(Updated 5/01/16)

TRAVEL OREGON: 2016/2017 RCTP Program
Measuring Results: RDMO Metrics

Instructions:

The following charts are designed to help you to set goals and track the results of your RCTP plan. We've tried to provide a comprehensive list of measureable tactics. Choose
only the categories/mediums that apply to your programs. If we've missed a category/medium that relates to your program, please add it. Fill in the light grey cells ("% of Goal"
cells will calculate automatically).

Once you've filled in the cells for the categories/mediums that apply to your programs, use the "Save As" option to save the document with your region's name in the title.

RDMO SOCIAL MEDIA PAGES

FY 2016/2017
Mid-Year Check-in Results Final Results FY'16/'17
Related Tactics Result % of Goal Result % of Goal Goal| |Notes Directional Baseline
FACEBOOK*
Fans Results are whole numbers (x,xxx) and build on previous |No standard: though FB Newsfeed
year's results favors pages with more fans
TWITTER
Followers Results are whole numbers (x,xxx) and build on previous |No standard (use baseline from
year's results previous yr's metrics)
YOUTUBE**
Video Views Results are whole numbers (x,xxx) No standard (use baseline from
previous yr's metrics)

Note: Add additional Social Media sites used (if related to your RCTP plan)
* Source: measure on Facebook Insights
** Source: measure on YouTube Analytics

RDMO E-NEWSLETTER*

FY 2016/2017
Mid-Year Check-in Results Final Results FY'16/'17
Related Tactics Result % of Goal Result % of Goal Goal| |Notes Directional Baseline
Subscribers Results are whole numbers (x,xxx) and build on previous |No standard (use baseline from
year's results previous yr's metrics)
Open Rate Results are percentages (x.x%); 15.0% (based on Travel Oregon
Calculated: # of Emails Opened/# of Emails Sent enews)
Click Through Rate (CTR) Results are percentages (x.x%); 4.0% (based on Travel Oregon
Calculated: # of clicks to website/# of emails opened enews)
* Source: measure using your enewsletter platform
Domestic PR
FY 2016/2017
Mid-Year Check-in Results Final Results FY'16/'17
Related Tactics Result % of Goal Result % of Goal Goal| |Notes Directional Baseline
US Circulation of Placements* Results are whole numbers (x,xxx) No standard (use baseline from
previous yr's metrics)
Note: based on stories secured by your PR outreach
* Source: clipping service
CONTENT DEVELOPMENT
FY 2016/2017
Mid-Year Check-in Results Final Results FY'16/'17
Related Tactics Result % of Goal Result % of Goal Goal| |Notes Directional Baseline
# of Stories Developed Results are whole numbers (x) No standard (use baseline from
previous yr's metrics)
# of PR Pitches Results are whole numbers (x) No standard (use baseline from
previous yr's metrics)
RDMO WEBSITE*
FY 2016/2017
Mid-Year Check-in Results Final Results FY'16/'17
Related Tactics Result % of Goal Result % of Goal Goal| |Notes Directional Baseline
Unique Visitors Results are whole numbers (x,xxx) No standard (use baseline from
previous yr's metrics)
Average Page Views/visit Results are real numbers (x.x) 3.8 (industry baseline per MARK)
Time on Site Results are minutes expressed as real numbers (x.x) 3.33 (industry baseline per MARK)
Bounce Rate Results are percentages (x.x%) 57.2% (based on Travel Oregon
FY'10/11 bounce)

* Source: measure on Google Analytics

GLOBAL SALES (TRAVEL TRADE)

FY 2016/2017
Mid-Year Check-in Results Final Results FY'16/'17
Related Tactics Result % of Goal Result % of Goal Goal| |Notes Directional Baseline
TOUR OPERATOR
Leads/referrals sent Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)
# of Research trips (fams) hosted (Travel Trade) Results are whole numbers (xx) No standard (use baseline from
previous yr's metrics)
Published itineraries Results are whole numbers (xxx) No standard (use baseline from
previous yr's metrics)
Total Room nights (aggregate) Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)
INT'L MEDIA
# of Research trips (fams) hosted (Earned Media / Results are whole numbers (xx) No standard (use baseline from
Journalists) previous yr's metrics)
Int'l Circulation of Placements Results are whole numbers (x,xxx) No standard (use baseline from
previous yr's metrics)
Leads/referrals sent Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)




