
Oregon

Wrap up - 2018



Targeting & Tactics
• Target Audience:

– Adults aged 21+
– Couples and families
– AMA Segments: Experienced Explorers, Experienced Outdoorsies, Digital 

Hipsters, White Picket Fencers

• Media/Tactics
– Email, Google Adwords, Social Media, AMATravel Landing Page, Edmonton 

Global News



Marketing Activity
• Email

– Number of Campaigns: 1
– Total Emails Delivered: 9,161
– Open Rate: 62.7%
– Click Through Rate: 5.7%
– Click-to-Open Rate: 9.1%
– Sales: $477.66



Marketing Activity
• Social Media

– Facebook
• 2 posts
• Impressions: over 2,000
• Engagements: over 25

– Twitter
• 2 tweets
• Impressions: 884
• Engagements: 4



Marketing Activity
• Webpage stats

– Page Views: 108,294
– Average time on Page: 03:51 
– Bounce Rate: 43.04%

• Paid Social Campaigns
– Facebook (one paid post)

• Clicks: 294
• Impressions: 25,949

• Dedicated Articles
– Quick Trips: How to Plan a Trip to Oregon
– Festival pages



Oregon Sales Numbers
• A comparison of Oregon Flight & Hotel bookings and sales for 2017 and 

2018

Oregon 2017 Oregon 2018 Change in Pax Change in $
Air 44 $ 19,600 Air 117 $ 40,411 165.9% 106.2%
Car 36 $ 10,805 Car 92 $ 28,239 155.6% 161.4%
Hotel 83 $ 18,200 Hotel 136 $ 34,304 63.9% 88.5%
Insurance 366 $ 34,801 Insurance 770 $ 73,275 110.4% 110.6%
Grand Total 529 $ 83,406 Grand Total 1115 $ 176,229 110.8% 111.3%
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