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TOURISM PROMOTION COMMITTEE AGENDA 
November 09, 2022 at 1:00 PM 

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

CALL TO ORDER 

1. Roll Call  
 

CONSENT AGENDA 

2. September 14, 2022 Tourism Promotion Committee Minutes.  

TOURISM PROMOTION & DESTINATION MARKETING UPDATES 

3. Tourism Marketing - JayRay Updates 

TOURISM PROMOTION PROGRAM 

4. Visual Identity Project Update & Timeline 

CITY UPDATES 

COMMITTEE MEMBER UPDATES 

ADJOURN 

NEXT MEETING 
Wednesday, January 25, 2023 1:00 pm 
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TOURISM PROMOTION COMMITTEE MINUTES 
September 14, 2022 at 1:00 PM 

City Council Chambers & Zoom (https://us02web.zoom.us/j/85123939310) 

 
 
CALL TO ORDER 
Vice Chair Sharma called the meeting to order at 1:02 pm since Chair Price had zoom video difficulties. 
 
1. Roll Call 

PRESENT 
Chair Beth Price 
Vice-Chair Rohit Sharma 
Member Al Levit 
Member Brandon Roben 
Member Elaine Owen 
Member Jennifer Gage 
Member Lin Anderson 
 
 
 

GUESTS 
Alex Domine, JayRay  
Cara Sjorgen, JayRay  
Jen Willey, JayRay  
Bridget Baeth, JayRay  
Kevin O’Malley, Chamber of Commerce 
 
STAFF 
Mark Ottenad 
Zoe Mombert 
Kris Ammerman 

2. Community Input 
None provided. 
 
CONSENT AGENDA 
3. April 5, 2022 Minutes  

Chair Price made a motion to approve the April 5, 2022 Tourism Promotion Committee Minutes. Brandon 
Roben seconded the motion.  Motion passed with unanimous consent. 

 
COMMITTEE BUSINESS 
4. Welcome New Tourism Promotion Committee Member - The committee welcomed Lin Anderson, 

owner of Vanguard Brewing, as the newest member of the Tourism Promotion Committee.  Lin 
introduced herself to the committee.  

 
5. Select a Chair and Vice Chair  

Jennifer Gage made a motion to elect Brandon Roben as Chair for FY 22/23. Beth Price seconded the 
motion and the motion passed (Roben Abstained from the vote, all others voted in the affirmative). 

 
Brandon Roben made a motion to elect Beth Price as Vice - Chair for FY 22/23. Rohit Sharma seconded 
the motion and the motion passed unanimously. 
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TOURISM PROMOTION & DESTINATION MARKETING UPDATES 
6. JayRay Marketing Updates (highlights) 

- Bridget Baeth Gave an update on metrics and discussed social media.   
- Jen Willey, New to JayRay, provided an overview of public relation stories 
- Alex Domine gave an overview of summer content with partners and plan for future content partners. 
- Geolocation update 

- Reminder of points of interest targeting visitors from 50+ miles away. 
- Shopping and liquid tourism were two marketing efforts May through August.  Liquid tourism 
performed best.  The total ad spend was $20,000 (included $5,000 credit from Datafy). 
- Outcomes of campaign: $5,000 spent on lodging and $23,550 spent in destination 

 
- Committee discussed an interest in seeing the impact on businesses or leisure travelers. 
 
A question was had regarding new corporate information.  Will they get a search engine? 
 

- Interest in a large add placement at the Airport similar to the one at the French Prairie Rest stop. 
- Interest in a QR Code for each advertisement location to track how beneficial it is.  
- JayRay noted that Datafy ad only targeted users 50+ miles away. 
- Winter campaign compared to STR reports to target lower occupancy in winter liquid tourism.  

Liquid tourism with activities. 
 

- The committee discussed the metrics and if there are more meaningful metrics that could be used. 
- The fall and winter itineraries were shared and JayRay noted each will have a google map.  

- Members suggested a package for Mt. Angel Octoberfest and hotel deals. 