LEAD FULFILLMENT

FY 2016/2017
Mid-Year Check-in Results Final Results FY'16/'17
Related Tactics Result % of Goal Result % of Goal Goal| |Notes Directional Baseline
TORP
Number of Guides Fulfilled Results are whole numbers (x,xxx) 12,000 (based on historical data)
Cost per Guide Fulfilled $0.70 0% Change $0.70 0% Change $0.70| |Results are dollars ($0.70); No standard (use baseline from
Calculated: TORP Cost/# of Guides Fulfilled previous yr's metrics)
TRAVEL GUIDE (NOT TORP)
Number of Guides Fulfilled Results are whole numbers (x,xxx) No standard (use baseline from
previous yr's metrics)
Cost per Guide Fulfilled Results are dollars ($x.xx); No standard (use baseline from
Calculated: Cost/# of Guides Fulfilled previous yr's metrics)
PAID ADVERTISING
FY 2016/2017
Mid-Year Check-in Results Final Results FY'16/'17
Related Tactics Result % of Goal Result % of Goal Goal| |Notes Directional Baseline
TELEVISION
Impressions Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)
Cost per thousand (CPM) Results are dollars ($xxx.xx); $10.04 (based on Travel Oregon :15
Calculated: (Cost/# of Impressions) x 1,000 second ad buy in SF, Seat, PDX,
Boise)
BANNER ADS
Impressions Results are whole numbers (x,xxx) No standard (use baseline from
previous yr's metrics)
Cost per thousand (CPM) Results are dollars ($xxx.xx); $10.82 (based on Travel Oregon
Calculated: (Cost/# of Impressions) x 1,000 banner ad buy)
Clicks Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)
Click Through Rate(CTR) Results are percentages (X.xx%); 0.08% Industry standard
Calculated: # of clicks to website/# of impressions
Cost per click (CPC) Results are dollars ($xxx.xx); $9.53 (based on Travel Oregon
Calculated: Cost/# of Clicks banner ad buy)
DIGITAL VIDEO
Impressions Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)
Views Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)
Cost per view (CPV) Results are dollars ($xxx.xx); No standard (use baseline from
Calculated: Cost/# of Views previous yr's metrics)
Clicks Results are whole numbers (x,xxx) No standard (use baseline from
previous yr's metrics)
Cost per click (CPC) Results are dollars ($xxx.xx); $9.53 (based on Travel Oregon
Calculated: Cost/# of Clicks banner ad buy)
KEYWORD SEARCH
Impressions Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)
Cost per thousand (CPM) Results are dollars ($xxx.xx); $5.52 (based on Travel Oregon
Calculated: (Cost/# of Impressions) x 1,000 keyword search buy)
Clicks Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)
Click Through Rate(CTR) Results are percentages (x.xx%); 0.51% (based on Travel Oregon
Calculated: # of clicks to website/# of impressions keyword search buy)
Cost per click (CPC) Results are dollars ($xxx.xx); $1.08 (based on Travel Oregon
Calculated: Cost/# of Clicks keyword search buy)
EMAILS
Impressions No standard (use baseline from
previous yr's metrics)
Cost per thousand (CPM) Results are dollars ($xxx.xx); No standard (use baseline from
Calculated: (Cost/# of Impressions) x 1,000 previous yr's metrics)
Clicks Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)
Click Through Rate(CTR) Results are percentages (x.xx%); No standard (use baseline from
Calculated: # of clicks to website/# of impressions previous yr's metrics)
Cost per click (CPC) Results are dollars ($xxx.xx); No standard (use baseline from
Calculated: Cost/# of Clicks previous yr's metrics)
FACEBOOK ADVERTISING
Impressions Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)
Cost per thousand (CPM) Results are dollars ($xxx.xx); $0.59 (based on Travel Oregon
Calculated: (Cost/# of Impressions) x 1,000 Facebook ad buy)
Clicks Results are whole numbers (x,xxx) No standard (use baseline from
previous yr's metrics)
Click Through Rate(CTR) Results are percentages (x.xx%); 0.10% (based on Travel Oregon
Calculated: # of clicks to website/# of impressions Facebook ad buy)
Cost per click (CPC) Results are dollars ($xxx.xx); $0.40 (based on Travel Oregon
Calculated: Cost/# of Clicks Facebook ad buy)
RADIO
Impressions Results are whole numbers (x,xxx) No standard (use baseline from
previous yr's metrics)
Cost per thousand (CPM) Results are dollars ($xxx.xx); No standard (use baseline from
Calculated: (Cost/# of Impressions) x 1,000 previous yr's metrics)
PRINT
Impressions* Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)
Cost per thousand (CPM)* Results are dollars ($xxx.xx); No standard (use baseline from
Calculated: (Cost/# of Impressions) x 1,000 previous yr's metrics)
Inquiries (leads) Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)
Cost per Inquiry (CPI) Results are dollars ($xxx.xx); No standard (use baseline from
Calculated: Cost/# of Inquiries previous yr's metrics)
Note: Only report out on the mediums used (add other media types as need)
*If available
CONSUMER SHOWS
FY 2016/2017
Mid-Year Check-in Results Final Results FY'16/'17
Related Tactics Result % of Goal Result % of Goal Goal| |Notes Directional Baseline
Impressions (# of attendees) Results are whole numbers (x,xxx) 20,000 (Based on Sunset
Celebration show)
Cost per thousand (CPM) Results are dollars ($xxx.xx); $75.00 (Based on Sunset
Calculated: (Cost/# of Impressions) x 1,000 Celebration show)
Inquiries (leads) Results are whole numbers (x,xxx) 450 (Based on Sunset Celebration
Show)
Cost per Inquiry (CPI) Results are dollars ($xxx.xx); $3.33 (Based on Sunset Celebration
Calculated: Cost/# of Inquiries Show)
DEVELOPMENT (TRAINING)
FY 2016/2017
Mid-Year Check-in Results Final Results FY'16/'17




