normal and natural and just how we’ve always 
been in the Northwest? Those are not national trends and things that people think 
are “cool”. So it makes the Portland and the Northwest seem much more cultural, 
much more culturally eccentric, if that makes sense.

In your opinion, what do you find interesting 
about Portland that could be showcased in a 
brand?

“I think the word I’d use for Portland is ‘off-beat’. It’s not as corporate as Seattle, 
not as ‘Californian’ as San Francisco, it does have a unique identity within the West 
Coast, certainly to a huge degree tied to shipping and timber industries. But then 
also I think there’s really this idea of being “culture makers” in Portland and being 
creators. I think that that’s really deeply embedded in the ethos of Portland, this idea 
that even if you’re an artist, people have a ton of respect for you. Even if you’re an 
artisan, maybe you’re a maker or a crafter but I just think there’s a huge, huge deep 
level of respect and love for people that make things in Portland, and that manifests 
itself in a lot of different ways. It could be making coffee, or making beer, or food, 
but it could also be making textiles or art or whatever. But I just think that there’s 
something about that hands-on touch in Portland that separates it from a lot of other 
mid sized cities. You know, Nashville has music and Columbus and other Midwestern 
towns have more of a manufacturer, blue-collar feel- Portland is not like that, it 
doesn’t have the same vibe. And those things can be really hard to put your finger 
on, but I think that, in my experience that seems to be something that’s really ringing 
with in Portland. This idea that it kind of doesn’t really matter what it is, if you made 
it, it has this quality and value that goes beyond what the object or idea actually is. It 
was made from a person.
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INTERVIEW 1 / RUSSELL

What prompted you to launch the “best college 
town in the PAC-12” campaign?

That actually came from a coaching staff. One of our prominent coaching staffs who 
really used that, and had used a slightly tweaked version of that as a calling card. 
And its something that we’d used forever, we just never quite sort of dialed it in 
and really identified what it was. But when you’re looking to brand something, you 
have to identify what’s UNIQUE and TRUE. If it’s not unique, then its not going to 
distinguish you, and if it’s not true, then it won’t stand the test of time. And so for us, 
we’re looking to identify within the people we compete against on a regular basis. So, 
generally focused, what do people think about us that are unique and true? One of 
them is the same spirit that I was talking about with Portland, Oregon State is very 
much the same way. That’s where they came up with the ‘Out There’ campaign, it’s 
that same spirit of hands-on, that were not just going to talk about things, but were 
going to do things. And study things. And be in the oceans and be on the mountains. 
At the University, the same thing kind of applies with athletics, our coaches aren’t 
just going to sit back and talk about analyzing and recruiting- we’re going to be in 
there teaching and showing- ‘here’s how to use your hands, heres where to put your 
feet’ and ‘I can show you because I’ve done it’. And so when it comes to us as a 
college town, it defined something that was true and also unique. So on the ‘true’ 
side, all of those things apply. It’s a great place to live, some of our teams are ranked 
nationally, in terms of being a college town it’s a great place to be- so it’s true, but 
is it unique? So if you look around across our competitors, most of which are on 
the west coast, who we’re competing against are in mid-sized cities or major cities. 
So if you look at UW, it’s in a major city. Stanford’s in a major city. Cal’s in a major 
city, USC, UCLA, Arizona, Arizona State, Utah is in Salt Lake… And then you get into 
some small cities that really aren’t college towns, necessarily, and they get lost. So, 
like, Boulder is a great city but the University is lost in the shuffle of three hundred 
thousand people and it’s just too big, right? Eugene is the same way. So then you 
really narrow down, ok, where are the places that are really truly a college town? A 
place where everything is about the university. And it’s us and Pullman. And we’re 
a way better place to live than Pullman. And so from that, were able to say, ‘Is it 
unique? Yeah, it’s unique. Is it true? Yeah, it’s true. So we’ve identified those, and 
now it’s just hammering it home.”

What have you found to be successful when 
promoting OREGON STATE in Corvallis? do you 
think that same strategy would be applicable 
in a big city?

“Well, if you look at the Timbers, they use the phrase “RIP City til I die”. For one, 
that came from RIP City from years ago. It was a Blazers thing, and it still is a 
Blazers thing but they pull that into them. It’s about the city, “RIP City” means it’s 
authentic, it’s about this place, and then the whole ethos with ’til I die’, you’re tying 
in an authenticity of ‘for better or for worse’ and that works really well for them. 
It’s not like they have much history, or that anyone has gone through anything that 
bad with this franchise, that, you know, you’d have to be sticking with them. But 
there’s just something about, if this is going to be our team, it’s going to be our team 
until the very end. It’s not like the corporate  people in Seattle or the big city down 
in San Francisco where they’ll be on and off, or the people in LA where they don’t 
even know they have a team. This is Portland, and in Portland we’re passionate 
about things that are ours. Its about talking about that local passion. So I haven’t 
thought about it a ton, or done something in-depth but I could say that if you ask 
if something like that works, well yeah. Something like that is working right now. 

