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EXPLORE WILSONVILLE Q2 HIGHLIGHTS

PUBLIC RELATIONS

An earned media article was published this quarter in
partnership with Oregon’s Mt. Hood Territory. Two
new guest blogs were published to the website, with
influencer Bri Santos (@Wander.With.Bri), Must-do
Fall Activities In and Around Wilsonville and Meet the
Growers. Our collaboration with Bri also included one
Instagram post promoting Fall activities in Wilsonville.
Seven new articles were added to the media room,
and consistent PR monitoring supported ongoing
media visibility.

SOCIAL MEDIA

Engagement across platforms remained strong on
Facebook, Instagram and Pinterest, resulting in a net
gain of 1,087 followers/fans (781 through paid ads and
306 through organic growth). Instagram performance
increased across all metrics, and Pinterest engagement
grew 36% year-over-year. Facebook metrics increased
across the board with the reintroduction of paid ads this
quarter.

SMITH TRAVEL RESEARCH (STR)

Wilsonville has nine hotel properties, totaling 615
rooms. Q2 data is not complete yet, however, through
November Wilsonville had an average hotel occupancy
rate of 62.1%, $66.82 in revenue per available room,
and a total demand of 23,329, resulting in $2,512,247 in
total revenue. Find Travel Oregon STR regional data

here.
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EXPLORE WILSONVILLE Q2 HIGHLIGHTS

MARKETING & CAMPAIGNS

This quarter we ran Facebook Page Like and
Newsletter subscriber ads on Meta. Resulting in 266
new newsletter subscribers, 781 new followers,
51,742 reach and 161,026 impressions.

Data insights continued through the ongoing
geolocation subscription with Datafy. We launched
our Winter Campaign On December 15. The
campaign will run through February 28.

The following data insights are preliminary from Oct. 1
- Dec. 20 to accommodate the January TPC meeting.

Visitors from Seattle-Tacoma, Eugene and Portland
DMAs made up 34% of all trips (from 50+ miles away)
to Wilsonville. Visitors ages 45-64 were the largest
audience.

WEBSITE & DIGITAL PERFORMANCE

Website updates focused on improving visitor
experience and maintaining fresh content. We
contracted with influencer, Bri Santos
(@Wander.With.Bri) for two guest blogs, Must-do Fall
Activities In and Around Wilsonville and Meet the

Growers.

Seasonal homepage updates and event maintenance
added 65 new events. The e-newsletter audience grew
from 177 to 445. We generated over 13,000 visitors to
the site. Events and our Picture It campaign landing
page were among the top-visited pages.

The following pages include live data screenshots from our marketing platforms
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Q2 WEBSITE USER ACQUISITION

Google Analytics
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Q2 TOP PAGES &6 PAGEVIEWS

Google Analytics

% Toral W Upcoming Eventy = Explone Wiliorile I Home - Explors Wiktorville 4 Picturelt - Explore Wilsomdlie W Page noft found - Explore Wilsonvile & FEB Archive - Explote Wilsoewils

Q, Search Rows per page: 10 - Goto: 1 1-10 0f 1098 >

= Fage title and screen name - + + Views Active users Views per active Average engagement time per active Event count Key events Total
................... T g e AN Goents > Al Sverfs revetiae

Tota 100% of fotal  100% of tota Avg 0% MgO%  100% oftotal ooo seee
1 Upcoming Events — Explore Wilsonville 6010 (22.06%) 3,898 (30.01%) 1.54 3s 18,616 (24.27%) 0.00 (-) $0.00 (-)
2 Home - Explore Wilsonville 3468 (12.73%) 1,487 (11.45%) 233 173 9380 (12.23%) 0.00 (=) 50,00 (=)
3 Picturelt - Explore Wilsonville 2,193 (B.05%) 1.070 (8.24%) 205 10s 5634 (7.35%) 0.00 (-) $0.00 (-}
B 4 Page not found - Explore Wilsonville 826 (3.03%) 536 (4.13%) 1.54 is 2483 (3.24%) 0.00 (=) 50,00 (=)
5 F&B Archive - Explore Wilsonville 598 (2.19%) 375 (2.89%) 1.59 275 1,648 (2.15%) 0.00 (-} $0.00 (=)
& g::z::::ﬁ High School Holiday Bazaar - Explore 490 (1.8%) 257 (1.98%) 191 215 1,481 (1.93%) 0.00 (-} $0.00 (-)

