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2024 ACTIVITY SUMMARY

Explore Wilsonville 3

JANUARY-MARCH

▪ 30-second video ads on social 

media

▪ 10, 15-second Instagram Reels 

▪ Winter-Spring geolocation 

campaign

▪ Oregon Governor’s Conference

▪ Spring blog

▪ Hosted travel writers Emily 

Corak and Cassie Hepler

APRIL-JUNE

▪ Spring blog ad on social media 

March 1-May 31

▪ Summer blog 

▪ Teaser brochure 

▪ Portland Mom Collective article

▪ Hosted content partner Rachel 

Jane Lloyd

JULY-SEPTEMBER

▪ Boosted posts on social media 

▪ Certified Folder brochure 

distribution

▪ Tourism Strategy workshops

▪ Fall blog and media pitches

▪ Two-page advertorial in Northwest 

Travel & Life Magazine

▪ French Prairie rest area poster

▪ Media Fact Sheet 

▪ Editorial Calendar

OCTOBER-DECEMBER

▪ Northwest Travel & Life Travel & 

Words Conference sponsorship

▪ Wilsonville content on Explore 
Tualatin Valley’s website

▪ Winter geolocation marketing 

campaign 

▪ New Sweet Treats & Timeless 

Trees itinerary

▪ Winter blog and media pitching

▪ Hosted @EspressoAndMartini on 

Instagram

▪ Travel Oregon Visitor Guide ad 

through OMHT co-op

ONGOING

- Website management and hosting, social media management, STR and geolocation data analysis  



DASHBOARD

ANNUAL RESULTS CY 2024
January-December 2024

Metrics 2024 Results 2023 Results YOY % Change

Influenced articles 
(number of articles earned)

7 10 -30% 

New website users 43,060 20,956 +105%

Social media reach 
(Facebook, Instagram, Pinterest)

305,535 246,246 +24%

Social media followers 
(Facebook, Instagram)

3,166 2,722 +16%

Total engagements & link clicks 
(Facebook, Instagram, Pinterest)

9,414 5,596 +68%

Explore Wilsonville 4

PR budget reduced for video and photo content in 23-24 FY



WEBSITE
2024 Highlights



WEBSITE OVERVIEW

• Added 16 articles to the Press & Media page

• Ongoing event maintenance: 396 events added 

• Social media referrals grew by 10%

• New users increased YOY by 105%

• Total users increased YOY by 107%

• Page views increased YOY by 86%

Explore Wilsonville 6

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


EVENTS
Sample: not an exhaustive list
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Dinner in the 
Garden

CANBY 

BREWFEST

BULLWINKLE’S

VALENTINES 
AFTER DARK

10TH ANNUAL 

BOONE’S FERRY 
AUTUMN ALE FEST

FRENCH PRAIRIE 

GARDENS TULIP & 
FLOWER FESTIVAL

LEE FARMS 

EASTER EGG 
HUNT

  R    INNER 
   L  Y  ILL 

WINERY

MURASE 

ARBORETUM 
GRAND OPENING

MARCH DINNER 

AT LADY HILL 
WINERY



EVENTS
Sample: not an exhaustive list
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Dinner in the 
Garden

PRIDE MONTH 

MURAL 
RECEPTION

WILSONVILLE 

BREWFEST

ST. PAUL RODEO

FRENCH PRAIRIE 

BERRIES, BREWS & 
BBQs

BULLWINKLE’S 
SUMMER KICK 
OFF  AFTER DARK 
EVENT

NATIONAL MOBILITY 
AWARENESS MONTH 
TRACK CHARI 
APPOINTMENTS

OREGON BALLET 

AT LADY HILL 
WINERY

THURSDAY NIGHT 
DINNERS AT 
TUMWATER 
VINEYARD



EVENTS
Sample: not an exhaustive list
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Dinner in the 
Garden



EVENTS
Sample: not an exhaustive list
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WEBSITE ANALYTICS

2024 CALENDAR YEAR WITH YOY CHANGE
2024 January-December

2024
2024 

Total

2023

Total

2024 % 

Change
Metrics Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

New 

Users
5,358 8,266 7,224 2,882 2,644 2,228 2,431 2,730 3,345 1,814 1,541 2,597 43,060 20,956 +105%

Users 5,376 8,469 7,454 2,921 2,679 2,279 2,494 2,887 3,528 1,969 1,698 2,728 44,482 21,428 +107%

Page 

Views
13,867 13,836 23,405 7,189 13,998 6,154 8,019 13,106 7,647 4,975 4,768 12,314 129,278 69,294 +86%

Explore Wilsonville 11

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. 



