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TOURISM PROMOTION COMMITTEE MINUTES 
January 25, 2023 at 1:00 PM 

Wilsonville City Council Chambers & Zoom 
(https://us02web.zoom.us/j/82621232043) 

CALL TO ORDER – Meeting was called to order at 1:02 pm 

1. Roll Call 
In Attendance: Voting Members    
Albert Levit    
Brandon Roben    
Elaine Owen 
Jennifer Gage    
Rohit Sharma    
 
Absent: 
Lin Anderson (Excused) 
 
Ex-officio members attending: 
City Councilor Caroline Berry 
Jim Austin, Oregon’s Mt. Hood Territory 
Brian Stevenson, Park and Recreation Department designee 
 
Staff: 
Mark Ottenad 
Erika Valentine 
Zoe Mombert 
 
Guests: 
Alex Domine, JayRay 
Bridget Baeth, JayRay 
Cara Sjogren, JayRay 
Jen Willey, JayRay 
Julia White, JayRay 
Bob Ziel, Community Member 

2. Public Comment - No public comment. 

CONSENT AGENDA 
3. Tourism Committee Minutes – November 9, 2022.  Motion made by Elaine Owen and 

seconded by Albert Levit to approve the November 9, 2022, Minutes.  Motion passed 
unanimously. 
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COMMITTEE BUSINESS 

4. Selection of a Vice-Chair.  Motion made by Jennifer Gage to appoint Rohit Sharma as Vice-
Chair of the Tourism Promotion Committee.  Albert Levit seconded the motion.  Motion passed 
unanimously.   

5. Visual Identity Project Update and Selection  

   Staff of destination-marketing contractor, JayRay, presented on the process and 
considerations for designing a new logo.  The design and final product should be considered 
artwork.  Two logo designs were presented and discussed.   
 
Logo A:  Clean font, modern and compliments our City logo.  It is simple and ties in with the 
trees on our City Logo.  Recommended we include the addition of the color blue for one of 
the leaves.   
 
Logo B:  State of OR outline, transfer the heart that identifies where Wilsonville is located.  It 
was suggested that the font is too retro, taking us back to the ’70s. 

Jenifer Gage moved to approve the concept of Logo A with the potential addition of the color 
blue to the logo, such as for one of the leaves or the word “explore.”  Rohit Sharma seconded 
the motion.  Motion approved unanimously. 

TOURISM PROMOTION & DESTINATION MARKETING UPDATES 

6. JayRay staff presented a Tourism Marketing Update and the 2nd Quarter 2022 report. 

TOURISM PROMOTION PROGRAM 

7. Review Draft Tourism 1/5 Year Action and Implementation Plan  

Staff reviewed the draft plan, and indicated that the primary additional objective over the 
next fiscal year will be to update the 10-year-old Tourism Development Strategy, including 
reviewing and issuing a Request for Proposals and interviewing and selecting a contractor. 
The Plan is to be brought back to the committee for approval at the April 5 meeting.  

CITY UPDATES 

Staff introduced City Councilor Caroline Berry, the committee’s new City Council Liaison. Staff also 
informed the committee upgrades to the Stein-Boozier Barn facility and the progress on the planned 
Korean War Memorial interpretive center. Finally, staff introduced the City’s new Arts & Culture 
Coordinator, Erika Valentine to the committee.  

COMMITTEE MEMBER UPDATES  

Vice Chair Sharma reported that there has been an increase in hotel stays since this time last year.  

ADJOURN – Meeting adjourned at 3:15 pm 

NEXT MEETING 
Wednesday, April 5, 2023 1:00 pm 
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TOURISM PROMOTION COMMITTEE MINUTES 
November 09, 2022 at 1:00 PM 

Wilsonville City Council Chambers & Zoom 
(https://us02web.zoom.us/j/82621232043) 

CALL TO ORDER 

1. Roll Call – Meeting was called to order at 1:04 pm. 
 

In Attendance:   Absent: 
Lin Anderson   Elaine Owen 
Jennifer Gage   Liz Price 
Al Levit 
Brandon Roben, Chair 
Rohit Sharma, Vice - Chair 
 
Staff: 
Zoe Mombert 
Mark Ottenad 
Bridget Baeth, Consultant 
Alex Domine, Consultant  
Jen Willey, Consultant 
Cara Sjogren, Consultant  
 

CONSENT AGENDA 

2. September 14, 2022 Tourism Promotion Committee Minutes.  Jennifer Gage made a motion to 
approve the September 14, 2022 Minutes.  Lin Anderson seconded the motion.  Motion passed 
with unanimous consent. 

TOURISM PROMOTION & DESTINATION MARKETING UPDATES 

3. Tourism Marketing - JayRay Updates 

Feature appeared in Travel & Life and the “Best of Wilsonville” seasonal blogs are available on the 
website. The committee expressed an interest in additional early marketing of staying in 
Wilsonville for the Tulip Festival. 

Results were shared regarding the summer campaign was also shared. The estimated impact was 
176 visitors x $435 average spend = $76,560 destination impact. This includes 83 room nights.  
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The current campaign will run from November 7 – February 28. They will be targeting look-a-likes 
and past visitors.  

The next influencer will be in Wilsonville in December.  

The committee previously expressed an interest in exploring advertising at PDX. The costs were 
shared and the committee will need to advise staff if this should be included in the work plan and 
marketing budget in 2023. 

TOURISM PROMOTION PROGRAM 

4. Visual Identity Project Update & Timeline 

This project will update the look and feel of the logo and move away from the pocket trips.  There 
are currently 18 responses to the surveys and JayRay shared the early results.  

CITY UPDATES 

Council Lehan will be term limited in December and the committee will have a new City Council 
representative in January. 

Staff suggests adding an update to the Tourism Strategy in the 2023/2024 work plan and budget.  

COMMITTEE MEMBER UPDATES 

- Oaks Park is closed for the season. 
- Inflation and staffing continues to be an issue. 
- Optimistic about Q4.  
- Holiday Inn will host a New Year’s Eve party this year.  

ADJOURN 

The meeting was adjourned at 2:22pm. 