How you create something out of nowhere? You have to kind of look at those things- 
what is true about this city and the people in this city. If you ask a thousand people 
what it means to be in Portland, what are they going to say? And from that, make 
sure that what you do has some touch points. And with the Timbers it’s interesting 
because people would say “we don’t go with the trends, we don’t follow the trends 
and what everyone else is doing, we’re us. We’re rallying as Portlanders regardless 
of what anyone else thinks”. That’s where part of this “til I die” comes in, like, no 
matter what, this is who we are and we don’t care what you think of us. WSU has 
a very similar vibe around going to UW. They’re a very blue-collar party school and 
UW is one of the #4 public institutions in the world, and WSU is not, and there is 
this pride. And you’ll see bumper stickers that say “Damn right I’m a coug”. And its 
this same exact idea. It’s this “this is who we are and were proud of it”. And you 
can’t necessarily say the same thing about other cities, like, Orlando can’t say that. 
Miami can’t say that. Boston can’t say that. So you have to identify those cultural 
aspects about a place and make sure that what you do ties into those. Especially 
when you’re developing something without history. Like, the Mariners have history, 
and Portland doesn’t necessarily have something like that. So if you’re going to 
create something without history then you have to make sure that you tie it very 
much into the place.
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INTERVIEW 1 / RUSSELL

Through your work you have to create awareness 
about our teams, athletes, and beaver nation 
as a community. How does promoting for each 
differ? How do you approach making everyone 
feel like they’re part of a community as a whole?

“Best College Town campaign is a great example of how we do this. So “Best 
College Town” is vague. Right? What’s the best pizza place in Portland? Its vague! 
Everybody gets to pick what’s their favorite and what makes it their favorite is 
unique to them. So if you talk to someone Keith’s age about Corvallis, he was here 
during the Fiesta Bowl, Dennis Erickson era, and those teams were really really 
good. So what that means to them is remembering the feeling that they had during 
those times. What it means to students now is that YOU are a part of what makes 
this the ‘Best College Town in the PAC 12’. When you show up 8,000 strong or 
10,000 strong for a football game, you make it the best atmosphere. You MAKE it 
the best college town by showing up! For parents and recruits, it’s the best college 
town because it’s safe. For football players it’s the best college town because its a 
place where you can focus on becoming the best football player you can be because 
you’re not distracted. So it’s all about how are you framing it in different ways? All of 
those ways of framing- there’s nostalgia, there’s a call to action to continue to make 
it what it is- those are some very broad but very applicable ways that you can take 
that same messaging and talk about ‘here’s why it is this’. 
And we don’t necessarily have people say, “oh, this is the best college town” 
here, but when you enforce that messaging on a global standpoint, you know that 
everybody is still talking about this place, Corvallis. And that’s what’s unique- when 
people go back to UW they don’t talk about Seattle. They might tell stories about 
things that happened IN Seattle but they don’t talk about Seattle. When you go talk 
to Oregon State connected people, they’ll say ‘this place is special’.”

How do you go about defining brand personality 
for each team at Oregon State?

“I do a ton of listening. Listen to people that certainly are influencers but also just 
normal people. And listen to how they talk about it. Because how they talk about 
it is what’s real. So how do people who are from Oregon State, talk about Oregon 
State? THAT is what you want to match. And it’s very difficult. So, how do people 
from Portland talk about Portland? You need to match it. And that’s where you get 
to the ideas of a little bit of counter-culturalism, a little bit of blue collar, there’s this 
maker-type kind of ethos, there’s this anti-corporate vibe, you know, that’s sort of 
“Portland” if you talk to people from Portland. It’s identifying that, and it’s mostly 
about listening. The mistake that people make is they want to impose what they 
think of a place, to a place, rather than letting the place speak for itself. Talk to the 
right people. You don’t want to talk to only the people who have moved there from 
Colorado in the last five years. You want to talk to people who have been in Portland 
for a long time and have seen it grow and change. There is probably a new Portland 
too, that is that group of people who have moved there in the last five years- that 
might be an identity that’s worth speaking to. It might be some angle of that, but it 
can’t be all that. You don’t want to lose those deep roots but you also don’t want to 
exclude the fact that it is a growing city, a changing city, an evolving place.”  
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INTERVIEW 1 / RUSSELL

How efficient do you think hashtags and funny 
slogans are?

“It depends on the campaign. I think you want something that will live forever, and 
that can be something that’s really tough to nail down. But in my opinion, most 
of the very best sports brands have it. Texas has a great brand, Ohio State has a 
great brand, Florida has a great brand, and if you look at all of them, what do they 
have? They all have something that’s like a rallying cry, it’s not a hashtag but it’s 
something people actually say. At Texas, it’s “Hook em!” And people hold up the 
horns to other Texas fans. At Oklahoma it’s “Boomer Sooner”, at Alabama it’s “Roll 
Tide!” And is it a hashtag? Yeah, it’s a hashtag, but it’s so much more than that. It 
was there way before hashtags were ever a thing. So you don’t want to think about 
hashtag, you want to think about something for people to say or do. USC has “fight 
on!”, that’s a great one. Here we say “go beavs” and at WSU it’s “go cougs!” And that 
works, but it’s no “hook em”.

