
July-Dec 2023
6 Month Campaign Reporting & Recap



EXECUTIVE SUMMARY
● Web: A healthy increase in users compared to earlier in 2023 and same 

timeframe of 2022. 

● Web: Social platforms continue to be the best traffic driver, especially the paid 
social cabin ads.

● Social: Social stats remain steady as we’ve entered into the slower season. 
Efforts have been made to address the abundance of cabin availability. We 
anticipate we’ll see a big jump in our social stats in conjunction with the 
additional spend.

● Digital: Digital tactics have been performing well overall. Minor changes were 
made throughout the past six months, which sets us up for a great second half 
of the campaign.

● Media: Overall media has ran well over the past six months - highlights include 
high-profile OKC and DFW billboards as well as stair advertisements in two DFW 
malls.



TAX REVENUE
MONTH

2018 % 
Change

2019 % 
Change

2020 % 
Change

2021-2022 2021 % Change 2022-2023 2022 % Change
2023-2024 2023 % Change

July 16.87% 8.39% 74.38% $403,546.61 41.60% $374,437.12 -7.21% $392,547.58 4.84%

August -2.13% 15.90% 95.89% $395,047.92 25.76% $414,086.06 4.82% $429,777.77 3.79%

September 1.60% 27.96% 155.46% $327,624.14 -2.16% $274,765.94 -16.13% $262,938.01 -4.30%

October 13.73% 26.60% 123.76% $264,042.08 7.75% $264,202.37 0.06% $279,291.98 5.71%

November 3.65% 16.80% 110.84% $295,806.80 10.92% $362,694.94 22.61% $361,883.67 -0.22%

December 12.57% 20.92% 117.74% $328,096.69 5.00% $275,328.39 -16.08% $377,970.56 37.28%

January 24.64% 46.67% 70.75% $297,223.71 31.64% $341,477.59 14.89% $342,109.19 0.18%

February 58.90% 26.77% 129.84% $254,124.81 6.69% $244,177.41 -3.91% $270,047.20 10.59%

March -11.34% 32.82% 84.82% $233,737.35 22.38% $230,707.53 -1.30% $230,707.53 0.00%

April 6.68% 23.02% 115.00% $342,513.08 3.14% $325,462.65 -4.98% $325,462.65 0.00%

May 31.74% 22.64% 98.55% $256,219.83 6.02% $246,328.37 -3.86% $246,328.37 0.00%

June 6.42% 124.50% 14.31% $287,776.39 -1.20% $254,407.24 -11.60% $254,407.24 0.00%

TOTAL 10.67% 31.82% 92.32% $3,685,759.41 12.43% $3,608,075.61 -2.11% $3,773,471.75 4.58%



WEB TRAFFIC: 6 MO
For the last 6 months, weʼve had over 200k users to 
the site, up nearly 30% compared to the first half of 
2023. In addition, the first half of the year had more 
peaks and drops where this half had a bit more 
consistency.

The top traffic source remains Social, some of the 
numbers reflected in “organic social” are actually 
including some of the paid ads and boosted content 
as well. See slide 6 for further details.

The overwhelming majority of conversions come 
from the social platform with over 40k 
conversions.

The average engagement time on the site sat at just 
under 1 minute. Due to spikes earlier in the year, 
we are seeing a slight decrease at 5%.



WEB TRAFFIC: YEAR OVER YEAR

Compared to the same time period in 2022, there was more ups and downs for users to the site. 
We saw 28% more users than  last year.

The increase in users at the end of December came from  the social ad for cabins.

When looking at what pages most users visited, Cabins or pages regarding cabins were some of 
the most viewed pages. The Cabin mainpage had over 60k views during the last 6 months.

Upon further research, the Paid Search traffic is actually mislabeled within the GA4 platform and 
should be Referral as it is display traffic.



WEB TRAFFIC: DIGGING IN



WEB TRAFFIC: CONVERSIONS

Compared to the first half of 
2023 and this same time 
period of 2022, we saw big 
increases in conversions 60% 
more than 2022 and 89% 
more than the first half of 
2023.

Across all the major 
conversions, “Check 
Availability”, “Add to 
Favorites”, and “Start Your 
Search” had increases during 
this time period.