NEXT MEETING 
Wednesday, January 25, 2023 1:00 pm 

Respectfully submitted by Zoe Mombert. 

4

Item 3.



EXPLORE WILSONVILLE 1

EXPLORE WILSONVILLE
Q2 REPORT (Oct-Dec.)
FY 2022-2023

January 17, 2023
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EXPLORE WILSONVILLE 2

TABLE OF CONTENTS 

Q2 Recap 4

Public Relations 25

Dashboard 3

Social Media 11

Website 5

Geolocation 36

STR Report 51

Q3 Plans 55
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EXPLORE WILSONVILLE 3

DASHBOARD 
ANNUAL RESULTS TO DATE FY 2022-23

OCTOBER - DECEMBER 2022

METRICS FY 22-23 RESULTS % TO GOAL FY 22-23 GOAL

Influenced articles 
(number of articles earned) 2 20% 5

New website users 9,646 64.3% 15,000

Social media reach
(Facebook, Instagram, 
Pinterest)

88,498 59% 150,000

Social media followers
(Facebook, Instagram) 2,295 76.5% 3,000

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

2,005 benchmark benchmark

Tracking social media engagements began in July, 2022. Social media engagements defined as likes, comments, shares and saves to measure instances when 
users interact with Explore Wilsonville’s social media content on Facebook, Instagram and Pinterest. 7
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EXPLORE WILSONVILLE 4

Q2 RECAP
§ Visual identity project

§ Logo redesign
§ Points of interest for teaser brochure map 

§ Visiting content partner: Kara Patajo
§ Cozy season geolocation ads 
§ Winter blog and media pitch
§ Ongoing social media
§ Winter social media promotions
§ Ongoing website maintenance and events calendar 
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EXPLORE WILSONVILLE 5

WEBSITE 
REPORT
Updated January 11, 2023
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EXPLORE WILSONVILLE 6

WEBSITE RECAP

§ Winter blog

§ Updated homepage banner

§ Updated media room with 

7 articles

§ Added 71 events to the 

events calendar
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https://explorewilsonville.com/pocket-trips/shoppers-delight/winter-wonder-in-wilsonville-best-places-to-shop-and-save-for-the-holidays-and-into-the-new-year/
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EXPLORE WILSONVILLE 7

WINTER BLOG

Read More 11
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EXPLORE WILSONVILLE 8

EVENTS

*Maintenance sample: not an exhaustive list 12

Item 6.



EXPLORE WILSONVILLE 9

WEBSITE ANALYTICS 

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. 

FY 2022-2023 Q1 FY 2021-2022 Q1
ChangeMetric Oct Nov Dec Total Oct Nov Dec Total

New Users 1,123 1,739 1,679 4,541 712 609 516 1,837 147%

Users 1,144 1,773 1,703 4,620 725 621 527 1,873 147%

Page Views 3,400 3,783 3,729 10,912 1,995 1,646 1,271 4,912 122%

• INCREASES ACROSS THE BOARD ON ALL USER 
MEASUREMENTS. COZY SEASON ADDED TO TOP PAGES 
DUE TO GEOLOCATION ADS

FY 22-23 Q1 MOST POPULAR PAGESFY 22-23 Q2 MOST POPULAR PAGES
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EXPLORE WILSONVILLE 10

FY 2022-23 TO DATE WEBSITE ANALYTICS 

FY 2022-23 (JULY-JUNE)

Metric July Aug Sept Oct Nov Dec Jan Feb Mar Apr May Jun Total

New 
Users 2,709 1,300 1,096 1,123 1,739 1,679 - - - - - - 9,646

Users 2,609 1,400 1,109 1,144 1,773 1,703 - - - - - - 9,738

Page 
Views 5,435 3,685 3,486 3,400 3,783 3,729 - - - - - - 23,518
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EXPLORE WILSONVILLE 11

SOCIAL MEDIA 
REPORT
Updated January 10, 2023

15
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EXPLORE WILSONVILLE 12

SOCIAL MEDIA RECAP

§ Updated social media strategy

§ Total reach is up 260% from last year 

§ Facebook reach increased by 123%

§ Instagram reach increased by 71%

§ One paid FB and IG promotions

§ Instagram growth is steady, sharp 

increase in FB due to paid 

promotions

§ Continued benchmarking 

engagements
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EXPLORE WILSONVILLE 13

FACEBOOK ENGAGEMENT

*Engagement percentage 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
*** 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

TOP CONTENT: AUGUST 5, 2022

17
Reactions, Comments and 

Shares

159
Reached

• Total reach is up 260% from last year 
• However, FB engagement is down due to the inverse 

relationship between reach and engagement 
• Continued benchmarking engagements and clicks

FY 2022-2023 Q2 FY 2021-2022 Q2
CHANGE

Metric Oct Nov Dec Total Oct Nov Dec Total

Engagement*
(%) 3.46% 2.17% 1.21%

2.28%
AVG

8.05% 3.30% 4.81% 5.39%
AVG -58%

Post Total 
Reach** 14,729 16,166 16,088 46,983

TOTAL
882 10,761 1,415 13,058

TOTAL +260%

Total 
Engagements *** 33 22 13 68

TOTAL Benchmark Benchmark Benchmark Benchmark Benchmark

Link Clicks**** 32 19 25
76

TOTAL Benchmark Benchmark Benchmark Benchmark Benchmark
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EXPLORE WILSONVILLE 14

INSTAGRAM ENGAGEMENT

TOP CONTENT: DECEMBER 7, 2022

37
Likes

998
Reached

2
Comments

3
Shares

*Engagement rate is based on the likes and comments received divided by the number of followers. Industry standard is 3.31%
**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