WEBSITE MOST POPULAR PAGES

2024 MOST POPULAR PAGES

1. Homepage

2. Events

3. Itineraries

4. Flower & Tulip Festivals 

5. Eat & Drink

2023 MOST POPULAR PAGES

1. (not set) *

2. Explore Wilsonville, Oregon

3. Homepage

4. Wind Down This Winter in Wilsonville

5. Itineraries

Explore Wilsonville 12

* “Not set” can occur when users click on a page and then leave the tab open 

longer than 30 minutes OR when the link is set up to track through a different 

Google Analytics account. It is likely the landing page here is the “itineraries page,” 

and the arrival source is the winter geolocation campaign link. 



WEBSITE ANALYTICS: VISITORS

Explore Wilsonville 13

*other indicates traffic sources that do not fall into other categories.

**color code reflects traffic rank (ex. green is second place), not coded by channel.

92%

8%

WEBSITE USERS 2024

New Users

Returning Users

54%

14%

13%

10%

6% 3%

TOP SOURCES 2023

Organic Search

Direct

Social

Display

Referral

(Other)

42%

23%

17%

12%

4% 2%

TOP SOURCES 2024

Organic Search

Social

Referral

Direct

Display

(Other)

91%

9%

WEBSITE USERS 2023

New Users

Returning Users

MOST USERS ARE

FIRST TIME VISITORS 
OF THE WEBSITE 

SOCIAL MEDIA 

REFERRALS 
INCREASED BY 10%



SOCIAL MEDIA 
REPORT
2024 Highlights



SOCIAL MEDIA OVERVIEW

• 305,535 total reach (FB, IG, & Pinterest) 

• Added 444 followers (FB & IG) 

• Combined engagement is up 27% YOY

• Combined total reach is up 24% YOY

• Combined engagements is up 66% YOY

Explore Wilsonville 15



2024 COMBINED SOCIAL MEDIA ANALYTICS

Combined Engagement* (Engagement %)

FB, IG & 

Pinterest
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec AVG

YOY 

Change

2024 4.75% 4.51% 5.56% 4.57% 4.71% 4.11% 5.99% 6.43% 4.37% 5.85% 5.16% 3.78% 4.95% +27%

2023 2.87% 2.14% 2.38% 4.67% 4.09% 4.58% 5.44% 4.91% 4.38% 3.21% 3.97% 3.94% 3.88% -

Explore Wilsonville 16

Combined Post Total Reach**

FB, IG & 

Pinterest
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Total

YOY 

Change

2024 56,259 35,543 97,450 6,534 4,634 4,818 10,020 20,338 23,131 15,000 17,880 13,928 305,535 +24%

2023 21,571 23,729 21,615 45,815 28,425 24,284 24,588 31,379 5,499 5,996 7,328 6,017 246,246 -

Combined Total Engagements & Link Clicks

FB, IG & 

Pinterest
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Total

YOY 

Change

2024 397 292 411 347 254 202 1,327 1,603 1,220 1,564 1,201 596 9,414 +66%

2023 339 391 459 876 409 425 580 837 342 302 386 303 5,649 -

*Engagement 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



FACEBOOK ANALYTICS OVERVIEW

Facebook Engagement* (Engagement %)

FACEBOOK Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec AVG
YOY 

Change

2024 4.44% 3.44% 5.38% 3.88% 2.85% 3.82% 9.28% 9.57% 4.59% 9.05% 6.83% 5.22% 5.65% +151%

2023 2.86% 2.39% 2.84% 3.16% 1.79% 1.97% 1.61% 1.98% 2.39% 1.71% 2.49% 1.84% 2.25% -

Explore Wilsonville 17

Facebook Post Total Reach**

FACEBOOK Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Total
YOY 

Change

2024 52,276 32,166 91,728 764 616 1,180 4,150 12,609 13,804 11,462 11,700 5,800 238,255 +24%

2023 17,098 19,274 17,529 42,062 24,044 19,199 20,059 25,271 915 751 3,428 1,835 191,465 -

Facebook Total Engagements & Link Clicks

FACEBOOK Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Total
YOY 

Change

2024 136 87 82 77 50 86 1,074 1,302 960 1,349 928 389 6,520 +204%

2023 94 166 175 620 123 71 170 422 82 42 131 46 2,142 -

*Engagement 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



FACEBOOK FOLLOWER DEMOGRAPHICS

Explore Wilsonville 18

AGE RANGE
Most of Explore Wilsonville’s Facebook content reaches people who 
are above the age of 35 and between ages 45-54.

GENDER
Approximately 74% of Explore Wilsonville’s Facebook content 
reached women, and 26% reached men.

COUNTRY
A majority are from the United States, followed by Canada. 

