County of Mendocino



Executive Summary:

The 2019-2020 fiscal year (FY) started as a year of stability and growth for Mendocino County
Tourism Commission (MCTC) until, faced with the COVID-19 Pandemic and the Shelter-in-Place
order (SIP) that included the closure of tourism activities in the third quarter, this report will
highlight both the strong placement of Mendocino County as a tourism destination and
necessary organizational and marketing changes made due to the COVID-19 Pandemic.

arketing (DMM) worked
ters Worldwide
target existing and

e The Executive Director (ED) and former Director of Media
with then marketing consultants TheorySF (TSF) and M
(MMWW) to develop and launch new creative digit
new markets and audiences with great success.

keting committees met on a monthly basis; Visitor Services
opment committees held meetings quarterly.

e Public Rela ted to show great rewards from its media outreach with stories
in national, reg and local publications. The team continued its monthly outreach to
stakeholders and'partners highlighting media coverage.

e Great success was found in the marketing and growth of the CRAB Feast and Whale
Festivals



e The staff continues to represent MCTC on the following boards: Mendocino Coast
Chamber of Commerce, Willits Chamber of Commerce, Anderson Valley Winegrowers
Association and Destination Hopland (not currently meeting).

e The ED and Finance Committee took a deep dive into the budgets and realigned
spending according to actual BID and TOT payments from the County; the revised
budget was approved by the Board of Directors (BoD) in April, resulting in the
organization emerging from the tourism shutdown in a stro cial position.

e The ED worked with the Business Improvement Distric
the annual BID report, which was approved by the
2020 meeting and was approved by the Board o
meeting.

visory Board to write
ard at their April 21,
their June 2, 2020

e Under the direction of the BoD the ED ecessary and required chan

o All marketing campaig ia was set to “static” scenery
i keep Mendocino County top-

o) ants TSF and MMWW
o ales Coordinator (MSC)
part-ti
elp guide the reopening

ated and launched the #SafeMendocino
g of lodging

Thank you for the opp ity to promote our beautiful county.

Respectfully,

TesSstE

Travis Scott



Strategic Plan

The activities in this report relate to the initiatives set forth in the three-year Visit Mendocino
County (VMC) Strategic Plan that was put into action in 2017. The purpose of the plan was to
realign the core strategies of the organization. (The Strategic Plan may be viewed at
http://1Imo5ulyd9e7vpr6s3zkdvIp.wpengine.netdna-cdn.com/wp-content/uploads/Visit-
Mendocino-County-Strategic-Plan-FINAL-4.pdf). This report directly r, the VMC Marketing,
PR, Sales and other VMC staff activities during the year to the Im es, Objectives and

Initiatives contained in the Strategic Plan.

Vision:
Enriching experiences for our guests, enhanced life r our residents, a bility and

diversity for our economy.

Mission:

Visit Mendocino County stewards andd@mplifies the tota cino county experience.

Values:

eaningful relationships.
lendocino County.
ess of our culture and landscapes.

then VMC’s contribution to county and economic and

growth at 5% over average of top 3 competitors

In October 2020, the
TOT/BID collections repa
to $4.60 million, a decrease of 18.81% over the past year. Business Improvement District

ocino County Treasurer-Tax Collector’s office published their annual
t. The report shows that revenue from lodging businesses decreased

assessment collections decreased 16.61% YOY. The data below shows that collections for both
TOT and BID for the first two quarters saw increases. The Shelter-In-Place order for California
was instituted on March 12, 2020 resulting in a closure to leisure travel and zero collections of
TOT and BID.



TREASURER-TAX COLLECTOR
COUNTY OF MENDOCINO
(Data as of October 1, 2020)

Transient Occupancy Tax (TOT) Collections by Calendar Quarter

Fiscal 1st Quarter 2nd Quarter 3rd Quarter 4th Quarter Fiscal Year
Year (July - Sept.)} (Oct. - Dec.} (Jan. - March) (April - June) Collections
2010-11 $ 1,159,942.85 $  738,735.49 $  509,240.81 S 870,484.86 $ 3,278,404.01
2011-12 $ 1,257,508.60 S 784,212.12 $  604,215.73 S 926,946.51 $ 3,572,882.96
2012-13 $ 1,295,039.41 S 785,491.85 $  617,128.37 S 984,800.75 $ 3,682,460.38
2013-14 $ 1,377,790.23 S 894,744.19 $  676,573.91 $ 1,072,883.77 $ 4,021,992.10
2014-15 S 1,483,327.89 $  996,032.33 $  779,025.16 $ 1,195,852.18 $ 4,454,237.56
2015-16 $ 1,651,009.69 $ 1,073,998.95 $  835,844.53 $ 1,298,416.75 $ 4,859,269.92
2016-17 $ 1,771,396.93 $ 1,149,101.65 $  820,094.23 $ 1,452,094.06 $ 5,192,686.87
2017-18 S 1,994,982.25 $ 1,223,461.26 $ 1,018,540.84 $ 1,457,731.72 $ 5,694,716.07
2018-19 $ 1,968,361.87 $ 1,270,846.67 $  929,184.41 $ 1,500,273.08 $ 5,668,666.03
2019-20 $ 2,136,536.24 $ 1,375,328.33 S 787,633.16 S  302,792.06 $ 4,602,289.79

Business Improvement District (BID) Assessment Collections by Calendar Quarter

Fiscal 1st Quarter 2nd Quarter 3rd Quarter 4th Quarter Fiscal Year
Year (July - Sept.)} (Oct. - Dec.} (Jan. - March) (April - June) Collections
2010-11 S 200,677.35 $  120,225.57 S 88,797.28 $  146,920.70 $ 556,620.90
2011-12 S 214,391.01 $  127,996.14 $  103,057.37 $ 158,824.10 $  604,268.62
2012-13 S 228,091.30 $  155,123.16 $  108,135.40 $ 171,533.18 $ 662,883.04
2013-14 S 243,828.04 S 149,944.46 $  116,839.01 $  185,967.80 $  696,579.31
2014-15 S 259,245.43 $ 167,825.51 $  139,735.12 S 204,382.49 $ 771,188.55
2015-16 S 273,600.95 S  178,776.82 $  147,456.87 S 222,007.69 $ 821,842.33
2016-17 S 305,169.89 $  190,066.75 S 148,194.72 S 247,927.29 $ 891,358.65
2017-18 S 333,850.91 $  213,895.87 S 171,966.42 S 252,024.26 $ 971,737.46
2018-19 S 344,190.66 $  207,171.54 $  165,784.35 $  253,257.63 $ 970,404.18
2019-20 S 355,525.44 $  226,648.07 $ 149,424.67 $ 77,538.17 $ 809,136.35