7 ltineraries Archive - Explore Wilsonville 449 (1.65%) 247 (1.9%) 1.82 18s 1,132 (1.48%) 0.00 (-) $0.00 (-}

£  Oktoberfest at Villebals - Explare Wilsonville 206 (1.12%) 152 (1.17%) 2m s BIT (1.14%) 0.00 (=) £0.00 (=)

9 All events for - Explore Wilsonville 291 (1.07%) 198 (1.52%) 1.47 ds 949 (1.24%) 0.00 (-) $0.00 (=)
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Q2 INSTAGRAM RESULTS

Meta

[E) Content overview Breakdown: Organicfads = 9) Top content by views
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Q2 FACEBOOK RESULTS

Meta

() Contentoverview Breakdown: Orgaric/ads
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Q2 PINTEREST RESULTS

Pinterest

Overall performance

Percent changes are compared to 92 days before the selected date range. Metrics updated in real-time except for audience.

Impressions (1) Engagements (i) Outbound clicks () Saves (1) Total audience () Engaged audience ()
3.27Tk T 31% 108 T 36% 10 | 37% 13 T 44% 2.3Tk T 39% 81 T 62%

Top Pins 10/1/2025 - 12/31/2025 (D)

Pin Type Source J Total impressions

' Wine country weekend? Explore Wils: Organic Your Fins 1,308 &

. Farm to Table Dining near Portland, Of Crganic Your Pins 140

g A Pocket Trip - A Shopper's Paradise Crganic Your Fins 109 [

ﬁ Cregon's Willamette Valley is a Winter Organic Your Ping 56

' Wine Tasting in Wilsonville, OR Crganic Your Pins ad

ﬂ Father's Day in Wilsonwille requires a s Crganic Your Pins 39
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Q2 PR RESULTS

Cision

Located about 30 minutes from both the
Portland and Salem areas is the city of
Wiisonviile - home to some of my very
favorite farms, beautiful parks, some amazing
tasting rooms and so much more. The foliage
is coming in, the fall vibes are immaculate,
and harvest season is in full swing!

28 total media articles

Stay tuned for a round-up of harvest season
activities with @explorewilsonville coming
very soon. -

340 million total circulation

-Bucket list adventures in Oregon, fall
activities in the Willamette Valley, things to
do near Portland and Salem, Oregon travel
destinations-

1 influenced article

#prwonderland #pnwadventures
#oregonoxplored #traveloregon
#harvestseason ¥explorewilsonvile
#wilsonvilleoregon Ewillametttevalley
#autumn #oregonblogger #pnwblogger
Edited - 13w

Coordinated an influencer visit for
@Wander.With.Bri

 Paid Post

rice_camp Love Wilsonville! @ .
13w 3 likes Reply

* Preview Post ! _ = e

..x

magic ofé
harvest seasoniin® Wilsonaalle — View replies (1)

&s‘. & > | thetravelingdans © Wilsonville has some
y 5 Sase : ’ great gems @

13w 1like Reply

)} angie.eats.oregon So many amazing places!
* 13w 3likes Reply

/
- View replies (1)

N} mthoodterritory ® So magical! .
13w 3 likes Reply

- View replies (1)

Influenced articles are those that resulted from JayRay’s media Jropcsaihi i
outreach, such as ongoing pitching, fact-checking, engagement

with journalists or other media efforts from JayRay.