• Total reach is up 71% from last year 
• However, IG engagement is down due to the inverse 

relationship between reach 
and engagement 

• Roughly maintained avg number of likes
• Continued benchmarking engagements

FY 2022-2023 Q2 FY 2021-2022 Q2
CHANGE

Metric Oct Nov Dec Total Oct Nov Dec Total

Engagement*
(%) 1.46% 1.93% 1.75%

1.71%
AVG 2.24% 2.66% 2.06% 2.32%

AVG -26.15%

Average number
of likes 11.3 15.5 14.2

13.67
AVG 10.7 17.6 13.1 13.8

AVG -0.01

Post Total 
Reach** 3,453 4,149 4,832

12,434
TOTAL 2,377 2,252 2,652 7,281

TOTAL +71%

Total 
Engagements *** 176 225 211

612
TOTAL Benchmark Benchmark Benchmark Benchmark Benchmark

Link Clicks**** 9 12 25
46

TOTAL Benchmark Benchmark Benchmark Benchmark Benchmark
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EXPLORE WILSONVILLE 15

PAID SOCIAL MEDIA: CAROUSEL AD

19
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EXPLORE WILSONVILLE 16

PAID SOCIAL MEDIA (MARKETING)

OVERVIEW
Dates: October 6 – December 1, 2022
Channel: Facebook and Instagram
Objective: Traffic to Website
Audience: Adults in United States: United States: Sacramento (+25 mi) 
California; Boise (+35 mi) Idaho; Las Vegas (+25 mi) Nevada; Bend (+25 mi), 
Grants Pass (+25 mi) Oregon; Seattle (+50 mi), Tacoma (+25 mi) Washington
Interests: Outdoors, Outdoor recreation, Halloween, Wine, Food & Wine, 
Farm-to-table, Tourism, Farm or Foodie
Behaviors: Frequent Travelers

RESULTS
• Spend: $249.50
• Reach: 16,712
• Impressions: 31,331
• Landing page views: 391

20
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EXPLORE WILSONVILLE 17

PINTEREST ENGAGEMENT

*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

FY 2022-2023 Q2 FY 2021-2022 Q2
CHANGE

Metric Oct Nov Dec Total Oct Nov Dec Total

Engagement*
(%) 2.65% 1.20% 1.98%

1.94%
AVG

1.49% 6.94% 3.00% 3.81%
AVG -49%

Post Total 
Reach** 414 923 326

1,663
TOTAL

739 605 1,268 2,612
TOTAL -36%

Total 
Engagements*** 14 16 11

41
TOTAL Benchmark Benchmark Benchmark Benchmark Benchmark

Link Clicks**** 62 3 2 67
TOTAL Benchmark Benchmark Benchmark Benchmark Benchmark

• Pinterest rates continue to exceed standard averages. 
However, we've seen a drop in post total reach and 
engagement due to a 2022 algorithm change in which 
Pinterest is prioritizing "Idea Pins" (previously known as 
story pins).

FY 22-23 Q2 TOP BOARD

1,435
Impressions

n/a
Saves

8
Link Clicks
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EXPLORE WILSONVILLE 18

PINTEREST POSTS

*Pin sample: not an exhaustive list 22
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EXPLORE WILSONVILLE 19

FY 2022-2023 SOCIAL MEDIA ENGAGEMENT
FACEBOOK July Aug Sept Oct Nov Dec Jan Feb Mar April May June TOTAL

Engagement
(%) 4.04% 3.99% 10.92% 3.46% 2.17% 1.21% - - - - - - 4.30%

AVG

Post Total Reach 8,012 6,712 1,419 14,729 16,166 16,088 - - - - - - 63,126
TOTAL

Total 
Engagements & 

Link Clicks
167 56 91 33 22 13 - - - - - - 382

TOTAL

INSTAGRAM July Aug Sept Oct Nov Dec Jan Feb Mar April May June TOTAL

Engagement
(%) 1.60% 1.60% 1.54% 1.46% 1.93% 1.75% - - - - - - 1.65%

AVG

Average number
of likes 11.71 12.3 10.67 11.3 15.5 14.2 - - - - - - 12.61

AVG

Post Total Reach 2,960 2,908 2,822 3,453 4,149 4,832 - - - - - - 21,124
TOTAL

Total 
Engagements & 

Link Clicks
227 231 173 176 225 211 - - - - - - 1,243

TOTAL

PINTEREST July Aug Sept Oct Nov Dec Jan Feb Mar April May June TOTAL

Engagement
(%) 4.12% 2.45% 3.39% 2.65% 1.20% 1.98% - - - - - - 2.63%

AVG

Post Total Reach 1,141 941 531 414 923 326 - - - - - - 4,276
TOTAL

Total 
Engagements & 

Link Clicks
79 39 32 14 16 11 - - - - - - 191

TOTAL

23
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EXPLORE WILSONVILLE 20

SOCIAL MEDIA FOLLOWERS

TOTAL FOLLOWERS: 2,485

*Pinterest followers are not tracked or 
measured. Due to the nature of the platform, 
it is not an accurate reflection of efforts 

INSTAGRAM GROWTH IS 
STEADY, FACEBOOK 
SLIGHTLY FASTER PACE OF 
INCREASE DUE TO PAID 
PROMOTIONS

APRIL-SEPTEMBER 2022
(END OF PRIOR 6 MONTHS): 
Total Followers: 2,434

2.1% INCREASE 
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EXPLORE WILSONVILLE 21

SOCIAL MEDIA REACH

LARGE INCREASE IN 
FACEBOOK REACH DUE 
TO PAID ADS. CONSISTENT 
REACH ON PINTEREST 
AND INSTAGRAM SINCE 
LAST QUARTER.

JULY-SEPT 2022 
(LAST QUARTER): 
Total Reach: 27,446

TOTAL REACH: 61,080
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EXPLORE WILSONVILLE 22

FACEBOOK DEMOGRAPHICS

AGE RANGE
Most of Explore Wilsonville’s Facebook content reaches people who are above the age of 45, with the largest segment 65+, consistent with 
last quarter’s measurements.

GENDER
Approximately 65% of Explore Wilsonville’s Facebook content reached women, and 34% reached men. This is a departure from last
quarter’s measurements of 82% of Explore Wilsonville’s Facebook content reaching women, and 16% reaching men

COUNTRY
A majority are from the United States (12,373), followed by Mexico (8). This is a departure from last quarter’s measurements showing 
Morocco as the second country. 