PLEASE NOTE: The collections reflected above represent the actual quarters in which the lodging establishments collected the taxes
and assessments. If applicable, penalties and interest collected by the County are also included in the above totals. Prior fiscal year
totals indicated above do not reflect late remittances received in 2019-20.

e In the March meeting of the METC BoD, direction was given to staff that the competing
destinations for thejpurposes of reporting would be Humboldt, Yolo, Shasta and Mariposa
counties. ThisSichangesithe objective to “BID Assessment growth at 5% over average of top
4dcompetitors”.There should also be reference to Napa and Sonoma with regard to
competition for touristidraw (SF Bay Area and Sacramento). The data in the chart below is
framithe Economic Impact of Travelin California 2010-2019p (Dean Runyan), which is an

annual report commissioned by Visit California and undertaken by Dean Runyan Associates.
The data‘belew is self-explanatory.



% INCREASE % INCREASE % INCREASE

TRAVEL RELATED /DECREASE /DECREASE EMPLOYMENT /DECREASE
SPENDING YOY TAX REVENUE YOY (TRAVEL SECTOR) YOY
2018 2018 2018 2018 2018 2019

Mendocino 482M 484M 0.41% 44M 46M 4.55% 6.89K 6.4K -7.11%
Humboldt  453M 484M 6.84% 39M 42M 7.69% 5.54K 5.97K 7.76%
Mariposa  473M 464M -1.90% 35M 35M 0 4.12K 4.11K -0.24%
Shasta 520M 545M 4.81% 42M 44M 4.76% 4.85K 5.06K 4.33%
Yolo 449M 454M 1.11% 38M 35M 2.63% 5.11K 5.22K 2.15%

Area and Central Valley, those counties’ travel-rela
employment far surpass that of Mendocino County.

pending for both California and Mendocino County. These
figures are take mic Impact of Travel in California 2010-2019p Report for 2019.




Economic Impact of Travel, 2015-2019p
Authored by Dean Runyan Associates, Inc

State of California VS Mendocino County

Total Direct Travel Spending California Mendocino California Mendocino California Mendocino California Mendocino California Mendocino
($Billion/California VS $Million/Mendocino
County) 2015 | YOY%| 2015 | YOY% | 2016 | YOY% | 2016 | YOY% | 2017 | YOY% | 2017 | YOY% | 2018 | YOY% | 2018 | YOY% | 2019 | YOY% | 2019 | YOY%
Destination Spending 1113] 3.6%| 3843 50%| 1149| 32%| 4218 9.8% 121 5.3%| 451.6 7A%| 1279] 5.7%| 4655 3.1%| 131.1] 2.5%| 466.8| 0.3%
Other Travel 10.7) 7.0%| 144] -11.1%! 115] 75%| 12.8] -11.1% 123 7.0%| 144] 125% 12.7] 33%| 16.7] 16.0%| 138] 87%| 17.2] 3.0%

TOTAL 122| 39%]398.70) 43%| 1264 36%)43460| 90%| 1333]| 55%| 466] 72%| 1406| 55%| 4822| 3.5%| 1449| 3.1%| 484| 04%

Tax Receipts Generated by Travel California i California i California i California i California Mendocin

Spending (§Million) 2015 | YOY% | 2015 | YOY% | 2016 | YOY% | 2016 | YOY% | 2017 | YOY%| 2017 | YOY% | 2018 | YOY% | 2018 | YOY% | 2019 | YOY% | 2019 | YOY%

Local Tax Receipts 49| 89%| 174 6.7% 53] 82%| 185 6.3% 56] 57%| 201 8.6% 59| 54%| 212 5.5% 63] 68%| 241| 13.7%
Visitor NA NA 116 9.4%|NA NA 122 5.2%|NA NA 13.5] 10.7%]|NA NA 14.3 5.9%|NA NA 17] 18.9%
Business or Emp NA NA 58 1.8%|NA NA 6.3 8.6%|NA NA 6.6 4.8%]|NA NA 6.9 4.5%|NA NA 72| 43%
State Tax Receipts 52| 0.0%]| 195 0.0% 53] 19%| 203 4.1% 53] 00%| 209 3.0% 59| 113%| 225 7.7% 6] 17%| 22.1| -1.8%
Visitor NA NA 136| -0.7%|NA NA 14 2.9%|NA NA 14.6 43%|NA NA 164] 12.3%|NA NA 164| 0.0%
Business or Emp NA NA 5.9 1.7%|NA NA 6.3 6.8%|NA NA 6.3 0.0%|NA NA 6.1] -32%|NA NA 57| -6.6%

Total Local & State Tax 101 9%| 369 3.1% 106] 10%| 388 51% 10.9 6% 41 57% 18] 17%| 437 6.6%| 123 8%| 462 57%

e OBIJECTIVE: Year-over-year increase in stakeh

staff conducted an anonymous appro ents were not required to
reveal their identity, which garnered W an increase in the response

ark on creating a new
als. This was to encourage

YOY Stakeholder Survey Response Rate
2020 2019 2018 2017 2016 2015
# Sent |# Rec'd [# Sent |# Rec'd |# Sent |# Rec'd |# Sent |# Rec'd |# Sent [# Rec'd |# Sent |# Rec'd
Crab, Wine & Beer 191 15 93 9 21 5 28 2 86 11 104 20
Mushroom, Wine & Beer |[N/A |[N/A 99 14|N/A  |N/A 72 19 86(? 83 15
Almost Fringe N/A N/A N/A N/A 83 34 71 13|N/A N/A N/A N/A

N/A refers to surveys for which no responses have been located or festivals for which surveys do not exist due to
the festival being discontinued

INITIATIVE: Increase tourism revenue through the development and implementation of the annual
integrated marketing, public relations and sales plan.

