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SOCIAL MEDIA



EXECUTIVE SUMMARY
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This report includes social media performance 
metrics for Siskiyou’s August 2023 content.

• Platforms: Instagram, Facebook, TikTok, Pinterest

• Benchmarks: Month-over-month

• Insights around performance

• Optimizations for future success



STR REPORT – AUGUST
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STR Report AUG 2022 AUG 2023 MOM

Occupancy 72.2 70.1 -2.9%

ADR 122.49 122.26 -0.2%

RevPar 88.44 85.73 -3.1%



INSTAGRAM RESULTS
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Impressions Likes Comments Shares Saves Activity
Engagement 

Rate

AUG 2023 26,042 2,391 16 127 46 163 10.5%

JULY 2023 144,583 1,262 15 55 24 78 0.99%

DIFF. MoM -82.0% +89.5% +6.67% +130.9% +91.7% +52.1% +960.6%

Performance Totals

Refined targeting around boosted content in August led to a significant progression in 
performance on Instagram throughout the month. While reach was scaled back 
compared to July – though still greater than solely organic reach – engagements actually 
rosemonth-over-month due to these targeting refinements. As a result, we will continue 
boosting content to these more narrowed and relevant audiences, making adjustments 
for seasonal or campaign-related content boosts as needed.

Stunning natural scenery continues to drive scroll-stopping engagement at a greater rate 
than other content themes, and this remains our top engagement-driver within the IG 
content strategy.



TOP POSTS BY TOTAL ENGAGEMENT
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Likes: 735 | Comments: 7 | Shares: 23 | interactions: 44

Saves: 11 | Eng. Rate: 13.6%
Likes: 647 | Comments: 4 | Shares: 64 | Interactions: 8

Saves: 19 | Eng. Rate: 17.6%



FACEBOOK RESULTS

Engagement leveled off for Siskiyou’s Facebook page in August, largely driven by a 
decrease in clicks over the course of the month. Clicks have consistently remained 
Siskiyou’s engagement-driver on this platform, where fans have shown they’re drawn to 
resourceful content with a focus on planning more than inspiration. 

All Facebook content will continue to employ links to resources on Siskiyou’s website, 
and in order to increase clicks we will also reassess the strength of our CTAs to 
determine how to better navigate users from social to the site.
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Impressions Reactions Comments Shares Total Clicks Engagement Rate

AUG 2023 13,672 257 18 20 151 3.26%

JULY 2023 20,604 324 20 28 410 3.80%

DIFF. MoM -33.6% -20.7% -10.0% -28.6% -63.2% -14.2%

Performance Totals



TOP POSTS BY TOTAL ENGAGEMENT
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Reactions: 82 | Comments: 9  | Shares: 4

Clicks: 68 | Eng. Rate: 12.3%
Reactions: 80 | Comments: 5 | Shares: 5

Clicks: 54 | Eng. Rate: 2.08%



AUDIENCES OVERVIEW
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Net
Audience
Growth

(July ‘23):

+8
(0.06%)

Net
Audience
Growth

(July ‘23):

+28
(0.19%)



TIKTOK RESULTS
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Video Views Likes Comments Shares Saves Profile Views Eng. Rate

AUG 2023 1,646 19 0 4 0 30 3.22%

JULY 2023 1,338 8 1 3 0 27 2.91%

DIFF. MoM +23.0% +137.5% -INF. +33.3% - +11.1% +10.7%

Performance Overview

Greater keyword usage in post copy on this platform led to 
another month of increased reach and engagement for Siskiyou’s 
channel. Additionally, building content from popular trends on 
the platform created a familiarity with the audience that allowed 
Siskiyou’s videos to drive greater viewership, like the example to 
the right which packages stunning Siskiyou footage with a 
popular video concept.

Leveraging SEO benefits on TikTok will remain a focus in 
Siskiyou’s content strategy in an effort to drive resonance outside 
of the owned audience, in-turn growing that owned audience.

Most Viewed Video



PINTEREST RESULTS
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A continued dedication to Siskiyou’s presence on 
Pinterest led to continued growth in engagement, albeit 
with a slight dip in reach month-over-month for the first 
time since spring.