CITIES
The top five cities outside of Wilsonville for Explore Wilsonville 
Facebook content are:

1. Portland, OR 
2. Salem, OR 

3. Beaverton, OR
4. Eugene, OR 
5. Vancouver, WA



FACEBOOK TOP CONTENT

Explore Wilsonville 19

JANUARY-MARCH APRIL-JUNE JULY-SEPTEMBER OCTOBER-DECEMBER

• November 1, 2024

• 323 reactions, 2 link clicks and 22 shares

• 4,299 accounts reached

• June 21, 2024

• 2 reactions

• 743 accounts reached

• January 10, 2024

• 8 reactions, 1 comment and 3 shares

• 1,238 accounts reached

• September 25, 2023

• 1 likes

• 12,491 views, 5,259 accounts reached



INSTAGRAM ANALYTICS OVERVIEW

Instagram Engagement* (Engagement %)

INSTAGRAM Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Average
YOY 

Change

2024 7.82% 7.20% 9.10% 8.45% 8.86% 6.65% 7.82% 7.20% 9.10% 8.45% 8.86% 6.65% 8.01% +33%

2023 1.59% 1.71% 1.76% 7.77% 7.91% 8.04% 9.02% 8.31% 6.89% 5.17% 7.37% 6.72% 6.02% -

Explore Wilsonville 20

Instagram Post Total Reach**

INSTAGRAM Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Total
YOY 

Change

2024 2,726 2,584 4,402 4,170 2,821 2,730 4,525 6,851 8,400 2,258 6,180 7,378 55,025 +15%

2023 4,123 4,087 3,563 3,210 3,844 4,620 3,667 5,208 3,808 4,588 3,314 3,689 47,721 -

Instagram Average Number of Likes

INSTAGRAM Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Average
YOY 

Change

2024 13.57 11.46 16.85 15.31 10.77 8.72 12.86 15.69 13.46 12 13.21 11 12.91 -19.66

2023 12.5 14.3 14.8 16.7 16.4 20.31 21.7 21.3 12.86 11.9 14.54 15.54 16.07 -

*Engagement 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



INSTAGRAM FOLLOWER DEMOGRAPHICS
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AGE RANGE
Most of Explore Wilsonville’s Instagram content reaches people who 
are between 25-54 with people aged 35-44 being the top 

demographic.

GENDER
Approximately 62.6% of Explore Wilsonville’s Instagram content 
reached women,17.5% reached men and the remaining 20% 

preferred not to self identify a gender.

COUNTRY
A majority are from the United States, followed by Mexico. 

CITIES
The top four cities outside of Wilsonville for Explore Wilsonville 
Instagram content are:

1. Portland, OR 
2. Canby, OR 
3. Sherwood, OR

4. Oregon City, OR
5. West Linn, OR



INSTAGRAM TOP CONTENT

Explore Wilsonville 22

JANUARY-MARCH APRIL-JUNE JULY-SEPTEMBER OCTOBER-DECEMBER

• December 11, 2024

• 9 likes, 1 comment, 1 share and 1,750 
impressions

• 1,730 accounts reached

• August 5, 2024

• 34 likes, 6 comments, 3 saves, 9 shares 
and 1,256 impressions

• 1,154 accounts reached

• April 26, 2024

• 28 likes, 9 comments and 2 shares

• 534 accounts reached

• March 20, 2024

• 47 likes, 7 comments, 39 saves and 948 

impressions

• 889 accounts reached



PINTEREST ANALYTICS OVERVIEW

Pinterest Engagement* (Engagement %)

PINTEREST Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Average
YOY 

Change

2024 1.99% 2.90% 2.20% 1.38% 2.42% 1.87% 2.30% 2.96% 2.91% 2.49% 1.98% 2.53% 2.33% -30%

2023 4.15% 2.31% 2.54% 3.08% 2.57% 3.73% 5.68% 4.44% 3.87% 2.74% 2.05% 3.25% 3.37% -

Explore Wilsonville 23

Instagram Post Total Reach**

PINTEREST Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Total
YOY 

Change

2024 1,257 793 1,320 1,600 1,197 908 1,345 878 927 1,280 907 750 13,162 +86%

2023 350 368 523 543 537 465 862 900 776 657 586 493 7,060 -

Pinterest Total Engagements & Link Clicks

PINTEREST Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Total
YOY 

Change

2024 29 28 32 28 36 27 40 29 36 39 22 24 370 -1.3%

2023 28 12 30 36 27 36 64 52 36 20 16 18 375 -

*Engagement 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



PINTEREST AUDIENCE DEMOGRAPHICS
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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
Most of Explore Wilsonville’s Pinterest content reaches people who 
are between 18-44 with people aged 25-34 being the top 

demographic.

GENDER
Approximately 67.7% of Explore Wilsonville’s Pinterest content 
reached women, and 20.3% reached men. 11.9% reached 

unspecified & custom.