Oregon State has a bright future ahead. How do 
you plan for the next step? How do you approach 
“whats next” after a brand look/feel is decided 
on?

“The good thing is that when you have a brand defined, the messaging doesn’t 
change a whole bunch, it’s just tweaking. It’s a little tweak here and a little change 
there but it can still be used to fit the goal of the brand. See, our messaging is not 
going to change because we think we have it right. So until the place changes, 
which in our case it won’t dramatically, the messaging won’t change much. But 
then, how do you communicate that visually? There’s a balance because you want 
to have a visual identity that is consistent- we want to be able to look at something 
and say, ‘that’s Oregon State’, but you want to have a visual identity that’s fresh 
at the same time. You want people to be able to look at it and say “that’s not the 
same old boring Oregon State”, especially that now people are seeing hundreds 
of thousands of images. The number of images that you see on a daily basis has 
increased exponentially in the last 10 years. So to keep things fresh and catch 
peoples attention you have to find that balance. There are some things that you 
will just never change- they’re in this lock box of things that will never change. 
Orange and black will never change. Not going to happen. So what’s that next level 
of things that may change but very very rarely and when they do it takes a huge 
big global effort- things like primary logos, primary fonts, that sort of category of 
things. So then you’re in this area of how do you keep things fresh year to year? 
So that’s like three years ago for us we introduced the wood texture. It’s become, 
for us, a staple, and if we change it, it would be a pretty significant change for our 
identity. That’s because we’ve made it consistent. So for us, we’re going to change 
things every few years but only as it seems to make sense. Every few years we’re 
going to look at refreshing that, tweaking it. And this year, with the wood, we went 
from using it horizontal to vertical. It’s a small change but what you can do with 
it dynamically changes quite a bit. So thinking forward, it’s about what’s the next 
change or evolution to make sure we’re keeping things fresh. “
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INTERVIEW 1 / RUSSELL

Which channel or department (gd, video, social) 
do you find engages fans the most?

“You have to think about distribution. So how is what you’re doing being seen? And 
without that, it’s pointless. So it’s not about social media necessarily, but it’s about 
brand platforms. So if you have an advertising budget, than advertising would be 
considered in that. Or if you have traditional media, traditional media can play a 
part in that as well. But that whole ecosystem is a thing you can’t underestimate. 
And things live there- video lives there. Design lives there. Motion lives there. But 
ultimately those are all vehicles for telling a story on a platform. Photography 
engages fans a lot, but there’s not one that’s more important than another. They’re 
all different tools.”

Do you have any last tips for marketing a team 
that aren’t necessarily design related?

“I don’t think you can underestimate the importance of listening to the community. 
And finding ways to engage them- not to just listen to them once but to listen to 
them continually. So you get into a feedback loop with your fan base. So, say, okay, 
what is it that you guys are about? I heard you say this, does this represent you 
well? Is this what you’re about? It’s about refining. And don’t get too stuck on any 
one idea. To have great ideas, you need to have many ideas.”

What brand elements do you find most intriguing/ 
important? (Colors, type, mascot, etc).

”Color is really really important. And this, in my personal opinion, is where the 
Timbers lost the battle is in their colors. They have the same colors as their primary 
rival and they came up after them, and I just think it was a silly choice. I think there 
were better palettes available if they wanted to do something related to the timber 
industry. I thought that that was kind of a miss on their part. That’s one of the 
beautiful things about the Seattle teams is they all have the same color because 
they’re all pulling from the same palette. They’re all pulling from the sky and the 
sea- around there the Puget Sound is blue and everything else is green. All of their 
teams are blue and green. The Mariners are blue and green, the Seahawks are 
blue and green, the Sounders are blue and green. So I think color is really really 
important. 
Symbolism is more important than, I think, logos. Brand symbols. You need a good 
logo, and it’s fine, that’ll come, but when you think about the symbols around a 
brand, that’s something that the Timbers have done great with and I think the 
Blazers have struggled. Iconography, so to speak. Objects and items- those kind of 
things are significant to your team. So the Timbers have the axe, the Sounders have 
the space needle. I think college teams generally do this better than pro teams, 
so if you think of hand signals- A&M, Texas, Oklahoma, Texas Tech, they all have 
hand signals. Those kinds of things, that secondary tier of brand thought- what are 
those? Everybody thinks logo and colors first, but what is in that next bunch where 
you have a few other things that are in-depth. For us it’s a chainsaw.
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INTERVIEW HIGHLIGHTS

“when you’re looking to brand 
something, you have to identify 
what’s UNIQUE and TRUE. If it’s 
not unique, then its not going 
to distinguish you, and if it’s 
not true, then it won’t stand 
the test of time.” - RUSSELL HOUGHTALING
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what is 
unique
and true?

P

a unique 
identity 

within the 
West Coast

don’t  
follow  
trends

OFF-BEAT

a growing city, a 
changing city, an 
evolving place.

CULTURE-
MAKERS,

CREATORS.

