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Q4 RECAP

OVERVIEW

• Added 93 followers across Facebook and 
Instagram since the previous quarter

• Influenced two articles in Q4

• Hosted travel influencers Houston and Katie 
Vandergriff of @DownsAndTowns in Q4 with 
content going live in Q1 of FY 2025-26

• Ran Spring social media ad for approx. $120 
resulting in 22K reach and over 2,400 
engagements

• Social media reach is up 163% YOY

• Social media followers have grown over 28% 
YOY

• Total engagements and link clicks are up 
83% YOY
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KEY PERFORMANCE INDICATORS 
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MEDIA RELATIONS

• Article count

• Influenced articles 

• Impressions

Indication of inspirational 
coverage, brand storytelling 
and reach – a direct impact 
of our PR efforts. 

WEBSITE

• New website users

• Avg engagement time

Reveals how well our 
marketing efforts are attracting 
a fresh audience. 

GEOLOCATION MARKETING

• Destination/hotel attribution

• Estimated return on ad spend

Measure # of devices served an ad and 

then observed in Wilsonville. Compare 
ad budget to visitor spend in destination. 

SMITH TRAVEL RESEARCH 

• Occupancy %

• RevPar (avg)

• Demand

• Revenue 

Regional DMOs focus on the same 

metrics. This data set helps hoteliers 
benchmark performance YOY.  

SOCIAL MEDIA

• Followers

• Engagements

Track account growth, the 
types of content our audience 
engages with and the content 
driving traffic to the website.

ADVERTISING

• Impressions

• Click-through-rate 

Number of visitors in our target 
audience who were exposed to 
an ad and took action. 



DASHBOARD

ANNUAL RESULTS FY 2024-25
Q4 April-June

Metrics FY24-25 Q4 Results FY 23-24 Q4 Results
% Change YOY

FY 23-24 Q4 Results

FY 24-25 

Results to Date
FY 24-25 Goals % To Goal

Influenced Articles 

(number of articles 

earned)

2 4 -50% 3 5 60.0%

New website users 4,538 7,754 -41.48% 27,567 20,000 +137.8%

Social media reach 

(Facebook, 

Instagram, Pinterest)

42,052 15,986 +163.06% 212,364 250,000 84.9%

Social media 

followers (Facebook, 

Instagram)

3,684 2,858 +28.90% 3,684 3,400 +108.4%

Total engagements 

& link clicks 

(Facebook, 

Instagram, Pinterest)

1,477 803 +83.94% 11,669 5,000 +233.4%
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WEBSITE
Q4 April-June 2025 Highlights



Q4 WEBSITE RECAP

• Ongoing event maintenance: 119 events added 

• New users, total users and page views were 
down in Q4 24-25 compared to Q4 23-24 

• Updated itineraries to remove closed 
businesses and add new ones

• Updated website cover images, featured blog 
and itinerary for spring
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EVENTS
Sample: not an exhaustive list
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ROBIN HOOD 

FESTIVAL

CLACKAMAS 

COUNTY FAIR & 
RODEO

WILSONVILLE 

ROTARY 
SUMMER 

CONCERTS

WILSONVILLE 

SKATE JAM

WILSONVILLE 

PARTY IN THE 
PARK

ST. PAUL RODEO VANGUARD 

BREWING PUB 
POP-UPS

MOTHER’S DAY 

BRUNCH AT 
BULLWINKLE’S

WILSONVILLE 

FARMERS 
MARKET

SPRING IN THE 

COUNTRY 
BAZAAR

SPRING INTO 

FUN AT FROG 
POND FARM

DINNERS IN THE 

GARDEN



WEBSITE ANALYTICS

Q4 RESULTS FY 2024-25 and 2023-24 WITH YOY CHANGE
Q4 April-June

Q4 FY 24-25 Q4 FY 23-24 YOY Q4 
Quarterly % 

ChangeMetrics Apr May Jun
Q4 FY 24-25 

Total
Apr May Jun

Q4 FY 23-24 

Total

New Users 1,978 1,388 1,172 4,538 2,882 2,644 2,228 7,754 -41.47%

Users 2,116 1,476 1,224 4,816 2,921 2,679 2,279 7,879 -38.87%

Page Views 5,803 6,806 3,604 16,213 7,189 13,998 6,154 27,341 -40.7%
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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 in Q4 compared to last year. This was 

due to higher ad spend in Q4 FY 23-24. However, total new users for FY 24-25 was up 108%. 