CITIES
The top five cities outside of Wilsonville for Explore Wilsonville 
Pinterest content are:

1. Portland, OR 
2. Seattle-Tacoma, WA 
3. Los Angeles, CA 

4. San Francisco-Oak-San Jose
5. New York

CATEGORIES AND INTERESTS
The most popular categories for this audience. 
*Affinity indicates how this audience is interested in a particular 

category compared to the general Pinterest audience



PINTEREST TOP BOARD* 

• Explore Wilsonville, OR

• 345 pins

• 1,809 impressions

• 62 engagements

• 17 outbound link clicks

• 37 pin clicks

• 9 saves

Explore Wilsonville 25

*Pinterest data can only be viewed up to six months past, data for top board 

represents data between 7/29/24-12/31/24



PINTEREST POST SAMPLES

Explore Wilsonville 26



2024 SOCIAL MEDIA ANALYTICS OVERVIEW

FACEBOOK Jan Feb Mar Apr May June July Aug Sept Oct Nov Dec Results

Engagement (%) 4.44% 3.44% 5.38% 3.88% 2.85% 3.82% 9.28% 9.57% 4.59% 9.05% 6.83% 5.22% 5.65%

Post Total Reach 52,276 32,166 91,728 764 616 1,180 4,150 12,609 13,804 11,462 11,700 5,800 238,255

Total Engagements 

& Link Clicks 
136 87 82 77 50 86 1,074 1,302 960 1,349 928 389 6,520

INSTAGRAM Jan Feb Mar Apr May June July Aug Sept Oct Nov Dec Results

Engagement (%) 7.82% 7.20% 9.10% 8.45% 8.86% 6.65% 7.82% 7.20% 9.10% 8.45% 8.86% 6.65% 8.01%

Average Number 
of Likes

13.57 11.46 16.85 15.31 10.77 8.72 12.86 15.69 13.46 12 13.21 11 12.91

Post Total Reach 2,726 2,584 4,402 4,170 2,821 2,730 4,525 6,851 8,400 2,258 6,180 7,378 55,025

Total Engagements 

& Link Clicks 
232 177 297 242 168 119 223 272 224 176 251 183 2,564

PINTEREST Jan Feb Mar Apr May June July Aug Sept Oct Nov Dec Results

Engagement (%) 1.99% 2.90% 2.20% 1.38% 2.42% 1.87% 2.30% 2.96% 2.91% 2.49% 1.98% 2.53% 2.33%

Post Total Reach 1,257 793 1,320 1,600 1,197 908 1,345 878 927 1,280 907 750 13,162

Total Engagements 

& Link Clicks 
29 28 32 28 36 27 40 29 36 39 22 24 370

Explore Wilsonville 27



2024 SOCIAL MEDIA FOLLOWERS OVERVIEW
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Instagram Facebook

TOTAL FOLLOWERS: 3,166

• Instagram and Facebook growth are 
both steady with a 16% increase YOY 

• Total followers 2023: 2,722

*Pinterest followers are not tracked or 
measured. Due to the nature of the platform, 

it is not an accurate reflection of efforts 



PR REPORT
2024 Highlights



PR OVERVIEW

• 7 influenced articles in CY 2024

• Added 16 articles to the Press & Media page

• Updated the spring and summer blogs

• Developed new fall and winter blogs with customized media 

pitches

• Updated Media Fact Sheet

• Hosted travel writers Emily Corak and Cassie Hepler

• Hosted content partner: Nia Naggi (content went live early 
January 2025)

• Sponsored and attended Northwest Travel & Life’s Travel & 

Words Conference

• Updated Wilsonville page on Explore Tualatin Valley’s website

• Developed new Sweet Treats & Timeless Trees itinerary

• Continued PR monitoring 

Explore Wilsonville 30

https://explorewilsonville.com/press-media/
https://explorewilsonville.com/wp-content/uploads/2024/09/Wilsonville_MediaFactSheet_092424.pdf


PUBLIC RELATIONS OVERVIEW

Explore Wilsonville 31

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.

2024 RESULTS

2024

Metrics Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Total

Number of 

Articles
16 4 21 20 15 38 43 27 17 15 21 4 241

Circulation 6,939,017,641 4,323,264 2,990,385 3,175,130 1,171,537 29,621,177 23,228,808 1,520,822 153,815,619 1,431,668 12,428,410 38,889 7,172,763,350

Number of 

Influenced 
Articles

2 0 1 2 1 1 0 0 0 0 0 0 7

PR budget reduced for 2023-24 FY for video and photo content



MEDIA COVERAGE SAMPLES

See Updated Press & Media Page

Explore Wilsonville 32

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


TRAVEL WRITER: EMILY CORAK

Explore Wilsonville 33

OVERVIEW: 

Family day trip: February 10

Solo day trip: February 14

GOAL: 

To inspire a trip to Wilsonville. 
Seeing Wilsonville through the eyes of a trusted 
authority delivers an authentic message and 
establishes Wilsonville as a destination among the 
readers of the publication. 

