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DASHBOARD

ANNUAL RESULTS TO DATE FY 2022-23
OCTOBER - DECEMBER 2022

METRICS FY 22-23 RESULTS % TO GOAL FY 22-23 GOAL

Influenced articles

5

(number of articles earned) 2
New website users 9,646 _ 15,000
Social media reach
(Facebook, Instagram, 88,498 150,000
Pinterest)
Social media followers

3,000
Total engagements & link
clicks (Facebook, Instagram, 2,005 benchmark
Pinterest)

Tracking social media engagements began in July, 2022. Social media engagements defined as likes, comments, shares and saves to measure instances when
users interact with Explore Wilsonville’s social media content on Facebook, Instagram and Pinterest.
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Q2 RECAP

Visual identity project
» Logo redesign
» Points of interest for teaser brochure map
Visiting content partner: Kara Patajo
Cozy season geolocation ads
Winter blog and media pitch
Ongoing social media
Winter social media promotions

Ongoing website maintenance and events calendar
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WEBSITE

Updated January 11, 2023




WEBSITE RECAP

=  Winter blog
» Updated homepage banner

» Updated media room with

7 articles
= Added 71 events to the

events calendar
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https://explorewilsonville.com/pocket-trips/shoppers-delight/winter-wonder-in-wilsonville-best-places-to-shop-and-save-for-the-holidays-and-into-the-new-year/
https://explorewilsonville.com/press-media/

WINTER BLOG

Read More
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https://explorewilsonville.com/pocket-trips/shoppers-delight/winter-wonder-in-wilsonville-best-places-to-shop-and-save-for-the-holidays-and-into-the-new-year/

EVENTS

*Maintenance sample: not an exhaustive list
EXPLORE WILSONVILLE 8



* INCREASES ACROSS THE BOARD ON ALL USER

WE BS ITE ANALYTICS MEASUREMENTS. COZY SEASON ADDED TO TOP PAGES
DUE TO GEOLOCATION ADS

New Users 1,123 1,739 1,679 4,541 712 516 1,837 147%

Users 1,144 1,773 1,703 4,620 725 621 527 1,873 147%

Page Views 3,400 3,783 3,729 10,912 1,995 1,646 1,271 4,912 122%

Page Views: Page views is the total number of pages viewed. Repeated views of a single page are counted.
Users/New Users: A user is a person who has come to your website. A new user is a first-time visitor to the website during the selected date range.

FY 22-23 Q2 MOST POPULAR PAGES FY 22-23 Q1 MOST POPULAR PAGES
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FY 2022-23 TO DATE WEBSITE ANALYTICS

FY 2022-23 (JULY-JUNE)

KR T T N R T R N R R

UNe‘" 2709 1,300 1,096 1,123 1,739 1,679 - - 9,646

sers

Users 2,609 1400 1,109 17144 1,773 1,703 - - - - - - 9,738

\',’.age 5435 3,685 3,486 3,400 3,783 3,729 - - - - - - 23,518
1ews
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SOCIAL MEDIA

Updated January 10, 2023



SOCIAL MEDIA RECAP

» Updated social media strategy

= Total reach is up 260% from last year

= Facebook reach increased by 123%

= Instagram reach increased by 71%

= One paid FB and IG promotions

» |nstagram growth is steady, sharp
increase in FB due to paid
promotions

= Continued benchmarking

engagements

EXPLORE WILSONVILLE 12



*Engagement percentage is post total reach divided by the number of people who clicked
anywhere on Explore Wilsonville posts. Industry standard is . 13% (above 1 % is good).
**Reach is the total number of people the page’s posts were served to

*** Total engagements defined as likes, comments, shares and saves

F AC E B 0 o K E N G AG E M E N T **** ink clicks defined as the number of times social media is used to drive traffic to the website

T T T T T T S T
E"gagz;"e"t* 3.46% 2.17% 1.21% zA'ng’ 8.05% 3.30% agrn O3 58%
PostTotal 14720 16166 16088  Looo 882 10,761 1415 1300 | 4260%
Engag-z:r:aelnts - 33 22 13 TO6'|§ AL Benchmark ~ Benchmark ~ Benchmark  Benchmark  Benchmark
Link Clicks**** 32 19 25 TO7'I§ AL Benchmark Benchmark Benchmark  Benchmark Benchmark

° i 0,
TOP CONTENT: AUGUST 5, 2022 Total reach is up 260% from last year .
* However, FB engagement is down due to the inverse

relationship between reach and engagement
» Continued benchmarking engagements and clicks