WEBSITE MOST POPULAR PAGES

FY 2024-25 Q4 MOST POPULAR PAGES

1. Homepage

2. Eat & Drink

3. Tulip & Flower Festivals

4. Events

5. Itineraries

FY 2023-24 Q4 MOST POPULAR PAGES

1. Homepage

2. Tulip and Flower Festivals

3. Events

4. Eat & Drink Santa Fe Mexican Restaurant

5. Eat & Drink
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Users are interested in dining options and local events.



WEBSITE ANALYTICS FY 2024-25 TO DATE

YEAR TO DATE RESULTS
July 1, 2024-June 30, 2025

FY 2024-25

METRICS Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Results

New Users 2,431 2,730 3,345 1,814 1,541 2,597 3,205 2,608 2,758 1,978 1,388 1,172 27,567

Users 2,494 2,887 3,528 1,969 1,698 2,728 3,448 2,828 2,975 2,116 1,476 1,224 29,371

Page Views 8,019 13,106 7,647 4,975 4,768 12,314 7,301 5,296 7,144 5,803 6,806 3,604 86,783
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SOCIAL MEDIA
Q4 April-June 2025 Highlights



Q4 SOCIAL MEDIA RECAP

• 42,052 total reach (FB, IG & Pinterest)

• Added 93 followers across Facebook and 
Instagram since the previous quarter

• Facebook reach is up 932% YOY compared to 
Q4 23-24

• Facebook engagements are up 393% compared 
to Q4 23-24

• Facebook link clicks are up 162% compared to 
Q4 23-24

• Instagram saw increases across all metrics 

• Pinterest’s engagement rate is up 42% YOY
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Q4 ANALYTICS SUMMARY
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FACEBOOK

 Average Engagement

 3.14% 

Benchmark: 0.90%

      248% over benchmark

 Post Reach

 26,428

PINTEREST

 Average Engagement

2.69%

Benchmark: 1%

     169% over benchmark

Post Reach

2,362

INSTAGRAM

Average Engagement

8.03%

 Benchmark: 0.73%

      1000% over benchmark

 Post Reach

 13,262

  



FACEBOOK ANALYTICS

Q4 RESULTS FY 2024-25 and 2023-24 WITH YOY CHANGE
Q4 April-June

Q4 FY 24-25 Q4 FY 23-24 YOY Q4 
QUARTERLY

% CHANGE METRICS Apr May Jun
Q4 FY 24-25 

Total
Apr May Jun

Q4 FY 23-24 

Total

Engagement* (%) 2.88% 2.96% 3.57%
3.14%

AVG
3.88% 2.85% 3.82%

3.51%

AVG
-10%

Post Total 
Reach**

19,797 4,754 1,877
26,428
TOTAL

764 616 1,180
2,560

TOTAL
+932%

Total 

Engagements ***
683 35 67

785
TOTAL

63 38 58
159

TOTAL
+393%

Link Clicks**** 118 7 17
142

TOTAL
14 12 28

54

TOTAL
+162%
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*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 metr ic 

*** 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

In Q4 24-25, we saw a significant increase in reach and total 

engagements from Q3 23-24, but a decrease in the overall 
engagement rate. This is because of the inverse relationship between 

reach and engagement.