CITIES
The top five cities for Explore Wilsonville’s Facebook content are:

1. Las Vegas, NV (1,766)
2. Sacramento, CA (825)
3. Henderson, NV (413) newly added
4. Elk Grove, CA (319) newly added
5. Enterprise, NV (317) newly added

Data on people reached. This is the number of people who had any content from Explore Wilsonville or 
about Explore Wilsonville enter their screen, grouped by age and gender. These numbers are an estimate.

Updated January 11, 2023
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EXPLORE WILSONVILLE 23

INSTAGRAM DEMOGRAPHICS

AGE RANGE
Most of Explore Wilsonville’s Instagram followers are between the ages of 35-44. Consistent with 
last quarter’s report. 

GENDER
Approximately 75% of Explore Wilsonville’s Instagram followers identify as women. 25% identify 
as men. Consistent with last quarter’s report. 

COUNTRY
A majority (97%) are from the United States, followed by Canada (.4%). 

CITIES
The top five cities for Explore Wilsonville’s Instagram are:

1. Wilsonville, OR (32.6%)
2. Portland, OR (7.8%)
3. Canby, OR (5.3%)
4. Oregon City, OR (2.8%) 
5. Tigard, OR (2.6%) newly added

This is the number of people who currently follow Explore Wilsonville on Instagram. 
These numbers are an estimate.

Updated January 11, 2023 27
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EXPLORE WILSONVILLE 24

PINTEREST DEMOGRAPHICS

AGE RANGE
Most of Explore Wilsonville’s Pinterest audience are between the ages 
of 24-44, with ages 25-34 leading at 47% followed by ages 35-44 at 
18.7%.

GENDER
Approximately 64.1% of Explore Wilsonville’s Pinterest audience 
identify as women. 26.7% identify men and approximately 9.2% are 
unspecified & custom.

CITIES
The top five metro areas for Explore Wilsonville’s Pinterest audience 
are: 

1. Portland, OR (13.2%)
2. Seattle-Tacoma, WA (4.8%) 
3. Los Angeles, CA (4.8%) 
4. Eugene, OR (3.9%) newly added
5. Dallas – Ft. Worth, TX (3.9%) newly added

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. 

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 

Updated January 11, 2023 28
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EXPLORE WILSONVILLE 25

PR
REPORT
Updated January 12, 2023

29
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EXPLORE WILSONVILLE 26

PR RECAP

§ Northwest Travel & Life feature by Adam 

Sawyer Winter blog to 117 contacts + 65 

outlets

§ PDX Parent: January neighborhood guide

§ Kara Patajo content partner

§ Ongoing updates to website media room

30
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EXPLORE WILSONVILLE 27

NW TRAVEL & LIFE

• WINTER FEATURE BY 
ADAM SAWYER 
NOV/DEC 2022 ISSUE

• REGIONAL 
DISTRIBUTION: WA, OR, 
ID, MT, AK, NORTH CA

• MONTHLY 
IMPRESSIONS: 435,000

• MAGAZINE 
CIRCULATION: 205,000

• NEWSLETTER: 52,000

31
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EXPLORE WILSONVILLE 28

FALL CONTENT PARTNER: KARA PATAJO
Explore Wilsonville contracted Kara Patajo as a content partner to visit 
Wilsonville with her family 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. Kara Patajo is a travel blogger focused on the Pacific 
Northwest, outdoor recreation and café dining.

OVERVIEW: 
§ 2-day itinerary: Nov. 29-Dec. 1
§ Focus on Outdoorsy Itinerary

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 content 
partner’s followers.  

32
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EXPLORE WILSONVILLE 29

ITINERARY
POINTS OF INTEREST

Lux Sucre

Champoeg State Heritage Area

Parkway Grille

Hilton Garden Inn

Corner Coffee Shoppe

Wild Grains Bakery

Town Center Park 

Abella Italian Kitchen

Coffee Lake Wetlands

Vanguard Brewing

Memorial Park

33
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EXPLORE WILSONVILLE 30

CONTENT SAMPLE: BLOG

Renowned Chef Dolan Lane is 
known for staying in touch 
with local harvests and 
collaborating with farmers. 
So, you can expect seasonal-
inspired dishes like Autumn 
Ravioli – homemade ravioli, 
roasted squash, autumn 
spices, parmesan, sage, & 
spiced pumpkin seeds.

Read full blog here

“
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EXPLORE WILSONVILLE 31

CONTENT SAMPLE: STORIES
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EXPLORE WILSONVILLE 32

CONTENT SAMPLE: STORIES
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EXPLORE WILSONVILLE 33

CONTENT SAMPLE: INSTAGRAM FEED
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EXPLORE WILSONVILLE 34

PR COVERAGE

SEE UPDATED MEDIA ROOM

38
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EXPLORE WILSONVILLE 35

PUBLIC RELATIONS 
FY 2022-23

Number of Articles Circulation Number of Influenced Articles

July 22 6,839,552 -
August 4 5,627,705 -

September 19 7,076,372 1
October 14 2,550,354 -

November 13 4,694,322 1
December 13 4,493,820 -

January - - -
February - - -

March - - -
April - - -
May - - -

June - - -
TOTAL 85 31,282,125 2

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.
39
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EXPLORE WILSONVILLE 36

GEOLOCATION 
DATA
Updated January 11, 2023

40
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EXPLORE WILSONVILLE 37

COZY SEASON CAMPAIGN OVERVIEW

§ Campaign Dates
§ Nov. 7, 2022 – Feb. 28, 2023 

§ Areas of Focus
§ Paring cozy adventures and tastings that feature:

§ Liquid Tourism
§ Outdoors
§ General Wilsonville/Travel interest/Relaxation

§ Objectives:
§ Generate lift in leisure travel
§ Encourage visitors to base themselves in Wilsonville 

for travel & vacations

§ Strategies: 
§ Past visitor re-engagement
§ Look-a-likes
§ Geo-Conquest (target those who have visited WA’s wine 

country but not Oregon’s, AND match Wilsonville audience 
demographics)

§ Measurements of Success:
§ Destination Attribution: Wilsonville, OR POI, Liquid Tourism 

cluster, Outdoor cluster
§ Hotel Attribution: Hotel cluster
§ Advertising Engagement: Traditional Engagement metrics 

including Click Through Rate will be monitored to ensure 
traction in targeted audiences