17 159

Reactions, Comments and
Reached
Shares
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*Engagement rate is based on the likes and comments received divided by the number of followers. Industry standard is 3.31%
**Reach is the total number of people the page’s posts were served to
*** Total engagements defined as likes, comments, shares and saves

I N ST a G R a M E N G a G E M E N T **** ink clicks defined as the number of times social media is used to drive traffic to the website

FY 2022-2023 Q2 FY 2021-2022 Q2
CHANGE
T I T B B N B B
% 0, 0,
E"gag;;“e"t 1.46% 1.93% 1.75% ! A7V1G/° 2.24% 2.66% 2.06% 2A‘°\’/ZG/° -26.15%
(1]
Average number 13.67 13.8
. . : -0.01
of likes 11.3 15.5 14.2 AVG 10.7 17.6 13.1 AVG 0.0
12,434
P;’:;;ﬁﬁa' 3,453 4,149 4,832 ot 2,377 2,252 2,652 T7(’)2'I'8AjL ¥71%
Engag-[,‘?rtlaelnts ok 176 225 211 Tg:ll'i\L Benchmark Benchmark Benchmark Benchmark Benchmark
. . Kekkk 46
Link Clicks 9 12 285 TOTAL Benchmark Benchmark Benchmark Benchmark Benchmark
TOP CONTENT: DECEMBER 7, 2022 » Total reach is up 71% from last year
37 998 * However, IG engagement is down due to the inverse
relationship between reach
Likes Reached

and engagement
* Roughly maintained avg number of likes
2 3 » Continued benchmarking engagements

Comments Shares
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PAID SOCIAL MEDIA: CAROUSEL AD

EXPLORE WILSONVILLE 15



PAID SOCIAL MEDIA (MARKETING)

OVERVIEW

Dates: October 6 — December 1, 2022

Channel: Facebook and Instagram

Objective: Traffic to Website

Audience: Adults in United States: United States: Sacramento (+25 mi)
California; Boise (+35 mi) Idaho; Las Vegas (+25 mi) Nevada; Bend (+25 mi),
Grants Pass (+25 mi) Oregon; Seattle (+50 mi), Tacoma (+25 mi) Washington
Interests: Outdoors, Outdoor recreation, Halloween, Wine, Food & Wine,
Farm-to-table, Tourism, Farm or Foodie

Behaviors: Frequent Travelers

RESULTS

« Spend: $249.50

* Reach: 16,712

* Impressions: 31,331

+ Landing page views: 391

EXPLORE WILSONVILLE



FY 2022-2023 Q2

*Engagement is the percentage of your pins with at least one repin
**Reach is the total number of people the page’s posts were served to
*** Total engagements defined as likes, comments, shares and saves

P I N T E R E ST E N G a G E M E N T ****| ink clicks defined as the number of times social media is used to drive traffic to the website

FY 2021-2022 Q2

o [ o [ vor [ o [ tow | on | wov [ o [

Engagement*

(%) 2.65% 1.20% 1.98%
Post To*t*al 414 o 206
Reach
Enga;’:r:\a:elnts*** 14 16 11
Link Clicks**** 62 3 5
1,435

Impressions

n/a 8

Saves Link Clicks

1.94%
AVG

1,663
TOTAL

41
TOTAL

67
TOTAL

1.49% 6.94% 3.00% 3A§/1C?) -49%
739 605 1,268 T2C’)§I'1:L -36%
Benchmark ~ Benchmark ~ Benchmark  Benchmark  Benchmark
Benchmark ~ Benchmark ~ Benchmark  Benchmark  Benchmark

Pinterest rates continue to exceed standard averages.
However, we've seen a drop in post total reach and
engagement due to a 2022 algorithm change in which
Pinterest is prioritizing "ldea Pins" (previously known as
story pins).
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PINTEREST POSTS

*Pin sample: not an exhaustive list
EXPLORE WILSONVILLE 18



FY 2022-2023 SOCIAL MEDIA ENGAGEMENT

0,
Enga(%‘/f)me”t 4.04% 3.99% 10.92%  3.46%  217%  1.21% - - : - - - o
Post Total Reach 8,012 6,712 1,419 14,729 16,166 16,088 = = - - - '?g)'ljif
Total 382
Engagements & 167 56 91 33 22 13 = - - - : B TOTAL
Link Clicks
0,
Enga(%‘/f)me”t 160% 1.60%  154%  146%  193%  1.75% - - - - - - e
A"eff‘)?ﬁkr;‘;mber 1171 123 1067 113 15.5 14.2 - - - - - - 1A2\'/‘?31
21,124
Post Total Reach 2,960 2,908 2822 3453 4,149 4832 - - - - - . “oTaL
Total 1,243
Engagements & 227 231 173 176 225 211 - = - - - - TéTAL
Link Clicks
0,
E”ga(%’/oe)me”t 412% 245% 3.39%  265%  1.20%  1.98% : : . - - - 2o
4,276
Post Total Reach 1,141 941 531 414 923 326 = = - - - - TOTAL