FACEBOOK TOP ORGANIC CONTENT

• April 11, 2025

• 964 accounts reached

• 4 reactions, 3 shares
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INSTAGRAM ANALYTICS

Q4 RESULTS FY 2024-25 and 2023-24 WITH YOY CHANGE
Q4 April-June

Q4 FY 24-25 Q4 FY 23-24 YOY Q4 
QUARTERLY

% CHANGE METRICS Jan Feb Mar
Q4 FY 24-25 

Total
Apr May Jun

Q4 FY 23-24 

Total

Engagement* (%) 7.41% 8.53% 8.16%
8.03%

AVG
8.45% 8.86% 6.65%

7.98%

AVG
+.62%

Average number 

of likes
13 22.23 19.71

18.31

AVG
15.31 10.77 8.72

11.6

AVG
+57.84%

Post Total 
Reach**

3,690 4,712 4,860
13,262

TOTAL
4,170 2,821 2,730

9,721

TOTAL
+36.42%

Total 

Engagements ***
201 354 330

885

TOTAL
238 165 117

520

TOTAL
+70%

Link Clicks**** 13 4 9
26

TOTAL
4 3 2

9

TOTAL
+188%
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*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 

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



INSTAGRAM TOP ORGANIC CONTENT

• May 7, 2025

• 89 likes, 6 comments & 24 shares

• Watch time: 2 h 38 m 

• 967 accounts reached

Explore Wilsonville 18

Full reel

https://www.instagram.com/reel/DJXEEXJSZjX/?fbclid=IwY2xjawLvS_ZleHRuA2FlbQIxMABicmlkETFTU3p4NjVYWGFBOEltY1g5AR7tW92ILo2Tvola4b03VJyPuxAxwbGISnn98kScXawudwPmf4SI1vpbsbvRJQ_aem_amFYqfX_vecMzPL_HsYmOQ


PINTEREST ANALYTICS

Q4 RESULTS FY 2024-25 and 2023-24 WITH YOY CHANGE
Q4 April-June

Q4 FY 24-25 Q4 FY 23-24 YOY Q4 
QUARTERLY

% CHANGE METRICS Apr May Jun
Q4 FY 24-25 

Total
Apr May Jun

Q4 FY 23-24 

Total

Engagement* (%) 4.29% 2.56% 1.24%
2.69%

AVG
1.38% 2.42% 1.87%

1.89%

AVG
+42%

Post Total 
Reach**

815 741 806
2,362

TOTAL
1,600 1,197 908

3,705

TOTAL
-36%

Total 

Engagements ***
35 19 10

64

TOTAL
22 29 17

68

TOTAL
-5.88%

Link Clicks**** 3 5 1
9

TOTAL
6 7 10

23

TOTAL
-60%
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*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 

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

During Q4 2023–24, short-form video content contributed to a notable 

increase in reach and engagement on Pinterest. In Q4 2024–25, the 

absence of video content (due to budget limitations) correlated with a year-

over-year decline in performance.



PINTEREST TOP BOARD

• Explore Wilsonville

• 359 pins

• 950 impressions

• 24 engagements

• 7 outbound link clicks

• 16 pin clicks

• 2 saves
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Q4 PINTEREST POST SAMPLES
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SOCIAL MEDIA ANALYTICS FY 2024-25 TO DATE

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

Engagement (%) 9.28% 9.57% 4.59% 9.05% 6.83% 5.22% 6.56% 7.52% 7.57% 2.88% 2.96% 3.57% 6.18%

Post Total Reach 4,150 12,609 13,804 11,462 11,700 5,800 7,582 2,753 19,359 19,797 4,754 1,877 115,647

Total Engagements 

& Link Clicks 
1,074 1,302 960 1,349 928 389 305 308 786 801 42 84 8,328

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

Engagement (%) 6.39% 6.77% 5.60% 6% 6.67% 3.6% 5.10% 5.91% 6.41% 7.41% 8.53% 8.16% 6.38%

Average number of 
likes

12.86 15.69 13.46 12 13.21 11 12.57 11.5 12.64 13 22.23 19.71 14.16

Post Total Reach 4,525 6,851 8,400 2,258 6,180 7,378 8,897 7,001 6,479 3,690 4,712 4,860 71,231

Total Engagements 

& Link Clicks 
223 272 224 176 251 183 238 168 219 214 358 339 2,865

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

Engagement (%) 2.30% 2.96% 2.91% 2.49% 1.98% 2.53% 2.54% 3.08% .59% 4.29% 2.56% 1.24% 2.46%

Post Total Reach 1,345 878 927 1,280 907 750 946 778 16,210 815 741 806 26,383

Total Engagements 

& Link Clicks 
40 29 36 39 22 24 28 29 166 38 24 11 486
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SOCIAL MEDIA FOLLOWERS TO DATE FY 2024-25
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1,000