MCTC activities during FY 2019-2020 were based on the annual Marketing Plan, the three-year
Strategic Plan and the Public Relations Work Plan.




The Marketing Plan outlines the direction for marketing efforts, brand management, website
content creation, maintenance and upgrading. It also includes the public relations work plan
for the year as well as social media strategies and goals. As of June 2019 MCTC halted its
organized sales activities to direct its focus on direct consumer marketing with more plausible
ROI. At the direction of the BoD the ED moved into the role of Administrator of the North Coast
Tourism Commission (NCTC) allowing MCTC to rely on the sales efforts of the NCTC for group
travel sales.

The DMM and ED worked closely with the Public Relations agenc ord, KOLI
Communications, marketing consultants, TheorySF, and medi Media Matters

WorldWide, to achieve the goals described in the Marketin . e onset of the COVID-

The ED initiated conversation with the ing in February 2020 at Visit

. ic plan. Following this
meeting, VMC began the necessary pla | i lop a new strategic plan that
will go into effect in March/April 2021.

INITIATIVE: Improve dat g th - icipation & “buy in” from all
of our partners.

ite “hit” report has been a useful tool for
d stakeholders/partners. The report,
R 2020 t monthly to every stakeholder/partner
u - June . . .
i for whom VMC has an email address associated with
Property OPeNS | their online listing, informs them of:

Total Page Views 10,540
Lake Mendocino Recreation Area 2,041 }1.The total number of visitors to the VMC website
Glass Beach 1,682
Skunk Train Railbikes 1,484 2.The number of referrals from the VMC site to the

, .
Jackson Demonstration State Forest 983 StakehOIder S WebSIte
Montgomery Woods State Reserve 885 .
3.The number of click-throughs made from the VMC
Skunk Train Fort Bragg 870 . , .
site to the stakeholder’s site

Ford House Museum 665
Little River Inn 647
Forks Café 645
Vichy Springs Resort 638

This reporting provided MCTC with metrics and a basis to develop an educational forum for stakeholders



to improve their site visitation, referral traffic, and brand messaging. This forum was scheduled for April
2020. With the onset of the Pandemic Shelter-in-Place (SIP) this forum was cancelled.

B. The PR Team (Koleen Hamblin, ED and MSC) continues to communicate with stakeholders
on a monthly basis informing them of high-profile media stories. The PR team also offers
stakeholders the opportunity to submit content and information to Visit California for use in
their PR program.

C. The MCTC team actively identifies new businesses opening in
contact properties, meet the owners and key staff, and rec
organization’s databases. The PR team also disseminate

nty, making a point to
information in the

partner and stakeholder participants versus 20
had 151 participants versus 109 in the 2019 FEAST. room FEAST had almost as

Improvement Distric o ' ' Pandemic and the
he item has been

Annual Totals Y/Y Growth
Cardholder Count (Net) | Total Spend Amount |Trans Count |Avg Ticket|Cardholder Count (Net) | Total Spend Amount |Trans Count | Avg Ticket
Consumer 18,255 $2,271,635 36,594 $62.08 -4.4% -4.7% -0.4% -4.2%
Commercial 565 $165,200 1,225| $134.86 6.8% 42.3% 16.0% 22.7%
Total 18,820 $2,436,836 37,819 $64.43 -4.1% -2.5% 0.0% -2.5%




INTERNATIONAL VISITATION TO MENDOCINO COUNTY
VIA DATA FROM VISA VUE

2018 2019
Total dollar amount charged|$2,752,796 |52,436,836
Y/Y increase/decrease * 5.65% -2.50%
How the money is spent **
Lodging $1,100,000 | $800,000
Restaurants $500,000 $400,000
Other *** $900,000+ | 1,100,000+
Ranking by country
1 Canada Canada
2 Germany Germany
3 UK UK
4 France China
5 Australia Australia
6 Switzerland France
7 Denmark Mexico
8 Italy Spain
9 Mexico Switzerland
10 China New Zeland

** Numbers beyond the total, lodging, restaurants etc., are given in increments rather than exact amounts
*** "Other" includes Fuel, Food and Grocery, Retail, Discount stores, Home Improvement and Apparel;
*¥*%* Visa reports approximately 44% of credit card charges. Other credit card data is unavailable.

2018 2019

Total 2018 Total 2018 Total 2019 Total 2018

Internationa |Direct Visitor |Internationa |Internationa |Direct Visitor |Internationa

| Visa Visitor |Spending | Spending |l Visa Visitor |Spending | Spending

Spending with Visaas |Spending with Visaas

2018**** % of Total 2019 % of Total
YTD****

$2,776,090 | $482,200,000 0.58%| $2,436,836 | $528,531,995 0.46%

Key Highlightsfrom the data tell us:

e 18,820 cardholders (18,255 consumer; 565 commercial) with a total spend of
$2,436,836.00a decline over 2019 of 12%

e 37,819 transactions at an average of $64.43 per ticket

e Canada continues to remain the top originating country for both the number of
cardholders visiting and spend amount: 7,028 and $740,861, respectively

e Lodging is again the top market segment by spend amount at $800,000 for the year

e The top three market segments YOY by spend growth are clothing store, specialty retail
and food stores



e Countries which showed the most growth were Mexico (58.1%), New Zealand (41.1%)
and China (23.4%). The countries showing decreased spending amounts were France
(20.8%), UK (17.4%) and Australia (15.7%). Note that local factors as well as cultural
vacation habits cause degrees of variation.

INITIATIVE: Develop a data sharing process that offers context and insights for partners

The Executive Director worked with the BID Advisory Board on the
recommendations. Again, the Board recommended that the Co
and TOT returns forms previously created by MCTC. These f

021 report and
opt the BID assessment
the collection of

marketing initiative was halted due to the 7 i e resulting SIP. It had
proved to be very popular a ‘
organization will resume i o fully market Mendocino
County as a tourism g

The ED continues ho ats on both the Anderson Valley Winegrowers and Mendocino

Coast Chamber of Commerce and regularly works with the ED of the Greater Ukiah Business
and Tourism Alliance to ensure that VMC reaches each area of the county. Collaborations
between organizations ensure continuity year-over-year in events and marketing of their

events.



e OBIJECTIVE: YOY increase in number of events launched and reaching self sufficiency

The festival and event focus for the 2019-2020 FY was placed on quality over quantity. The
promotion of long-standing events took front seat. The MCTC team focused on robust digital
marketing campaigns for the two FEAST Mendocino (Mushroom and Crab) festivals and took
new focus on the existing Whale Festivals in Mendocino, Fort Bragg and Little River.

