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Metrics are available on 

http://industry.oregonwine.org/oregon-wine-board/marketing-tourism/performance-metrics/



U.S. Media Relations: 1/1/07 – 12/31/10
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Foreign Media Relations: 1/1/06 – 12/31/10
Media impressions are increasing in our three major export markets 
with total media impressions of over 9.5 million since 2006 
(2010 numbers do not include Canada)

* Daily Mainichi News featured Oregon on 9/2006 and reached over 8  million consumers. Data point left off chart to increase readability.
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Total Website Traffic
The visit trendline is flat, but pageviews are declining. 
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Source of Traffic
Google is the primary source of website traffic
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Web User Location
Visitors come from around the world, but the vast majority are 
from the US



Click-throughs to Winery Websites
Clicks directly to winery websites have declined, in part due to the 
itinerary creation functionality. 
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Oregon Wineries: Sales by Case
Case sales increased in 2010, grew slightly in tasting rooms/on-site
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Number of Cases Exported
2010 saw a significant rebound in export sales
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Oregon Brands in Export Distribution
The number of Oregon brands with active distribution has steadily 
increased
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Symposium Revenue and Attendance

$52,049 
$63,269 

$96,035 $99,275
$108,869

$10,600 $20,700 
$32,250

$61,700

$66,500
$28,275 

$38,400 
$49,250

$57,050

$70,250

$90,924 

$122,369 

$177,535

$218,025

$245,619

$0 

$50,000 

$100,000 

$150,000 

$200,000 

$250,000 

$300,000 

2006 2007 2008 2009 2010

Symposium Revenue

Ticket Sales
Sponsorships
Trade Show
Total Revenue

229
180

317

475

597

745

871

990

295

370

496
532 532

603

19
57 69

160

274
328

38 32
51 65 59

0

200

400

600

800

1000

1200

2003 2004 2005 2006 2007 2008 2009 2010

Symposium Attendance

Total Number of Attendees

Number of Industry

Number of Trade Show Attendees

Number of Staff & Speakers


	Slide Number 1
	U.S. Media Relations: 1/1/07 – 12/31/10 �
	Foreign Media Relations: 1/1/06 – 12/31/10�Media impressions are increasing in our three major export markets with total media impressions of over 9.5 million since 2006 �(2010 numbers do not include Canada)
	Total Website Traffic�The visit trendline is flat, but pageviews are declining. �
	�Source of Traffic�Google is the primary source of website traffic�
	Web User Location�Visitors come from around the world, but the vast majority are from the US
	Click-throughs to Winery Websites�Clicks directly to winery websites have declined, in part due to the itinerary creation functionality. 
	Oregon Wineries: Sales by Case�Case sales increased in 2010, grew slightly in tasting rooms/on-site�
	Number of Cases Exported�2010 saw a significant rebound in export sales
	Oregon Brands in Export Distribution�The number of Oregon brands with active distribution has steadily increased
	Symposium Revenue and Attendance�

