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Q3 RECAP

OVERVIEW

«Q

Added 425 followers across Facebook and
Instagram

Surpassed our new website users and social
media follower goals for the year

Hosted travel influencer Nia Naggi of
@EspressoAndMartini in Q2 with content
going live in Q3

Hosted travel writers David & Susan
Greenberg

Continued the Winter-Spring geolocation
marketing campaign

Explore Wilsonville




KEY PERFORMANCE INDICATORS

MEDIA RELATIONS \:L’Eﬁj SOCIAL MEDIA E@ GEOLOCATION MARKETING
Ig]Ep= #* % . . . .
N9 . Article count 2>+ Followers » Destination/hotel attribution
* Influenced articles « Engagements * Estimated return on ad spend
* Impressions Track account growth, the Measure # of devices served an ad and
o S types of content our audience then observed in Wilsonville. Compare
Indication of inspirational engages with and the content ad budget to visitor spend in destination.
coverage, brand storytelling driving traffic to the website.
and reach — a direct impact
of our PR efforts. % SMITH TRAVEL RESEARCH
W ADVERTISING . Occupancy %
[ ]| WEBSITE 2@ Impressions + RevPar (avg)
— + New website users * Click-through-rate « Demand
* Avg engagement time Number of visitors in our target « Revenue
audience who were exposed to
Reveals how well our _ an ad and took action. Regional DMOs focus on the same
marketing efforts are attracting metrics. This data set helps hoteliers

a fresh audience. benchmark performance YOY.

@ Explore Wilsonville




KEY PERFORMANCE INDICATORS

EXPLORE WILSONVILLE

JayRay is exploring adding additional metrics to the quarterly reports. To maintain
continuity, we will begin implementing any additional metrics during the Q1 25-26
quarterly report.

If you have questions, please email BBaeth@JayRay.com, and we will look into your
inquiry. Thank you!

— The JayRay Team

@ Explore Wilsonville
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DASHBOARD

ANNUAL RESULTS FY 2024-25
Q3 January-March

% Change YOY FY 24-25
FY24-2 FY 23-24 FY 24-25 Goals % To Goal

Influenced Articles

(number of articles 1 3 -66% 1 5 20%
earned)
New website users 8,571 20,848 -58% 23,029 20,000 115.1%

Social mediareach
(Facebook, 70,015 189,252 -63% 170,312 250,000 68.1%

Instagram, Pinterest)

Social media
followers (Facebook, 3,591 2,811 +27.75 3,591 3,400 105.6%

Instagram)

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

1,076 1,100 -2% 9,758 5,000 195.2%

@ Explore Wilsonville




o WEBSITE

Q3 January-March 2025 Highlights




Q3 WEBSITE RECAP

« Ongoing event maintenance: 98 events added

* New users, total users and page views were
down in Q3 24-25 compared to Q3 23-24

» Updated itineraries to remove closed
businesses and add new ones

» Updated website cover images, featured blog
and itinerary for spring

» Revised Wilsonville content on Oregon’s Mount
Hood Territory website

@ Explore Wilsonville



Sample: not an exhaustive list

EVENTS

TUOUMWATER
TAPAS

£, NIGHT

# X A

Murch sh - Ageil 1wh

A
-
:- Weekends 10 am - 2 pm
riskleefarm.com ~

LUNAR NEW VALENTINE'S TUMWATER TINY ART SHOW MARDIS GRAS SPRING ON THE
YEAR DAY DINNER TAPAS NIGHT & COMPETITION DINNER TRISKELEE
CELEBRATION AND CONCERT FARM

oRICHTAL
BAUD

CEAb ritD

JAN 25, 202%
DOORS OPEN AT 5PM

S40 RER PERSON

CORPORATE TAQLES
AVAILABLE

LEE FARMS - BULLWINKLE’S BINGO NIGHTAT ~ ORIENTAL BAND ST. PATRICK’S 2025 WOODEN
PLAY TIME & AFTER DARK: LANPHERE CRAB EEED DAY SHOE TULIP
GOATS! VALENTINE'S CELLARS CELEBRATION FESTIVAL

DAY

@ Explore Wilsonville




WEBSITE ANALYTICS

Q3 RESULTS FY 2024-25 and 2023-24 WITH YOY CHANGE
Q3 January-March

Q3 FY 24-25 Q3 FY 23-24 YOY Q3
_ _ Quarterly %
Metrics Jan Mar Q3FY 24-25 Jan Mar Q3 FY 23-24 Change
Total Total
New Users 3,205 2,608 2,758 8,571 5,358 8,266 7,224 20,848 -58.88%
Users 3,448 2,828 2,975 9,251 5,376 8,469 7,454 21,299 -56.56%
Page Views 7,301 5,296 7,144 19,741 13,867 13,836 23,405 51,108 -61%

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 users, new users and page views were down compared to last year.
This is due to higher ad spend in Q3 FY 23-24.

@ Explore Wilsonville




WEBSITE MOST POPULAR PAGES

FY 2024-25 Q3 MOST POPULAR PAGES FY 2023-24 Q3 MOST POPULAR PAGES
1. Four Ways to See Wilsonville 1. Homepage

2. Homepage 2. Events

3. Events 3. ltineraries

4. Stay 4. Tulip and Flower Festivals

5. Eat & Drink 5. Eat & Drink

Users are interested in events and lodging options.