TOURISM PROMOTION PROGRAM 
7. Visual Identity Project  
 JayRay introduced the project and addressed questions.  
 

A motion to move forward with the Visual Identify Project was made by Rohit Sharma and seconded by 
Jennifer Gage.  The motion passed with unanimous consent. 

CITY and COMMITTEE MEMBER UPDATES 
Beth Price shared Jonny Limbo and the Lugnuts will be at the Holiday Inn on New Years Eve and she will 
be attending the Connect Show. 
 
Kevin O’Malley mentioned that the relocation market is coming back and expressed an interest in a map 
to help accommodate that conversation. 

ADJOURN – Meeting adjourned at 2:48pm 

NEXT MEETING: TBD 
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EXPLORE WILSONVILLE 1

EXPLORE WILSONVILLE
Q1 REPORT (July-Sept.)
FY 2022-2023

October 21, 2022
5

Item 3.



EXPLORE WILSONVILLE 2

TABLE OF CONTENTS 

Q1 Recap 4

Public Relations 27

Dashboard 3

Social Media 14

Website 5

STR Report 33
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EXPLORE WILSONVILLE 3

DASHBOARD 
ANNUAL RESULTS TO DATE FY 2022-23

JULY 2022-SEPT 2022

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

Influenced articles 
(number of articles earned) 1 20% 5

New website users 5,105 34% 15,000

Social media reach
(Facebook, Instagram, 
Pinterest)

27,418 18% 150,000

Social media followers
(Facebook, Instagram) 2,295 77% 3,000

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

1,095 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

Q1 RECAP
§ Fall and Winter itineraries added to website
§ NW Travel & Life Advertorial
§ Willamette Living Feature
§ Wine & Shopping geolocation marketing ads ended in August
§ Planned shoulder season (winter-spring) geolocation marketing ads
§ Fall blog and media pitch
§ Ongoing social media
§ Fall social media promotions and Instagram reels
§ Website maintenance 

8
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EXPLORE WILSONVILLE 5

WEBSITE 
REPORT
Updated October 18, 2022
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EXPLORE WILSONVILLE 6

WEBSITE RECAP

§ Fall blog

§ Fall itineraries

§ Best of Wilsonville: Fall Edition

§ Toast to Oktoberfest

§ Seeking Solitude 

§ Solo-Friendly Travel

§ Dog-Friendly Fun

§ Winter itineraries

§ Best of Wilsonville: Winter Edition

§ Warm up in Wilsonville

§ The Gift Giver’s Guide

§ New Year, New You

§ Updated media room

§ Ongoing event maintenance

10
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https://explorewilsonville.com/pocket-trips/dining-drinking/fall-in-love-with-wilsonville-top-10-activities-to-celebrate-autumn-the-wilsonville-way/
https://explorewilsonville.com/fall-itineraries/
https://explorewilsonville.com/winter-itineraries/
https://explorewilsonville.com/press-media/


EXPLORE WILSONVILLE 7

FALL ITINERARIES 
§ Fall itineraries

§ Best of Wilsonville: Fall 

Edition

§ Toast to Oktoberfest

§ Seeking Solitude 

§ Solo-Friendly Travel

§ Dog-Friendly Fun

11
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https://explorewilsonville.com/fall-itineraries/
https://explorewilsonville.com/best-of-wilsonville-fall-edition/
https://explorewilsonville.com/toast-to-oktoberfest/
https://explorewilsonville.com/seeking-solitude/
https://explorewilsonville.com/solo-friendly-travel/
https://explorewilsonville.com/dog-friendly-fun/


EXPLORE WILSONVILLE 8

WINTER ITINERARIES 
§ Winter itineraries

§ Best of Wilsonville: 

Winter Edition 

§ Warm up in Wilsonville

§ The Gift Giver’s Guide

§ New Year, New You

12
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https://explorewilsonville.com/winter-itineraries/
https://explorewilsonville.com/best-of-wilsonville-winter-edition/
https://explorewilsonville.com/warm-up-in-wilsonville/
https://explorewilsonville.com/the-gift-givers-guide/
https://explorewilsonville.com/new-year-new-you/