§ Audience and Targeting:
§ Re-engage past visitors to Willamette Valley Wine Country; 

Geoconquest Washington’s Wine Country (Walla Walla, Tri-
Cities wineries) from past 4 years who live 50+ miles away and 
have not been Willamette Valley

§ Outdoor Recreation Audience; Wine audience 
§ Look-a-Likes of past visitors who live in Key Markets 
§ Target visitors to Salem, Tualatin, Oregon City and Newberg 

who have not stayed in Wilsonville the past 4 years

Budget: $16,000 over four months

Assets/Creative: 
§ HTML5 Prospecting and Retargeting ad

41
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EXPLORE WILSONVILLE 38
38
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EXPLORE WILSONVILLE 39

COZY SEASON CAMPAIGN

43
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EXPLORE WILSONVILLE 40
explorewilsonville.com/cozy-season44
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EXPLORE WILSONVILLE 41Spent $8,582.52 of $16,000

Cozy Season Campaign
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EXPLORE WILSONVILLE 42

Cozy Season Campaign
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EXPLORE WILSONVILLE 43

Cozy Season Campaign
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EXPLORE WILSONVILLE 44

STR
REPORT
Updated January 17, 2023
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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.

Source: https://str.com/data-insights/resources/glossary/
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STR REPORT – WILSONVILLE

OREGON 
MASK 

MANDATE 
LIFTED

OMICRON
DELTA VARIANT

2021 2022

PERCENT CHANGE

PE
R

C
EN

T 
(%

)

Dec. data coming soon –
avail after Jan. 19
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STR REPORT – WILSONVILLE

Total Properties: 9 Total Rooms: 615 FINAL YOY MEASUREMENTS ARE 
PENDING STR REPORT, AVAIL JAN. 19

STR reports are delivered around the 19th of each month to JayRay.

FY 22-23 Jul Aug Sept Oct Nov Dec Jan Feb Mar Apr May Jun

Occupancy % 78.9% 80.2% 77.7% 74.3% 64.6% - - - - - - -

RevPAR $109.75 $103.21 $93.51 $79.13 $66.24 - - - - - - -

Demand 15,035 15,294 14,342 14,162 11,916 - - - - - - -

Revenue $2,092,395 $1,967,775 $1,725,258 $1,508,545 $1,222,059 - - - - - - -

Q2 FY 22-23 Q2 FY 21-22 YOY 
QUARTERLY 

CHANGEFY 22-23 Oct Nov Dec Total Oct Nov Dec Total

Occupancy % 74.3% 64.6% TBD 69.4%
AVG 64.1% 61.2% 57% 60.77%

AVG
TBD
AVG

RevPar $79.13 $66.24 TBD $72.68
AVG $63.51 $57.54 $50.25 $57.10 

AVG 
TBD
AVG

Demand 14,162 11,916 TBD 26,078
TOTAL 12,225 11,298 10,859 34,382

TOTAL
TBD

TOTAL

Revenue 1,508,545 1,222,059 TBD $2,730,604 
TOTAL 1,210,822 1,061,555 958,017 $3,230,394

TOTAL
TBD

TOTAL
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Q3 PLANS
JANUARY-MARCH
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Q3 PLANS (JAN-MARCH)

§ PR
§ Attending ODA: Jan. 18-20
§ Spring influencer trip (March)
§ Spring media pitch
§ Articles in the works: 

§ PDX Parent – Jan: featured Wilsonville in their 2023 
Neighborhood Guide. Feb: featuring The Hunt for Cupid’s 
Hearts 

§ Portland Mom Collective – story late winter or spring
§ NW Thrifty Mom blog has indicated story interest 

§ Social Media
§ Spring blog carousel promo on FB & IG
§ Seasonal boards on Pinterest

§ Marketing
§ Continuation of Cozy Season campaign 

through February
§ Travel Oregon Visitor Guide advertising

§ Website
§ Spring banner
§ Spring blog
§ Events calendar 

§ Visual Identity
§ Finalize logo
§ Brand guide
§ Teaser brochure with locator map
§ Website mockup – homepage 

§ Account Management
§ TPC meeting (Jan. 25)
§ Annual report (2022) by April
§ Monthly dashboards & geolocation data
§ Monthly meetings with Mark and Zoe
§ Q3 report (mid-April)
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535 Dock Street, Ste. 205 Tacoma, WA 98402

253.722.2690

bbaeth@jayray.com

Contact us Follow us on

facebook.com/jayrayadspr
@jayrayadspr

@jayrayadspr

©2023 JayRay Ads + PR

THANK YOU!
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Annual One-Year Implementation Plan for the 

Wilsonville Tourism Development Strategy 
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A. Introduction 

The Wilsonville Tourism Promotion Committee met on April 5, 2023, recommended for 

adoption to the City Council the eighth rolling Five-Year Action Plan and Annual One-Year 

Implementation Plan (also known as the “1/5-Year Action/Implementation Plan”) for FY 

2023/24. Each year, the committee updates the plan to account for work accomplished during the 

prior year and to plan for the following year-plus time period.  

Members of the committee have worked diligently to advance the objectives of the City Council 

as outlined in the past year’s FY 2022/23 Five-Year Action Plan and Annual One-Year 

Implementation Plan as provided for under the authority of Resolution No. 2541 (2015), which 

created the City’s Tourism Promotion Program; and the Wilsonville Tourism Development 

Strategy adopted by Council in May 2014. 

B. Tourism Promotion Committee Members 

Supported by the City Manager’s Office, the Wilsonville Tourism Promotion Committee is 

composed of 12 members total, with seven voting positions and five ex-officio advisory 

positions, as established by Resolution No. 2541, sorted descending alphabetically by last name. 

The seven voting members of the committee include: 

 Lin Anderson: Owner of Vanguard Brewing. Appointed in May 2022 to fill Brian Everest’s 

unexpired term in Position No. 6 ending 6/30/24 following his resignation. 

 Jennifer Gage: General Manager of Abella Italian Kitchen; appointed to Position No. 5 in July 

2021 to full three-year term ending 6/30/24. 