DEEP 
ROOTs IN 
HISTORY

a love for 
people that 
make things

CULTURALLY
ECCENTRIC

COOL

anti-
corporate

* ALL ARE DIRECT QUOTES FROM RUSSELL HOUGHTALING.
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INTERVIEW 2 / Will

As a media specialist, what does your job entail?

I’m an advertiser. My job title is a media specialist. What that means is business 
give me their advertisement budget and let me spend it. So, for example, one of my 
clients is a baseball bat company called DeMarini. With them, I’ll spend money on 
Facebook and Instagram to serve baseball bat ads to high school baseball players 
and their parents. I manage campaigns on mediums like Facebook, Instagram and 
YouTube primarily, but it also extends to TV and radio. So, I do that for different 
businesses and I spend millions of dollars of advertising budgets a year.

Are you excited about the idea of a baseball team 
in Portland? What do you think about it?

Yeah! I’d love to see it happen, you know, I think there’s a good fanbase here and 
I’d love to see it happen.

Based off of your passion for Baseball, what do 
you think it would take to generate excitement 
for a baseball team in Portland?

Yeah, good question. I think you definitely need to sell the experience of being 
there. Because you’re not going to have nearly enough people that grew up in 
baseball and actually appreciate the game of baseball enough to watch. So you’re 
going to want to sell more of the experience and the local feel of it. Something that 
people can get behind as “fully Portland”.

In your opinion, what do you find interesting 
about Portland that could be showcased in a 
brand? 

Some things I think of right off the bat are local food, I think of weed *laughs* 
because that’s something very Portland, I think of coffee, and I think of kind of the 
hippie culture and liberal movement present in the city. 

So, you played baseball at University of Utah. 
With your history as a baseball player, and 
now moving into a career where you’re in the 
audience, has your perspective changed? Or do 
you still have the same opinion that you would 
if you were still playing?

So, yes, I’m definitely a part of the audience. And as an athlete I wouldn’t have liked 
playing for a team that was weed themed. But you have to think about how small 
a percentage of the population and audience that I am. Being a college baseball 
player was an important part of my life for sure. But most people aren’t like that, 
and for the majority of people, when you’re trying to fill 20,000 seats, you have to 
think about more than just what the athletes are going to think. Cast a wider net. 
See, I’m an easy person to get. I don’t think you’d have to target me much to get 
me to go to a Portland baseball game. I’m not the person you have to try to reach, 
athlete’s aren’t the people you have to try to reach. 
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INTERVIEW 2 / Will

Recently Portland has been called “the place 
where young people go to retire”- IT IS VERY 
MILLENNIAL-HEAVY. BASED OFF OF THAT, DO you think 
a team name that HAS TO DO WITH Portland’s 
current culture is what will generate bigger 
audiences?

I would think so, that’s strategically sound to me. I think the more disruptive 
you can be, with a city like Portland, being more disruptive within Major League 
Baseball and having more of an edgy team name- in Portland, I think that would 
be successful. 

Have you done any campaigns that you found 
engaged a city particularly well?

Yeah, for Park City Tourism when I worked at an ad agency in Salt Lake. Park City is 
a very successful tourist center so obviously that helped it go well. What we pitched 
was the convenience of how fast it is to get to Park City from the airport. So basically 
you hop off the plane, you drive 20 minutes and you’re on the slopes. So we created 
a problem- it’s hard to go skiing without it taking forever to travel, and we provided 
a solution.

What have you found to be successful when 
promoting a brand in a big city?

This applies especially to a big city but it’s pretty relevant everywhere- Facebook, 
Instagram and YouTube are pretty much your biggest reach platforms, period. 
They’ll reach the most people and be the most engaging places for advertising 
possible. In my experience, those three definitely work best. 

Which channel or department (gd, video, social) 
do you find engages fans the most?

Video, definitely! There are a whole lot of nuances that go into it. Things like video, 
gifs, etc are going to be your most engaging ad units because they combine audio, 
visual, and movement. And in general there have been studies that have proved 
that video is the most influential advertising medium. No question there. 
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INTERVIEW 2 / Will

What brand elements do you find most intriguing/ 
important? (Colors, type, mascot, etc).

As far as the brand goes… I think for major league baseball on the East Coast, a 
lot of it has to do with heritage and tradition. There’s a lot of that with the Red 
Sox and the Yankees, even the Cubs and White Sox. It’s really dependent team 
to team! For example, Milwaukee really plays off of the whole beer culture- the 
Milwaukee Brewers. They have so many brewers there, so much great beer, they 
have “Milwaukee’s Best” and what not and they really play off of the beer theme. 
So for Portland, a good thing to do would be to find what is Portland’s “thing?” 
What is Portland’s “thing? that would really resonate with the fans there? I think 
the mascot, specifically, and the team name would have a lot to do with that. On 
a different note, when a team’s brand is in place, you can’t ignore the component 
of success and winning- that’s always going to be a big part of sports, fans want to 
follow teams that are successful. So if teams are winning, that creates a positive 
experience at the ballpark, and if they’re losing that may leave a sense of defeat, 
and that’s something people don’t want to be around. When you advertise a winning 
team, you want to show that off.

Do you have any last tips for marketing a team 
that aren’t necessarily design related?