EXPLORE WILSONVILLE 9

SPRING ITINERARIES 

§ Spring itineraries

§ Best of Wilsonville: Spring 

Edition

§ Stay and Play

§ Retreat to Connect

§ Local is your Love 

Language

§ For the Early Riser

13
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https://explorewilsonville.com/spring-itineraries/
https://explorewilsonville.com/best-of-wilsonville-spring-edition/
https://explorewilsonville.com/stay-and-play/
https://explorewilsonville.com/retreat-to-reconnect/
https://explorewilsonville.com/when-local-is-your-love-language/
https://explorewilsonville.com/experiences-for-the-early-riser/


EXPLORE WILSONVILLE 10

FALL BLOG
§ Fall in love with Wilsonville: Top 10 activities to 

celebrate Autumn, the Wilsonville Way. 

1. Pick your pumpkin & post your fall pic

2. Stomp grapes at St. Josef’s Winery

3. Go for a spooky farm walk

4. Harvest your heart out

5. Seek some serious solitude

6. Spend Halloween weekend after dark

7. Toast to Oktoberfest

8. Feast for the Festival of Lights

9. Wind down with Willamette Valley wines

10. Do bring your dog
14

Item 3.

https://explorewilsonville.com/pocket-trips/dining-drinking/fall-in-love-with-wilsonville-top-10-activities-to-celebrate-autumn-the-wilsonville-way/


EXPLORE WILSONVILLE 11

EVENTS

*Maintenance sample: not an exhaustive list 15
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EXPLORE WILSONVILLE 12

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 July Aug Sept Total July Aug Sept Total

New Users 2,709 1,300 1,096 5,105 1,377 1,297 771 3,445 48%

Users 2,609 1,400 1,109 5,118 1,522 1,322 771 3,615 41%

Page Views 5,435 3,685 3,486 12,606 3,631 2,885 1,819 8,335 51%

• INCREASES ACROSS THE BOARD ON ALL USER 
MEASUREMENTS. FARMLANDIA TRIP NEWLY ADDED TO 
TOP 5 PAGES FROM GEOLOCATION ADS

FY 21-22 Q4 MOST POPULAR PAGES (PRIOR 3 MONTHS)FY 22-23 Q1 MOST POPULAR PAGES
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EXPLORE WILSONVILLE 13

FY 2022-23 TO DATE WEBSITE ANALYTICS 

FY 2022-23 (JULY-SEPT)

Metric July Aug Sept Jan Feb Mar April May June July Aug Sept Total

New 
Users 2,709 1,300 1,096 - - - - - - - - - 5,105

Users 2,609 1,400 1,109 - - - - - - - - - 5,118

Page 
Views 5,435 3,685 3,486 - - - - - - - - - 12,606
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EXPLORE WILSONVILLE 14

SOCIAL MEDIA 
REPORT
Updated October 18, 2022

18
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EXPLORE WILSONVILLE 15

SOCIAL MEDIA RECAP
§ Began measuring total engagements for 

each social media platform

§ Pinterest post total reach increased 34%

§ Pinterest engagement rate up 19%

§ FB engagement rate is up 10%

§ Followers increased by 11.5%

§ One paid FB and IG promotions

§ Instagram growth is steady, FB slightly 

faster pace of increase due to paid 

promotions

19
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EXPLORE WILSONVILLE 16

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

28
Reactions, Comments and 

Shares

326
Reached

• ENGAGEMENT IS UP 10% FROM LAST YEAR 
• HOWEVER, FB REACH IS DOWN DUE TO THE 

INVERSE RELATIONSHIP BETWEEN REACH 
AND ENGAGEMENT 

• BEGAN BENCHMARKING TOTAL 
ENGAGEMENTS AND LINK CLICKS

FY 2022-2023 Q1 FY 2021-2022 Q1
CHANGE

Metric July Aug Sept Total July Aug Sept Total

Engagement*
(%) 4.04% 3.99% 10.92% 6.32%

AVG 8.88% 3.83% 4.44% 5.72%
AVG

+10%

Post Total 
Reach** 8,012 6,712 1,419 16,143

TOTAL 890 32,857 1,937 35,684
TOTAL -55%

Total 
Engagements *** 65 33 45 143

TOTAL Benchmark Benchmark Benchmark Benchmark Benchmark

Link Clicks**** 102 23 46 171
TOTAL Benchmark Benchmark Benchmark Benchmark Benchmark
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EXPLORE WILSONVILLE 17