@ Explore Wilsonville 11



WEBSITE ANALYTICS FY 2024-25 TO DATE

YEAR TO DATE RESULTS
July 1, 2024-March 31, 2025

FY 2024-25
o [ o [ o [ [ [ o [ o [ [ [ [ oo

New Users 2,431 2,730 3,345 1,814 1,541 2,597 3,205 2,608 2,758 23,029
Users 2,494 2,887 3,528 1,969 1,698 2,728 3,448 2,828 2,975 24,555
Page Views 8,019 13,106 7,647 4,975 4,768 12,314 7,301 5,296 7,144 70,570

@ Explore Wilsonville



&' SOCIAL MEDIA

Q3 January-March 2025 Highlights




Q3 SOCIAL MEDIA RECAP

« 70,015 total reach (FB, IG & Pinterest)
« Added 425 followers since Q2
» Facebook engagement is up 63% in Q3

» Facebook engagements are up 19% compared
to Q3 23-24

 Facebook reach and link clicks are down due to
lower ad spend in Q3 24-25

* Instagram's reach is up 130% YQOY, while
engagement is slightly down, due to the inverse
relationship between reach and engagement

* In March 2025, we tested running ads on
Pinterest, resulting in a significant increase in
reach and link clicks and a slight decrease in
engagement due to the inverse relationship
between reach and engagement

Continued boosting posts

@ Explore Wilsonville



Q3 ANALYTICS SUMMARY

FACEBOOK INSTAGRAM PINTEREST
I3 Average Engagement W Average Engagement I Average Engagement
7.21% 5.80% 2.07%
Benchmark: 3.5% Benchmark: 0.73% Benchmark: 1%
Ve 63% increase compared to Q3 FY 23-24  27% decrease compared to Q3 FY 23-24 ¢ 12% decrease compared to Q3 FY 23-24
Post Reach Post Reach Post Reach
29,694 22,377 17,934

@ Explore Wilsonville




In FY 24-25, we began boosting posts to increase engagement;

F AC E B O O K A N A LYT I C S this is reflected in the totals we see below.

In Q3 23-24 we saw large reach due to higher ad spend.

Q3 RESULTS FY 2024-25 and 2023-24 WITH YOY CHANGE
Q3 January-March

QUARTERLY
. Q3 FY 24-25 p Q3FY23-24 | o\
Total Total
0 0
Engagement* (%) 6.56% 7.52% 7.57% 7:(,1(?’ 4.44% 3.44% 5.38% 4Aét/2e/o +63%
Post Total 29,694 176,170 20
Reach™ 7,582 2,753 19,359 TOTAL 52,276 32,166 91,728 TOTAL 83%
Total 1,310 1,100 .
Engagements *** 289 283 738 TOTAL 397 292 411 ey +19%
: : Feke ok 89 245 o
Link Clicks 16 25 48 TOTAL 118 62 65 TOTAL -63%

*In FY 23-34 Facebook changed the way they calculate engagement percentage. As of July 2023, engagement percentage = (engagement rate divided by impressions) x 100
**Reach is the total number of people the page’s posts were served to. In July 2023 Facebook changed how it records this metric

*** Total engagements defined as likes, comments, shares, saves and link clicks.

****Link clicks defined as the number of times social media is used to drive traffic to the website

@ Explore Wilsonville




FACEBOOK TOP ORGANIC CONTENT

« March 12, 2025
o 254 accounts reached
1 reaction

Explore Wilsonville is with Lanphere Cellars in Wilsonville, OR.
Published by Travis W. Roth

7]

-March12 - @

Sip, savor and enjoy the flavors of the Willamette Valley at Lanphere Cellars.
This family-owned winery crafts small-batch, award-winning wines with
passion and precision. Whether you're a fan of bold reds or crisp whites,
their cozy tasting room is the perfect spot to unwind and enjoy the beauty of
Wilsonville's wine scene.

© 26444 Butteville Road Northeast, Aurora, OR

Plan your visit and raise a glass to local winemaking!
ExploreWilsonville.com/Eat-Drink/Lanphere-Cellars

mi: Lanphere Cellars

@ Explore Wilsonville




InFY 24-25, we tested boosting posts for increased reach; the results of this effort are reflected
in the totals below.

INSTAGRAM ANALYTICS

Q3 RESULTS FY 2024-25 and 2023-24 WITH YOY CHANGE
Q3 January-March

vor a3
UARTERLY
Q3 FY 24-25 Q3FY 23-24 | Q
o (0]
Engagement* (%) 5.10% 5.91% 6.41% 5£%’ 7.82% 7.20% 9.10% SA%G/O -27%
Average number 12,57 115 12.64 12.23 1357 11.46 16.85 1396 -12.39%
of likes ' ' ' AVG ' : : AVG
Post Total 22,377 9,712 5
Reach®™ 8,897 7,001 6,479 TOTAL 2,726 2,584 4,402 oL +130%
Total 592 682 .
H H *k kk 33 24 [\
Link Clicks 24 2 7 TOTAL 7 7 10 TOTAL +37.5%

*In FY 23-34 Instagram changed the way they calculate engagement percentage. As of July 2023, engagement rate is calculated as Post Impressions = (Likes + Comments +
Saves)/Impressions x 100 Industry standard is .73%

**Reach is the total number of people the page’s posts were served to

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

****| ink clicks defined as the number of times social media is used to drive traffic to the website

@ Explore Wilsonville




INSTAGRAM TOP ORGANIC CONTENT

« January 13, 2025
15 likes, 4 comments & 1 share
e 672 accounts reached

' explorewilsonville #ExploreWilsonville #CozySeasan
R

@ rormor @explorewilsonville what coffee shop is this in wilsonville?

explorewilsonville @rormor hey Rory, thanks for asking, this is
@luxsucredesserts

a wander.free.and.queer Oooh we wanna go hera!