YOY stakeholder & partner participation for the Mushroom and Crab,

s are shown below:

YOY Festival Paticipants

Year | Mushroom Feast | Crab Feast
2018 114 89
2019 107 109
2020 N/A 151

Landing pages on the Visit Mendocino website were dri ting efforts with
homepage leading in visits, followed by Skunk Train, R i endocino County Bucket List
and lastly Crab FEAST Mendocino. C AST Mendocino and Whale
Festival. This leads us to believe our ag t attracting our target
demographic.



The following graph illustrates the results of the digital campaigns through 2/28 the campaign end date.
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The creative b and Whale Festivals shown in the graphs below:

Crab FEAST Creative Per 11-26-19 to 01-31-20
Publisher Concept Spend Imp. Clicks CTR CPC Content Views |CP CV |Outgoing Link Email Signup |Visitor Guide Signup
AXM Crab 2020 $7,924 | 2,003,170 2,210 0.11% $3.59 6,287($1.26 340 10 3
Total $7,924 | 2,003,170 2,210 0.11% $3.59 6,287| $1.26 340 10 3
Facebook Crab $2,006 253,865 3,927 1.55% $0.51 4,525| $0.44 720 3 0
Total $2,006 | 253,865 3,927 1.55% $0.51 4,525 $0.44 720 3 0
Grand Total $9,929 | 2,257,035 6,137 0.27% $1.62 10,812| $0.92 1060 13 3
Whale Festival Creative Perf 12-10-19 to 2-23-20
Publisher Creative Concept |Impressions |Clicks Content Views |Email Sign-ups |Visitor Guide Sign-Ups |Spened CTR  [CP Content View
AXM Whale Creative 770,360 1,845 3,684 0 3| $  4,404.00 [ 0.24% $1.20
Facebook Whale Creative 765,685 4,832 7,426 8 0| $ 3,703.00 | 0.63% $0.50
Totals 1,536,045 6,677 11,110 8 3[$  8107.00 [ 0.43% $0.73




Crab FEAST Mendocino was again a success in terms of ticket sales and revenue generation.
The MCC’s Crab Cake Cook-off realized increases across its events for 2020. The annual
Cioppino Dinner served 506 guests an increase of just under 5% not to be outshined by the Crab
Cake Cook-off revenue generation of $199,330, a sharp 15% increase in gross revenue. These
events drew guests from Florida, Georgia, lllinois, Maryland, Michigan, Nevada, Oregon, Rhode
Island, Texas, Washington, as far south as San Diego, Orange County, Los Angeles and

throughout the State of California. The majority of sales at the Cook;
consumers from the SF/Greater Bay Area, including Silicon Valley rth into Sonoma
County, extending throughout the Sacramento area. Roughly ok-Off sales are from

out of the area, requiring lodging.

The Whale Festivals are held annually on the first t
Mendocino and Fort Bragg weekends being org

Commerce. The information available to us is les
2020 Mendocino Whale Festival

: 2020 20 | Dfforen» | % ic attendance for these anchor
BPT- Wine $9555.00 $6825.00 $2730.00
BPT- Chowder $2030.00 | $1750.00 $280.00 16% increase in ticket sales of 6%.
BPT- Beer $425.00 $435.00 -$10.00 2% .

own in the graph to the
Chamber- Wine $1295.00 $2065.00 -$770.00 -37%
Chamber- Chowder $145.00 $570.00 -$425.00 -75%
Chamber-Beer $35.00 $135.00 -$100.00 -74%
Crown Hall-Chowder $1550.00 $1741.00 -$191.00 1% In bOth fes S can be attrlbUted' at IeaSt
Crown Hall- Beer $49500 | $42500 | $7000 16% to the rigorous marketing efforts put forth
Crown Hall- Water $59.00 $34.00 $25.00 74% . .
prior to each festival.

Ford House- Wine $2715.00 $2090.00 $625.00 30%
(cash)
Ford House- Wine $1050.00 $2111.00 -$1061.00 -50%
(Square)
Ford House- Wine $0.00 $120.00 -$120.00 -100%
Yokes
Total $19354.00 $18301.00 $1053.00

information and do The “Opportunities” page on the site is where staff places

notifications of upcoming trade shows, educational events and BID/BoD seats available. Staff
keeps this page up to date as necessary and talks with partners and stakeholders about
visitation during HAP visits. The team continues to investigate ways to prompt habitual

visitation to this page by partners and stakeholders.

The Google Analytics are below for the FY 2019-2020:



Jul 1, 2019 - Jun 30, 2020: ® Pageviews
Jul 1,2018 - Jun 30,2019: @ Pageviews
30

20

‘ A

A A AVAA A aaA M\ I aA AR al\a A J asaaa Al A /A » A_AlX A anis An AN\ A0AA AR A
September 2019 November 2019 January 2020 March 2020 May 2020
Page Pageviews Unique Pageviews Avg. Time on Page Entrances Bounce Rate % Exit Page Value
43.00% 9 37.33% ¥ 29.65% § 41.07% 9 5.72% ¥ 10.18% ¥ 0.00%
171 vs 300 141 vs 225 00:01:30 vs 00:02:08 33 vs 56 75.76% vs 80.36% 37.43% vs 41.67% $0.00 vs $0.00
1. /opps/
- 171 141 -01- 33 $0.00
Jul 1,2019 - Jun 30, 2020 (100.00%) (100.00%) 00:01:30 (100.00%) 75.76% 37.43% 0.00%)
- 300 225 02 56 $0.00
Jul 1,2018 - Jun 30,2019 (100.00%) (100.00% 00:02:08 (100.00%) 80.36% 41.67% 0.00%)
% Change -43.00% -37.33% -29.65% -41.07% -5.72% -10.18% 0.00%

A 4
It is clear from the data above that thedack of HAP visi ers and stakeholders and
opportunities offered due to the CO decrease in visits to the
opportunities page. The few spikes in to the release of

e OBIJECTIVE: So TC Board positions and committee
membership

will seat three new directors: Small, Medium and

The January 2021 BoD meeting and annual training retreat is
scheduled to be 14, 2021 and will be held via ZOOM to respect safety concerns
based on COVID-1

The BID Advisory Board had two vacant seats. The BID Advisory Chair and the ED have lobbied
potential stakeholders for these positions and at this time have had success in filling one of the
seats available.