1,100

1,200

1,300

1,400

1,500

1,600

1,700

1,800

1,900

April May March

Instagram Facebook

TOTAL FOLLOWERS 
April-June 2025: 3,684

• Combined followers has grown 

28.9% YOY
• April-June 2024: 2,858

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

it is not an accurate reflection of efforts 



PUBLIC RELATIONS
Q4 April-June 2025 Highlights



Q4 PR RECAP

• Drafted and published a new summer blog

• Hosted content partners, Houston and Katie 
Vandergriff of Downs & Towns

• Hosted travel writer Emily Molina  

• Added five articles to the media room

• Continued PR monitoring 
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https://explorewilsonville.com/four-kid-approved-itineraries-for-summer-fun/
https://explorewilsonville.com/press-media/


CONTENT PARTNER: HOUSTON VANDERGRIFF
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OVERVIEW: 

8-day itinerary: April 15-23 (April 15-19 in Wilsonville and nearby attractions)

*While Houston and Katie visited in April, their blogs are still being released. 

GOAL: 
To help establish Wilsonville as an inclusive and accessible destination and gather 

user-generated content and firsthand insights into traveling to Wilsonville and 

Clackamas County as a person with a disability. Seeing Wilsonville through the 

eyes of a trusted authority delivers an authentic message and positions Wilsonville 

as a destination among the content partner’s followers and other individuals with 

Down Syndrome. 

Explore Wilsonville partnered with Oregon’s Mt. Hood Territory (Clackamas County 

Tourism) to contract Houston and Katie Vandergriff as content partners to visit 

Wilsonville and the Mt. Hood Territory. The agreement allowed them to follow a 

pre-determined itinerary in exchange for images, four blogs and authentic social 

posts highlighting the different points of interest in and around Wilsonville. Houston 

is a globe-trotting photographer, travel leader and creator rocking an extra 21st 

chromosome. Houston and Katie (mom) Vandergriff are the dynamic duo behind 

Downs & Towns, LLC.



ITINERARY
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CONTENT SAMPLE: BLOG
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There is no denying the community of 

Wilsonville, Oregon, has a big heart. And 

now, thanks to a new installation-art initiative, 

Wilsonville has lots of big hearts.

The project “Many Cultures, One Heart” is a 
collection of nine large fiberglass heart 

sculptures. Each is hand-painted by local 

artists and celebrates the global theme in 

creative and inspirational ways.

We had a special behind-the-scenes 
opportunity to explore Wilsonville’s newest 
open-air art installation."

“



CONTENT SAMPLE: INSTAGRAM
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See full reel here See full reel here

https://www.instagram.com/p/DJw2lZHgS_-/
https://www.instagram.com/p/DJIeXkzALGI/


EMILY MOLINA
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“Nice touch with the hydra flask water bottle! I’ve been taking it with me everywhere!!!

Wilsonville was surprising! I enjoyed all of the restaurants.” — Emily Molina

Trip Dates: May 2-4

Trip Activities:
• Live music, dinner & wine tasting at Lady Hill Winery

• Wine tasting at Beckham Estate Vineyard

• Attended the French Prairie Gardens Tulip Festival (festival new this year)

• Experienced opening weekend at Frog Pond Farm
• Previewed the new Many Cultures, One Heart art in their newly installed locations

• Dined at Dar Essalam, Royal Scot Sips & Eats, The Butteville General Store, 

Lady Hill, Elka Bee’s Coffee & Bakery, and Lux Sucre 
• Stayed at the Holiday Inn – Wilsonville I-5 S

Content
• Wilsonville will be featured in the fall issue of Showcase Magazine



MEDIA COVERAGE SAMPLES

See updated Press & Media page
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https://explorewilsonville.com/press-media/


PUBLIC RELATIONS OVERVIEW
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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.