INSTAGRAM ENGAGEMENT

TOP CONTENT: JULY 6, 2022

28
Likes

306
Reached

3
Comments

18
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

• SLIGHT DECREASES ARE FROM HIGHER AD SPEND 
IN Q1 OF FY 2021-22. SLIGHT DECREASES CAN ALSO 
BE ATTRIBUTED TO INSTAGRAM’S REFOCUS ON 
VIDEO VS. PHOTOS IN DECEMBER OF 2021

• BEGAN BENCHMARKING TOTAL ENGAGEMENTS 
AND LINK CLICKS

FY 2022-2023 Q1 FY 2021-2022 Q1
CHANGE

Metric July Aug Sept Total July Aug Sept Total

Engagement*
(%) 1.60% 1.60% 1.54% 1.58%

AVG 2.23% 1.84% 2.14% 2.07%
AVG

-0.49%

Average number
of likes 11.71 12.3 10.67 11.56

AVG 12.7 11 13 12.2
AVG

-0.64

Post Total 
Reach** 2,960 2,908 2,822 8,690

TOTAL 2,155 5,328 2,594 10,077
TOTAL

-14%

Total 
Engagements *** 190 214 163 567

TOTAL Benchmark Benchmark Benchmark Benchmark Benchmark

Link Clicks**** 37 17 10 64
TOTAL Benchmark Benchmark Benchmark Benchmark Benchmark
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EXPLORE WILSONVILLE 18

PAID SOCIAL MEDIA (MARKETING)

Dates: July 7 - August 31, 2022
Channel: Facebook and Instagram
Objective: Page likes
Audience: Adults in United States: Redding (+25 mi), Sacramento (+25 mi) 
California; Boise (+25 mi), Coeur d'Alene (+25 mi) Idaho; Bend (+30 mi), Eugene 
(+25 mi), Klamath Falls (+25 mi), Medford (+25 mi), Salem (+25 mi) Oregon; 
Kennewick (+50 mi), Seattle (+25 mi), Spokane (+25 mi), Tacoma (+50 mi) 
Washington
Interests: Outdoor Living, Peloton, hiking trails, Wine, Motorhome, Vegetable 
Gardening, Farm-to-table, Outside (magazine), History, Flower, Road trip, Wine 
tasting, Bicycle touring, Farmers' market, Farm, Retirement age, Well-being or 
BackyardGardener.com - Your Backyard Gardening Source

OVERVIEW & RESULTS
• SPEND: $200
• REACH: 6,494
• IMPRESSIONS: 12,069
• PAGE LIKES: 182

22
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EXPLORE WILSONVILLE 19

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 Q1 FY 2021-2022 Q1
CHANGE

Metric July Aug Sept Total July Aug Sept Total

Engagement*
(%) 4.12% 2.45% 3.39% 3.32%

AVG 2.97% 2.41% 3.01% 2.80%
Average

+19%

Post Total 
Reach** 1,141 941 531 3,493

TOTAL 807 705 1,096 2,608
Total

+34%

Total 
Engagements*** 47 23 18 88

TOTAL Benchmark Benchmark Benchmark Benchmark Benchmark

Link Clicks**** 32 16 14 62
TOTAL Benchmark Benchmark Benchmark Benchmark Benchmark

• REACH AND ENGAGEMENT ARE UP. REACH BY 34% AND 
ENGAGEMENT BY 19%. INCREASES ATTRIBUTED TO TARGETING 
TRENDING KEYWORDS THAT ALIGN WITH BRAND GOALS. 
(ex. bucket-list blooms, wine tasting and bike trips)