INITIATIVE: Foster collaboration and countywide alighment by creating and developing the “go to”



website for all tourism stakeholders

Staff will recommend to the BoD that a clarification to this initiative be given, with regard to
which website VMC should report information for. In past reports data has been reported for
VisitMendocino.com, the organization’s outward facing website, as will be reported below.
However, the initiative states “website for all tourism stakeholders”; in staff’s opinion that
would be MendocinoTourism.org. The BoD has not made a decision o

ff direction so this

report will focus on our visitor facing website (www.visitmendocin as in past reports.



http://www.VisitMendocino.com

1 .. . G 2]
A Analytics \\\ww.VisitMendocino.com 0 toreport

Landing Pages

O All Users Jul 1,2019 - Jun 30, 2020

100.00% Entrances

Explorer

Summary

® Sessions
6,000

4,000

2,000

September 2019 November 2019 January 2020 March 2020 May 2020
Acquisition Behavior Conversions  Goal 1: Visitor's Guide Download
Landing Page
Avg. - N ot N Visitor's Guide
Sewtons | ENew, | New | Bowmce | Pageel | sisdn | VitorecudeDownload  Vistorscuidelowniond | oyl Gl
Duration P Value)
329,362 80.00% 263,480 70.66% 2.04 00:01:17 <0.01% 1 $0.00
% of Total: Avg for %of  Avgfor  Avgfor Avg for Avg for View: % of Total: % of Total:
100.00% View: Total: View: View: View: <0.01% 100.00% 0.00%
(329,362) 79.96%  100.04% @ 70.66% 204 00:01:17 (0.00%) 11) ($0.00)
(0.04%) | (263363) | (0.00%)  (0.00%) (0.00%)

154,584 128,322 -01- 1 $0.00
1./ (46.93%) 83.01% (a8'70%) 73.43% 1.95 00:01:03 <0.01% (9.00%) (0.00%)
/mendocino-county-bu 26,372 18,711 o 0 $0.00
2. cket-list/ ©01%) 70.95% 710%) 77.75% 1.66  00:01:03 0.00% (0.00%) (0.00%)
/see-do/deals-and-spe 7,383 4,413 00 0 $0.00
3. cial-offers/ (224%) 59.77% (167%) 76.46% 172 00:00:52 0.00% 0.00%) (0.00%)
_NOW- i 6,893 4,241 -00- 0 $0.00
4. /whales-now-showing/ 2.09%) 61.53% (161%) 88.41% 1.29  00:00:27 0.00% (0.00%) (©.00%)
5,786 4,679 -09- 0 $0.00
5. /events/ (176%) 80.87% (178%) 40.67% 3.59 00:02:40 0.00% 0.00%) (0.00%)
/event/crab-feast-men 4,902 3,828 -01- 0 $0.00
6. docino-2020/ (129%) 78.09% (1'25%) 67.38% 2.09 00:01:44 0.00% (0.00%) (0.00%)
/does-glass-beach-reall 4,014 3,703 -01- 0 $0.00
7. y-have-glass/ (1'22%) 92.25% (aa%) 63.35% 1.95 00:01:14 0.00% (0.00%) (0.00%)
/six-spectacular-beach 3,516 2,901 01~ 0 $0.00
8. es/ (1.07%) 82.51% (T10%) 67.58% 2.03 00:01:30 0.00% 0.00%) (0.00%)
/event/mushroom-feas 3,379 2,593 -01- 0 $0.00
9. tmendocino/ (1'03%) 76.74% (0'98%) 68.81% 2.09 00:01:25 0.00% (0.00%) (0.00%)
. 3,079 2,695 -09- 0 $0.00
10. /see-do/ (©093%) 87.53% (T02%) 47.65% 3.82  00:02:37 0.00% (0.00% (0.00%

The top-line data of FY 2019-2020 website analytics reveals:
e 2019-2020 visitors are down 18.48% from 2018-2019 (264,092 vs 323,957)
e Most traffic is from Northern California San Francisco Bay Area and Sacramento
followed by Southern California. United Kingdom, Canada and Germany are the top
International countries.

e Demographics are shifting to the 25-44 age range



e Highest interest — traveler, shoppers and food & drink

Website traffic is being driven by the digital ad campaigns running on Facebook, Instagram and
the programmatic targeting and retargeting buys. The slow in traffic to visitmendocino.com
can be attributed to the stop to digital marketing initiatives which were the visitation driver.

An analysis of website visitors demonstrates that they are value-con , outdoor enthusiasts

who own pets, and love food and dining out. The website is also decreased visitation
from international markets. We believe this is due to the trav.

the COVID-19 pandemic.

ions placed in effect by

INITIATIVE: Strengthen regional tourism relationshi

The PR team (Koli Communications, ED and MSC) co
on a monthly basis informing them of media stories.
stakeholders submit content and info ination by Visit California. An
example of a pitch made during the yea on their site features the
Glendeven Inn & Lodge and its Forest Bathihg in: torative Escapes. This
project is ongoing.

so requests partners and

ership with Shasta Cascade. Since the onset of the Pandemic,
the ED joined i siness and Government Leaders COVID-19 for Economic

INITIATIVE: Proactively ed@ficate and communicate with all tourism stakeholders

As discussed previously in this report the team regularly communicated with stakeholders
sharing media coverage of the county and sent 9 updates to partners. The team also shared PR
hits and other news on the VMC Partners at Work Facebook group. In addition, staff sends any
articles to stakeholders that result from participation in media FAM visits.