YEAR TO DATE RESULTS
July 1-June 30, 2024

FY 2024-25

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

Number of 

Articles
43 27 17 15 21 4 10 22 8 20 12 41 240

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 8,058,433 5,156,093 11,667,079 236,693,096

Number of 

Influenced 
Articles

0 0 0 0 0 0 1 0 0 0 0 2 3



MARKETING
Q4 April-June 2025 Highlights



MARKETING RECAP

• Received geolocation 3-month post-campaign 
wrap report 

• Campaign results show a campaign impact of 
over $3.9 million, 2,000 room nights and 
12,000 total trips

• Estimated return on ad spend of $178.13 : $1

• Continued managing geolocation data 
subscription through Datafy 

• Ran Spring social media ad for approx. $120 
resulting in 22,000 reach and over 2,400 
engagements
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SPRING SOCIAL AD

Ads ran April 7-May 7 

Total ad spend of $119.93

Goal: Engagement

• 22,176 accounts reached

• 2,463 post engagements 

• 524 reactions, 105 link clicks, 30 shares, 11 saves, 
4 comments

• .29% CTR

Explore Wilsonville 35



Q4 GEOLOCATION DATA SUMMARY

TAKEAWAYS

• Total trips from April-June were up .8% compared to last year 
during the same time frame.

• Total visitor days were up .1%, 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 4/1/25 – 6/30/25
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WINTER 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 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)

• Online video

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

Campaign Timeframe:

• December 18, 2024 - March 15, 2025

• Geolocation ad budget: $22,000



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/


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/


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/


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/


WINTER-SPRING CAMPAIGN
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PROSPECTING VIDEO, FLY AND DRIVE MARKET GEOLOCATION MARKETING AD

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

Screenshot below:

https://explorewilsonville.com/events/


WINTER CAMPAIGN RESULTS
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SMITH TRAVEL 
RESEARCH
Q4 April-June 2025 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

Q4 RESULTS FY 2024-25 and 2023-24 WITH YOY CHANGE
Q4 April-June

Q4 FY 24-25 Q4 FY 23-24 YOY Q4 
QUARTERLY

% CHANGE METRICS Apr May Jun
Q4 FY 24-25 

Total
Apr May Jun

Q4 FY 23-24 

Total

Occupancy % 69.1% 65.8% 75.3%
70.06%

AVG
66.7% 66.1% 77.5%

70.1%

AVG
-.05%

RevPar $73.65 $74.42 $101.53
$83.20

AVG
$74.09 $73.91 $103.34

$83.78

AVG
-.69%

Demand 12,747 12,541 13,896
39,184
TOTAL

12,303 12,602 14,294
39,199
TOTAL

-.03%

Revenue $1,358,922 $1,418,726 $1,873,258
$4,650,906

TOTAL
1,367,030 1,409,058 1,906,660

$4,682,748

TOTAL
-.67%
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Hotels saw small decreases across the board in Q4. 



STR REPORT - WILSONVILLE

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

FY 2024-25

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

Occupancy % 76.7% 77% 68.6% 66.6% 59.5% 51.6% 50.1% 60.3% 62.5% 69.1% 65.8% 75.3%
65.26%

AVG

RevPar $103.98 $104.42 $82.13 $76.92 $60.25 $48.88 $48.92 $60.20 $64.42 $73.65 $74.42 $101.53
$74.98

AVG

Demand 14,622 14,679 12,651 12,694 10,975 9,834 9,549 10,383 11,917 12,747 12,541 13,896
146,488

TOTAL

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 $1,358,922 $1,418,726 $1,873,258
$16,846,811 

TOTAL
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Total Rooms: 615 Total Properties: 9



STR REPORT - WILSONVILLE
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TAKEAWAYS

• The month of June had the highest revenue compared to other months in Q4

• Compared to this time last year (April-June 2024):

• Hotel revenue has decreased by -.67%

• According to Travel Oregon, hotel revenue in the Willamette Valley has decreased by 4.6%

• Avg RevPAR in the Willamette Valley was $116.95 vs. $83.78 in Wilsonville during April-June

• Avg room rate in the Willamette Valley reported the week of July 13, 2025: $156.89 

(Portland: $150.66; Hood/Gorge: $187.83)

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

https://industry.traveloregon.com/resources/research/weekly-str-report/
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