 Al Levit: Retired resident, former bike club coordinator and former City of Wilsonville 

Planning Commissioner; reappointed to Position No. 4 in on July 1, 2020 to full three-year 

term ending 6/30/23 

 Elaine Owen: Owner of Lady Hill Winery was appointed to Position No. 3 in July 2021 to a 

partial term ending 6/30/23 

 Beth Price, Vice Chair: Director of Sales and Marketing for Holiday Inn Hotel & Convention 

Center Portland South/Wilsonville; reappointed mid-term in July 2021 to Position No. 7 with 

term ending 6/30/2024. Beth Price resigned in December 2022 due to a change in employer.  

 Brandon Roben, Chair: CEO of Oaks Amusement Park, Portland; reappointed mid-term in 

July 2019 to Position No. 2 with term ending 6/30/22. 

 Rohit Sharma: Owner, RR Hotels Portland, LLC; appointed mid-term in March 2020 to 

Position No.1 with term ending 6/30/22. 

The committee includes five non-voting, ex-officio advisory members composed of: 

 Clackamas County Tourism and Cultural Affairs, dba Oregon’s Mt Hood Territory: 

Samara Phelps, Executive Director, or designee Jim Austin, Development & Community 

Relations Lead. 

 Washington County Visitors Association (WCVA): Dave Parulo, President/CEO, or designee 

Sylke Neal-Finnegan, Vice President of Marketing & Communications. 
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 Wilsonville Area Chamber of Commerce: Kevin Ferrasci O’Malley, CEO. 

 City of Wilsonville Parks and Recreation Department: Kris Ammerman, Director, or 

designee Brian Stevenson, Recreation Manager. 

 City of Wilsonville City Council: Councilor Charlotte Lehan, who serves as the City Council 

liaison to the committee.  

C. Committee Meetings 

The committee met on four occasions in FY 2022/23, meeting the minimum required four 

meetings per fiscal year pursuant to Resolution No. 2541. Meeting of the committee were held 

on September 14 and November 9, 2022, and January 25 and April 5, 2023.  

D. Advancing Tourism Development Priorities 

The committee continued to work on the Top-16 priorities, as determined by the committee 

during the first year of work during FY15/16, of 50 total potential ‘actions for success’ outlined 

in the Tourism Development Strategy adopted by Council in May 2014.  

Tourism Development Strategy: 

Top Priorities and “Themed Issues” for Additional Work 

Strategy 
No. 

Strategy Title / Description 

1.1 Establish an Independent 501 (c) (6) Not-for-Profit DMO to be named Visit 

Wilsonville, now Explore Wilsonville. [Create the organizational framework] 

1.3 Increase the Allocation of the Hotel/Motel Transient Lodging Tax (TLT). 

1.7 Initiate ongoing partnership and relationship-building programs.  

2.1 Develop a destination branding strategy for Wilsonville. 

5.4 Develop database and email marketing programs. 

5.5 Optimize the online use of video.  

5.6 Optimize linking strategies.  

5.11 Develop and maintain a library of high-quality images and videos.  

5.12 Optimize the use of website and social media analytics.  

5.13 Develop an active content management and co-op marketing program.  

5.14 Increase public awareness of the benefits of tourism.  

5.16 Conduct ongoing visitor-satisfaction research.  

E. Past Year’s Accomplishments, FY 2021/22 

The Tourism Promotion Committee has had a successful year, advancing key objectives as set-

out in the prior fiscal year’s plan, the FY 2022/22 Five-Year Action Plan and Annual One-Year 

Implementation Plan adopted by the City Council through Resolution No. 2964 on May 16, 

2022.  

Following is an accounting of accomplishments achieved towards meeting FY 22/23 objectives. 

 Recruit to fill all voting positions for the Tourism Promotion Committee. 
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In May 2022, Mayor July Fitzgerald appointed with Council consent Lin Anderson to Position 

No. 6.  In July 2022, Mayor July Fitzgerald reappointed with Council consent Rohit Sharma to 

Position No. 1 and Brandon Roben to Position No. 2. 

 Elect chair/vice-chair leadership positions. 

Brandon Roben, was elected Chair and Beth Price, was elected Vice Chair a during the first 

meeting of the new fiscal year in September 2022. 

 Committee transferred the tourism grant program. 

Due to the creation of the new Arts, Culture and Heritage Committee (ACHC), the grant 

program will be transferred to the ACHC per Resolution No. 2941 (2021). The Tourism 

Promotion Committee revised to their bylaws to reflect this modification of committee duties 

and did not oversee the tourism grant program in 2023.  

 Tourism Promotion and Destination Marketing Consultant contractor advances 

components of the Tourism Promotion Marketing Plan. 

JayRay, the City’s Tourism Promotion and Destination Marketing Consultant, provided social 

media posts three times weekly to encourage people to stay in “the heart of it all” The posts 

have promoted the updated itineraries, Parks and Recreation programming, local businesses 

and area attractions. The intent is to continue to engage and grow social media followers. The 

social media posts encourage potential travelers to plan their stay in Wilsonville. Additionally, 

JayRay collaborated with three Pacific Northwest Influencers to visit Wilsonville, follow a 

specific itinerary and share their experience on their social media and blog posts.  

 Geolocation Data. 

The Tourism Promotion and Destination Marketing Consultant has continued to work with 

Geolocation sub consultant Datafy to focus on key areas including liquid tourism and shopping 

since these activities seem to be popular among overnight visitors. The data has been used to 

target marketing efforts. The data will continue to be evaluated and used to continue to 

improve our marketing efforts in FY 23/24. 

 The committee monitors implementation of the Tourism Promotion Marketing Plan, 

including features and operation of the tourism website.  

Staff worked with the Tourism Promotion and Destination Marketing Consultants to continue 

to enhance ExploreWilsovnille.com. Specifically, the event calendar was regularly updated and 

maintained as needed, graphic images were modified quarterly, itineraries and promotional 

packages were added as well. Seasonal blog posts and itineraries were also added to the 

website.  

 Internet/website and social media products are researched and reviewed by 

staff/contractor with committee to target product recommendation and selection. 

