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Executive Summary:  
 
Our 2025-2026 Fiscal Year proved to be quite pivotal.  Much of the FY was spent, along with our 
regular marketing, partnership and stewardship programs, working towards the passage of a 2% BID 
assessment incorporating the 1994 BID Law.  Much effort was spent meeting with lodging owners and 
operators, politicians and stakeholders in order to increase VMC’s budget, improve stability and 
longevity of the work and unite the tourism industry countywide.   
Midway through the year, the Board decided to take a deeper look at the structure, operations and 
effectiveness of VMC’s programs.  Once the new board was seated in January and committees were 
established, it was decided that an Interim Executive Director would be brought in to assess the 
current status of the BID petition as well as the overall marketing programs.  While VMC was able to 
obtain close to 50% of the required signatures to adopt the new BID Ordinance increasing the 
assessment to 2%, there were a few adamant lodging operators who wanted to see significant change 
prior to the signing of the petition. 
 
Beginning in March of this year, I held countless meetings with lodging operators, stakeholders and 
politicians in order to gain a better understanding of some of the frustrations being felt regarding the 
effectiveness of VMC’s programs.  It became clear rather quickly that certain changes needed to be 
made prior to VMC obtaining increased funding and having a renewal period of 5 years rather than 
annually.  These include: 

1. Spend the BID dollars where they were collected.  Coastal communities felt too much effort, 
energy and funds were being spent in regions of the county which did not bring in any 
significant source of funding and did not provide the same type of traveler experience.  At the 
same time, inland stakeholders felt underrepresented in VMC’s marketing programs, 
specifically its social media efforts. 

2. Bring public relations efforts in house.  It has been felt for many years our efforts and 
investment in public relations was not effective utilizing an outside contractor.  The public 
relations environment changed drastically during COVID and an in-house effort would be much 
more efficient and effective moving forward. 

3. Move the VMC office to the coast where a majority of the visitors experience the county.  VMC 
moved its office to Ukiah about 8 years ago and it is felt the office and work of the team should 
reside closer to where over 85% of the BID funds are collected from visitors. 

4. Increase lodging representation on the MCTC Board and Committees.  As most of the BID funds 
come from coastal communities, appropriate representation with those making the decisions 
should also come from coastal communities.   

5. Get the County of Mendocino to consider and approve the changes the BID Advisory Board has 
been requesting for the past few years.  These include: 

a. Change the MCTC Board make-up to include mostly lodging with representation 
appropriate to where BID funds are collected. 

b. Bring the Board elections back to within the purvey of the organization itself rather than 
with the County. 

c. Have the County utilize a 3rd party for BID collections with the goal of obtaining timely 
and valuable data to assist VMC in assessing the effectiveness of its programs and 
initiatives. 

d. Eliminate the county’s 3% administration fee charged to MCTC for collections and 
election activities. 

 



Several changes have occurred (and continue to occur) as a result of this strong feedback received 
from lodging operators and stakeholders as well as from the BID Advisory Board through its annual 
report.  These include: 

1. A new marketing strategy and approach (outlined later in this report) was approved to be 
implemented beginning July 1st. This new approach created many questions and concerns from 
stakeholders throughout the county including an attempt of an outside organization to take BID 
funds for its own use.  What resulted was the formation of an Inland Marketing Advisory Group 
to look at how best to marketing the inland region(s) of the county utilizing the approximate 
percentage of BID funds it collects compared to the rest of the county.  These percentages are 
outlined later in this report.   

2. An in-house public relations professional was hired in June to take over its programs and 
initiatives. 

3. The County approved the requests from the BID Advisory Board as mentioned above which 
directed County staff to look into adopting said changes. 

4. Overall administrative expenses including office location were reviewed with plans to change 
locations in the 2026-2027 fiscal year. 

 
Looking ahead: 
2026-2027 will be another pivotal and exciting year for the organization.  As of the writing of this 
report, much further progress has been made regarding the requested changes determined during the 
2025-2026 fiscal year.    These include: 

1. The main Ukiah office has been vacated with a smaller office secured in Ukiah and a coastal 
location soon to be established. 

2. Regional Marketing Advisory Groups are being formed to better represent each region and 
determine how best to market its lodging properties ultimately increasing return on investment 
in all areas.  These groups have already unified these regions more than ever stimulating 
conversation, ideas and camaraderie. 