With the onset of COVID-19 the “dark” period in marketing by MCTC brought a fundamental
change in organizational direction. MCTC staff turned to working with our lodging partners to
organize and create a COVID-19 re-opening and safety guidelines campaign called #Safe
Mendocino. These guidelines were shared with all of our “known” partners in lodging. The
MCTC staff and lodging partners quickly realized that neither MCTC or the County of

a voice conversation
with each and every property owner listed on our county tax the intent of updating all

staff. The PRM continued to investigat@ i g a Certified Tourism
Ambassador program to bring to Mena . this program is to further

the YOY metrics fo
broken out into Paid |

he total number includes paid impressions, which we have
essions and Organic & Viral Impressions. Impressions/Posts are based
on the latter number to avoid skewing the figures.



Social Media Results YOY FY 2019 vs FY 2020
FACEBOOK INSTAGRAM
FY 2019 FY 2020 FY 2019 FY 2020
14,657,373 10,819,032 Total
Impressions (13’341’518 (9'_558'351 Impressions (873,429 4,814,966
Paid/ 1,315,855 |Paid/ 1,260,681
Organic+Viral) Organic+Viral)
Engagement 249,406 233,835 Impressions 873,42914,814,966
Link Clicks 140,000 154,698 Likes Received 49,239171,679
Posts 68 130 Comments 765 965
Impressions/Post [215,550 83,223 Posts 108 141
Engagement/Post | 3,668 1,799 Likes/Post 456 508
Fan Base 58,760 59,302 Comments/Pos{7 6.8
Followers 14,217 17,997

VMC hosted a social media influencer trip in February®2020. Thé three travelers fromGranite &
Light began their three-night stay in Hopland and ended in Rhilo at the Brambles, with stops
throughout the county. Their entire adventure, which launched on Social Platforms in June, can
be viewed here: https://www.graniteandlight.cém/mendocin@=magic-visit-mendocino-winter-
2019.

The PR team was pleased to introduce a string of'A-List features that hit throughout the year in
publications and statiansysuch asddSA Today, New York Times, Los Angeles Times, San Francisco
Chronicle, ,F@RBES, KTVUFox.2 Bay Area, CBS 8'San Diego and KTLA 5 Los Angeles to mention a
few. Jihe data belowishowsthe PR team’s direct'impressions, ad equivalency and
fapdiliarization program data forithe,year.

Earned'Media:

COVERAGE 2019/20 GOAL |2019/20 TOTAL [2018/19 TOTAL
Placements 300 678 902
Impressions 150 Million 1.242 Billion 1.686 Billion
Advertising Equivalency | $6.6 Million [$304.904 Million | $86.633 Million

Media Content Development:

RELEASES ISSUES GOAL TOTAL
11 15

Media Materials & Distribution:
e Small Towns Big Personality e Insta-Tourism



e forest Bathing

e SATW Trade Show Hot Sheet
e feast Mendocino! Fungi

e Luxe Mendocino

e Feast Mendocino! Seafood

e Vintage Vacations

e Taste of Mendocino

Familiarization Program:

Feast Mendocino! Spring
Rooms with a View

IPW Hot Sheet/2020

Hot Sheet

Armchair Traveler

Covid-19 Tourism Update




OBJECTIVE: Year-over-year increase in experience perceptions score on in-market visitor

survey

SECURED GOAL TOTAL

18 30
DOMESTIC: 18
INTERNATIONAL: 12
DATE NAME OUTLET
7/7-7/9 Chaney Kwak Departures
7/7-7/10 Ted Loos Departures
7/17-7/18 Francoise Feulliet |Avantages/France
7/24-7/26 David Moore CaliforniaPop TV
7/31-8/1 Bob Cooper Nob Hill Gazette
8/4-8/6 Pam Kessler Walnut Creek Magazine
9/29/3 Dana Rebbman Amtrak
9/59/7 Craig Tansley Traveller/Australia
9/8-9/10 CurtisStone Visit California
9/11-9/12 Jessica Wright bontraveler
9/21-9/23 Nick Nagaoka GlobeTrotter Guide
9/27-9/29 lan Anderson Moon Publications
10/8-10/10 Omar Shubert Haaretz Newspapers/Israel
10/8-10/10 Ulrike Wirtz Reiseweldt/Germany
10/14-10/16 ArpitaSinha Visit California Autocar/India
10/15-10/16 lan Anderson Moon Publications
10/16-10/18 Mhairri Woodhall |Calgary Herald/Canada

10/16-10/17

Liza Gershman

California Guidebook

10/25-10/27

Neel Wanders

Flunking Monkey/UK

4-Nov|Leslie Kelly Forbes

11/15-11/17 Nicolle Lekare Hotbook/Mexico
12/22-12/23 Janel Andronico |Bay Area Life
1/28-2/1 Betsy Andrews Freelance
1/29-2/1 Chaney Kwak Freelance
1/29-2/1 Tina Caputo Freelance
1/24-1/26 Valerie Stimak valisemag.com
2/3-2/5 Austin White Granite & Light
2/20-2/22 Jaslin Wu Sing Tao Daily/China & US
2/28-3/1 Charlene Peters |GateHouse Media
3/1-3/3 Tom Chesshyre Daily Mail/UK

v




The Visitor Services committee has taken on the task of researching and identifying an
organization to carry out a new in-market visitor survey to be conducted when appropriate.

The team is currently working with Ink Fish Design and the Visitor Services Committee on
finalizing a new version of the Visitor Guide. The potential release is scheduled for
Winter/Spring 2021.

INITIATIVE: Increase Mendocino County brand awareness and positiv

rollouts scheduled for Taste Mendocino and the
March.

The marketing campaigns for the fisc ising brand awareness, first.

e Overall Mendag 3 i /visit intent are growing per the Facebook
and Survata bra ted due to the halt of our marketing
campaigns

alt of paid digital and social marketing and 2) from international
markets due demic and closure of international travel.

earlier in this report. gure below indicates a rise in Facebook impressions and
engagements per post and a steady increase on Instagram. Each of these metrics are impactful
measurements of MCTC’s continued success in the employment of social media to raise brand

awareness.