Explore Wilsonville worked with Emily Corak as a journalist 

on assignment for Vancouver Family Magazine.



ITINERARY
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CONTENT SAMPLE: ARTICLE

Explore Wilsonville 35

Read the full article here.

https://vancouverfamilymagazine.com/exploring-albany-wilsonville-camas/


TRAVEL WRITER: CASSIE HEPLER

Explore Wilsonville 36

OVERVIEW: 

3-day itinerary: March 11-13

GOAL: 

To gain media coverage of Wilsonville, to inspire a trip. 
Seeing Wilsonville through the eyes of a trusted authority 
delivers an authentic message and establishes Wilsonville 
as a destination among readers. Increased publicity also 
helps gain trust and visibility with other publications, in 
turn generating future coverage. 

Explore Wilsonville partnered with Cassie Hepler, a Phoenix-

based travel writer. She manages a lifestyle and travel blog, 

ExploreWithCassie.com and has written for travel and news 

outlets. Cassie visited different points of interest in Wilsonville. 

Following her visit, she posted an article on her blog and is 
pitching stories about her experience to travel publications.



ITINERARY
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CONTENT SAMPLE: BLOGS
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Read the full blog here.

https://explorewithcassie.com/2024/04/relax-in-the-small-town-of-wilsonville-just-west-of-portland-oregon/


TRAVEL & WORDS

• Attended and sponsored the Northwest Travel & Life Travel & Words conference in Tacoma, WA October 
1-3, 2024; met with 24 travel writers.

Explore Wilsonville 39



MARKETING
2024 Highlights



MARKETING OVERVIEW

• Launched 2024-25 Winter-Spring geolocation marketing campaign 

running December 18, 2024-March 15, 2025

• Shared Explore Wilsonville video at the Travel and Words 

conference (Oct. 1-3)

• Ran winter geolocation marketing campaign December 18, 2023-

March 15, 2024

• Updated campaign return on ad spend: $863.43 : $1

• Ran social media video ad campaign January 15-March 15

• Began boosting Facebook and Instagram posts

• Placed two-page advertorial in Northwest Travel and Life Magazine

• Updated French Prairie Rest Area poster with new branding 

• Continued managing geolocation data subscription through Datafy 

• Launched winter geolocation marketing campaign December 18, 

2024 (runs through March 15, 2025) 

Explore Wilsonville 41



PRELIMINARY* GEOLOCATION DATA SUMMARY

TAKEAWAYS

• Total trips in 2024 were down 16.4% compared to 2023

• While fewer people took trips, those who did visit stayed 
longer, with the average length of stay increasing from 1.5 
days in 2023 to 1.8 days in 2024 

• *Geolocation results are preliminary and attribution will 
continue to update through February 2025

Explore Wilsonville 42



2024 GEOLOCATION DATA TOP MARKETS

TAKEAWAYS

• Most visitors continued to be 
from a drive market

• Visitors who travel farther, 
stay longer

• Phoenix market: 2.6

Explore Wilsonville 43
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• Fridays & Saturdays bring more visitors

• Day trips increased over 4%

• Avg length of stay increased nearly 2%
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• June, July & August peak months

• January & February slower
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• PNW visitors 

• Most are repeat visitors 
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• Four years of data

• Markets have remained steady
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• Demographics are mixed

• Pretty even across the board

• Couples slightly higher than families  
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2024-25 WINTER-SPRING CAMPAIGN
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OVERVIEW

Focus: 

• Promote spring and early summer travel to 
Wilsonville

Objectives:

• Visitation to Wilsonville

• Increase room nights in Wilsonville lodging 
properties 

• Generate visitation to Wilsonville from fly and drive 
markets

Refined Audience (past visitors + look a likes):

• Drive market – only those who travel 2+days from 
DMAs: Seattle-Tacoma, Eugene; Portland, Medford-
Klamath Falls, Bend, Yakima-Pasco

• Fly market – Sacramento and Spokane (growth 
markets, smaller than LA) 

Measurements of Success:

• Destination Attribution: Wilsonville POI

• Hotel Attribution: Hotel Cluster

• Attractions Attribution: Attractions Cluster

• KPIs: Impressions, CTR

Creative:

• Prospect display (HTML-5) to drive, fly 

• Online video to drive, fly 

• Retargeting display to drive, fly

Campaign Schedule:

• December 18, 2024 - March 15, 2025

• Geolocation ad budget: $22,000



2024-25 WINTER-SPRING CAMPAIGN
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GENERAL AWARENESS, PROSPECTING DRIVE MARKET GEOLOCATION MARKETING AD

Running as an HTML-5 animated ad. Landing page: ExploreWilsonville.com/Explore

Screenshots below:

https://explorewilsonville.com/explore/


2024-25 WINTER-SPRING CAMPAIGN
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RETARGETING, DRIVE MARKET GEOLOCATION MARKETING AD

Running as an HTML-5 animated ad. Served to audience, 2 weeks after they’ve interacted with the general 
awareness ad – providing a stronger “plan your trip” call to action. Landing page: ExploreWilsonville.com/Events

Screenshots below:

https://explorewilsonville.com/events/


2024-25 WINTER-SPRING CAMPAIGN
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GENERAL AWARENESS, PROSPECTING FLY MARKET GEOLOCATION MARKETING AD

Running as an HTML-5 animated ad. Landing page: ExploreWilsonville.com/Explore

Screenshots below:

https://explorewilsonville.com/explore/


2024-25 WINTER-SPRING CAMPAIGN
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RETARGETING, FLY MARKET GEOLOCATION MARKETING AD

Running as an HTML-5 animated ad. Served to audience, 2 weeks after they’ve interacted with the general 
awareness ad – providing a stronger “plan your trip” call to action. Landing page: ExploreWilsonville.com/Events

Screenshots below:

https://explorewilsonville.com/events/


2024-25 WINTER-SPRING CAMPAIGN
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PROSPECTING VIDOE, FLY & DRIVE MARKET GEOLOCATION MARKETING AD

Running geolocation marketing video ad. Affordable Fun video: ExploreWilsonville.com/Events

Screenshot below:

https://explorewilsonville.com/events/


2024-25 WINTER CAMPAIGN PRELIMINARY RESULTS
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• Only two weeks after running

• Prospecting ad results only



2023-24 WINTER-SPRING CAMPAIGN
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OVERVIEW

Focus: 

• Promote spring and early summer travel to 
Wilsonville

Objectives:

• Visitation to Wilsonville

• Increase room nights in Wilsonville lodging 
properties 

Measurements of Success:

• Destination Attribution: Wilsonville POI

• Hotel Attribution: Hotel Cluster

• KPIs: Impressions, CTR

Creative:

• Prospect display (HTML-5)

• Online video

• Retargeting display – to events calendar (HTML-5)

Campaign Timeframe:

• December 15, 2023 - March 15, 2024

• Geolocation ad budget: $16,000

• Social media ad budget: $4,000

• Total ad spend: $20,000



WINTER-SPRING CAMPAIGN – TARGET AUDIENCES
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2023-24 WINTER-SPRING CAMPAIGN
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GENERAL AWARENESS, FLY & DRIVE MARKET GEOLOCATION MARKETING AD

Running as an HTML-5 animated ad. Landing page: ExploreWilsonville.com/Explore

Screenshots below:

https://explorewilsonville.com/explore/


2023-24 WINTER-SPRING CAMPAIGN
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RETARGETING, FLY & DRIVE MARKET GEOLOCATION MARKETING AD

Running as an HTML-5 animated ad. Served to audience, 2 weeks after they’ve interacted with the general 
awareness ad – providing a stronger “plan your trip” call to action. Landing page: ExploreWilsonville.com/Events

Screenshots below:

https://explorewilsonville.com/events/


2023-24 WINTER-SPRING CAMPAIGN
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PROSPECTING VIDEO, FLY & DRIVE MARKET GEOLOCATION MARKETING AD

Running geolocation marketing video ad. Pacific Northwest Adventures video: ExploreWilsonville.com/Events

Screenshot below:

https://explorewilsonville.com/events/


PAID SOCIAL MEDIA RESULTS SUMMARY

DATES: January 15-March 15

CHANNEL: Facebook & Instagram

OBJECTIVE: Traffic to events and the itinerary landing pages

AUDIENCE & INTERESTS: Please see individual ad results for audience 
and interest targeting

OVERVIEW & RESULTS

•Spend: $4,000

•Reach: 156,914

•Impressions: 287,431

•Landing page views: 3,517

•Link clicks: 9,236

•Cost per click $0.27

•Photoworthy Experiences video resulted in highest link clicks
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WATCH 
VIDEO

WATCH VIDEO

WATCH VIDEO WATCH VIDEO

https://youtu.be/wPmNPfGJ2Qg?si=kd5j6Rwgh2SP8mYQ
https://youtu.be/wPmNPfGJ2Qg?si=kd5j6Rwgh2SP8mYQ
https://youtu.be/L_Byb1uTxJg?si=0h_LARtD5yHxoJlU
https://youtu.be/U7z8nvrMyPo?si=WrIQ0fQoDwOM1-Cj
https://youtu.be/fN2y2xcvCDA?si=5wm-i7493EAqG5bb