Customer Service Training

Other Training

Destination development workshops within region

Total number of workshop participants

Number of destination development projects funded

Grant (or other) funding raised from external sources
to augment destination development projects

Number of tourism-related businesses that received
direct technical assistance

Human capacity augmented or added in underserved
regions through RCTP funding

Tactical goal metric - Fill in blank

Tactical goal metric - Fill in blank

Incremental Dollars Generated

Participating Partners

Related Tactics Result % of Goal Result % of Goal Goal| |Notes Directional Baseline
Results are whole numbers (x,xxx) # of trainees No standard (use baseline from
previous yr's metrics)
Results are whole numbers (X,xxx) No standard (use baseline from
previous yr's metrics)
DESTINATION DEVELOPMENT
FY 2016/2017
Mid-Year Check-in Results Final Results FY'16/'17
Related Tactics Result % of Goal Result % of Goal Goal| |Notes Directional Baseline
Results are whole numbers (x,xxx) # of workshops No standard (use baseline from
previous yr's metrics)
Results are whole numbers (x,xxx) No standard (use baseline from
previous yr's metrics)
Results are whole numbers (x,xxx) # of development No standard (use baseline from
projects funded by RCTP money previous yr's metrics)
Results are whole numbers (x,xxx) dollar figure of No standard (use baseline from
aggegrate amount of grant money received previous yr's metrics)
Results are whole numbers (x,xxx) of businesses assisted |No standard (use baseline from
previous yr's metrics)
Results are whole numbers (can this include decimals like |[No standard (use baseline from
.25 or 1.57?) (XX) of positions funded through RCTP previous yr's metrics)
funding
Results are whole numbers (x,xxx) this is to be interpretted|No standard (use baseline from
by region. EG metrics could be trail miles, # of signs previous yr's metrics)
installed, agritourism trails developed, maps developed
Results are whole numbers (x,xxx) this is to be interpretted|No standard (use baseline from
by region. EG metrics could be trail miles, # of signs previous yr's metrics)
installed, agritourism trails developed, maps developed
CO-OP PROGRAM
FY 2016/2017
Mid-Year Check-in Results Final Results FY'16/'17
Related Tactics Result % of Goal Result % of Goal Goal| |Notes Directional Baseline

Results are dollars ($xxx.xx)

No standard (use baseline from
previous yr's metrics)

Results are whole numbers (xx), # of participating partners

No standard (use baseline from
previous yr's metrics)




	metrics