3. A Steering Committee has been authorized to draft new by-laws and further edit the current 
BID Ordinance to accommodate the changes requested in the BID Advisory Report with the goal 
of implementation by July 1, 2027. 

4. The effort to increase the assessment countywide to 2% and move to the 1994 BID Law have 
been vacated.  In its place are discussions within each region as to the assessment percentage 
they feel would be most effective in their respective areas. 

5. The County has been in discussions with possible contractors to move BID (and TOT) collections 
to a third party as well as removing the MCTC Board structure and the Board election from the 
Ordinance. 

6. Hiring a new permanent Executive Director to lead these regional efforts while at the same 
time increasing countywide collaboration with regards to marketing and promotions. 

 
Most of this report showcases the accomplishments of the past fiscal year as is its tradition.  We look 
forward, in future reports, to showcasing how all of the hard work of the many individuals who have 
worked to bring the necessary changes to VMC has increased and improved the overall tourism 
economy throughout Mendocino County.   
 
In these times of change, an organization’s heart and soul is exposed.  While it can be messy and 
murky, I have all the confidence the organization will come out stronger than ever.  Having lead the 
organization for its 1st 10 years of existence, I am honored and excited for all this process has exposed 



and for the direction the organization and all of its stakeholders are headed.  We are a unique county 
with strong roots, personalities, opinions and assets.  This uniqueness is what will make VMC a better, 
stronger, more efficient and effective organization for years to come. 
 
Thank you for the privilege of promoting our extraordinary destination. 
 
Respectfully, 
Scott Schneider 
Interim Executive Director 
 

Strategic Plan 

 

The activities in this report relate to the initiatives set forth in the Visit Mendocino County (VMC) 

Strategic Plan that was put into action in 2021. The purpose of the plan was to realign the core 

strategies of the organization.  (The Strategic Plan may be viewed at 

https://www.mendocinotourism.org/wp-content/uploads/Final-VMC-2021-2023-Strategic-Plan.pdf). 

This report directly relates the VMC Marketing, PR, Sales and other VMC staff activities during the year 

to the Imperatives, Objectives and Initiatives contained in the Strategic Plan.   

 

Vision:  

A diversified and thriving economy supported by our community, offering enriching experiences for 

our guests.   

 

Mission:  

Visit Mendocino County stewards and amplifies the total Mendocino County Experience.  

 

Values:  

• Transparency: 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 culture and landscapes.  

 
IMPERATIVE: Optimize and demonstrate our impact through relationships and collaborations.  
 
The PR team, made up of Koli Communications and VMC staff, sends partners and stakeholders 

monthly updates that include recent media coverage. The team also invites partners and stakeholders 

to submit content to VMC, which VMC shares through press releases and pitches to Visit California. 

 

VMC’s Director of Operations serves as Vice Chair and Treasurer of the North Coast Tourism Council 

and meets regularly with its partner organizations: Visit Redwoods (Humboldt), the Lake County 

Tourism Improvement District and Visit Del Norte County. The Director of Operations also sits on the 

Visit California (VCA) Rural Regional Committee and works closely with its members. This involvement 

https://www.mendocinotourism.org/wp-content/uploads/Final-VMC-2021-2023-Strategic-Plan.pdf


raises VMC’s visibility and reputation, and Visit California often cites VMC in its presentations as a best-

practice example for Destination Marketing Organizations (DMOs). 

 

VMC staff serve on, or regularly report to, the following boards and groups: 

• North Coast Tourism Council 

• Visit Fort Bragg 

• Anderson Valley Winegrowers 

• Mendocino Coast Botanical Gardens 

• Point Arena Merchants Association 

• Destination Hopland 

• Friends of the Mendocino County Museum 

• Mendocino College Foundation 

• Cleaner California Coast initiative (with Sonoma and Marin counties) 

 

VMC staff also worked with many event organizers and local organizations, including the Mendocino 

Music Festival, Mendocino Film Festival, MendoParks, Mendocino Coast Clinics, Mendocino County 

Museum, Visit California Welcome Center, Mendocino Art Center, Mendocino Winegrowers and the 

Mendocino Coast Healthcare Foundation. 