PAID SOCIAL MEDIA: PHOTOWORTHY EXPERIENCES

DATES: January 15 – March 15

CHANNEL: Facebook & Instagram

OBJECTIVE: Traffic to events page

•AUDIENCE: Ages 18-45 United States: Phoenix (+25 mi) Arizona; Los 
Angeles (+25 mi), Sacramento (+25 mi), San Francisco (+25 mi) 
California; Denver (+25 mi) Colorado; Honolulu (+25 mi) Hawaii; Boise 
(+25 mi) Idaho; Bend (+25 mi), Eugene (+25 mi), Medford (+25 mi) 
Oregon; Dallas (+25 mi) Texas; Salt Lake City (+26 mi) Utah; Pasco 
(+30 mi), Seattle (+50 mi), Spokane (+39 mi), Yakima (+50 mi) 
Washington

INTERESTS: Aesthetics, antique (collectibles), day spa, farm, flower, 
garden festival, photograph, sauna, wine (alcoholic drinks), 
coffeehouses (coffee), spas (personal care)

OVERVIEW & RESULTS

• Spend: $1,000

• Reach: 53,301

• Impressions: 77,946

• Link clicks: 4,859
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WATCH 
VIDEO

https://youtu.be/wPmNPfGJ2Qg?si=kd5j6Rwgh2SP8mYQ
https://youtu.be/wPmNPfGJ2Qg?si=kd5j6Rwgh2SP8mYQ


PAID SOCIAL MEDIA: LOOKING FOR LEISURE

DATES: January 15 – March 15

CHANNEL: Facebook & Instagram

OBJECTIVE: Traffic to itineraries landing page

•AUDIENCE: Ages 45-65+ United States: Phoenix Arizona (+1 mi), 
Prescott (+25 mi) Arizona; Los Angeles (+25 mi), Sacramento (+25 mi), 
San Francisco (+25 mi) California; Denver (+25 mi) Colorado; Honolulu 
(+25 mi) Hawaii; Boise (+25 mi) Idaho; Bend (+25 mi), Eugene (+25 mi), 
Medford (+25 mi) Oregon; Dallas (+25 mi) Texas; Salt Lake City (+25 
mi) Utah; Spokane (+25 mi), Yakima (+25 mi) Washington

INTERESTS: Golf (sport), shopping, restaurants (dining), wine (alcoholic 
drinks), wine tasting (wine), outdoors (outdoor activities), farm-to-table 
(restaurant), antique (collectibles), household income: top 10%-25% of 
US ZIP codes

OVERVIEW & RESULTS

• Spend: $1,000

• Reach: 41,809

• Impressions: 61,248

• Landing page views: 1,641
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WATCH VIDEO

https://youtu.be/fN2y2xcvCDA?si=5wm-i7493EAqG5bb


PAID SOCIAL MEDIA: AFFORDABLE FUN

DATES: January 15 – March 15

CHANNEL: Facebook & Instagram

OBJECTIVE: Traffic to events page

AUDIENCE: Ages 18-65+ Phoenix (+25 mi), Prescott (+25 mi) Arizona; Los 
Angeles (+25 mi), Sacramento (+25 mi), San Francisco (+25 mi) California; 
Denver (+25 mi) Colorado; Honolulu (+36 mi) Hawaii; Boise (+25 mi) Idaho; 
Bend (+25 mi), Eugene (+25 mi), Medford (+25 mi) Oregon; Dallas (+25 mi) 
Texas; Salt Lake City (+25 mi) Utah; Seattle (+50 mi), Spokane (+25 mi), 
Yakima (+25 mi) Washington

INTERESTS: American history (history), farm (agriculture), happy hour 
(alcoholic drinks), hiking trails (hiking), history (history), kids (children & 
parenting), outdoors (outdoor activities), sharing economy (economics), family 
(social concept), winery (wine), wine (alcoholic drinks), theme parks (leisure)

OVERVIEW & RESULTS

• Spend: $1,000

• Reach: 49,599

• Impressions: 89,487

• Link clicks: 4,377
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WATCH VIDEO

https://youtu.be/L_Byb1uTxJg?si=0h_LARtD5yHxoJlU


PAID SOCIAL MEDIA: PNW ADVENTURES

DATES: January 15 – March 15

CHANNEL: Facebook & Instagram

OBJECTIVE: Traffic to itineraries landing page

•AUDIENCE: Ages 26-50 United States: Phoenix Arizona (+1 mi) ; Los 
Angeles (+25 mi), Sacramento (+25 mi), San Francisco (+25 mi) 
California; Denver (+25 mi) Colorado; Honolulu (+25 mi) Hawaii; Boise 
(+25 mi) Idaho; Bend (+25 mi), Eugene (+25 mi), Medford (+25 mi) 
Oregon; Dallas (+25 mi) Texas; Salt Lake City (+25 mi) Utah; Seattle 
(+50 mi), Spokane (+25 mi), Yakima (+25 mi) Washington