The itineraries continue to be promoted on the ExploreWilsonville.com website. JayRay has 

created new seasonal itineraries to help visitors plan their visit in advance. JayRay has 

continued to focus on increasing the social media posts and growing the number of social 

media followers. Reels were used as a way to increase social media engagement.  

Three Influencers visited Wilsonville in FY 22/23 and an increase in website traffic was 

directly linked to the visits. The Influencers were selected based on the number of followers, 
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content they post on social media, ability to connect with our target audience. JayRay 

developed itineraries that would introduce the Influencer’s followers to Wilsonville and the 

benefits of making it their travel location for family fun, outdoor adventures and foodies alike.  

 Visual Identity Update 

The Tourism Promotion and Destination Marketing Consultant gathered input to determine 

how Wilsonville was viewed as a tourism destination. Based on the data, four draft visual 

identities were developed and shared with staff. Staff narrowed the visual identity options to 

two before the Tourism Promotion Committee selected the preferred visual identity in January 

2023. After the visual identity was selected, the Tourism Promotion and Destination Marketing 

Consultant developed branding guidelines, updated our brochures, updated the website and 

developed a new map. 

 Continue tourism promotional programs are implemented with key partners. 

The Tourism Promotion and Destination Marketing Consultant is working with regional/state 

tourism partners for marketing promotion efforts, including Travel Oregon, Travel Portland, 

Travel Oregon, Willamette Valley Visitors Association, Clackamas County Tourism and 

Cultural Affairs (dba Oregon’s Mt. Hood Territory) and Washington County Visitors 

Association. These joint efforts include purchase of print and online advertising and sharing of 

travel research.  

The Tourism Promotion and Destination Marketing Consultant continued the advertisement at 

the Interstate 5 French Prairie northbound rest area. 

 Committee develops and recommends to City Council for adoption the update to the FY 

23/24 Five-Year Action Plan and Annual One-Year Implementation Plan.  

The committee developed and recommended on April 5, 2023, to City Council adoption of the 

FY23/24 update to the tourism business plan formally named the FY22/23 Five-Year Action 

Plan and Annual One-Year Implementation Plan (also known as the “1/5-Year 

Action/Implementation Plan”).  
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F.  Five-Year Action Plan for Tourism Development:  
FY2023/24 – FY2027/28 

The longer-range five-year plan recommended by the committee focuses on developing the 

organizational infrastructure, advancing the marketing/promotion program for Explore 

Wilsonville tourism-development efforts, and researching larger study-efforts to advance 

tourism. 

This eighth, rolling annual one-year implementation action plan follows directly from the 

committee’s review of the most-pressing, “Top Priorities.” While the committee recognizes that 

adjustments are to be made to the longer-range plan via annual ‘course corrections’—especially 

given the COVID-19 pandemic—the five-year plan is outlined below in fiscal years, July 1 of 

one year to June 30 of the following year. 

Year 1 

FY 2023/24 
 Conduct Tourism Promotion Committee Business  

 Leadership, Meetings: Continue recruitment efforts to fill all voting 

positions for the Tourism Promotion Committee. Elect committee chair/vice-

chair leadership positions. 

 Business and Marketing Plans: Tourism Promotion and Destination 

Marketing Consultant contractor advances components of the Tourism 

Promotion and Destination Marketing Plan that the committee monitors 

implementation. The Committee develops and recommends to City Council 

for adoption the update this business plan as the new FY23/24 Five-Year 

Action Plan and Annual One-Year Implementation Plan.  

 Implement the FY23/24 Tourism Promotion Program: Committee will 

implement the new visual identity and continue to enhance marketing efforts 

based on visitor data.  

 Advance Study Effort for City to Enhance Tourism Development: Major 

update to the Tourism Development Strategy, May 2014.  

o Substantial changes in the tourism and hospitality industry over th 

past decade due to Covid-19 and a 10-year-old plan provide impetus 

to reevaluate tourism promotional strategy. 

Year 2 

FY 2024/25 

 Continue updating the Tourism Development Strategy 

 Tourism Promotion and Destination Marketing Consultant contractor 

continues to advance Tourism Promotion Program as outlined in the Plan. 

 New tourism promotional programs are implemented with key partners 

Year 3 

FY 2025/26 

 Tourism Promotion and Destination Marketing Consultant contractor 

continues to advance Tourism Promotion Program as outlined in the Plan. 

 Commence the destination marketing strategy plan (item G.3.3) 

 Feasibility study for a year-round, multi-purpose facility (item G 3.2)  
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Year 4 

2026/27 

 Tourism Promotion and Destination Marketing Consultant contractor 

continues to advance Tourism Promotion Program as outlined in the Plan. 

 New tourism promotional programs are implemented with key partners. 

 Committee recommends to Council to advance formation of nonprofit DMO. 

Year 5 

2027/28 

 Tourism Promotion and Destination Marketing Consultant contractor 

continues to advance Tourism Promotion Program as outlined in the Plan. 

 Committee obtains legal assistance; reviews federal and state requirements for 

forming 501(c)(6) nonprofit DMO called “Explore Wilsonville”; creates 

bylaws.  
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G. Annual One-Year Implementation Plan: FY23/24,  
July 2023 – June 2024 

The eighth, rolling one-year implementation plan seeks to advance the top priorities of the larger 

five-year action plan. Next fiscal year’s work plan is segmented into three main sections: 

1. Conduct Tourism Promotion Committee Business: The committee executes all Council-

mandated activities, including: 

 Leadership: Elect a chair and vice chair at the first meeting of the new fiscal year. 

 Meetings: Hold at least four meetings with quorum attendance during the fiscal year. 

 Business and Marketing Plans: Work with staff and consultant to draft for City Council 

adoption an updated version of the Five-Year Action Plan and Annual One-Year 

Implementation Plan and the Tourism Promotion and Destination Marketing Plan for 

FY23/24. The full, complete FY23/24 marketing plan is to be developed by JayRay, the 

Tourism Promotion and Destination Marketing Consultant, 

2. Implement the FY23/24 Tourism Promotion Program: The committee works with staff of 

the City Manager’s Office and Tourism Promotion and Destination Marketing Consultant to 

advance both the larger FY23/24 Five-Year Action Plan and Annual One-Year 

Implementation Plan and the more specific FY23/24 Tourism Promotion and Destination 

Marketing Plan.  