& emsnieska How fun!! -
" 13w 2likes Reply

- View replies (1)

8 wander.with.vanessa © How magical & -
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E-NEWSLETTER

MailChimp

e Grew email list from 177 subscribers to 445
* October newsletter
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December newsletter
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Addithanal aivadl deraily
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META ADS

Meta

Costperresult ~_ Amountspent _ . . .,

Campaign T4 - Budget T4 - Results T4 * Reach Tl * Impressions T, ~ " 3

Fall 'Ber Bucketlist 2025 - Newsletter Subscription Facebook Reel Using ad set budget 174 30,295 62,670 $11.49 $1,999.84 Dec 12,2025
Leads (Forrv Per Lead (Form)

Fall 'Ber Bucketlist 2025 - Page Like Ad $1511 781 13,439 80,446 $1.26 $980.44  Dec12,2025

Fall 'Ber Bucketfist 2025 - Newsletter Subscription Instagram Carousel . ‘$£5.9,0 92. 8,008 17910 | 5-18.06 $1,661.73 Dec 12,2025

Daity aveng

Wiklconville
o ‘BER

BUCKET LIST

;\‘V’Iﬁ
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WINTER GEOLOCATION - CAN YOU PICTURE IT?

Datafy

PROSPECTING DISPLAY AD

& PHOTO-
WORTHY
EXPERIENCES

MOMENTS PNW AFFORDABLE
OF LEISURE @ ADVENTURES Q FuN

g 2 — : - @8 EXPLORE MORE [
EXPLORE WILSONVILLE EXPLORE WILSONVILLE EXPLORE WILSONVILLE EXPLORE WILSONVILLE EXPLORE WILSONVILLE
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WINTER GEOLOCATION - CAN YOU PICTURE IT?

Datafy

RETARGETING DISPLAY AD

PLAN YOUR NEXT OREGON
WINE
COUNTRY

FORESTED & TAX-FREE
SHOPPING

IR FIND HOTELS
EXPLORE WILSONVILLE EXPLORE WILSONVILLE EXPLORE WILSONVILLE EXPLORE WILSONVILLE
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WINTER GEOLOCATION - CAN YOU PICTURE IT?

Datafy

ONLINE VIDEO

PNW Adventures: Youtube.com/watch?v=U7z8nvrMyPo

Campaign Landing Page: ExploreWilsonville.com/Picturelt

@ Explore Wilsonville
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WINTER GEOLOCATION

Datafy
CAMPAIGN OVERVIEW Audience:
Run date: December 15, 2025-February 28, 2026 » Past Visitor Re-Engagement: Re-Engage past visitors to
Ad spend: $15,000 Wilsonville since 1/1/22 who were seen in Wilsonville and/or key
surrounding areas who live within key Drive and Fly DMA
Goals: markets
- Visitation to Wilsonville: Promote Spring and Early Summer » Look-a-Likes: Look-a-Likes of the past visitor audience who live
Travel to Wilsonville in the same key DMAs and also match the following
« Increase room nights in Wilsonville lodging properties demographic/psychographic details: Age: 25-64, HHI: 75k+,
« Generate visitation to Wilsonville from Fly Markets (Sacramento Known Traveler plus one or more of the following
& Spokane) behaviors/interests: Outdoors, Restaurants
« Position Wilsonville as a basecamp to the greater Willamette
Valley and Portland region Estimated results:
Tactics: Total Impressions: 1,148,148
« Online Video, Prospecting Display, Retargeting Display Total Clicks: 1,200

Total Video/Audio Completes: 111,111
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GEOLOCATION

Datafy

The following data insights are preliminary from Oct 1- Dec 20 to accommodate the January TPC meeting.

| Explore Wilsonville Geo Data Filters: ( In-State | { Out-of-State ) | Distance: 50 - 2725 mi | [ Dates: 10/1/25 - 12/20/25 | [ & Dates: 10/1/24 - 12/20/24
Destination sum Clusters: All Included POIs: 4 Excluded
s N i ™
G?' Geo Da’a—) (; Compare Dates‘) Visitors by Day
TOTAL TRIPS
(D 250,353 Trips e
N 1.68% vs Compare Dates \;Vrgg
Thu
Fri
Sat
Sun
0 20K 40K 60K 80K
VISITOR DAYS
Number of Visitor Davs
494,389 Days . /
A 1.54% vs Compare Dates i .. ]
Visitor Days by Length of Stay (© ceonaie) (2 Compare Dates)
Leisure Mode Active
® 1Day 27.2%— 0.07%
AVG LENGTH OF STAY 2Days 14.2%— 0.04%
@ 2 Days @ 3Days 10.3%+ 0.39%
A 0.1 Days vs Compare Dates ® 4Days 7.49%— 0.1%
5Days 8.87%— 0.2%
.' @ 6+Days 32%+ 0.02%
L / - /