INTERESTS: Craft beer and brewing (beer), hiking trails (hiking), hipster 
(contemporary subculture), outdoor enthusiast, plaid crafts, coffee 
(food & drink), nature (science), outdoor recreation (outdoor activities), 
shopping (retail)

OVERVIEW & RESULTS

• Spend: $1,000

• Reach: 41,767

• Impressions: 58,750

• Landing page views: 1,876
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WATCH VIDEO

https://youtu.be/U7z8nvrMyPo?si=WrIQ0fQoDwOM1-Cj


FRENCH PRAIRIE REST AREA POSTER

Explore Wilsonville 73



NORTHWEST TRAVEL AND LIFE MAGAZINE ADVERTORIAL
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MAP BROCHURE DISTRIBUTION

Explore Wilsonville 81

TEASER BROCHURE & MAP 

• Printed brochures (10,000 quantity)
• 5,000 – Oregon Welcome Centers
• 2,000 – Portland Visitor Center

• 3,000 – Wilsonville hotels and attractions 
• Annual brochure distribution contract with Certified folders 

began in July 

DISTRIBUTION AT 9 OREGON WELCOME CENTERS

• Portland International Airport – baggage claim
• Portland International Airport – car rentals
• Oregon City - end of the Oregon Trail Interpretive Center

• Seaside – Hwy 101 visitor center
• Boardman – SAGE Center on I-84

• Ontario – rest area on I-84
• Brookings – Hwy 101 Crissey Field State Recreation Site
• Klamath Falls – rest area on Hwy 97

• Ashland – Northbound I-5, south of Ashland 

PORTLAND VISITOR CENTER



SMITH TRAVEL 
RESEARCH 
REPORT
2024 Highlights



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.
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STR REPORT - WILSONVILLE
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Total Rooms: 615 Total Properties: 9

2024 Results

2024

METRICS Jan Feb Mar Apr May June July Aug Sept Oct Nov Dec Results

Occupancy % 62.5% 65.5% 64.4% 66.7% 66.1% 77.5% 76.7% 77% 68.6% 66.6% 59.5% 51.6% 66.9%

RevPar $65.19 $70.35 $69.54 $74.09 $73.91 $103.34 $103.98 $104.42 $82.13 $76.92 $60.25 $48.88 $77.79

Demand 11,916 11,279 12,273 12,303 12,602 14,294 14,622 14,679 12,651 12,694 10,975 9,834 150,122

Revenue $1,242,835.00 $1,211,399.00 $1,325,824.00 $1,367,030.00 $1,409,058.00 $1,906,660.00 $1,982,335.00 $1,990,795.00 $1,515,259.00 $1,466,519.00 $1,111,580.00 $931,811.00 $17,461,105

• June, July, August highest occupancy, 
revenue and demand (aligns with 
geolocation data) 

• December lowest revenue month (data may 
not all be in yet)



STR REPORT - WILSONVILLE
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Takeaways

• Occupancy is up 5.7% from 2023, but down 3.8% from 2022 – still catching up
• ADR is up 5.5% from 2023 and 4.9% up from 2022 – trending up 

• Revenue is up 5.5% from 2023 and nearly the same for 2022 – remaining steady

Total Rooms: 615 Total Properties: 9

2024 RESULTS WITH YEAR OVER YEAR COMPARISON

Metrics 2024 2023 YOY CHANGE YOY % CHANGE

Occupancy %
66.9%

AVG

63.3%

AVG
+5.68% +5.68%

RevPar
$77.79

AVG

$73.76

AVG
+$4.03 +5.46%

Demand 150,122 142,039 +8,083 +5.69%

Revenue $17,461,105 $16,556,945 +$904,160 +5.46%



UPCOMING
2025 



WHAT’S NEXT IN 2025

• Influencer content from Nia Naggi’s visit went 
live in early 2025

• Hosting Downs & Towns in April 2025 in 
content partnership with OMHT, led by JayRay

• Continue the Winter-Spring geolocation 
campaign through March

• Spring and Summer blogs, media pitches

• Ad running in the 25-26 Travel Oregon Visitor 
Guide

• Reviewing tourism partner websites and 
submitting content changes (ETV, OMHT, 
Willamette Valley, Travel Oregon) 

• Ongoing social media and website content

Explore Wilsonville 81



2025 TRAVEL OREGON AD
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