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Quarterly reports for FY 25-26 

have been simplified, allocating 

more time to marketing strategy 

and implementation. 



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.
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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. 

https://explorewilsonville.com/must-do-fall-activities-in-and-around-wilsonville/
https://explorewilsonville.com/must-do-fall-activities-in-and-around-wilsonville/
https://explorewilsonville.com/must-do-fall-activities-in-and-around-wilsonville/
https://explorewilsonville.com/must-do-fall-activities-in-and-around-wilsonville/
https://explorewilsonville.com/meet-the-growers/
https://explorewilsonville.com/meet-the-growers/
https://www.instagram.com/p/DPfH-kZikTD/
https://www.instagram.com/p/DPfH-kZikTD/
https://industry.traveloregon.com/resources/research/weekly-str-report/


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. 
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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

https://explorewilsonville.com/must-do-fall-activities-in-and-around-wilsonville/
https://explorewilsonville.com/must-do-fall-activities-in-and-around-wilsonville/
https://explorewilsonville.com/must-do-fall-activities-in-and-around-wilsonville/
https://explorewilsonville.com/must-do-fall-activities-in-and-around-wilsonville/
https://explorewilsonville.com/meet-the-growers/
https://explorewilsonville.com/meet-the-growers/


Q2 WEBSITE USER ACQUISITION
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Google Analytics 



Q2 TOP PAGES & PAGEVIEWS
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Google Analytics 



Q2 INSTAGRAM RESULTS
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Followers: 1,611 (growth: 105)

Meta



Q2 FACEBOOK RESULTS
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Fans: 3,058 (growth: 982)

Meta



Q2 PINTEREST RESULTS
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Pinterest



Q2 PR RESULTS
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Cision

• 28 total media articles

• 340 million total circulation

• 1 influenced article

• Coordinated an influencer visit for 
@Wander.With.Bri 

• Paid Post

• Preview Post

Influenced articles are those that resulted from JayRay’s media 

outreach, such as ongoing pitching, fact-checking, engagement 

with journalists or other media efforts from JayRay.

https://www.instagram.com/p/DPfH-kZikTD/
https://www.instagram.com/p/DPfH-kZikTD/
https://www.instagram.com/p/DPPi0cNEkc5/
https://www.instagram.com/p/DPPi0cNEkc5/


E-NEWSLETTER

• Grew email list from 177 subscribers to 445 

• October newsletter

• November newsletter 

• December newsletter
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MailChimp



META ADS
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Meta



WINTER GEOLOCATION – CAN YOU PICTURE IT? 
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Datafy 

PROSPECTING DISPLAY AD



WINTER GEOLOCATION – CAN YOU PICTURE IT? 
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Datafy 

RETARGETING DISPLAY AD



WINTER GEOLOCATION – CAN YOU PICTURE IT? 
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Datafy 

ONLINE VIDEO

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

Campaign Landing Page: ExploreWilsonville.com/PictureIt

https://www.youtube.com/watch?v=U7z8nvrMyPo
https://explorewilsonville.com/PictureIt


WINTER GEOLOCATION
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Datafy 

CAMPAIGN OVERVIEW
Run date: December 15, 2025-February 28, 2026

Ad spend: $15,000

Goals: 

• Visitation to Wilsonville: Promote Spring and Early Summer 

Travel to Wilsonville

• Increase room nights in Wilsonville lodging properties

• Generate visitation to Wilsonville from Fly Markets (Sacramento 

& Spokane)

• Position Wilsonville as a basecamp to the greater Willamette 

Valley and Portland region

Tactics:

• Online Video, Prospecting Display, Retargeting Display

Audience:

• Past Visitor Re-Engagement: Re-Engage past visitors to 

Wilsonville since 1/1/22 who were seen in Wilsonville and/or key 

surrounding areas who live within key Drive and Fly DMA 

markets

• Look-a-Likes: Look-a-Likes of the past visitor audience who live 

in the same key DMAs and also match the following 

demographic/psychographic details: Age: 25-64, HHI: 75k+, 

Known Traveler plus one or more of the following 

behaviors/interests: Outdoors, Restaurants

Estimated results:

Total Impressions: 1,148,148

Total Clicks: 1,200

Total Video/Audio Completes: 111,111



GEOLOCATION
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Datafy 

The following data insights are preliminary from Oct 1- Dec 20 to accommodate the January TPC meeting. 
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STR REPORT - WILSONVILLE
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Smith Travel Research – Data through November 2025 
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