Total 191
Engagements & 79 39 32 14 16 11 = - - - - - TOTAL
Link Clicks



SOCIAL MEDIA FOLLOWERS

1800 TOTAL FOLLOWERS: 2,485
1600
1400 INSTAGRAM GROWTH IS
1200 STEADY, FACEBOOK
1000 SLIGHTLY FASTER PACE OF
300 INCREASE DUE TO PAID
PROMOTIONS
600
400 APRIL-SEPTEMBER 2022
200 (END OF PRIOR 6 MONTHS):
0 Total Followers: 2,434
Q S\ ¢ N & & > > *
< N S ¥ > ® i & &
v S v"% Q@‘Q Oc'ro o\\é(\ Q’ge& o
%) N Q 2.1% INCREASE

M Instagram M Facebook

*Pinterest followers are not tracked or
measured. Due to the nature of the platform,
it is not an accurate reflection of efforts
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SOCIAL MEDIA REACH

18,000 TOTAL REACH: 61,080

16,000

14,000 LARGE INCREASE IN
FACEBOOK REACH DUE

12,000 TO PAID ADS. CONSISTENT

REACH ON PINTEREST

10,000 AND INSTAGRAM SINCE

8,000 LAST QUARTER.
6,000 JULY-SEPT 2022
(LAST QUARTER):
4,000 Total Reach: 27,446
2,000 V
A
0 123% INCREASE
April May June July August September October November December
e Stagram e fFacebook e Pinterest

EXPLORE WILSONVILLE

21



% Updated January 11, 2023

FACEBOOK DEMOGRAPHICS

Data on people reached. This is the number of people who had any content from Explore Wilsonville or
about Explore Wilsonville enter their screen, grouped by age and gender. These numbers are an estimate.

AGE RANGE
Most of Explore Wilsonville’s Facebook content reaches people who are above the age of 45, with the largest segment 65+, consistent with
last quarter’'s measurements.

GENDER
Approximately 65% of Explore Wilsonville’s Facebook content reached women, and 34% reached men. This is a departure from last
quarter’s measurements of 82% of Explore Wilsonville’s Facebook content reaching women, and 16% reaching men

COUNTRY
A majority are from the United States (12,373), followed by Mexico (8). This is a departure from last quarter's measurements showing
Morocco as the second country.

CITIES

The top five cities for Explore Wilsonville’s Facebook content are:
Las Vegas, NV (1,766)

Sacramento, CA (825)

Henderson, NV (413) newly added

Elk Grove, CA (319) newly added

Enterprise, NV (317) newly added

oo

EXPLORE WILSONVILLE
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INSTAGRAM DEMOGRAPHICS

This is the number of people who currently follow Explore Wilsonville on Instagram.
These numbers are an estimate.

AGE RANGE

Most of Explore Wilsonville’s Instagram followers are between the ages of 35-44. Consistent with
last quarter’s report.

GENDER
Approximately 75% of Explore Wilsonville’s Instagram followers identify as women. 25% identify
as men. Consistent with last quarter’s report.

COUNTRY
A majority (97%) are from the United States, followed by Canada (.4%).

CITIES

The top five cities for Explore Wilsonville’s Instagram are:
Wilsonville, OR (32.6%)

Portland, OR (7.8%)

Canby, OR (5.3%)

Oregon City, OR (2.8%)

Tigard, OR (2.6%) newly added

O PrPON -

Updated January 11, 2023
% EXPLORE WILSONVILLE 23



PINTEREST DEMOGRAPHICS

Data on Explore Wilsonville’s total Pinterest audience. This includes all users who have seen or engaged
with Explore Wilsonville pins. These numbers are an estimate.

AGE RANGE CATEGORIES AND INTERESTS

Most of Explore Wilsonville’s Pinterest audience are between the ages The most popular categories for this audience.

of 24-44, with ages 25-34 leading at 47% followed by ages 35-44 at

18.7%. *Affinity indicates how this audience is interested in a particular category
compared to the general Pinterest audience

GENDER

Approximately 64.1% of Explore Wilsonville’s Pinterest audience

identify as women. 26.7% identify men and approximately 9.2% are

unspecified & custom.