Yeah, don’t get too granular about specific marketing results, or cliques and 
impressions and what not. The biggest, most important part of a marketing 
campaign is that you’re serving quality ads and quality placements to the target 
audience. As long as you’re doing that, success is going to come out of it. Don’t 
overcomplicate it. 
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INTERVIEW HIGHLIGHTS

You’re not going to have nearly enough 
people that grew up in baseball and actually 
appreciate the game of baseball enough to 
watch. So you’re going to want to sell the 
experience itself, and the local feel of it- 
Something that people can get behind as fully 

“portland”.
- Will taylor
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[interesting brand elements] 
are really dependent team 
to team! I think for MLB on 
the east coast it has to do 

with heritage and tradition. 
There’s a lot of that with the 

Red Sox and the Yankees. the 
Milwaukee Brewers really 
play off of the whole beer 
culture. They have so many 

brewers there, so much great 
beer, they have “Milwaukee’s 

Best” and what not. So for 
Portland, a good thing to do 

would be TO find,

What is 
Portland’s  
“thing?”

35P

- Will Taylor
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My favorite quote about branding from Russell’s interview is, “What is unique and what is 
true?” He gave valuable advice on how to create a strong brand concept through highlighting 
aspects of the city that people find to be unique and true. Russell also painted a great picture 
of Portland through discussing the “anti-corporate, artisan, small business, crafty” side of the 
city- something that is, indeed, unique and true about Portland. In addition, Russell knows 
that the best way to gain community support around a team is to listen to and engage the 
team’s fans. He states, “I don’t think you can underestimate the importance of listening to 
the community. And finding ways to engage them- not to just listen to them once but to listen 
to them continually. So you get into a feedback loop with your fan base. So, say, okay, what 
is it that you guys are about? I heard you say this, does this represent you well? Is this what 
you’re about? It’s about refining.”

Will brought up some awesome points on advertising to and targeting an audience. He 
believes that the best way to get people excited about a baseball team in Portland is to sell 
the experience and to choose a team name that is “fully Portland”. He, too, believes that the 
people of Portland will stand behind a team that doesn’t try to market themselves as a tough, 
traditional sports team. In creating a brand for a baseball team, he thinks the best route is to 
try and excite as many locals as possible about the team. He has a “work smarter, not harder” 
mentality and believes that what works, works, and what doesn’t, doesn’t. As an advertiser, 
Will knows that finding the target audience is incredibly important when creating community 
engagement. He believes that the target audience for a Major League Baseball team is made 
entirely up of the city- it has very little to do with the athletes themselves.

ANALYSIS

Thank you,Russell & Will!
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PROCESS

I knew that a survey would be a great way to collect Portlanders’ 
opinions on the way they view the City of Roses. If done right, 
surveys are quick and provide solid, quantifiable data. I created a 
survey using Qualtrics, an online survey software through Oregon 
State University. I brainstormed 20+ questions, analyzed them 
carefully, and narrowed down to the 15 I felt would provide me 
with the most valuable feedback. I kept the survey short in order 
to make the process as easy as possible for the people filling it 
out. I kept the survey live for about 5 days and posted it on social 
media platforms. I also sent it to a few family friends living in 
Portland- they sent it around their office for other locals to fill 
out. I wanted 150 responses, but thanks to supportive family and 
friends, I hit 350 responses. After that, I took the survey down.

What does 
Portland 
think of 
Portland?
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GOALS

150 RESPONSES.

CLARIFY MY TARGET MARKET THROUGH FEEDBACK.

OBTAIN FEEDBACK ON HOW LOCALS VIEW PORTLAND. 

COLLECT DATA ON A WIDE DEMOGRAPHICS’ FAVORITE 

ACTIVITIES, FOOD/DRINK, AND CULTURAL ASPECTS OF 

PORTLAND. 

-

-

-

-
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RAW DATA

q1- What is your age?
1 Under 18 / 0.29%
127 at 18-24 / 36.39%
56 at 25-34 / 16.05%
42 at 35-44 / 12.03%
59 at 45-54 / 16.91%
49 at 55-64 / 14.04%
15 at 65+ / 4.30%

Q2 - Do you currently live in Portland?
118 yes / 33.91%
230 no / 66.09% 

Q3 - Have you ever lived in Portland?
232 yes / 67.25%
113 no / 32.75%

Q4 - If you answered “yes” to the above question, 
for how many years did you live there?
Less than 1 at 13 / 5.60%
1-5 at 34 / 14.66%
5-10 at 17 / 7.33%
10-15 at 16 / 6.90%
15-20 at 49 / 21.2%
20+ at 103 / 44.40%

Q5 - Are you a baseball fan?
258 yes / 73.93%
91 no / 26.07% 

Q6 - Are you a fan of any current Portland 
sports teams?
275 Trail Blazers / 43.10%
147 Timbers / 23.04%
41 Thorns / 6.43%
92 Winterhawks / 14.42%
74 Hillsboro Hops / 11.60%
9 LumberJax / 1/41%

