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Transient Lodging Tax

Projected: $88K

Projected: $114K 
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ADR OCCUPANCY

TLT REVENUE
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Tourism Trends

3

$100.45

2021

2022

2023

2024 51.9%

2019
2021

2022

2023

2024 $287.1K $52.5K



4

Q
3



Medford Market Visitation Q3                          Source: Datafy, LLC
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Advertising Report
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CAMPAIGNS RUNNING
KOIN TV “Eye on Rogue Valley Wine” campaign (see below)
Expedia Direct Booking Campaign (results on next page)
Portland Monthly E-blast & Run of Site
The Oregonian - Performance Display Ads
Google & Social Media

EYE ON ROGUE VALLEY WINE
CAMPAIGN RESULT IMPRESSIONS

WINE MONTH GIVEAWAY 
CAMPAIGN RESULTS

THE OREGONIAN CAMPAIGN
PERFORMANCE DISPLAY ADS
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IMPRESSIONS TV SPOTS

3.2M 291

LEADS GENERATED ZIP CODES

4,700 1,300

IMPRESSIONS CLICKS

3.4M 1,600

50
STATES
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REPORT SNAPSHOT  

Advertising Report



Event Promotion Community Partnership Grant
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TIMEFRAME: JULY 2023 -  MAY 13,  2024
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Event Promotion Community Partnership Grant Page 2

EVENT CALENDAR IN Q3

511  EVENTS

NOTE: DOWNTOWN EVENTS FROM EXTRA $25,000 FROM 
MEDFORD CITY COUNCIL COMMUNITY INITIATIVE FUND