CITIES
The top five metro areas for Explore Wilsonville’s Pinterest audience
are:

1. Portland, OR (13.2%)

2. Seattle-Tacoma, WA (4.8%)

3. Los Angeles, CA (4.8%)

4. Eugene, OR (3.9%) newly added

5. Dallas — Ft. Worth, TX (3.9%) newly added

Updated January 11, 2023
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PR

Updated January 12, 2023




PR RECAP

= Northwest Travel & Life feature by Adam
Sawyer Winter blog to 117 contacts + 65
outlets

» PDX Parent: January neighborhood guide

» Kara Patajo content partner

= Ongoing updates to website media room

EXPLORE WILSONVILLE 26


https://explorewilsonville.com/press-media/

NW TRAVEL & LIFE

+ WINTER FEATURE BY
ADAM SAWYER
NOV/DEC 2022 ISSUE

+ REGIONAL
DISTRIBUTION: WA, OR,
ID, MT, AK, NORTH CA

* MONTHLY
IMPRESSIONS: 435,000

+ MAGAZINE
CIRCULATION: 205,000

+ NEWSLETTER: 52,000

EXPLORE WILSONVILLE 27


https://indd.adobe.com/view/af7e3a35-436f-4b08-8c5e-9a2ac9dd70a7

FALL CONTENT PARTNER: KARA PATAJO

Explore Wilsonville contracted Kara Patajo as a content partner to visit
Wilsonville with her family under a content partner agreement that
allowed her to follow a pre-determined itinerary in exchange for an
authentic review of the different points of interest in and around
Wilsonville. Kara Patajo is a travel blogger focused on the Pacific
Northwest, outdoor recreation and café dining.

OVERVIEW: GOAL.:
= 2-day itinerary: Nov. 29-Dec. 1 To inspire a trip to Wilsonville.
= Focus on Outdoorsy Itinerary Seeing Wilsonville through the

eyes of a trusted authority
delivers an authentic message
and establishes Wilsonville as a
destination among the content
partner’s followers.

EXPLORE WILSONVILLE
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ITINERARY

POINTS OF INTEREST

Lux Sucre

Champoeg State Heritage Area

Parkway Girille

Hilton Garden Inn

Corner Coffee Shoppe
Wild Grains Bakery

Town Center Park

Abella ltalian Kitchen
Coffee Lake Wetlands

Vanguard Brewing

Memorial Park

EXPLORE WILSONVILLE 29



CONTENT SAMPLE: BLOG

“ Renowned Chef Dolan Lane is
known for staying in touch
with local harvests and
collaborating with farmers.
So, you can expect seasonal-
inspired dishes like Autumn
Ravioli - homemade ravioli,
roasted squash, autumn
spices, parmesan, sage, &
spiced pumpkin seeds.

Read full blog here

EXPLORE WILSONVILLE
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https://thekarebear.com/2022/12/13/things-to-do-in-wilsonville/

CONTENT SAMPLE: STORIES

EXPLORE WILSONVILLE 31



CONTENT SAMPLE: STORIES

EXPLORE WILSONVILLE 32



CONTENT SAMPLE: INSTAGRAM FEED
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PR COVERAGE

SEE UPDATED MEDIA ROOM

EXPLORE WILSONVILLE 34


https://explorewilsonville.com/press-media/

PUBLIC RELATIONS

Number of Articles Circulation Number of Influenced Articles

July 22 6,839,552 -
August 4 5,627,705 =
September 19 7,076,372 1
October 14 2,550,354 -
November 13 4,694,322 1
December 13 4,493,820 -
January - - -
February - - -
March 5 § 5
April > > >
May - - -

June >

TOTA 31,282,125

Influenced articles are those that resulted from JayRay’s media outreach, such as ongoing pitching, fact-checking, engagement with journalists or other media effort from JayRay.
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GEOLOCATION

DATA

Updated January 11, 2023




Campaign Dates
= Nov. 7, 2022 — Feb. 28, 2023

Areas of Focus
= Paring cozy adventures and tastings that feature:
= Liquid Tourism
= Qutdoors
= General Wilsonville/Travel interest/Relaxation

Objectives:
=  Generate lift in leisure travel
= Encourage visitors to base themselves in Wilsonville
for travel & vacations
Strategies:
= Past visitor re-engagement
= Look-a-likes

=  Geo-Conquest (target those who have visited WA'’s wine
country but not Oregon’s, AND match Wilsonville audience
demographics)

COZY SEASON CAMPAIGN OVERVIEW

= Measurements of Success:

Destination Attribution: Wilsonville, OR POI, Liquid Tourism
cluster, Outdoor cluster
Hotel Attribution: Hotel cluster

Advertising Engagement: Traditional Engagement metrics
including Click Through Rate will be monitored to ensure
traction in targeted audiences