Social Media Results YOY FY 2019 vs FY 2020
FACEBOOK INSTAGRAM
FY 2019 FY 2020 FY 2019 FY 2020
14,657,373 10,819,032 Total
Impressions (1?,”341’518 (9',558’351 Impressions 873,429 4,814,966
Paid/ 1,315,855 |Paid/ 1,260,681
Organic+Viral) Organic+Viral)
Engagement 249,406 233,835 Impressions 873,429]4,814,966
Link Clicks 140,000 154,698 Likes Received 49,239(71,679
Posts 68 130 Comments 765 965
Impressions/Post |215,550 83,223 Posts 108 141
Engagement/Post |3,668 1,799 Likes/Post 456 508
Fan Base 58,760 59,302 Comments/Post| 7 6.8
Followers 14,217 17,997

w to observe experiences,
kets. MCTC was set to

line educators to t ucate tourism employees on safe standards and keep our

community safe. This act lead MCTC to a further partnership with the county’s Chambers
of Commerce in the development and ongoing execution of the #MaskUpMendo campaign.
This program was developed to target community members and visitors once they arrived in
Mendocino County. The focus was to promote the wearing of masks, hand sanitization and
social distancing in an ongoing effort to keep businesses open and slow the spread of COVID-19.

These projects are ongoing.



As noted earlier, the MCTC team and its rigorous marketing contributed to the growth of events
at both the Crab FEAST and Whale Festivals.

At the time of writing, all future events and festivals have been placed on pause by the BoD due
to the COVID-19 Pandemic. However, staff had been working on the release of a new spring
FEAST that highlighted a new “Beer Trail” and outdoor adventures.

INITIATIVE: Explore options to influence and shape potential cannabis

The ED is working with the president of Mendocino County i lliance (MCPA) and
legal counsel to schedule and organize a meeting of thei i o officially dissolve
MCPA and transfer the responsibility of cannabis pro PA to VMC.



APPENDIX 1

Mendocino County Tourism Commission

BALANCE SHEET COMPARISON
As of June 30, 2020

TOTAL
AS OF JUN 30, 2020 AS OF JUN 30, 2019 CHANGE % CHANGE
ASSETS

Current Assets

Bank Accounts

1005 SBMC Checking 104,492.85 104,492.85

1010 SBMC Savings 100,002.74

1015 MLCU Checking 58,581.58 68,521.47 -14.51 %

1020 MLCU Savings 58,424.28 153,219.36 -61.87 %

1030 Cash drawer 100.00 100.00 0.00 %
Total Bank Accounts $321,601.4 $221,840.83 44.97 %

Accounts Receivable

1100 Accounts Receivable 181,334.20

-121,255.20

70/0

Total Accounts Receivable $181,334.20 $-121,255.20 4007 %
Other Current Assets
1230 Prepaid Expenses 9,461.67 -5,579.64 -37.10 %
1250 Refundable Deposits 0.00 -18.00 -0.43 %
Total Other Current Assets “ $-5,597.64 29.14%
Total Current Assets ,547. $ -27,092.22 -4.98 %
Fixed Assets
1510 Furniture and Equipment -38,590.19 -62.45 %
1600 Accumulated DepreciaA 40,036.78 82.26 %
Total Fixed Assets ' ‘ $1,446.59 11.08%
TOTAL ASSETS $556,757.90 $ -25,645.63 -4.61%
LIABILITIES AND EQ
Liabilities
Current Liabilities
: 35,109.05 -23,446.81 -66.78 %
$11,662.24 $35,109.05 $-23,446.81 -66.78 %
$20,179.11 $27,708.61 $-7,529.50 2717 %
‘ $31,841.35 $62,817.66 $-30,976.31 -49.31 %
$31,841.35 $62,817.66 $-30,976.31 -49.31 %
152,650.09 152,650.09 0.00 0.00 %
341,290.15 461,594.98 -120,304.83 -26.06 %
Net Income 5,330.68 -120,304.83 125,635.51 104.43 %
Total Equity ‘ $499,270.92 $493,940.24 $5,330.68 1.08%
TOTAL LIABILITIES $531,112.27 $556,757.90 $ -25,645.63 -4.61%

Accrual Basis Thursday, December 10, 2020 11:50 AM GMT-08:00

n



APPENDIX 2

Visit Mendocino County: Strategic Direction 2017/18

Vvision ()
Enriching Visit
experiences for Mendocino
our guests, County
enhanced stewards and
lifestyle for our amplifies the
residents, and total

stability and Mendocino
diversity for our County
economy experience.

Imperatives

Demonstrate and
strengthen VMC’s
contribution to county
economic and
community vitality

Cultivate VMC’s
relationships and
collaborations

Raise awareness of
the Mendocino
County experience

Mission () Values

V4

O Reputation

Transparency Leader

We foster trust through openness and integrity.
Accountability
We are outcome-oriented and professional.
Partnership
We create alignment through inclusive and
meaningful relationships.
Community
We contribute to the fabric of Mendocino
County.
Innovation
Our creativity reflects the uniqueness of our
cultures and landscapes.

community.
Accessible

Collaborative
partners.

Bold

thinking ideas.

@ oObjectives

Bid assessment growth at 5% over average of top 3 competitors
Year-over-year increase of sales tax receipts in Mendocino County
Year-over-year increase in stakeholder survey response rate

Year-over-year increase in number of events launched and reaching self-
sufficiency

Year-over-year increase in “opportunities” page visitation on VMC website
Year-over-year increase in new applicants for BID and MCTC Board
positions and committee membership

Year-over-year increase Mendocino County awareness score
Year-over-year increases in impressions and ad equivalency
Year-over-year increase in experience perception score on in-market visitor
survey

We motivate and facilitate the tourism

We welcome—and are responsive to—input
from community members and stakeholders.
We actively seek engagement and
collaboration with our stakeholders and

We deliver on smart, effective, and forward-

-2019/20

()| Position Q)
In order to support our stakeholders, generate
economic activity for county residents through tourism,
and inspire our visitors, Visit Mendocino County:
« Consistently markets the entire county and its
assets.
Creates, develops, and manages brand awareness
for the county.
Connects people and organizations to
opportunities.
Provides information to in-county partners and
tourism resources to the industry.
Delivers a robust and sustainable return on
investment.

Initiatives

Increase tourism revenue through the development and implementation of
the annual integrated marketing, public relations, and sales plan.

Improve data-driven decision making through increased participation and
“buy in" from all of our partners.

Develop a data-sharing process that offers context and insights for
partners.

Foster collaboration and county-wide alignment by creating and
developing the “go to" website for all tourism stakeholders.

Strengthen regional tourism relationships to leverage broader marketing
opportunities.