Galicia 1.2 Model | ® Datafy - All Rights Reserved

- 3y
Geolocation estimates are generated from a statistical model which has been trained using historical behavior. The specific results are based on an observed sample of devices that met the specified filter settings. 3 DATAFY
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| Explore Wilsonville Geo Data Filters: | In-State | ( Out-of-State ' | Distance: 50 - 2725 mi | | Dates: 10/1/25 - 12/20/25 | | & Dates: 10/1/24 - 12/20/24

“ Destination Sum Clusters: All Included POIs: 4 Excluded

Monthly Volume by Visitor Days (1)

(© Geo Data) (Dates: 1/1/23 - 6/30/25)

450K
400K
350K

300K

150K ‘ ‘ ‘ ‘ - el ‘ » i »

100K ‘ ‘ ‘ i H ‘ i g

50K ‘ ‘ ‘ ‘ i ‘ i | ‘
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

2018 @2019 @2020 @2021 @2022 @2023 @ 2024 2025

Visitor Days
N N
o m
o o
-3 P

o

Galicia 1.2 Model | © Datafy - All Rights Reserved SATAFEY
Geolocation estimates are generated from a statistical model which has been trained using historical behavior. The specific results are based on an observed sample of devices that met the specified filter settings. 4
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Q

| Explore Wilsonville

" Destination Sum

In-State Out-of-State
POIs: 4 Excluded

Geo Data Filters:
Clusters: All Included

Distance: 50 - 2725 mi

Dates: 10/1/25 - 12/20/25

& Dates: 10/1/24 - 12/20/24

g N ( 3
Share of Trips by State In-State vs Out-of-State Visitor Days
(G Geo Data) ( yeo Dat
N BT Sl bt
' @® In-State 36.4%— 0.73%
0.9% o 0.3%
o 0.6% 0.1% @ Out-of-State 63.6%+ 0.73%
2.8% R —02%
0.3% 04%  0.4% 05% —02%
0.3% ~0%%°
0.4% 05% - o .
i o 95% -~ o?é;/ Percent of Visitor Davs )
1.3% - 0.8% 0.5% AR 0% \
Do 0% 0.3% e r 2
0.5% H H
§ 0.6% Comparison of Trips
S 0.3% oy 0.4% 0.5% . p p
0.2% 05% 0.7% SREEERE
£5% 0.3%
0.4% 1=
0.6%
® OneTime 37.6%
@ Repeat 62.4%
. J . J

Galicia 1.2 Model | © Datafy - All Rights Reserved

Geolocation estimates are generated from a statistical model which has been trained using historical behavior. The specific results are based on an observed sample of devices that met the specified filter settings.
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il Explore Wilsonville Geo Data Filters: | In-State ' | Out-of-State ' | Distance: 50 - 2725 mi ' | Dates: 10/1/25 - 12/20/25 ' | ¢ Dates: 10/1/24 - 12/20/24
I

Destination Sum Clusters: All Included POIs: 4 Excluded
s N =)
DMA ViSitation { Geo [_‘.';1I<.1;\) (“ Compare lj;;.i.“,:) Length Of Stay by TOp DMAS
DMA Share of Visitor Days Change in Share of s ==t PiE ACHVS
Visitor Days

Eugene 13.9% — DMA Avg Length of Stay Share of Visitor Days

Charleston-Huntington 3.3 Days 1.51%
Seattle-Tacoma 10.6% = 0.3
Portland- OR 9.63% ()53
e Spokane 3.1 Days 1.53%
Medford-Klamath Falls 4.69% =:0.0 Boise 2.8 Days 2 1%
% 3.43% + 0.1 San Francisco-Oak-San Jose 2.8 Days 1.72%
Sacramnto-Stkton-Modesto 3.08% — 0.0 Salt Lake City 2.7 Days 1.33%
Bend- OR 2.72% 4+ 0.0 Chico-Redding 2.6 Days 1.09%
Ty
Phoenix -Prescott 2.22% - 0.0 Bend- OR 2.5 Days 2.75%
L]
Yakima-Pasco-Rehind-Knnwel 2.07% - 00 Sacramnto-Stkton-Modesto 2.5 Days 2.27%

; .