@ Explore Wilsonville

explorewilsonville
Wilsonville, Oregon

5 P® Liked by luxsucredesserts and others

explorewilsonville Feeling chilly? It's time to warm up in
Wilsonville. Think steaming coffee, delicious soups and
inviting spaces to relax and unwind.

Discover your next cozy winter getaway at the
#LinkinBio

January 13



p I N T E R E ST A N A LYT I C S Reach and engagement rate are inverse numbers. The engagement rate is down due to high

reach. The Pinterest engagement rate is still above the industry standard of 1-2%.
In March 2025, we ran ads on Pinterest, resulting in a significant increase in reach and link clicks.

Q3 RESULTS FY 2024-25 and 2023-24 WITH YOY CHANGE
Q3 January-March

Yoy a3
ER R R R
Engagement* (%) 2.54% 3.08% 0.59% ZA(\’;’:? 1.99% 2.90% 2.20% 2&/6(;/" 12%
post Total 946 778 16,210 ;Z)’?zf_ 1257 793 1,320 T3(53T7AOL +432%
Zzg’:gemen g o 24 25 95 Tgﬁl_ 25 23 29 T07T7 L +87%
Link Clicks™** 4 5 71 T(fTOAL 4 5 3 TO1T2AL +566%

*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

****| ink clicks defined as the number of times social media is used to drive traffic to the website

@ Explore Wilsonville




PINTEREST TOP BOARD

* Wine Country Trip
« 80 pins
* 11,534 impressions
« 52 engagements
* 42 outbound link clicks S—. — e o e
« 52 pin clicks e W gy, R Mgk SIS, igil e 1 s 3
. 2 saves e |

o885 1 .19

WINE TASTING AND TOURS

o3 ~0 L o1 ~0 .0
Summer's Last.. €y  Stay Coolln... o

o2 #0 . o5 #0 #0 o1 »0 »0 ©0 #0 .0
Dreamof Sprin.. ¢  WineTastinga.. ¢ WineTastingd.. ¢  TheWillamette.. ¥

CLASS UP YOUR GLA %

iy 1 —

VALENTINE'S GIFY i
IDEA “‘“
oL

o ——
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Q3 PINTEREST POST SAMPLES

6 BEST WAYS TO TAKE IN SPRING TREATS AND TREES TRAIL COZY HOTEL STAYS DOG-FRIENDLY ADVENTURES
in Wilsonville, OR near Portland, OR in Wilsonville, Oregon near Portland, OR

‘ ‘ . ‘
WITSONVILLE WILSONVITLE WITSONVILLE WITSONVILLE

@ Explore Wilsonville




SOCIAL MEDIA ANALYTICS FY 2024-25 TO DATE

Engagement (%) 9.28% 9.57% 4.59% 9.05% 6.83% 5.22% 6.56% 7.52% 7.57% 7.33%
Post Total Reach 4,150 12,609 13,804 11,462 11,700 5,800 7,582 2,753 19,359 89,219
Total Engagements
& Link Clicks 1074 1,302 1349 7,401
-mmmmm-m--m-m
Engagement (%) 6.39% 6.77% 5.60% 6% 6.67% 3.6% 5.10% 5.91% 6.41% 5.76%
pveragenumberof 1286 1569 1346 12 13.21 11 1257 115 1264 13
Post Total Reach 4,525 6,851 8,400 2,258 6,180 7,378 8,897 7,001 6,479 57,969
Total Engagements
& Link Clicks 223 1,736
-mmmmm-m--m-m
Engagement (%) 2.30% 2.96% 2.91% 2.49% 1.98% 2.53% 2.54% 3.08% .59% 2.38%
Post Total Reach 1,345 878 927 1,280 907 750 946 778 16,210 24,021
Total Engagements
& Link Clicks 40 29 36 39 22 24 28 29 166 413

@ Explore Wilsonville




SOCIAL MEDIA FOLLOWERS TO DATE FY 2024-25

. TOTAL FOLLOWERS

| January-March 2025: 3,591

o « Instagram followers increased 18%

1500 YOY and Facebook followers

1,400 increased 34%

200 » Combined followers has grown 27%
YOY

« January-March 2024: 2,811

1,000
January February March

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

@ Explore Wilsonville



o PUBLIC RELATIONS

Q3 January-March 2025 Highlights




Q3 PR RECAP

Drafted and published a new spring blog

» Content went live from Q2 hosted partner Nia
Naggi

 Hosted travel writers David and Susan
Greenberg

 Added 4 articles to the media room

Continued PR monitoring

@ Explore Wilsonville



https://explorewilsonville.com/winter-wonders-in-wilsonville/
https://explorewilsonville.com/press-media/

CONTENT PARTNER: NIA NAGGI

Explore Wilsonville contracted Nia Naggi as a content partner to
visit Wilsonville 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.
Nia is a Seattle-based travel blogger and UGC creator focusing on
travel, coffee, wine and lifestyle in the Pacific Northwest.