The content strategy continues to focus more on travel 
experiences than travel planning, largely inspired by 
performance trends and audience insights. These insights 
are elaborated on the ensuing slide.

Impressions Pin Clicks Outbound Clicks Saves Engagement Rate

AUG 2023 1,340 51 10 8 5.15%

JULY 2023 1,590 47 16 7 4.40%

DIFF. MoM -15.7% +8.51% -37.5% +14.3% +17.0%

Performance Totals

Most Saved Pin



PINTEREST RESULTS
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Siskiyou’s audience on Pinterest 
skews younger, indicating a 
greater presence of young adult 
travelers and a lesser presence 
among parents planning family 
travel.

Siskiyou has done a good job 
cultivating an audience of 
inspired travelers. And those 
travelers appear to covet bold 
travel inspiration more than 
logistical planning for a trip.



DIGITAL RESULTS
August 2023



WEBSITE REPORT

• For the month of August, there was a decrease in sessions/users and pageviews. Can partially be attributed to the new GA4 tracking that was implemented on the 11th 

of August as the original universal analytics was turned off by Google. Additionally, the Paid Search campaign went live at the beginning of September therefore we 

expect to see an increase in sessions/users and pageviews for the upcoming month.

• When comparing YoY, we see an increase across the board with the exception of users which saw a slight decrease. Additional callouts include a very large increase in 

average session duration YoY as we are seeing more users engaged with Siskiyou's content as well as a lower bounce rate indicating users not only stayed on the page 

but they stayed longer as well.
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Sessions Users Pageviews Pages/Session Avg. Session 

Duration

Bounce Rate New Users

-15.28%
17,390 vs 14,733

-32.12%
14,481 vs 9,965

-18.45%
32,466 vs 22,102

2.40%
1.73 vs 1.77

3.15%
2:18 vs 2:22

-13.04%
0.3% vs 0.34%

-32.95%
14,205 vs 9,524

Sessions Users Pageviews Pages/Session Avg. Session 

Duration

Bounce Rate New Users

13.04%
13,033 vs 14,733

-9.99%
11,071 vs 9,965

2.87%
21,485 vs 22,102

7.27%
1.65 vs 1.77

91.38%
1:16 vs 2.22

-4.59%
70.22% vs 67.00%

15.42%
82.74% vs 95.5%

MoM

YoY



TOP PAGES
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• For the month of August the 
homepage retook the 
number one spot replacing 
the mount shasta fourth of 
July street fair festival from 
July.

• The top engaged page for the 
month of August from the 
top five most visited pages 
was the "where to stay" page 
with an average engagement 
rate of 0:56!

• Direct traffic (1,297) 
followed by Organic search 
(582) drove the most traffic 
to the homepage in August.



SITE TRAFFIC
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Traffic spikes were on August 4th and 
August 6th.



AUDIENCE DEVICE 
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Most August traffic came from 
Google, with the second-
highest traffic coming from 
direct links (for mobile and 
desktop) 

activenorcal.com, 
valisemag.com and 
trailsendmusicfest.org were top 
sources beyond search engines. Mobile users were  

the majority at 
67%

http://activenorcal.com
http://valisemag.com
http://trailsendmusicfest.org


WEDDINGS PAGE
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• This month the weddings page saw a 5% decrease in pageviews and a 45.00% decrease in 
unique pageviews. This decrease in traffic came from a decrease in Direct Search (-100%).

• The top cities that visited the weddings page in August was Glendale (21.05%), Happy Valley 
(21.05%) and Palmdale (15%).

• 54.14% of users were female in August which is a 1.79% increase from July.



VOLCANIC LEGACY
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• In August the Volcanic Legacy Scenic Byway Pass page had 331 users with 333 pageviews with an 

average time on page of 39 seconds.

• In July there was a total of 201 pageviews and 174 users. 

• This is an increase of 65.67% in pageviews and an increase of 90.23% in users for August!



GEO

• California continues to be the top region driving the most traffic to the site followed by Washington and Oregon.