Proactively educate and communicate with all tourism stakeholders.

Increase Mendocino County brand awareness and positive perception.
Work with partners to develop, promote and grow strong and beneficial
tourism activities and events.

Explore our options to influence and shape potential cannabis tourism.




APPENDIX 3

MENDOCINO COUNTY
Travel Impacts, 2010-2019p

Total Direct Travel Spending ($Million)

Destination Spending
Other Travel*
Total

2010 2012 2014 2015 2016
313.5 345.1 365.9 384.3 421.8

17.7 17.9 16.2 14.4 12.8
331.1 363.0 382.1 398.7 434.6

Visitor Spending by Type of Traveler Accommodation ($Million)

Hotel, Motel
Private Home
Campground
Vacation Home
Day Travel
Total

Visitor Spending By Commodity Purchased ($Million)

Accommodations
Food Service
Food Stores

Local Tran. & Gas
Arts, Ent. & Rec.
Retail Sales
Visitor Air Tran.
Total

Industry Earnings Generated by Travel Spe

Accom. & Food Serv.
Arts, Ent. & Rec.
Retail**
Ground Tran.
Visitor Air Tran.
Other Travel*
Total

Industry Emplg

Arts, Ent. &
Retail**
Ground Tran.

itor Air Tran.
|>)=

Tax Receip

Local Tax Receipts
Visitor
Business or Employee
State Tax Receipts

2010 2012 2014 2015 2016

173.7 193.9 214.6 233.7 267.2
43.9 48.0 46.6 43.6 441
37.1 40.0 40.8 41.5 41.9
13.3 13.8 13.7 14.1 14.4
45.5 49.4 50.2

313.5 345.1 365.9

2010 2012 2014
73.0 80.5 93.9
92.2 101.5 106.9
19.2 21.2 21.4
43.0 48.8 46.8
47.7 51.7 54.3
38.4 41.4 42.7
0.0 0.0 0.0
313.5

2010
84.4
23.7

8.6

320
130

0

30

7,040

2016

16.2 17.5 18.5
10.6 11.6 12.2
5.7 5.8 6.3
19.5 19.5 20.3
13.7 13.6 14.0
5.8 5.9 6.3

330
140
0
30
7,200

2017

20.1
13.5
6.6
20.9
14.6
6.3

310
160
0

30
6,170

2018

22.3
15.6
6.7
20.5
15.2
5.3

2019
466.8

2019

24.1
17.0
7.2
22.1
16.4
5.7

utable to the travel industry income of employees and businesses.

Other Travel includes ground transportation and air travel impacts for travel to other California
ices.** Retail includes gasoline. Local tax receipts include transient occupancy taxes, sales taxes,
visitors, and the property tax payments and sales tax payments attributable to the travel industry

e tax receipts include sales tax payments and motor fuel tax payments of visitors, and the income tax

ade on prior years based on the availability of revised source data for cities and counties throughout the state.

d to visitor trips which are defined as trips taken by individuals that stay overnight away from home, or travel morc

than 50 miles one-way on @ non-routine trip, as defined by the California Tourism Marketing Act.
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APPENDIX 4

*
MENDOCINO TOURISM MATTERS

——COUNTY—
TO MENDOCINO COUNTY

U.S.A. \
FIND yoyg naPPY*

Tourism is a key contribution to the health of the economy of Mendocino @ When
visitors stay, eat, play and travel in the county, their expenditures dire county
residents by creating employment opportunities and providing tax relief household.

Visitors are drawn to this region to experience the beaches and ocean, d trees, rivers
and lakes, extraordinary attractions, and incomparable food and wor] Vine; and spirits.

In 2019, the economic impact of travel to Mendocino County giew forthe tenth consé ear.

TOURISM BENEFITS
MENDOCINO COUNTY

$484 in travel-related UP .5%

MILLION spending in 2019

ASE OVER 2018

FOOD & BEVERAGH 8.9 MILLION

A\ N

ACCOMMODATIONS

ATTRACTIONS &

INMENT -

TOURISM EMPLOWYS %
MENDOCINO COUNTY RESIDENTS (. [

6,40 0 travel-related jobs

visitmendocino.com

N



TOURISM

AFFECTS vOuU!

$46.2 in state

and local
MILLION revenue INCREASE OVER 2018

$1,250 in taxes saved by each Mendocino County ho d in 2019

=
PENEIV—N

'1u o|ooao
lepefee

Source: California Travel Impacts 2010-2019p; pub. De, sociates (May 2020)

ABOUT VISIT MENDOCINDO COUNTY

Visit Mendocino County is the tourism marketing arm of v
Mendocino Coun.ty. Its mission is 19 steward and amplify T —
the total Mendocino County exper;

TO VISITORS
* VMC brands Mendocino COUNTY
destination and promotes a arke DISBURSES

Mendocino County to potentia BID
and match
* We getthe word out via robust me to VMC

public relations and media visits

COUNTY

ade organizatiol COLLECTS
BID*

matches
* Funds cq 0 de, at 50%
Section B promotion.

siness e endocino.com
our annual festivals
de and consumer shows to meet potential visitors and partners

articipate e of our workshops

know ab pur events
our Opportu page at mendocinotourism.org

on social media channels

mendocinotourism.org



APPENDIX 5

Glossary of Terms

This glossary is included to explain terms used in this plan and in other r
Mendocino County. While staff and contractors are familiar with the te,
explanation.

Advertising This dollar figure represents the a

equivalency equivalent in advertising space i
team uses a 1:1 ratio unlike many

Impressions The number of views a print or digital

and subscription data.

Media Placement

Media Mission

Releases

amiliariz
by the PR te¥ s apply to tour grotp operators who are

ding Mendocino in tour packages.

g tool provided by Google that can be used to analyze traffic, ad words,
keting campaigns, demographics, etc. for VisitMendocino.com.

Activity Pro

g tool for analyzing traffic, advertising campaigns, and other activities on

erson located in a tourist destination who provides a unique, local activity for a
isitor to do while on vacation. Examples of such activities include kayaking, bike riding
or arts and crafts, among others.

Free Independent
Traveler (FIT)

A person or a couple that is not traveling with a group; usually references foreign
travelers out on their own (Foreign Independent Traveler).