Conversions

July 1 - Dec. 31 Jan. 1 - June 30 Year Over Year
July 1, 2022 - DEc. 31, 2022

Conversions Total 
Users

Conversions Total 
Users

Conversions Total 
Users

Totals 61,663 33,572 32,622 19,554 38,499 22,860

check_availability 56,563 31,954 28,952 18,297 34,323 21,480

add_to_favorites 3,861 2,333 2,908 1,647 3,236 1,824

start_your_search 1,076 859 699 612 875 637

mailchimp_subscribe 0 0 0 0 61 54

contact_manager 163 149 63 56 4 4



SOCIAL MEDIA AUDIENCE
JULY - DECEMBER

INSIGHTS
The first half of the fiscal  saw significant growth with an 
overall social media audience increase of 18.6% across all 
channels. Facebook and TikTok saw the largest 
percentage growth at 38.9% and 76.3%, while Instagram 
saw the largest increase in followers, up 6,643. 

We are up more than 44% for 2023! 

As we enter into the second half of the fiscal we will 
continue to evolve our audience growth strategies as 
these channels continue to change. Focus will be on 
reaching new people and keeping our current audience 
interested and engaged while highlighting seasonal and 
experiential content. 



SOCIAL MEDIA IMPRESSIONS & ENGAGEMENT
JULY - DECEMBER

INSIGHTS
Impression numbers were up 29.2%, while engagements fell 14%. This engagement drop is 

partially the remaining effects of the McCurtain County negative press situation that occurred in 
April of 2023.  While we did post less frequently on Twitter during the second half of the year, 
platform engagements were more than 3K compared to the later half of the year at just under 

300. Instagram also saw a large drop (55%) due in large part to spending less on the platform in 
favor of our paid ad campaigns (seasonal spots, activity carousels, dynamic cabin ads)



SOCIAL MEDIA VIDEO VIEWS
JULY - DECEMBER

INSIGHTS
Total video views saw solid growth, up over 10% compared to the prior 6 months. Total views reached over 

2.1 million views!



ALL-STAR PERFORMERS
JULY - DECEMBERBest performers had a 

good mix of content 
from various seasons 
and our top content 
buckets were beauty 
and activities. 

Itʼs interesting to see 2 
of Facebookʼs top posts 
were static as opposed 
to video posts which 
the platform has stated 
it prioritizes.

We continue 
incorporating engaging 
hooks to  maximize 
views and grab new 
audienceʼs attentions 
as weʼve seen MoM this 
impacting our content 
in a positive way.

Weʼll also continue 
using trending and 
seasonal audios to 
maximize shareability 
and relatability.



ALL-STAR PERFORMERS
JULY - DECEMBER

With a paid social focus 
on other platforms that 
drive stronger results itʼs 
not surprising to see a 
drop in platform stats 
almost across the board 
for Pinterest. 

One area of  growth was 
in outbound clicks, up 
22%. Most of the clicks 
drove to certain blog 
posts with some driving 
to various other pages on 
our site (activities or 
cabin search).

We will continuing to 
drive traffic to the site 
through a mix of blog 
posts and our recurring 
monthly content.



Impressions ClicksLanding Page Views

Cost Per Result

17,837,225 128,429 396,029

$0.63

Reporting period: July 1 - Dec 31 2023 (Facebook & Instagram)

Engagements

1,987,221

PAID SOCIAL PERFORMANCE TOTALS
JULY - DECEMBER



AD PERFORMANCE - FACEBOOK
JULY - DECEMBER



AD PERFORMANCE - INSTAGRAM
JULY - DECEMBER



KTBS TOWER CAM

Impressions
313,003

Clicks
532

CTR
0.14%

In terms of impressions, the KTBS Tower Cam has been as consistent 
as it could be since August. Clicks and CTR are another story - they 

have fluctuated throughout the first half of this campaign. 



DIGITAL DISPLAY
QUANTCAST

INSIGHTS

TOTAL IMPRESSIONS
23,669,529

TOTAL CLICKS
11,438

CPA
$18.34

TOTAL CONVERSIONS
4,188

Quantcast Digital Display performed well over the past six months - after a slow start in 
July, it improved consistently month-over-month. Dallas got the majority of the budget 
out of the four markets targeted, and it shows in impressions, clicks, and conversions. 
Overall CPA was $18.34, which is a great benchmark for the next six months of this 
campaign.



INSIGHTS

TOTAL IMPRESSIONS
6,646,167

TOTAL CLICKS
8,660

CPCV
$0.02

VCR
67.33%

The Quantcast Digital Video campaign started in July and has improved steadily since 
then. At the beginning of this campaign, VCR was the primary concern, as it was much 
lower than what we were used to seeing. Now, however, VCR has improved dramatically 
and continues to get better each month. This tactic will run through June.