• BEGAN BENCHMARKING TOTAL ENGAGEMENTS AND LINK CLICKS

FY 22-23 Q1 TOP BOARD

1,196
Impressions

1
Saves

57
Link Clicks

23
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EXPLORE WILSONVILLE 20

PINTEREST POSTS

*Pin sample: not an exhaustive list 24
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EXPLORE WILSONVILLE 21

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% - - - - - - - - - 6.32%

AVG

Post Total Reach 8,012 6,712 1,419 - - - - - - - - - 16,143
TOTAL

Total 
Engagements & 

Link Clicks
167 56 91 - - - - - - - - - 314

TOTAL

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

Engagement
(%) 1.60% 1.60% 1.54% - - - - - - - - - 1.58%

AVG

Average number
of likes 11.71 12.3 10.67 - - - - - - - - - 11.56

AVG

Post Total Reach 2,960 2,908 2,822 - - - - - - - - - 8,690
TOTAL

Total 
Engagements & 

Link Clicks
227 231 173 - - - - - - - - - 631

TOTAL

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

Engagement
(%) 4.12% 2.45% 3.39% - - - - - - - - - 3.32%

AVG

Post Total Reach 1,141 941 531 - - - - - - - - - 3,493
TOTAL

Total 
Engagements & 

Link Clicks
79 39 32 - - - - - - - - - 150

TOTAL

25
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EXPLORE WILSONVILLE 22

SOCIAL MEDIA FOLLOWERS

TOTAL FOLLOWERS: 2,434

*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

JAN-JUNE 2022
(END OF PRIOR 6 MONTHS): 
Total Followers: 2,182
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EXPLORE WILSONVILLE 23

SOCIAL MEDIA REACH

PEAKS AND VALLEYS IN 
FACEBOOK AND 
INSTAGRAM DUE TO 
PAID ADS. CONSISTENT 
REACH ON PINTEREST

JAN-JUNE 2022 
(TOTAL PRIOR 6 MONTHS): 
Total Reach: 71,968

TOTAL REACH: 27,418
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EXPLORE WILSONVILLE 24

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+. This is a 
departure from last quarter’s measurements showing a majority between ages 45-64.

GENDER
Approximately 82% of Explore Wilsonville’s Facebook content reached women, and 16% reached men. This is a departure from last
quarter’s measurements of 74% of Explore Wilsonville’s Facebook content reaching women, and 26% reaching men

COUNTRY
A majority are from the United States (5,244), followed by Morocco (55). This is a departure from last quarter’s measurements showing 
Canada as the second country. 

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

1. Las Vegas, NV (6.1%)
2. Sacramento, CA (3.9%)
3. Seattle, WA (3.1%)
4. Boise, ID (3%) 
5. Meridian, ID (3%) 

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 October 18, 2022
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EXPLORE WILSONVILLE 25

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 (90%) are from the United States, followed by Canada (.6%). 

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

1. Wilsonville, OR (30.7%)
2. Portland, OR (8.4%)
3. Canby, OR (4.9%)
4. Oregon City, OR (2.9%) 
5. Sherwood, OR (2.8%)

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

Updated October 18, 2022 29
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EXPLORE WILSONVILLE 26

PINTEREST DEMOGRAPHICS

AGE RANGE
Most of Explore Wilsonville’s Pinterest audience are between the ages 
of 24-44, with ages 25-34 leading at 45.7% followed by ages 35-44 at 
17.3%.

GENDER
Approximately 79.8% of Explore Wilsonville’s Pinterest audience 
identify as women. 19.4% identify men and approximately 10.8% are 
unspecified & custom.