• The top performing cities for the month of August include San Jose, Sacramento and Seattle.

• Since the GA4 update, new to our reporting are the "Engaged Sessions", GA4 calculates any session that lasts over 10 
seconds long to be an "Engaged Session". Therefore we can break out the total number of session and engaged sessions 
indicating how many sessions lasted over 10 seconds long.



SITE AUDIENCE - WORLD

The top three countries 
with the most site visits 
were US, Canada and 
China

3



SEO UPDATES

20

• Optimized events URL structure

• Review more closed listings

• Broken Links Review

• Duplicate Listings Review and Resolve

September 2023 Updates in Progress



BLOGS/NEWSLETTERS RESULTS

August 2023



AUGUST BLOG OVERVIEW
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Blog: Ready, Set, Pickleball!

Published: 8/23/23

Views: 185

Engagement Time: 0:40



AUGUST BLOG OVERVIEW

23

Blog: Create New Family 
Memories in Siskiyou

Published: 8/31/23

Views: --

Engagement Time: --



AUGUST ENEWSLETTER OVERVIEW
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Subject line: Explore Siskiyou, Win 
Prizes

Launched: 8/8/23

Open Rate: 53.27%

CTR: 6.4%

Clicks: 148

- Volcanic Legacy Pass: 66 clicks
- Where to Stay: 34 clicks
- Local Music: 25 clicks



AUGUST ENEWSLETTER OVERVIEW
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Subject line: See the stars in 
Siskiyou 

Launched: 8/28/23

Open Rate: 55.8%

CTR: 8.5%

Clicks: 219

- Stargazing: 127 clicks
- Pickleball: 23 clicks
- Where To Stay: 23 clicks



QR CODE RESULTS
August 2023



QR CODE YTD SCANS
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Events
• Facebook – 5 (no change MoM)

• Instagram – 13 (no change MoM)

Trifolds – 2023
• North – 4

• South – 3

• West – 3

• East – 3

• Back Cover – 3

Redding Airport
• 4 scans (no change MoM)

Medford Airport
• 39 scans (+2 MoM)

Granzella's
• 8 scans (no change MoM)

Bandwango Volcanic Pass
• 1 scan (no change MoM)



PR RESULTS
August 2023



MEDIA RELATIONS UPDATE

Proactive Pitches:

• Autumn Awe in Siskiyou

• Best Weekend Getaways in California

• Fall Fishing Destinations

• The Ultimate Railfan Tour

• Boutique Hotels in Siskiyou

• Montague Balloon Fair

• A Foodie's Guide to Siskiyou County

• Fall Festivals & Events in Siskiyou

• SEO Pitching: Best Road Trips, Best Fall Foliage Destinations



EARNED MEDIA RESULTS

•Secured Clips: 11

•Est. Digital Monthly Visits: 41.2M

•Est. Digital Coverage Views: 78K

•Coverage featured the Siskiyou Golden Fair, 
things to do in Siskiyou, best Labor Day 
fishing destinations, weekend getaways in 
California and fall foliage road trips.
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COVERAGE HIGHLIGHTS



COVERAGE HIGHLIGHT LINKS
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• KOBI-TV NBC5 / KOTI-TV NBC2 - Siskiyou Golden Fair Returns

• TravelAwaits - 29 Best Things To Do In Sunny California

• KDRV - Siskiyou County Golden Fair returns after three years

• FishingBooker - 9 Best Labor Day Fishing Destinations for 2023

• GoNOMAD - Siskiyou County: California's Far North

• Ski Mag - 4 of California's Best Camp-to-Ski Missions for the Thrifty and Blissful 