Q7 - Have you been to any of Portland’s home 
sporting events in the past year?
136 No / 39.42%
131 at 1-2 events / 37.97%
47 at 3-6 events / 13.62%
31 at 6+ events / 8.99%

Q8 - Are you excited about the prospect of a 
baseball team in Portland?
265 Yes / 77.03%
62 Maybe / 18.02%
17 No / 4.94%

Q9 - If Portland had a baseball team, would you 
attend a game?
268 Yes / 77.91%
58 Maybe / 16.86%
18 No / 5.23%
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RAW DATA

Q10 - If Portland had a baseball team, would you 
support the team (buying merchandise, watching 
the game on TV, becoming a fan, etc)?
228 Yes / 66.28%
83 Maybe / 24.13%
33 No / 9.59%

Q11 - What colors might you associate with 
Portland?
143 Red & Maroon / 19.07%
30 Orange / 4%
19 Yellow / 2.53%
232 Greens & Earth Tones / 30.93%
58 Blue / 7.73%
10 Purple / 1.33%
6 Pink / 0.80%
88 Brown & Tan / 8.27%
85 White / 11.33%
88 Black / 11.73%
17 Rainbow / 2.27%

Q12 - What are your favorite parts about 
Portland culture?
251 Food / 23.01%
193 Beer & Alcohol / 17.69%
133 Coffee / 12.19%
254 Outdoor Activities / 23.28%
95 Music / 8.71%
35 Fashion / 3.21%
101 Community / 9.26%
29 Other / 2.66%

Q13 - What are your favorite beverage options in 
Portland?
192 Coffee / 32.54%
40 Tea & kombucha / 6.78%
208 Beer / 35.25%
65 Smoothies / 11.02%
63 Other alcohol / 10.68% (lots of wine and cider)
22 Other non-alcohol / 3.73%

Q14 - What are your favorite outdoor activities 
in/ around Portland?
213 Hiking / 30.78%
177 Fishing / 25.58%
38 Cycling / 5.49%
70 Kayaking & canoeing / 10.12%
41 Trail Running / 5.92%
93 Snow sports / 13.44%
60 Other / 8.67% (lots of golf & hunting)

Q15 - Would you say you’re well-versed on 
Portland’s history?
89 Yes / 26.33%
170 Somewhat / 50.30%
79 No / 23.37%

TOTAL RESPONSES: 354
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Of those who answered, 230 out of 354 have lived in Portland 
at some point in their lives.

Given that my target audience includes Portland locals, Portland natives and past Portlanders, It was 
important for me to collect data from people who have lived in Portland at one point or another.

Of those, 74% are baseball fans,

60% have attended a Portland sports  
event within the last year

and 78% would attend a game if Portland  
had a baseball team.

74% 
60%
78%
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18-24 25-34 35-44 45-54 55-64 65+

Based on the age groups of those who answered, my target audience is PRIMARILY between the ages of 
18-34 but ultimately includes audiences from 18-64.

For locals answering 
their favorite parts 
about Portland, 62% 
total answered food, 

beer, friends or coffee.
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WHEN ASKED 
WHICH COLORS 
THEY WOULD 
ASSOCIATE WITH 
PORTLAND, 
30.93% ANSWERED 
GREENS/ EARTH 
TONES WHILE 
19.07% ANSWERED 
RED/ MAROON.
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ANALYSIS

Of the 354 resonses to my survey, 67.25% have lived in Portland at some point in their 
lives. The opinions of these people are incredibly valuable because they know Portland on 
a personal level- it was their home. Some interesting facts from my survey are that 43.10% 
of people who answered are currently Blazer fans and 23.04% are Timbers fans. At a total 
66.14%, it is apparent that Portland is a place that loves sports. To add, 78% of Portlanders 
who answered agreed that they would attend a baseball game if Portland had a team, which 
shows they’re excited about the possibility of a Portland MLB team. 

The results of the survey show quite a bit of appreciation for the food and drink scene in 
Portland- 62% total answered that their favorite part about Portland is food, drink, coffee or 
community. When asked about their favorite beverage options in Portland, 35.25% answered 
beer while 32.54% answered coffee. Portland has been known to be a great beer town as 
well as a great coffee town. Almost 24% answered that they love the outdoor activities in 
Portland, as well.  

When asked which colors associate best with Portland, the two that recieved the most votes  
are green and red. This makes sense considering Portland is a town rich with greenery and the 
rose is a symbol of Portland. According to designer Eric Mortensen, who participated in the 
Jolby and Friends execution, “It’s not uncommon for a new, incoming sports team to respond 
to the city’s preexisting sports team vernacular”. Considering that the Blazers’ primary color 
is red, Portlanders may respond well to red in a color palette.  

Thank you, Portlanders
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PROCESS

“The Battered Bastards of Baseball” is a Netflix Original 
documentary about the Portland Mavericks. The Mavericks 
were an independent league baseball team that played in 
Portland from 1973-1977. For this method of research, 
I set out to watch the film and took detailed notes on 
my observations and findings. Before watching the 
documentary, I had unanswered questions about who 
the Portland Mavericks were, why they only existed for a 
moment, and how their legacy impacted Portland. The 
documentary wonderfully explained who the Mavericks 
were, how they came about and the personality their team 
carried. 