= Audience and Targeting:

Re-engage past visitors to Willamette Valley Wine Country;
Geoconquest Washington’s Wine Country (Walla Walla, Tri-
Cities wineries) from past 4 years who live 50+ miles away and
have not been Willamette Valley

Outdoor Recreation Audience; Wine audience
Look-a-Likes of past visitors who live in Key Markets

Target visitors to Salem, Tualatin, Oregon City and Newberg
who have not stayed in Wilsonville the past 4 years

Budget: $16,000 over four months

Assets/Creative:

HTMLS5 Prospecting and Retargeting ad

EXPLORE WILSONVILLE 37
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COZY SEASON CAMPAIGN

EXPLORE WILSONVILLE 39



explorewilsonville.com/cozy-season
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https://explorewilsonville.com/cozy-season/

Cozy Season Campaign

E Spent $8,582.52 of $16,000 EXPLORE WILSONVILLE 41



Cozy Season Campaign

¥ EXPLORE WILSONVILLE 42



Cozy Season Campaign

¥ EXPLORE WILSONVILLE 43
























STR

Updated January 17, 2023




STR REPORT GLOSSARY

= Occupancy:

= Percentage of available rooms sold during a specified time period. Occupancy is calculated by dividing the
number of rooms sold by rooms available.
Occupancy = Rooms Sold / Rooms Available

Revenue per available room (RevPAR):

= Total room revenue divided by the total number of available rooms. See Room Revenue, Rooms Available.
Room Revenue/Rooms Available = RevPAR

Demand:
= The number of rooms sold in a specified time period (excludes complimentary rooms).

Revenue:
= Total room revenue generated from the guestroom rentals or sales.

Source: https.//str.com/data-insights/resources/qlossary/

EXPLORE WILSONVILLE 45


https://str.com/data-insights/resources/glossary/

PERCENT (%)

7

2021

OMICRON
DELTA VARIANT

STR REPORT — WILSONVILLE

PERCENT CHANGE
2022

OREGON
MASK
MANDATE
LIFTED

Dec. data coming soon —
avail after Jan. 19

EXPLORE WILSONVILLE
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STR REPORT — WILSONVILLE

Q2 FY 22-23 Q2 FY 21-22 YOY
QUARTERLY
FY 22-23 Nov Nov Dec CHANGE
0, 0,

Occupancy % 74.3% 64.6% TBD e 64.1% 61.2% 57% A oo
$72.68 $57.10 TBD
RevPar $79.13 $66.24 TBD AVG $63.51 $57.54 $50.25 AVG AVG
26,078 34,382 TBD

Demand 14,162 11,916 TBD TOTAL 12,225 11,298 10,859 TOTAL TOTAL
$2,730,604 $3,230,394 TBD

FY 22-23 Jul Aug Sept Oct Nov Dec Jan Feb Mar Apr May Jun
Occupancy % 78.9% 80.2% 77.7% 74.3% 64.6% - - - - - - -
RevPAR $109.75 $103.21 $93.51 $79.13 $66.24 - - - - - - -
Demand 15,035 15,294 14,342 14,162 11,916 - - - - - - -
Revenue $2,092,395 | $1,967,775 | $1,725,258 | $1,508,545 | $1,222,059 - - - - - = =

— : _ FINAL YOY MEASUREMENTS ARE

% STR reports are delivered around the 19 of each month to JayRay. EXPLORE WILSONVILLE 47



Q3 PLANS
JANUARY-MARCH



Q3 PLANS (JAN-MARCH)

« PR

Attending ODA: Jan. 18-20
Spring influencer trip (March)
Spring media pitch

Articles in the works:

=  PDX Parent — Jan: featured Wilsonville in their 2023
Neighborhood Guide. Feb: featuring The Hunt for Cupid’s
Hearts

= Portland Mom Collective — story late winter or spring

= NW Thrifty Mom blog has indicated story interest

= Social Media
= Spring blog carousel promo on FB & IG
= Seasonal boards on Pinterest

= Marketing

= Continuation of Cozy Season campaign
through February

= Travel Oregon Visitor Guide advertising

T

= \Website

Spring banner
Spring blog
Events calendar

= Visual Identity

Finalize logo
Brand guide

= Teaser brochure with locator map
= Website mockup — homepage

= Account Management

TPC meeting (Jan. 25)

Annual report (2022) by April
Monthly dashboards & geolocation data
Monthly meetings with Mark and Zoe

Q3 report (mid-April)

EXPLORE WILSONVILLE
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THANK YOU!

000 !
000

¥ EXPLORE WILSONVILLE  &C