Skier

• California Sportsman Magazine - Looking For Labor Day Weekend Fishing 

Destinations? Try North Tahoe, Siskiyou County

• Siskiyou Daily News - Siskiyou Golden Fair continues through Aug. 13 in Yreka

• AllGetaways - Best Weekend Getaways in California Guide

• WorldAtlas - 14 Small Towns in Northern California were Ranked Among US 

Favorites

• Best Life - 12 Best U.S. Road Trips to See Fall Foliage

https://kobi5.com/news/local-news/siskiyou-golden-fair-returns-212958/
https://www.travelawaits.com/2897280/best-things-to-do-in-california/
https://www.kdrv.com/community/siskiyou-county-golden-fair-returns-after-three-years/article_edf6bb82-37d8-11ee-b1d2-07c168919b36.html
https://fishingbooker.com/blog/labor-day-fishing-destinations/https:/fishingbooker.com/blog/labor-day-fishing-destinations/
https://www.gonomad.com/220787-siskiyou-county-californias-far-north
https://www.skimag.com/adventure/camp-to-ski-california/
https://www.skimag.com/adventure/camp-to-ski-california/
https://calsportsmanmag.com/looking-for-labor-day-weekend-fishing-destinations-try-north-tahoe-siskiyou-county/
https://calsportsmanmag.com/looking-for-labor-day-weekend-fishing-destinations-try-north-tahoe-siskiyou-county/
https://www.siskiyoudaily.com/picture-gallery/news/local/2023/08/11/siskiyou-golden-fair-runs-through-aug-13-in-yreka/70575774007/
https://www.allgetaways.com/best-weekend-getaways/california/https:/www.allgetaways.com/best-weekend-getaways/california/
https://www.worldatlas.com/cities/14-small-towns-in-northern-california-were-ranked-among-us-favorites.htmlhttps:/www.worldatlas.com/cities/14-small-towns-in-northern-california-were-ranked-among-us-favorites.html
https://www.worldatlas.com/cities/14-small-towns-in-northern-california-were-ranked-among-us-favorites.htmlhttps:/www.worldatlas.com/cities/14-small-towns-in-northern-california-were-ranked-among-us-favorites.html
https://bestlifeonline.com/best-road-trips-to-see-fall-foliage/


TRAVEL INSIGHTS AND TRENDS
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• Skift - How Demographics, Loneliness, Work and Climate Will Define the Future of Travel:

• Demographic Changes: The Aging Global Population: The world’s population is aging rapidly. As the median age of many nations steadily rises, 
there’s growing demand for amenities, services, and experiences tailored to an older demographic. For the travel industry, this means a potential 
shift in popular destinations, types of accommodations, and the nature of activities offered. There is also an opportunity for the travel industry: to 
craft enriching, accessible, and tailored travel experiences for an older yet increasingly active and adventurous population.

• Skift - Exploring the Rise of Purposeful Business Travel:

• Amidst financial and geopolitical uncertainty, business travel demand is increasing due to a robust return to in-person corporate and industry 
events — even though a full recovery to 2019 levels may not be possible until 2024, according to Skift Research.

• Travel Pulse - Traveler Spending Habits Set to Increase in 2024:

• The leading travel insurance marketplace polled over 4,000 of its customers to learn their travel spending habits, and found almost 90 percent 

of travelers are spending more than they normally do on travel. This year, Squaremouth users are spending on average 20 percent more on a 

vacation than last year.

• Eighty-two percent of travelers expect their travel budget will either stay the same or increase in 2024.Next year may well see another record-

breaking year for traveler spending.

https://skift.com/2023/09/24/how-demographics-loneliness-work-and-climate-will-define-the-future-of-travel/
https://skift.com/2023/09/25/new-report-exploring-the-rise-of-purposeful-business-travel/
https://skift.com/insight/state-of-travel/
https://www.travelpulse.com/news/features/traveler-spending-habits-set-to-increase-in-2024


THANK YOU



APPENDIX: SOCIAL MEDIA GLOSSARY
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Impressions: The number of times a piece of content is viewed on social media.

Clicks: Clicks include all forms of clicks, including link clicks, clicks to visit Discover Siskiyou’s profile, or 

clicks to expand an image.

Interactions: Any engagement with an Instagram post beyond a like, comment, save or share via DM. 

Interactions include clicks on the link in bio or into the Discover Siskiyou profile.

Engagement: The number of times users interact with a post. Engagements includes likes/reactions, 

comments, shares, and all clicks (plus saves on Instagram).