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

1. Portland, OR (14.1%)
2. Los Angeles, CA (4.8%) 
3. Boise, ID (4.8%) (newly added to top 5)
4. Atlanta, GA (3.7%) (newly added to top 5)
5. New York, NY (3.7%)

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 October 14, 2022 30
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EXPLORE WILSONVILLE 27

PR
REPORT
Updated October 18, 2022

31
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EXPLORE WILSONVILLE 28

PR RECAP
§ Fall pitch to 200+ journalists

§ NW Travel & Life Advertorial published

§ Willamette Living Feature published

§ Updated media fact sheet

§ Updated editorial calendar

§ Fall in Love with Wilsonville

§ Winter Wonder

§ Spring Retreats

§ Summer Memories

§ Ongoing updates to website media room

32
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https://explorewilsonville.com/press-media/


EXPLORE WILSONVILLE 29

NW TRAVEL & LIFE • TWO-PAGE SPREAD IN AUG/SEPT/OCT ISSUE
• REGIONAL DISTRIBUTION: WA, OR, ID, MT, AK, NORTH CA
• MONTHLY IMPRESSIONS: 435,000

33
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https://indd.adobe.com/view/b8c7b856-57d3-40f1-b5a3-e000f052e694


EXPLORE WILSONVILLE 30

WILLAMETTE LIVING FEATURE

§ Day Tripper: Wilsonville (Sept/Oct Issue)

• FOUR-PAGE SPREAD IN SEPT/OCT ISSUE
• 20 POINTS OF INTEREST FOR DAY-TRIPS IN WILSONVILLE

34
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https://issuu.com/willametteliving/docs/wl_sept22-draft/32


EXPLORE WILSONVILLE 31

PR COVERAGE

SEE UPDATED MEDIA ROOM

35

Item 3.

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


EXPLORE WILSONVILLE 32

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 - - -

November - - -
December - - -

January - - -
February - - -

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

June - - -
TOTAL 45 19,543,629 1

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.
36
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EXPLORE WILSONVILLE 33

STR
REPORT
Updated October 18, 2022

37
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EXPLORE WILSONVILLE 34

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/
38
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EXPLORE WILSONVILLE 35

STR REPORT – WILSONVILLE

OREGON 
MASK 

MANDATE 
LIFTEDOMICRONDELTA VARIANT

COVID-19 RESTRICTIONS LIFTED

2021 2022

PERCENT CHANGE

PE
R

C
EN

T
(%

)
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EXPLORE WILSONVILLE 36

STR REPORT – WILSONVILLE

Total Properties: 9 Total Rooms: 615
QUARTERLY MEASUREMENTS OF OCCUPANCY %, 
REVPAR, DEMAND AND REVENUE ALL INCREASED. 
SEPTEMBER 2021 IS AN OUTLIER DUE TO THE 
DELTA VARIANT.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% - - - - - - - - -

RevPAR $109.75 $103.21 $93.51 - - - - - - - - -

Demand 15,035 15,294 14,342 - - - - - - - - -

Revenue $2,092,395 $1,967,775 $1,725,258 - - - - - - - - -

Q1 FY 22-23 Q1 FY 21-22 YOY 
QUARTERLY 

CHANGEFY 22-23 July Aug Sept Total July Aug Sept Total

Occupancy % 78.9% 80.2% 77.7% 78.93%
AVG 77.60% 73.3% 68.9% 73.27%

AVG
+7.73%

AVG

RevPar $109.75 $103.21 $93.51 $102.16 
AVG $91.33 $85.55 $74.58 $83.82 

AVG 
+22%
AVG

Demand 15,035 15,294 14,342 44,671
TOTAL 14,791 13,973 12,712 41,476

TOTAL
+8%

TOTAL

Revenue $2,092,395 $1,967,775 $1,725,258 $5,785,428
TOTAL $1,741,263 $1,631,032 $1,375,859 $4,748,154 

TOTAL
+22%

TOTAL
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EXPLORE WILSONVILLE 37

535 Dock Street, Ste. 205 Tacoma, WA 98402

253.722.2690

bbaeth@jayray.com

Contact us Follow us on

facebook.com/jayrayadspr
@jayrayadspr

@jayrayadspr

©2022 JayRay Ads + PR

THANK YOU!
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