Specific components of the FY23/24 Tourism Promotion Program include: 

 Target Marketing Refinement: Refining as needed the marketing promotional elements 

and online/Internet website products and processes. Create a new marketing content 

strategy and encourage signups on social media. Package offerings and promotions will 

continue, when feasible, to increase social followers and hotel bookings. Geolocation 

data will continue to be used to develop more specific, targeted marketing to potential 

visitors. Influencers will also continue to be used to show the excellent activities in and 

around Wilsonville while highlighting why the visitors should stay in Wilsonville as their 

basecamp.  

 Focused  One – Two Day Trips: Focusing sets of themed itineraries, with clear 

information about their proximity to Wilsonville and map routes. Itineraries are to 

achieve stronger brand positioning and a focus on being in “the heart of it all.” 

Influencers will also continue to be used to show the excellent activities in and around 

Wilsonville while highlighting why the visitors should stay in Wilsonville as their 

basecamp.  

 Performance Metrics: Continue to track valuation criteria to gauge effectiveness of 

tourism marketing efforts.  

 Public Awareness: Cultivating increased local residents’ knowledge and interest in 

learning more about local attractions and the value of tourism to the economy and 

community-development efforts. Promote Wilsonville’s brand position as “in the heart of 

it all” with locals and build brand ambassadors.  The new visual identity, developed in 

Spring 2022, will be used to build awareness of the program as well. 
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3. Commence Update of the ‘Explore Wilsonville’ Tourism Development Strategy:  

The Tourism Development Strategy that guides the work of the Tourism Promotion 

Committee is now 10 years old, having been researched and developed during 2013 and 

adopted by City Council in May 2014. Considerable changes in both the tourism market 

over time and vast improvement in the City’s destination-marketing efforts require that 

the City update the Strategy.  

The City proposes to split the cost of the updating the Strategy over two fiscal years at 

$50,000 per year, for a total budget amount of $100,000. Staff will work with the 

Tourism Promotion Committee to develop a Request for Proposals (RFP) and advertise 

the RFP during the first half of 2023-24 fiscal year (July – December 2023).  

Then, during the second half of FY 2023-24 (January – June 2023) the Committee 

conducts interviews and recommends selection of a vendor for the RFP. The City 

arranges the contract with selected vendor, which commences work. 

The Tourism Development Strategy work continues into the following fiscal year, FY 

2024-25, with a final product approved for recommendation by the Committee to the City 

Council for adoption. 

 The proposed Tourism Promotion budget for FY23/24: 

Tourism Promotion and Destination Marketing Contract ....$ 200,000 

Tourism Development Strategy Update (Year 1 of 2) ..........$   50,000 

TOTAL Tourism Promotion Budget ....................................$ 250,000 

The committee continues to see an increase in transient lodging tax collections, as well as 

tourism-related and hospitality businesses in 2022. There has been a noticeable rebound in 

both business and leisure travel as we move to a post- pandemic world.  

The FY 23/24 budget includes funds to continue increased social media, influencer 

campaigns among other marketing efforts and a continued investment in geolocation data to 

target advertising.  

H. Components of FY23/4 Annual One-Year Implementation Plan  
of the Tourism Promotion Program in Relation to the  
2014 Tourism Development Strategy 

Following are more details on the top priorities summarized above for FY23/23 Tourism 

Promotion Program in relation to the 2014 Tourism Development Strategy’s Top Priorities and 

“Themed Issues” for Additional Work listed on page 3. 

1. Tourism Promotion Committee Business 

1.1 Staffing/Contractor Resource: In order to advance components of the Explore 

Wilsonville tourism development strategy and the Plan, the committee continues advancing work 

with staff of the City Manager’s Office to collaborate with the Tourism Promotion and 

Destination Marketing Consultant contractor to advance the tourism promotion program. The 

committee may seek to discuss how a City-staffed program could evolve into an independent 

Destination Marketing Organization. 
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Authority for recommendation: Wilsonville Tourism Development Strategy, May 2014, Action 

Item 1.1: Establish an Independent 501 (c) (6) Not-for-Profit DMO to be named Visit 

Wilsonville, now known as Explore Wilsonville. [Create the organizational framework] 

1.2 Budget Allocation: The City reduced the funding for tourism promotion considerably 

during to the Covid- 19 pandemic. The City was able to increase the budget during FY 22/23.The 

budget was $22500,000 for FY 22/23 for the Tourism Promotion Marketing Plan, the 

Community Tourism Grant Program and the Visual Identity update. The budget is increased to 

$250,000 for FY23-24 to accommodate a mayor project – updating of the Tourism Development 

Strategy. 

Authority for recommendation: Wilsonville Tourism Development Strategy, May 2014, Action 

Item 1.3: Increase the Allocation of the Hotel/Motel Transient Lodging Tax (TLT). 

1.3 Tourism Grants Programs: The new Arts, Culture and Heritage Committee assumed 

responsibility for this program in FY 22/23. 

Authority for recommendation: Wilsonville Tourism Development Strategy, May 2014, Action 

Item 1.5: Review Wilsonville Tourism Grants Program. 

2. Implement the FY 23/24 Tourism Promotion Program 

2.1 Tourism Branding Strategy: The Tourism Promotion and Destination Marketing 

Consultant contractor has developed an updated Explore Wilsonville tourism branding strategy. 

The over-arching tourism branding strategy that control key messages, marketing content and 

design and the look and feel of other promotional advertising products for print or online media 

were updated in FY 22/23 and it will be implemented in FY 23/24. 

3.2 Destination marketing strategy plan: The committee recommends that a focused 

tourism and visitor destination-marketing strategy is developed that complements the City’s 

larger branding strategy in order to maximize branding integration and marketing expenditures. 

The committee recommends advancing this study during FY23/24 if funds become available. 

Authority for recommendation: Wilsonville Tourism Development Strategy, May 2014, Action 

Item 1.1: Develop a destination branding strategy for Wilsonville. 
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