
QUARTERLY RECAP // Q3 2018



Traffic and goal conversions up 
significantly in Q3 year-over-year

● Organic traffic was up 16% year-over-year
● Facebook advertising did a much better job of driving traffic due to the use of video and 

the Facebook Audience Network

BIG PICTURE TAKEAWAYS



EXPOSURE: YTD
In September, we received over 
7.5 million impressions coming 
from social, display, print, and 
PR.

TRACTION: YTD

Dip in impressions is from 
less PR in September and 
also the Port campaigns 
ending.

The dip in traffic is from  the 
Port campaigns ending as 
well as a seasonal organic 
dip.
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ACTIVITY: YTD
Historically, goal conversions 
have trended similarly to site 
traffic.

Goals and traffic dipped in 
September from seasonality and 
fully cutting the Port campaigns.

31.5million

impressions

209thousand

site visits
Impressions driven in Q3 from PR, 
print and digital efforts.

Non-unique visits by users to the site 
this month.

Q3 BY THE NUMBERS

Clicks to 
Book

Clicks to 
Stakeholders

Visitor Packet 
Downloads

Newsletter 
Sign-Ups

1,604 30,534 503 120

55.8%
YoY

15.4%
YoY

41.6%
YoY

7.7%
YoY

20.2%
YoY

25%
YoY

*Q3 numbers



WEBSITE SNAPSHOT

69%
23%

8%

1%

4%

38%

9%

41%

Sessions Pages/Visit Bounce Rate Time 
Spent

11.4% 10.1%

1. Homepage                                                   13%
2. /escape-to-wine-country (millennial)       10%
3. /calendar                                              4%
4. /wineries                         4%
5. /wine-country-getaway (boomer)              3%

Organic Search

Facebook Advertising

Paid Search

YoY Site Metrics

Device Metrics

Traffic Source Breakdown

Top Five Pages

WEBSITE STATS

Washington
  +10% YoY
58,682 visits

Idaho
+97% YoY
6,929 visits

Colorado
-10% YoY
3,002 visits

Oregon
-3% YoY

11,821 visits

California
+445%YoY

50,383 visits

Arizona
+30% YoY
4,600 visits

Nevada
+337% YoY
2,824 visits

Utah
+78% YoY
  1,557 visits

Traffic is up significantly in 
2018 from organic traffic 
and the addition of the 
Facebook Audience 
Network to digital 
advertising.

  
55.8%

7%

Display

20.4%

- Q3

Direct

Referral



BRAND CAMPAIGN

                      MILLENNIALS
                                        Impressions: 832,075

            Landing Page Views: 2,854
                                  Avg. CTR: 0.34%

       Cost per landing 
                               page view: $0.51

                                   Clicks-to-book:  22

BABY BOOMERS
Impressions: 513,942
Landing Page Views: 3,345
Avg. CTR: 0.86%
Cost per landing 

page view: $0.44
 Clicks-to-book:  53



COUNTY GRANT CAMPAIGN

                      MILLENNIALS
                                    Impressions: 1,404,368

     Landing Page Views: 5,213
                          Avg. CTR: 0.69%

 Cost per landing 
                       page view: $0.61

        Clicks-to-book: 25

BABY BOOMERS
Impressions: 927,760
Landing Page Views: 4,886
Avg. CTR: 0.77%
Cost per landing 

page view: $0.65
  Clicks-to-book: 44



SEARCH

Top Ads Top Keywords

+washington +wineries

+wineries +wa

+washington +wine +country

+visit +washington +state

+washington +getaways

Impressions Clicks CTR CPC

Wine 42,371 1,797 4.24% $0.87

Getaways/Vacation 24,541 1,246 5.08% $1.25

Destination Wedding - - - -

Total 66,912 3,043 4.55% $1.02

                    
Q3
Campaign 
Stats

- Most commonly clicked ads and keywords for Q3

     Avg Time on page:      1:17
               Bounce Rate:     64%
            Clicks to book:     50



DIGITAL: SOCIAL
In Q3, Facebook clicks trended toward women.

The age groups are still evenly distributed with the age 
breakdown of the campaigns.
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65+
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40%
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Male
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46%54%
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DIGITAL: SEARCH
Clicks on Google Display ads trended toward a male 
audience.

Also, younger age groups are clicking on the ads more often.



PR 

The following is a timeline of notable 
coverage/clippings from September. A 
complete recap of YTD clippings, including 
circulation, unique visitors, and PR value can 
be found at the following link: bit.ly/2rfFjlW

September circulation: 2,297,201
September value: $154,920

Q3 circulation: 14,535,127
Q3 value: $475,695

YTD 2018 circulation: 28,511,990
YTD 2018 value: $1,232,335

Only in Your State
Sept. 8, 2018
Walla Walla Balloon 
Stampede highlighted in 
Jessica Wick’s “Spend the 
day at this hot air balloon 
festival in Washington State” 
feature.

Robb Report
Sept. 16, 2018
Walla Walla featured 
prominently in Sara Schneider’s 
“Like Napa Cab? You’ll Love 
Washington State Merlot” 
feature, including Northstar, 
Pepper Bridge, and Leonetti.

Western Art & Architecture
Sept. 20, 2018
Carrie Scozarro’s “Twice the 
Charm in Walla Walla” 
feature about what to see 
and do in Walla Walla.

Travelocity.com
Sept. 26, 2018
“8 Weekend Getaways for 
under $1,000” with Walla 
Walla taking the top spot 
for wine lovers.

http://bit.ly/2rfFjlW
https://www.onlyinyourstate.com/washington/walla-walla-balloon-stampede-wa/
https://robbreport.com/food-drink/wine/like-napa-cab-love-washington-state-merlot-eg18-2817305/
https://westernartandarchitecture.com/october-november-2018/wanderings-twice-the-charm-in-walla-walla-washington
https://www.travelocity.com/inspire/8-weekend-getaways-for-under-1000/


PR Only In Your State - Sept. 8, 2018
Circulation: N/A
Unique visitors per month: 5,253,291
Value: $5,125



PR Robb Report - Sept. 16, 2018
Circulation: 102,545
Unique visitors per month: 460,608
Value: $6,975



PR Western Art & Architecture - Sept. 20, 2018
Circulation: 49,537
Unique visitors per month: 561
Value: $38,250



PR Ongoing PR Activity
Recent & Upcoming Media Visits

Itinerary assistance for Denman & Marijo Moody, 
including Chef’s Table dinner at MWH on Sept. 19, 
accompanied by Ron Williams.

Itinerary assistance for Leslie Kelly and John Nelson, 
including dinner at Passatempo with Ron Williams and 
RV lodging at Dunham Cellars.

Photo assistance for Cara Strickland re: Passatempo 
feature in next issue. Also October feature on Eritage.

Planning and itinerary for Allen Cox visit, Oct. 21-23, 
with lodging at Cameo Heights and Abeja.

Planning and itinerary for Rich Rubin’s Nov. 12-15 visit 
for Passport, with lodging at Eritage and Abeja.

Initial discussions with editor Stephanie Regalado 
regarding a November visit, exact dates TBD.

Initial discussions with Leslie Forsberg, senior editor, 
regarding Q4 visit in response to fall media invitation.

Invitation and media list development for Ron’s NYC 
visits Oct. 29-Nov. 1.

Updates to and distribution of press release. Sent to 
10,183 recipients, with 1,876 (19.82% open rate).



MONTHLY RECAP // Q3 2018

THANK
YOU