OVERVIEW:
2-day itinerary: December 20-22

*While Nia visited in December, she shared her content on
January 10, 2025

GOAL:

To inspire a winter trip to Wilsonville. 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



ITINERARY

fiy: Gurneha And Prithvi

Your Guide to Exploring
Wilsonville, OR

02 03 04 05 06 07 08

CONTENT PARTNER ITINERARY

Nia Naggl | @EspressoAndMartini | TheTravelChutney.com

U
Wit e

ORIGON

FRIDAY, DEC. 20, 2024 NOTES TICKETS I

Check-in of Holiday hon

Aflamoon Wilsonvile

Eversng  Soarto Fe

Ovornght  Haoiday 1nn Wilsoemlle

Anybme afler  Confirmation

Spm # TBD
Anybme ¥om
S—11pm Dwinex for 2

Overnight Room for 2

Complmantary

Alowenoeou-of pocked

Complmentary

SATURDAY, DEC, 21, 2024 TIME NOTES TICKETS

Mormng  Poarl Bakory

Momng  Graham Oaks Nature Park

Atemoon  Wilsoavile Heod ey

Atamoon  Lux Sucre

Afamoon  TMK Croamesy

ARemocn  Tasting of Lady Hik
Evering  Dinner of Parkway Grile

Overight Holidary Inn Wisoewdlle

9am Cotloe and postros

930 am L‘;“::;"&' through Graham Onks
1030 a.m mmvmmwlug
Noon Lunch, coffes and passies

“Mdang with Marc” Farm lowr, cow
13pm miking, baby cow iteracions and
Cowcohol tastng

Apm Wine Tastng & Charculene
Tpm Dwedn dnner for 2

Overmight Room for 2

Alowanco out -of-pocket

No cost

No cost
$30 crodt sowards funch,
coffee of pastres

Compimenlary, text Marc
when you arrve, and be wil
meet you on the front porch

Complimentary

Complmentary, chockin
with hosless upon armval

Complimeniary

SUNDAY, DEC. 22, 2024 NOTES TICKETS
C

Blue Jeans Coffes Co. &

N 9 shoppng ol Graham + Tooze

Morreng  Boanes Ferry Park

Check-out of Holday nn
Wilsanvile

Morming
Atemoon  Floot Treatment at Soak Box

Atomoon  Filbort's Farmhouse Kilchen

ARamoon  Wander Downlown Auwrora

830 am Coflee and postres, o
Take a stroll slong the Wilamaltte
100 am River

11am Anytime botore 12 pm

Ploase sign rolease forms and

Neon reveow flogt FADS ahead of your

wvist You wil each be foalng m your

own lloal room

1pm Lunch

Wae recommend vistng Granny Fi's

2pm Shoritread, White Rabba Bakery,
Aurora Mills and Aurcrs Anbgues

W nary, check i
with Evetyn whean you smve

No cost

Complmentary 60-minute
oot roatment. Chock n
with Kate when you armve

Allowanoceiout -of pocket

Alrwanoe/out-of-pocket

B MAP YOUR ROUTE HERE j

@ Explore Wilsonville




CONTENT SAMPLE: BLOG

{4 Wilsonville is a perfect spot to spend a
weekend, with plenty of activities and
options for restaurants, wineries and
coffee shops. We absolutely enjoyed
spending time learning about dairy
farming, wines, antiques and natural
trails around this area and just loved all
the restaurants we went to!

Read the full blog here.

@ Explore Wilsonville



https://thetravelchutney.com/2025/01/10/weekend-getaway-explore-wilsonvilles-hidden-gems/

CONTENT SAMPLE: INSTAGRAM

-

@ SRIETEs

Eacee b
Somn=d Nttan gom st 3 howts e

Sren 10 0ot 1ed your rwt
-«.m..-.—.. ey why X4 o parinet
weetand Gatamay

® wira Tasting 3 Lady Wowry: o
T4Iyes 1ome a nen whia leaming

e rch hiatery: $iadst

& TV Crasemary S0 We sbvchsinly iowsd

o
Saab b Medaass Spa he wes saveihrg
WO AP « Wb GO0 16 eles T B (eaeh
I T sy ‘D-h)ﬂ
Ctoecr Actwt
D Oraham Ok Natars Park: We
warty mormeg walk c-c-ynq cenc rads n:
taraud wocdencs her
Warkage 2eet & Bocaa's Furry Park: We
@ 11 BACTer W irome S s Maby ad
Trrernde chare Wk e Boceas Terty
R Svet 1 & M i e
B ANERpAng 8 A Ore T I 10 Be 00 pour
S50 8 you lowt AVsgus Wores Was 1 36 Thene
- lGNM; WRONeS N ALTD S MAD Yo Can fea

vintage iras

s £6 - 1t wan the cutast viore
1250y har ducor #nd cute

sccarer makioag

B Fead & Crvks recommerviatnne

L istrasril e
Paar! bakery

thc.'g’l—whcw'ﬂl-- o
LN T
A G0TTRe A wene

“ Mrapsgaat gan & TR Bawnds T 4
oot tova!

we Suply

-

) erdebesiiibes Amarng! | st bove
o

Vv taphns (1
. n‘.n Lecks svarng
t e Seply
Vi rephen (1)
PR, velvmandsequinn 've rever Sesd Bought
of Wilomvile &3 8 Sevtaation oot betors
Bt 1 0o veaing 4 sowty 1 ol and gt
e e 1
1hhn Beply
Qv o
2 s

Q@ »

See full carousel here

@ Explore Wilsonville

Sharing our weekend getaway to
#explorewilsonville

1t was so much (yo@

Watch stories highlights here


https://www.instagram.com/p/DEp6HcvsYsf/?hl=en&img_index=5
https://www.instagram.com/stories/highlights/17964472199718153/?hl=en

DAVID & SUSAN GREENBERG

“The house we stayed in was extraordinary. We would have moved in permanently if only we could
have ... It was amazing, a greaft tribute to Noelle, who, | gather, masterminded it. We adored it. If we
could have fit it in our pocket, we would have made off with it.” — David & Susan Greenberg