Engagement Rate: The rate at which users engage a piece of content. This is calculated by dividing the 

number of engagements by the number of impressions, then converting to a decimal.



APPENDIX – INDUSTRY BENCHMARKS (2023) 
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APPENDIX – INDUSTRY BENCHMARKS (2023) 
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APPENDIX: TRAFFIC CAMPAIGN RESULTS 

(ADVENTURE)
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Creative Spend Impressions CPM Link Clicks Cost per Click Click-Thru Rate Video Views

Carousel $191.17 29,275 $6.53 144 $1.06 0.62% -

Single Image 1 $66.68 22,061 $3.02 31 $1.21 0.25% -

Single Image 2 $123.59 24,361 $5.07 50 $1.42 0.36% -

Single Image 3 $13.64 7,524 $1.81 8 $1.05 0.17% -

Single Image 4 $77.95 23,729 $3.29 29 $1.44 0.23% -

Video 1 $339.53 25,384 $13.38 127 $2.08 0.64% 2,586

Video 2 $165.39 19,016 $8.70 89 $1.09 0.80% 2,517

TOTAL $977.95 151,350 $6.46 478 $1.39 0.47% 5,103

Segment Spend Impressions CPM Link Clicks Cost per Click Click-Thru Rate Video Views

Male 45-54 $890.53 134,289 $6.63 437 $1.41 0.47% 4,606

Male 55-64 $87.42 17,061 $5.12 41 $1.17 0.44% 497

TOTAL $977.95 151,350 $6.46 478 $1.39 0.47% 5,103



APPENDIX: TRAFFIC CAMPAIGN RESULTS 

(AUTHENTIC)
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Creative Spend Impressions CPM Link Clicks Cost per Click Click-Thru Rate Video Views

Carousel $141.76 29,089 $4.87 113 $0.88 0.55% -

Single Image 1 $59.97 15,978 $3.75 23 $1.18 0.32% -

Single Image 2 $101.76 18,984 $5.36 63 $0.93 0.57% -

Single Image 3 $2.66 1,643 $1.62 4 $0.67 0.24% -

Single Image 4 $39.79 15,047 $2.64 14 $1.37 0.19% -

Video 1 $384.20 39,215 $9.80 207 $1.45 0.64% 2,945

Video 2 $276.67 43,581 $6.35 160 $0.93 0.69% 3,372

TOTAL $1,006.81 163,537 $6.16 584 $1.10 0.56% 6,317

Segment Spend Impressions CPM Link Clicks Cost per Click Click-Thru Rate Video Views

Male 25-34 $517.79 92,781 $5.58 319 $1.09 0.51% 3,757

Male 35-44 $489.02 70,756 $6.91 265 $1.11 0.62% 2,560

TOTAL $1,006.81 163,537 $6.16 584 $1.10 0.56% 6,317



APPENDIX: TRAFFIC CAMPAIGN RESULTS 

(FAMILY MAN)
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Creative Spend Impressions CPM Link Clicks Cost per Click Click-Thru Rate Video Views

Carousel $164.70 33,520 $4.91 122 $1.16 0.42% -

Single Image 1 $36.68 10,091 $3.63 18 $1.18 0.31% -

Single Image 2 $82.65 18,764 $4.40 42 $1.38 0.32% -

Single Image 3 $32.59 12,137 $2.69 19 $1.55 0.17% -

Single Image 4 $38.40 11,122 $3.45 33 $0.82 0.42% -

Video 1 $163.45 17,261 $9.47 73 $1.54 0.61% 1,596

Video 2 $109.60 14,425 $7.60 63 $0.92 0.82% 1,756

TOTAL $628.07 117,320 $5.35 370 $1.19 0.45% 3,352

Segment Spend Impressions CPM Link Clicks Cost per Click Click-Thru Rate Video Views

Male 35-44 $450.87 84,489 $5.34 260 $1.21 0.44% 2,292

Male 45-54 $177.20 32,831 $5.40 110 $1.16 0.47% 1,060

TOTAL $628.07 117,320 $5.35 370 $1.19 0.45% 3,352
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