
 
 

Rockaway Beach Marketing Report: November 2020 
Prepared by Nan Devlin, Visit Tillamook Coast 

 
Website 
See attached report 

- Most visited page: Lodging; second most visited page: restaurants; third: shopping 
- Searches are down (normal for November), but time spent on website increased by nearly a 

minute, to 4:42 minutes (this is way above industry standard) 
- Visitors by cities: Portland, Seattle, Vancouver, Beaverton, Hillsboro, Eugene, Gresham, 

Milwaukie, Fresno, Denver 
 
Social media 
See attached report 

- Video continually gets the most engagement 
 
Broadcast 

- Grant’s Getaways featured a story on the Old Growth Cedar Trail on KGW, four viewings on  
Nov 20 and 21. Don Best is featured, too.  

- Here’s the short version (it is also posted on the home page of visitrockawaybeach.org  
https://www.youtube.com/watch?v=vhJhGWw8Jvk&feature=youtu.be 

- A version with script is on the KGW website:  
https://www.kgw.com/article/travel/destinations/grants-getaways/grants-getaways-old-cedar-
trail/283-6818ce60-8421-4549-af46-0a99d43cbce1 

- Visit Tillamook Coast is a sponsor of Grant’s Getaways, giving our area a minimum of eight 
stories per year, and we have input on what is shown. 

 

Earned media 
Black winemaker pours round for social justice 
Article in Portland Tribune (see attached article) 

https://pamplinmedia.com/pt/11-features/488153-392647-black-winemaker-pours-round-for-social-
justice 
Winemaker Eunice Chiweshe Goldstein has vineyard in Rockaway Beach, winery and tasting room in 
Astoria https://www.eunicechiweshegoldsteinwinery.com/ 
 
 
 
Upcoming: 
December: two-page article in Boise Weekly and Portland Tribune 



November 2020

Trend Report



Executive Summary
Here are the highlights:

• Organic is up 30% 
• Direct is down 64%
• Social is down 43%
• Referral is up 117%
• Paid is up 100%

November 2020 compared to November 2019*

• Sessions are down 53%
• Users are down 53%
• Pages per session are up 2%
• Avg Session Duration is up 0.36%

• Organic is up 2% 
• Direct stayed the same
• Social is down 58%
• Referral is up 44%
• Paid is down 52% because it has only been running for 19 days

November 2020 compared to October 2020*

• Sessions are down 25%
• Users are down 25%
• Pages per session are down 7%
• Avg Session Duration is up 25%

*Traffic numbers are compiled with spam traffic removed.

Even though these numbers show that traffic is down, if you look at the traffic from 11/5 to 11/23 (Slide 7), you will see an uptick 
because that is when PPC advertising kicked in. It was turned-on November 1st, but we discovered some Malware on the website 
which was quickly resolved, and the ads started on the 5th. 



Analytics

November 2020



Numbers have 
increased since we 
turned on Google 
Ads.

If you compare “All 
Visitors” for 
November with 
“Total Clicks” for 
Google Ads, it 
appears that most 
traffic came from 
Google Ads. This is 
not the case.

The reason it looks 
this way is that spam 
traffic has been 
removed from the 
“All Visitors” report, 
but not from the 
Google Ads report.

Overall traffic 
increased 27% from 
October and search 
traffic increased 26%.

(See next slide for 
comparison to last 
November.)

Trend Report

Inbound links increased to 117. 

People visited a little over three pages and stayed about 4 ½ minutes per visit on average. 



Audience Overview

11/29/2020

When comparing last 
November to this 
November, the 
number of sessions 
have decreased 25%. 

Average Session 
Duration increased 
from 3:59 minutes to 
4:42 minutes and 
pages per session 
decreased slightly 
from 3.84 to 3.39 
pages.

See the next slide to 
view the numbers 
with PPC turned on 
from 11/5 to 11/22 
which shows a 
healthier report.



Audience Overview with PPC

11/29/2020

Looking at the traffic 
from when PPC 
kicked in on 
November 5th, we 
see that Users are up 
10% and sessions are 
up 9%. 

The previous slide 
shows the entire 30 
days from 10/23 to 
11/22.



Search Traffic Overview

11/29/2020

When comparing last 
November to this 
November, the number of 
organic search sessions 
have increased about 2%. 

Average Session Duration 
increased from 4:46 
minutes to 5:28 minutes 
and pages per session 
decreased from 4.03 to 
3.46 pages.

The analytics are looking a 
bit better, but with the 
stay-at-home order in 
effect, this may not last.



11/29/2020

Channel Mix

*

*

Organic and Paid are the top traffic drivers. These two channels make up 86% of all user traffic. 

Organic traffic increased about 6%, Paid decreased 51% from last year and Referral increased 22%, 
while social traffic decreased 63%.



The Home Page received the most traffic, followed by the Lodging guide. Guide pages continue to do 
quite well (outlined in orange).

Top 10 Pages Visited



Most traffic comes from 
Portland, followed by 
Seattle and then Vancouver.

The cities crossed out are 
the cities that were 
requested to be excluded, 
except New York. 

New York was excluded 
because these visitors are 
probably looking for 
Rockaway Beach, NY.

Visitors by Top 10 Cities



Top Referral Traffic

Referral sites stayed at 4 from the last report. The fourth URL, which is crossed out, is the hosting company.



Keyword Rankings Summary

Rankings have been 
volatile for the past 
several months. 

It is hard to say if this is 
COVID related or 
algorithm changes.

We are making a 
comeback and are still 
better off than when 
we started this process.

Also note that rankings 
have increased around 
20% for both Google 
and Bing. Yahoo is 
bringing our numbers 
down.



Tracked Keywords in Google Top 10
Top 10 Rankings in 
Google dropped from 
36 to 35 keywords from 
last month.

The column outlined in 
green shows what 
position the phrase 
shows up on Google.

In September, Yahoo 
traffic dropped off the 
map. I researched this 
issue and have fixed 
the problem. We are 
beginning to see a 
recovery in Yahoo 
traffic this month 
(Outlined in red).

See next slide.



Tracked Keywords in Google Top 10

Continued from previous page.



Top Organic Keyword Clicks



Paid Search Summary



Paid Search

No Activity

11/29/2020

Google Search Ads were turned on November 1st, but; started November 5th due to a Malware issue which was resolved. 
There were 6,627 impressions, 423 clicks and a click-through rate of 6.38%. 



Colleen Wright
www.responseinteractive.com

(503) 908-1849
cwright@responseim.com

11/29/2020

http://www.responseintactive.com/


 

Visit Rockaway Beach Social Media October Month-End Report 
 
Facebook: 7,905 Total Likes   
 
Overview: 

 
 

 



 

 
Most Engaging Post: 

 
 
 
November Highlights: 

● Posted 25 times in November 2020 
● Six of those posts reached over 1,000 people 
● Facebook Lived the tree at the Wayside 
● Wrote a blog post about the new Beach Bakeshop owners 
●  

 
Instagram:  763 Followers  38 New 
 
November Highlights: 

● Posted 9 times in November 
● Posted using unique and popular hashtags  
● Shared other Rockaway Beach accounts via stories  
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