Los Angeles 2.4 Days 2.77%
Spokane 2.01% <+ 0.0

Seattle-Tacoma 2.3 Days 7.05%
San Francisco-Oak-San Jose 1.66% =100
— Medford-Klamath Falls 2.3 Days 3.26%
Boise 1.51% =00
— Yakima-Pasco-Rchlnd-Knnwck 2.3 Days 2.24%
Salt Lake City 1.29% =100 L 5 175 (e A Anns

L. > o o

Galicia 1.2 Model | @ Datafy - All Rights Reserved 8 DATAFY
Geolocation estimates are generated from a statistical model which has been trained using historical behavior. The specific results are based on an observed sample of devices that met the specified filter settings.
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Explore Wilsonville Geo Data Filters: | In-State | | Out-of-State ' | Distance: 50 - 2725 mi ' | Dates: 10/1/25 - 12/20/25 | | <& Dates: 10/1/24 - 12/20/24

| Destination Sum Clusters: All Included POIs: 4 Excluded
a B
Top DMAs by Visitor Days ( © a
7/1/22 - 9/30/22 7/1/23 - 9/30/23 7/1/24 - 9/30/24 7/1/25 - 9/30/25

1 [ Eugene 13.7% ] | Seattle-Tacoma 13.9% V [ Eugene 13.2% ] [ Eugene 13.4% ]
2 [ Seattle-Tacoma 13.7% [ Eugene 13.8% ] | Seattle-Tacoma 12.4% | Seattle-Tacoma 13.2% 1
3 | Portland- OR 8.7% | [ Portland- OR 8.82% | [ Portland- OR 8.36% | [ Portland- OR 8.43% |
4 [ Los Angeles 6.53% ] [ Los Angeles 4.75% ] [ Los Angeles 4.1% ] [ Los Angeles 4.21% ]
5 Phoenix -Prescott 4.92% [ Medford-Klamath Falls 4.3% ] [ Medford-Klamath Falls 3.77% ] [ Medford-Klamath Falls 3.95% ]

6 [ Sacramnto-Stkton-Modesto ~ 4.87% ] [ Sacramnto-Stkton-Modesto  4.22% ] [ Sacramnto-Stkton-Modesto ~ 3.64% ] [ Sacramnto-Stkton-Modesto  3.75% ]

7 [ Medford-Klamath Falls 4.31% ] Phoenix -Prescott 3.37% Phoenix -Prescott 3.01% Phoenix -Prescott 3.13%

g [ SanFrancisco-Oak-SanJose 2.97% | [ Bend-OR 2.68% | | Bend- OR 2.46% | | Bend- OR 2.55% |

9 | Bend- OR 2.76% Yakima-Pasco-Rchlnd-Knnwck  2.65% Yakima-Pasco-Rchind-Knnwek  2.29% Yakima-Pasco-Rchind-Knnweck  2.39%

10 Yakima-Pasco-Rchind-Knnwck  2.61% [ Spokane 2.52% ] [ Spokane 2.27% ] [ Spokane 2.36% ]
. J

Galicia 1.2 Model | © Datafy - All Rights Reserved 9 DATAEY
Geolocation estimates are generated from a statistical model which has been trained using historical behavior. The specific results are based on an observed sample of devices that met the specified filter settings.
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Explore Wilsonville
"' Destination Sum

Geo Data Filters:
Clusters: All Included

QOut-of-State
POIs: 4 Excluded

In-State

Distance: 50 - 2725 mi

Dates: 10/1/25 - 12/20/25

&’ Dates

:10/1/24 -12/20/24

' ' 4 ™
2 Demographics Income 2 Demographics Household 2 Demographics
16-24 $0-50K
@ 1-2
o [ o
25-44 28.3%
$75-100K - @ 3-5
45-64 @
$100K-150k
E .
65+ $150K+
. . o >

Galicia 1.2 Model | © Datafy - All Rights Reserved

Explore Wilsonville
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STR REPORT - WILSONVILLE

Smith Travel Research — Data through November 2025
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