As this team is arguably the most beloved baseball team 
to come through Portland, a re-brand of the Mavericks for 
the future Portland MLB is a serious consideration of mine. 
Through this research, I considered the Mavericks’ brand, 
their colors, and their team’s values. I wanted to make the 
best judgement call possible on whether or not to bring the 
Mavericks back to Portland.

THE 
BATTERED
BASTARDS

OF
BASEBALL
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GOALS

STUDY THE MAVERICKS’ SIGNIFICANCE IN PORTLAND.

ANALYZE THEIR BRAND. COLORS, TEAM NAME, FONT, ETC.

TAKE DETAILED NOTES. WRITE DOWN FACTS, QUOTES, 

NICKNAMES, IMPORTANT DATES, ETC.

UNDERSTAND THE MAVERICKS AND WHY THEY WERE GOOD 

(OR BAD) FOR PORTLAND. 

-

-

-

-
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Initial NOTES

Bing Russell started the Mavericks - heavily influenced throughout his life by Lefty Gomez and the 
Yankees. He was an actor but he was very, very passionate about baseball. He played the sheriff on 
Bonanza for a long time.

Bing stopped acting and came to Portland. This was around the time the Portland Beavers moved up to 
Spokane.

In the 1970’s there were no more independent baseball teams, only affiliated ones (Single A - Triple A 
and their big league teams).

By 1972, MLB had expanded their minor league farm system. This caused the # of independent teams 
to go from 100’s to zero.

In 1973, Bing Russell established the only independent team in the country, the Portland Mavericks. 
The players were to be signed by the Portland baseball club, and if they were successful they were to be 
controlled by the Portland Baseball Club. He was only charged $500 for the franchise. 

Bing had to get his players scouted, signed and paid himself. It started from scratch. He hosted open 
tryouts for the team, which was considered laughable. They could barely pay their players anything.

At tryouts, manager Frank Peters was asked what he was looking for. He said the Mavericks were a team 
for the guys who “wished they could, but weren’t able to” play in the big leagues.

“I think the big difference between the Portland Mavericks, as an independent team, versus the affiliated 
teams that we played, was to have fun. We really emphasized fun. I mean, we could play fundamental 
baseball, but you had to really step back and just savor the moment.” 

First game in Mavericks history was a no-hitter. Reggie Thomas was the star. 

In 1975, the Mavericks drew the largest crowd ever to see a Class A baseball game. Two years later, the 
Mavericks broke the all-time single season mark by drawing 125,300 fans in 33 home games.

“Baseball, Portland’s forgotten sport, is coming to life again. It’s incredible how this city supports 
basebal”. - The Oregonian
Attendance records were broken all the time.
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Initial NOTES

50

The Portland Mavericks were a huge experiment.
“Bing Russell kept taking it to another level, breaking new ground and actually changing baseball. 
All these firsts, you know, Jon Yoshiwara coming in as the first Asian manager. There was a batgirl, 
Penny Clemo. Someone like Lanny Moss is the first female General Manager. First to have a ball dog.”

Organized baseball did NOT like Bing Russell or the culture of the mavericks. 

1977 Championship game- Portland Mavericks vs. Bellingham Mariners.
Mariners won because of bad calls by the umpire. “Staying with the code had failed in Portland.”

1978- Triple A was looking at Portland again. Triple A PCL decided to come back and take their spot 
back. They could take it over for $5000. They came back and took the territory. “Baseball could, and did, 
say, ‘we own that territory, we want it back’.”

Bing demanded $206,000 for the team and was taken to court. They had offered $26,000.
“What we’re selling is the Maverick miracle”. An amazing baseball transformation in Portland. 1973-
1977.
Bing won.

“The settlement for the Maverick’s territory was the largest ever in the history of Minor League baseball. 
Today, organized baseball requires that all Minor League teams must be affiliated with a Major League 
franchise.”

“When you run into Mavericks now, that’s probably one of the real highlights of their lives. Something 
that gave them another chance”.

The Mavericks were founded on pure LOVE for the game. 
All of the players felt they had been rejected from Major League Baseball when they decided to try out 
for the Mavericks. The team gave them another chance to play.

“There will never be another Portland Mavericks” -  one of the last lines in the documentary.



  

MEEt THE MAVERICKS



Streetwalker Red DIG BLACK SNOW WHITE

1973-1977
The Mavericks played from

They were based out of 
Portland, Oregon and their home 
field was at civic stadium.

When Bing Russell 
Established the team in 
1973, they were the only 
independent league team 
in the country.

First team in 
professional baseball to 

have an Asian manager, 
a batgirl and a Female 

general manager.
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“There IS 
never GOING 
TO be another 
portland 
mavericks.”
-Swannie, Catcher
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ANALYSIS

The Mavericks era for Portland was special. Founded in 1973, they were the only 
independent team in the country. Bing Russell built the team from the ground up, 
paying only $500 for the franchise when he started it. In doing that, he ultimately 
gave players who didn’t have a chance in the MLB a shot to play baseball. MLB 
rejected the Mavericks and the Mavericks despised the MLB. Organized baseball is 
the reason the Mavericks were bought out of Portland. 