DIGITAL VIDEO
QUANTCAST



BASIS YOUTUBE
BASIS 

IMPRESSIONS
1,874,221

VCR
94.97%

CPCV - :06s
$0.01

CPCV - :15s
$0.02

Basis YouTube ran from July through 
September, when it was pulled due to 
verification issues. Those issues were unable to 
be resolved so budget was moved elsewhere.



YOUTUBE LONGFORM ADS
Overview: 

Impressions: 5,345,303
Views: 743,159
Clicks: 5,195

YouTube Longform was inconsistent 
throughout the past six months, but is 
looking positive going into 2024. 



YOUTUBE ENGAGEMENT

YouTube engagement reflects the peaks and valleys that 
were seen in the paid YouTube Longform campaign. We 
expect views, watch time, and subscribers to all increase as 
we aim for more stability in 2024.



HULU & LOCALITY
LOCALITY 

OVERALL VCR
97.11%

TOTAL IMPRESSIONS
3,080,932

Locality began running in July, and just like Hulu, has 
performed at a high level during the entire time period. VCR is 
hovering around a strong 97%, and ConnectedTV percentage 
has stayed above 90%.

HULU

OVERALL VCR
97.92%

TOTAL IMPRESSIONS
1,828,560

Hulu started running in August and has performed 
consistently well each month. Spots have primarily run in 
Drama, Comedy, News, and Animation programs. Hulu 
will run through May.



PEACOCK
Video Impressions

841,162

Pause Ad Impressions
576,280

VCR
99.53%

Peacock began in September and will continue 
running through February. Through the first 
four months of the campaign, ads were 
primarily served on high-profile programs such 
as Premier League Games, Yellowstone, NFL 
Football, and The Office.

The Pause Ad tactic started in October and will 
continue through February.



AARP DIGITAL & VIDEO
Mobile Interscroller

Impressions
396,504
Clicks
3,627
CTR

0.91%

Video

Impressions
98,401
Clicks
1,486
CTR

1.51%

Both Interscroller and Video tactics for AARP 
began in September and will continue through 
February. Other than a slight dip in November, 
both tactics have performed well. 



BASIS AUDIO
BASIS 

IMPRESSIONS
1,692,750

CTR
0.03%

CPM
$19.85

Following a rough start to the Basis audio 
campaign, optimizations were made and 
impressions and clicks rose dramatically 
towards the end of October and have continued 
their upward trend. This tactic will run through 
January.



iHEART PODCAST

iHeart Podcast 

IMPRESSIONS
3,675,898

After a very strong September/October 
start for our iHeart Podcast campaign, 
impressions have slipped each following 
month. We will reach out to the vendor to 
try and bring impressions back up, but this 
tactic only has a few weeks left as it ends 
in January.



OOH - DFW

Impressions
12,043,492

From July through December, we ran many 
OOH tactics including a static local billboard, 
static OKC, DFW, and Tulsa billboards, mall 
stairs advertisements, and the first flight of 
digital DFW boards. This has provided great 
coverage in our target markets.



DFW Child Web
Impressions

133,987

Clicks
153

Starting in November we ran digital 
advertisements with Dallas-based 
publication DFW Child. This was a great 
opportunity to reach women and families in 
our target market. Impressions and clicks 
bottomed out at the beginning of December 
when our web ad and promoted content 
flights ended, but programmatic is running 
through January.



Email

Insights
 

Sent  4 general subscriber email July - Dec. 

Key Takeaways: 
22,686 Total Opens (Avg. 45.8%)
1,081 Total Clicks (Avg. 2.2%)



APP PERFORMANCE

Activity on the app in October was consistent with the last few months. Lots of repeat visitors from 
OKC, which is interesting. Might be ICG-related, so we will see how future months look.

Need to add additional tips, content, tours.

Date Range Downloads Users

Through 2022 2352 7898

1/1 - 1/31 99 324

2/1 - 2/28 91 292

3/1 - 3/31 140 509

4/1 - 4/30 129 407

5/1 - 5/31 152 509

6/1 - 6/30 161 688

7/1 - 7/31 194 679

8/1 - 8/31 133 529

9/1 - 9/30 117 655

10/1 - 10/31 122 666

11/1 - 11/30 147 650



COMING 
UP!