Trip Dates: March 7-9

Trip Activities:
« Wine tasting & lunch at Lady Hill Winery
« Attended the Spinning Wheel Showcase at Aurora Colony Museum
« Visited the Oregon Korean War Memorial, Champoeg and Graham Oaks
« Toured the farm & enjoyed a foodie/cocktail experience at TMK Creamery
* Dined at Dar Essalam, Norton’s Family Café, Lux Sucre
& Butteville General Store (with live musicl!)
« Stayed at Our Sweet Retreat

Content
« Wilsonville feature in Sept. 2025 issue of Northwest Travel & Life

@ Explore Wilsonville




MEDIA COVERAGE SAMPLES

IN THE NEWS

The latest stories about Wilsonville,

2025

SITUATED BETWEEN PORTLAND AND SALEM IS A COMFY, FAMILY-FRIENDLY OREGON CITY WITH
SCENIC NATURE PARKS - MARCH 11, 2025

MILLIONS OF BLOOMS AWAIT! DON'T MISS THE 2025 WOODEN SHOE TULIP FESTIVAL IN
OREGON - FEBRUARY 27,2025

6 THINGS TO DO THIS WINTER IN PORTLAND - FEBRUARY 27, 2025

YOUR GUIDE TO EXPLORING WILSONVILLE, OR = JANUARY 10, 2025

See updated Press & Media page

@ Explore Wilsonville

lk'l.__“'](i_l\ DESTIMATIONS  TRAVEL GUIDES CRUISES OUTDOOR ADVENTURE f @

DESTINATIONS UNITED STATES OREGON

Situated Between Portland And Salem Is
A Comfy, Family-Friendly Oregon City
With Scenic Nature Parks

¢ Lauren Kershner -

{ n' 9 / v i
.uﬁii".u% 9';.': =
-

-— - ]

Though Salem is Oregon’s capital. and Portland — the hip city where you can visit ono
of Oregon's last remaining video stores and the world's largest independent bocokstore
in the same day — is its largest, the Beaver State hides plenty of gems that are often
overlooked Tucked comfortably between the two popular Oregon destinations,
Wilsonwille is an unsung vacation spot in the Pacific Northwest



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

PUBLIC RELATIONS OVERVIEW

YEAR TO DATE RESULTS
July 1-March 31, 2024

FY 2024-25
Number of
Articles 43 27 17 15 21 4 10 22 8 167
Circulation 23,228,808 1,520,822 153,815,619 1,431,668 12,428,410 38,889 87,267 7,444,397 11,815,611 211 ,81 1 ,491
Number of
Influenced 0 0 0 0 0 0 1 0 0 1
Articles

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.

@ Explore Wilsonville




o MARKETING

Q3 January-March 2025 Highlights

‘ oy “‘ ' u“m = .




MARKETING RECAP

« Continued the winter-spring geolocation
marketing campaign

« Continued managing geolocation data
subscription through Datafy

« Continued boosting Facebook and Instagram
posts to increase engagement, reach and grow
followers

@ Explore Wilsonville



Q3 GEOLOCATION DATA SUMMARY

TAKEAWAYS

» Total trips from January to March were up 3.7% compared to
last year during the same time frame.

» Total visitor days were up 5.7%, but the average length of stay
remained the same compared to last year during the same
time frame.

» In-State vs Out-of-State % share of visitor days remained the
same compared to last year during the same time frame.

Overview :1/1/25-3/31/25

Total Trips Visitor Days Average Length of Stay

374,660 Trips a 700,770 Days @ 1.9 Days

A 3.7% A 5.7% = 0.0 Days
vs.1/1/24 - 3/31/24 vs.1/1/24 - 3/31/24 vs.1/1/24 - 3/31/24

@ Explore Wilsonville



Explore Wilsonville Geo Data Filters: In-State  Out-of-State  Distance: 50 - 2725 mi  Dates: 1/1/25 - 3/31/25 = Dates: 1/1/24 - 3/31/24

DEStinatiﬂﬂ sum Clusters: All Included POIs: 4 Excluded
Visitors by Day
TOTAL TRIPS =00 oo
D 374,660 Trips Vo
A 3.7% vs Compare Dates x;gg
Thu
Fri
Sat  ——T——
SUN  ——
0 50K 100K 150K 200K
VISITOR DAYS
E 700 770 D Number of Visitor Days
ays b 4
]

A 5.7% vs Compare Dates

Visitor Days by Length of Stay
o o ® 1Day 34.2% — 1.72%

AVG LENGTH OF STAY @ 2 Days 15.2% = 1.02%

©  1.9Days

@® 3Days 11.4% -+ 0.44%

A 0 Days vs Compare Dates
\/ ® 4Days 8.93% + 0.09%

Leisure Mode Active

Galicia 1.2 Model! | © Datafy - Al Rights Reserved 1 DATAFY

@ Explore Wilsonville




Explnre WiISUnV“.IE Geo Data Filters: In-State  Out-of-State Distance: 50 - 2725 mi  Dates: 1/1/25 - 3/31/25 & Dates: 1/1/24 - 3/31/24

I DEStiﬂﬂtiDn Sum Clusters: All Included POIs: 4 Excluded
Monthly Visitor Trend ve®
Geo Data ) ( Dates:; 1/1/23 - 3/31/25
400K
300K
=
[1:]
]
§ 200K
o
=
100K I I
0
Jan Feb Mar Apr May Jun Jul AUE Sep Oct MNov Dec
B2023 2024 2025
L iy