The Mavs were a team of firsts- they had the first Asian mananger in Professional 
Baseball, Jon Yoshiwara, the first bat girl, Penny Clemo, and the first female 
general manager, Lanny Moss. They even had a bat dog- a black lab who served 
as the team’s unofficial mascot. They didn’t care about race or gender, they just 
wanted to have fun and play baseball.

One of the last lines in the movie is, “There is never going to be another Portland 
Mavericks”. I think it’s only fair to take that literally. Re-branding the Mavericks was 
definitely an option for my project, however, I feel that it would be dishonoring to 
what the team stood for. Given their rocky relationship with Major League Baseball 
it wouldn’t make sense to re-use their name for a Major League Baseball team, 
even in the present day. In addition, the Hillsboro Hops, a minor league affiliate of 
the Arizona Diamondbacks, honored the Mavericks on every Monday of their 2018 
season by hosting “Maverick Mondays”. For every Monday night home game the 
team would wear replica Mavericks uniforms.

Re-branding the Mavericks is still a slight option, but it’s not likely. Since they were 
so special, it could be awesome to pull something from the Mavericks as a brand 
element or slogan rather than doing a full re-brand. 

Hats off  
to the  

battered  
bastards  

of baseball
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TRIANGULATION

A pattern of triangulation that I found throughout all of my methodologies was 
that Portland is seen as a quirky, edgy, special place. Portland isn’t a city that 
feels corporate- it’s lively, hands-on, and has a big personality. That quirkiness is 
something that separates Portland from a lot of other cities on the west coast. In 
other words, Portland could be seen as the black sheep of the west coast cites. 

This was shown in Jolby’s execution through names like the “Portland Californians” 
and the “Portland River Rats”. It was mentioned in Russell’s interview when he 
referred to Portland as “off-beat” and Will mentioned it when he said, “The more 
disruptive you can be, with a city like Portland, and having more of an edgy team 
name, I think that would be successful. “ The survey results showed that people 
generally loved the food, drink and social culture of Portland, and the Mavericks 
themselves were an Island of Misfit Toys for professional baseball players.

For a brand, this could mean that Portland’s baseball team steps outside the box 
with their name, theme or colors. 
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DATA SUMMARY

Moving forward, I know that Portland is excited about a 
baseball team, and that’s awesome. My target audience has 
been identified- people, both locals and tourists, that have 
lived in Portland at some point in their lives. These are the 
people most inclined to support the team, buy tickets and 
contribute to the Portland MLB team’s fanbase.

However, that’s not to say that the other people of Portland, 
who may not love baseball, are forgotten. If a team name is 
chosen to support Portland as a whole, they may feel that they 
resonate with the team. For this reason, I think it’s important 
to consider Portland as a whole when choosing an identity for 
the team.

I noticed a few common themes that repeated throughout 
my research. People seem to enjoy the food & drink culture 
of Portland, the outdoor scene, the history and the inner city 
life, community and culture. These themes each present an 
individual perspective of what the team could be named. 

FOOD + DRINK

OUTDOORS

HISTORY

inner-city
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DATA SUMMARY

FOOD + DRINK

OUTDOORS

HISTORY

inner-city

THE PORTLAND 
ROASTERS

THE PORTLAND 
CHINOOK

THE PORTLAND 
Mavericks

THE PORTLAND 
steel

To assist with my decision 
making going forward, I 
decided to choose team 
names that fit each of 
the four themes I saw 
repeating throughout my 
research. While the name 
for my ideal Portland team 
isn’t chosen yet, I felt that 
creating simple brand 
identities for each of the 
four teams would help to 
guide towards the best end 
decision.
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DATA SUMMARY

THE PORTLAND 
ROASTERS

A nod to Portland’s coffee scene- 
without a doubt one of the best in 
the country. there are a variety of 

small, eclectic coffee shops all over 
portland. Locals look forward to high 
quality coffee, cold brew and espresso 
to keep them energized ON A DAILY BASIS.
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DATA SUMMARY

THE PORTLAND 
CHINOOK

The Portland Chinook are a testament 
to the love for the outdoors that 

Portlanders have. The Columbia and 
Willamette rivers come together in 

portland, making for some of the 
best salmon fishing in the pacific 

northwest.
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DATA SUMMARY

THE PORTLAND 
MAVERICKS

This would entail A re-brand of the 
spunky, rebellious, competitive team 

that captured portland’s hearts from 
1973-1977. It would include elements 
from the team’s brand, slogans and 

traditions- in doing so, it would honor 
Portland’s rich history. 
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DATA SUMMARY

THE PORTLAND 
STEEL

“Bridgetown” has been a Portland 
nickname for years- rightfully so, 

considering the 12 bridges that tower 
all through the city. The portland 

Steel is a nod to the Beautiful Steel 
bridge in portland and the other 

landmarks that make the city unique.
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spring 2019 GOALS

A brand identity and style guide

Ad campaigns

Social Media / website or app

mockup Retail space for team merch
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