Galicia 1.2 Model | © Datafy - All Rights Reserved & DATAFY

@ Explore Wilsonville 31




Qut-of-State Distance: 50 - 2725 mi Dates: 1/1/25 - 3/31/25 <" Dates: 1/1/24 - 3/31/24

Geo Data Filters: In-State

| Explore Wilsonville
I Destinatinn Sum Clusters: All Included POIs: 4 Excluded
' ™ - ™
Share of Trips by State In-State vs Out-of-State % Share
@ In-State 34.7% - 0%
0.9% 0.3% 0.2%
25% o] —3 ® Out-of-State 65.3% + 0%
0.2% 05%  0.5% 06% — 0
0.4% .___‘_:_—D{
o 0.4% 05% __ gau
T ' 0.8% 0.7% 0.6% ——01% \ Percent of Visitor Days
1.9% 0.1% 0.3%
0.4%  0.8% s et .
. o O7% Comparison of Trips
S 0.3% ' 0.4% 0.3% _ .
o.o% 0.5% 0.7%
3% 0.4%
0.4% 1.6%
0.5% @ OneTime 39.5%
@ Repeat 60.5%

7 2ATAFY
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Explore Wilsonville Geo Data Filters:

In-State

Out-of-State

Distance: 50 - 2725 mi

Dates: 1/1/25 - 3/31/25

& Dates: 1/1/24 - 3/31/24

I DEﬁti"ﬂtiﬂﬂ Sum Clusters: All Included POIs: 4 Excluded
i N ™
DMA Visitation Length of Stay by Top DMAs
Leisure Mode Active

DMA Avg Length of Stay Share of Visitor Days
Eugene 13.9% + 0.1
L Salt Lake City 2.8 Days 2.09%
Seattle-Tacoma 11.2% + 0.4
C ] Spokane 2.7 Days 2.06%
Portland- OR 9.48% +03 Phoenix -Prescott 2.7 Days 2.23%
L]
Medford-Klamath Falls 3.9% + 0.1 San Francisco-Dak-5an Jose 2.7 Days 2.27%
 —
Sacramnto-Stkton-Modesto 3.88% + 0.1 Los Angeles 2.6 Days 2.9%
L]

Boise 2.5 Days 1.91%
Los Angeles 3.35% + 0.2
L]

Bend- OR 2.5 Days 2.42%
Bend- OR 2.44% + 0.1
— Dallas-Ft. Worth 2.5 Days 1.59%
Yakima-Pasco-Rchlnd-Knnw... 2.25% + 0.1
O Sacramnto-5Stkton-Modesto 2.4 Days 3.88%
Phoenix -Prescott 1.96% + 0.1

Medford-Klamath Falls 2.4 Days 3.08%

. Spokane 1.89% + 0.1 Seattle-Tacoma 2.3 Davs 7.24%

Galicia 1.2 Model | © Datafy - All Rights Reserved
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Explore Wilsonville
"' Destination Sum

Geo Data Filters: In-State
Clusters: All Included POIs: 4 Excluded

Out-of-State Distance: 50 - 2725 mi Dates: 1/1/25 - 3/31/25

&' Dates: 1/1/24 - 3/31/24

Top DMAs by Visitor Days eo Data
1/1/21-3/31/21 1/1/22 - 3/31/22 1/1/23 - 3/31/23 1/1/24 - 3/31/24
[ Eugene Eugene [ Eugene [ Eugene
11 17% 17.4% 16.2% 13.8%

[ Seattle-Tacoma

r Seattle-Tacoma

Seattle-Tacoma

[ Seattle-Tacoma

2 | 131% 12% 12.8% 10.8% |
[ Portland- OR [ Portland- OR [ Portland- OR [ Portland- OR )
3 | 10.9% 11.5% 10.6% 9.22%

a rSﬂ{:FﬂmntD'STk[Dﬂ'MﬂdEStD
4.73%

Medford-Klamath Falls

Medford-Klamath Falls

o

5.26%

Medford-Klamath Falls
4.53%

Medford-Klamath Falls
3.78%

[ Los Angeles

[ Sacramnto-Stkton-Modesto

[ Sacramnto-Stkton-Modesto

4.5% 4.47% | 4.51% JL 3.77% )

[ Los An geles | Sacramnto-Stkton-Modesto [ Los Angeles [ Los Angeles )
6 | 4.36% 3.67% 3.88% 3.19%

[ Yakima-Pasco-Rehind-Knnwek [ Bend- OR [ Bend- OR [ Bend- OR )
7| 2.83% 2,85% 2.71% 2,31% )
g | Bend- OR [ Yakima-Pasco-Rchind-Knnwek [ Yakima-Pasco-Rehlnd-Knnwek [ Yakima-Pasco-Rehind-Knnwek ]

| 2.4% )| 2.74% | 2.57% | 2.15%

[ Spokane [ Spokane Fhoenix -Prescott Phoenix -Prescott
9 2.39% L 2.31% 2.35% 1.86%

Phoenix -Prescott [ Boise Spokane Spokane
10 2.38% 2.04% 2.25% 1.84%

Galicia 1.2 Mode! | & Datafy - All Rights Reserved
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Explore Wilsonville
! Destination Sum

Geo Data Filters:
Clusters: All Included

In-State Out-of-State
POlIs; 4 Excluded

Distance: 50 - 2725 mi

Dates: 1/1/25 - 3/31/25

& Dates: 1/1/24 - 3/31/24

-

Age

16-24
25-44

45-64

I -

65+

“

ra

Income
$0-50K

$50-75K
$75-100K
$100K-150k

$150K+

)
o
=
=

| Household - oemosann:

1-2

3-5

b+
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Explore Wilsonville Geo Data Filters: In-State  Out-of-State  Distance: 50 - 2725 mi  Dates: 1/1/25 - 3/31/25 & Dates: 1/1/24 - 3/31/24

Destinatinn Sum Clusters: All Included POIs: 4 Excluded
s N ™
Cluster Visitation POI Visitation
Wilsonville OR 91.7% + 0.9 Wilsonville OR 91.7% + 0.9
L +
Hotels 15.7% + 0.3 Aurora Acres RV Park 6.,99% = 0.3
O )
Qutdoor Rec 13.3% + 2.9 Express Personnel Services 6% + 6.0
O -
Business Travel 3.78% + 0.6 Willamette River 5.02% + 0.3
- L
Attractions 2.96% + 0.8 Bullwinkles Wilsonville 2.38% + 0.9
Liquid Tourism 2.52% + 0.7 Memorial Park Wilsonville 1.87% + 0.3
] o
Golf 1.8% + 0.1 Graham and Tooze Farm Store 1.82% + 1.8
® ]
Mentor Graphics Corporatio... 1.82% + 1.2
[ |
Coffee Lake Creek 1.81% + 0.5
]
Coffee Lake Wetlands 1.69% - 0.4
5 " ., r

Galicla 1.2 Model | © Datafy - All Rights Reserved 11 2ATAFY
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11| Glossary

General Definitions

Distance Filter: This dynamic filter allows you to specify the distance between the users' home location and your POL It'll allow you to make real time adjustments to segments like visitors
days and trips. (Note: [t"s calculated on flight distance - not driving distance.)

Home Zip Code: The home zip code of the device. It's calculated by observing the historical patterns of the device and is updated monthly, based on the behavior of that device.

Percent Change: This tracks the percentage difference {either increase or decrease) between two values. In here, you'll typically see it being used on metrics like Percent Change of Trips and
Percentage Change of Visitor Days. For example: if your destination saw an increase from 100 trips to 125 trips, your percent change in trips would be a 25% increase.

Geolocation Data Definitions

Cluster: A group of points of interest (POIs). They could be based on factors like venue type or visitor purpese.

Share of Trips: Measures the presence of a particular market by the percentage of which it makes up the destination's total trips. For example: If your destination had a total of 80 trips, and 20
of those visitors came from New York, Mew York would have a 25% share of trips.

Share of Visitor Days: Measures the presence of a particular market by indicating the percentage of its individual visiter days compared to the total number of visiter days. For example, if
visitors from San Francisco showed 20 visitor days out of a total of 80 visitor days, San Francisco witnessed a 25% share of visitor days.

Trips: The number of distinct trips by a visitor to a destination or POL We calculate this using a combination of observation patterns and distance traveled. For example, if a visitor comes in-
market Thursday - Sunday, it only counts as one trip. If they return later in the month, that is counted as a second trip.

Trip Length: Measures how long, in consecutive days, the visitor spent in the destination,
Unigue Device: A unique mobile device used to gather an estimate of the uniquefindividual visitors to a given POI or cluster.

Visitor Days: An estimate of the number of daily visitors to a given POI or cluster of POIs, The daily estimate can be calculated based on whichever date range is selected by the users,

Demographics Definitions

Education: We can report on the education level of households into three categories: high school degree, bachelor's degree, and graduate degree.

Age: Age is calculated by aggregating and weighting the age groups of the known members of the household, based on the probability of someone in each age group being present in the
household. For example, if the report shows 15% in the 65+ category, 15% of your visitors have someone 65+ in their household.

Ethnicity: Demographics like ethnicity are pulled frem the household profile that the device is associated with, and classified based on the definitions provided by the U.S. Census Bureau.
Households with Children: Reports on the percentage of households that have someone under the age of 18 living in them.

Census Demographics: We calculate the home zip code of the device and then link that user’s demographics, social, housing, and economic characteristics by using data from the U5, Census
and American Community Survey.

Explore Wilsonville




WINTER CAMPAIGN

OVERVIEW Measurements of Success:

Focus: » Destination Attribution: Wilsonville POI

* Promote spring and early summer travel to » Hotel Attribution: Hotel Cluster
Wilsonville

e Attractions Attribution: Attractions Cluster

Objectives: » KPIs: Impressions, CTR

* Visitation to Wilsonville

Creative:
- Increase room nights in Wilsonville lodging reative
Properties * Prospect display (HTML-5)
« Generate visitation from fly and drive markets . Online video
Refined Audience (past visitors + look a likes): . Retargeting display — to events calendar (HTML-5)

* 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)

Campaign Timeframe:

« December 18, 2024 - March 15, 2025
« Geolocation ad budget: $22,000

@ Explore Wilsonville



WINTER-SPRING CAMPAIGN

GENERAL AWARENESS, PROSPECTING DRIVE MARKET GEOLOCATION MARKETING AD
Running as an HTML-5 animated ad. Landing page: ExploreWilsonville.com/Explore

Screenshots below:

ENDLESS
@ OUTDOOR
ADVENTURES

FARMTO
FORK DINING

: XL Y A EXPLORE MORE
EXPLORE WILSONVILLE EXPLORE WILSONVILLE EXPLORE WILSONVILLE EXPLORE WILSONVILLE

@ Explore Wilsonville



https://explorewilsonville.com/explore/

WINTER-SPRING CAMPAIGN

RETARGETING, DRIVE MARKET GEOLOCATION MARKETINGAD

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:

START PLANNING YOUR FIND
FESTIVALS,

@ Explore Wilsonville


https://explorewilsonville.com/events/

WINTER-SPRING CAMPAIGN

GENERAL AWARENESS, PROSPECTING FLY MARKET GEOLOCATION MARKETING AD
Running as an HTML-5 animated ad. Landing page: ExploreWilsonville.com/Explore

Screenshots below:

& PHOTO-
WORTHY
EXPERIENCES

MOMENTS PNW AFFORDABLE
OF LEISURE @ ADVENTURES

EXPLORE MORE

EXPLORE WILSONVILLE EXPLORE WILSONVILLE EXPLORE WILSONVILLE EXPLORE WILSONVILLE EXPLORE WILSONVILLE
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https://explorewilsonville.com/explore/

WINTER-SPRING CAMPAIGN

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:

PU;;YOURNEXT < 3?:’?0" o FORESTED o) &TAX-FREE
g away 1o COUNTRY SHOPPING

EXPLORE WILSONVILLE EXPLORE WILSONVILLE EXPLORE WILSONVILLE EXPLORE WILSONVILLE
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WINTER-SPRING CAMPAIGN

PROSPECTING VIDEO, FLY AND DRIVE MARKET GEOLOCATION MARKETING AD

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

Screenshot below:

Explore more, in the heart of it all .

Affordable Fun Near Portland, OR

@ Explore Wilsonville
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WINTER CAMPAIGN PRELIMINARY RESULTS

Wilsonville OR - 2025 - Winter Brand Awareness 2024-25
Campaign Run Dates: 12.18.24 - 03.15.25

Report Period: 12.18.24 - 04.20.25

Attribution Mileage Defaults: 50 - 2725 miles

Attribution reflects visitation between 12.25.24 - 04.12.25

KPI performance reflected between 12.18.24 - 04.20.25

Total Impressions Tatal Video/Audio Complations i Total Clicks Total Spend
» ® s $

1,629,100 318,381 3,044 $21,978.30

Avg VCR/ACR Avg Display CTR Avg Video/Audia CPFM
o, | UnigueReach oy 71.79% 0.21% (5) $23.90
—" 134,108 Sanchmaric 78 B Lehmark: 012.0.48 .
¥ -321% 1 4 A 0.0 1 - - 30,00 v
Avig Display CPM
] %$9.40
ek
= 3000
o~ |

Line Item Performance All )
Line Item Impressions Average Frequency Clicks CTR VCR/ACR Total Spend
Total 1,629,100 12.34 3,044 0.19% T4.29% $21,978.30
Core Drive Prospecting Display 612,808 11.53 %71 0.16% . 55,741,938
Core Drive Videa 124,114 6,84 453 0.14% 68.17% 37,746,532
Fly Market Prospecting Display 237 854 2052 457 0.19% - £2,247.72
Core Drive Retargeting Display 186,282 7.22 579 0.31% . 51,745,486
Fly Markaet Video 135,907 5.3 laa 0.11% 80.4% $3,246.82
Fly Market Retargeting Display 132,13% 2232 440 0.33% - $1,249.99

@ Explore Wilsonville
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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.

@ Explore Wilsonville



STR REPORT - WILSONVILLE

Q3 RESULTS FY 2024-25 and 2023-24 WITH YOY CHANGE
Q3 January-March

QUARTERLY
Q3 FY 24-25 Q3FY 23-24 | o cHANGE
Total Total
0, o,
Occupancy %  50.1% 60.3% 62.5% T 62.5% 65.3% 64.4% VA -10.1%
$57.77 $68.24 .
RevPar $48.92 $60.20 $64.42 VG $65.18 $70.20 $69.54 Ve -15.3%
31,849 35 437 .
Demand 9,549 10,383 11,917 ToTAL 11,916 11,248 12,273 SOTAL -10.1%
$3,197,607 $3.777.180 .
Revenue $932.730  $1.036,663  $1,.228213 TOTAL 1242613 1,208,876 1,325,691 COTAL -15.3%

Hotels saw decreases across the board in Q3.

@ Explore Wilsonville




STR REPORT - WILSONVILLE

YEAR TO DATE RESULTS
July 1, 2024-March 31, 2025

FY 2024-25
0 63.65%
Occupancy /0 76.7% 7% 68.6% 66.6% 59.5% 51.6% 50.1% 60.3% 62.5% AVG
$72.24
RevPar $103.98 $104.42 $82.13 $76.92 $60.25 $48.88 $48.92 $60.20 $64.42 AVG
107,304
14 622 1467 12,651 12,694 1 7 4 4 1 11,917
Demand 0 679 ,65 69 0,975 9,83 9,549 0,383 9 TOTAL
$12,195,905
Revenue $1,982,335 $1,990,795 $1,515,259 $1,466,519 $1,111,580 $931,811 $932,730 $1,036,663 $1,228,213 TOTAL

Ti Total Properties: 9  EB=1 Total Rooms: 615

@ Explore Wilsonville




STR REPORT - WILSONVILLE

TAKEAWAYS

« The month of March had the highest revenue compared to other months in Q3

« Compared to this time last year (January-March 2024):
* Hotel revenue has decreased by 15.3%

« According to Travel Oregon, hotel revenue in the Willamette Valley has increased by 0.8%
« Avg RevPAR in the Willamette Valley was $85.70 vs. $57.77 in Wilsonville during January-March
« Avg room rate in the Willamette Valley reported the week of April 27, 2025: $140.72
(Portland: $134.20; Hood/Gorge: $136.74)

Find weekly STR report data from Travel Oregon for regions here.

@ Explore Wilsonville
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