 

• OBJECTIVE: Increase participation rate in VMC Programs 
o VMC’s Festival Coordinator, Janis MacDonald, is growing VMC’s umbrella festivals, 

Harvest Mendocino and Seafood & Sips. Partners are showing more interest in 
expanding events, and she is also developing new event offerings in response. 

o Through the Hospitality Outreach Program, the VMC team continued to meet one-on-
one with partners and stakeholders as often as possible, introducing VMC programs and 
initiatives directly. These meetings have been especially effective at bringing businesses 
into VMC-sponsored festivals. 

o The PR team continued to promote Mendocino County’s outdoor appeal, using targeted 
story angles to reach more consumers in our target markets and encourage 
stakeholders to take part in VMC programs. 

 

• OBJECTIVE: Increase VMC Communication Engagement Rate 
o VMC sent 35 marketing emails during the fiscal year, about three per month. Year over 

year, the email open rate rose 22% and the click rate rose 9%. 
o The organization used the results from our Brand Research Study to to grow in target 

markets – Sacramento, Bay Area and Los Angeles. For FY 25/26, the highest volume of 
website traffic came from the following cities: San Jose, San Francisco, Los Angeles, 
Sacramento, and Oakland. 

 

• OBJECTIVE: Boost community’s support of the tourism industry 
o VMC worked with Travel Analytics Group (TAG) on a Resident & Visitor Profile and 

Perception Study. The study collected community feedback on VMC’s performance and 
effectiveness, along with areas to improve, so VMC could better understand how 
residents view tourism in Mendocino County and what they need from it. VMC uses this 
input to shape its programs and is applying the findings to strengthen its marketing. 



o INITIATIVE: Create a campaign to promote the value of VMC in driving positive results 
to local businesses 

▪ The VMC rebrand and new website set up the “Magic Is Real” campaign to 
promote the county effectively across Northern California through social media, 
programmatic advertising and printed collateral. Public relations efforts, 
including monthly press releases, have strengthened the campaign by attracting 
journalists and bringing them to the county for hosted media visits. 

 
o INITIATIVE: Perform a needs assessment of our stakeholders and partners  

▪ This initiative has been addressed by the team and with the results of the 
community and visitor perspective studies by TAG, the team addresses each 
region based on their respective needs. Staff have also continued this effort 
through one-on-one meetings with lodging operators and tourism-facing 
businesses. 

 
o INITIATIVE: Enhance VMC’s portfolio of stakeholder offerings and resources 

▪ As addressed above, the organization strives to continue to address this initiative 
as part of daily organizational development.  

 
IMPERATIVE: Raise visitor awareness of Mendocino County and strengthen tourism’s contribution to 
County vitality. 
  
VMC continues to take a two-part approach to direct marketing. The first part builds brand awareness 
and keeps Mendocino County top of mind for new and returning visitors. The second promotes 
tourism-facing events to increase shoulder-season visitation and support Business Improvement 
District (BID) collections. 
 
Public relations (PR) plays a key role in building visitor awareness. Each year, the PR team develops a 
communication strategy designed to support and strengthen direct marketing. In FY 25/26, strong 
media interest helped the team exceed its goals ahead of schedule. 
 
Our PR approach expanded VMC’s media coverage and visibility by drawing on emerging travel trends, 
developing fresh story angles, and targeting outlets with broad reach across multiple publications. 
Bringing journalists and influencers to experience Mendocino County firsthand strengthens the 
county’s reputation as a travel destination and supports its economy. In FY 25/26, VMC hosted 30 
journalists and influencers through its media familiarization (FAM) program. 
 
The PR team successfully secured a series of high-profile features throughout the year in leading 
publications and media outlets, including Travel + Leisure, Forbes, Sunset, MSN, Yahoo!, USA Today, 
Thrillist, Lonely Planet, 7x7, SFGate, The Mercury News, AFAR, Eastbay Times, KTLA 5, KTVU 2, ABC 10, 
NBC Bay Area, NBC Los Angeles and Visit California. The data below highlights the PR team’s direct 
impressions, advertising equivalency, and familiarization program results for the year. 
 



 
 

 
 

2025-2026 Familiarization Trips (FAMs) 
 

 
 
 

• OBJECTIVE: Increase website traffic 



 
 

 
 
 
 

• 25/26 website visitors have increased 31.89% from the previous FY 24/25 (677,853 vs 
894,001) and 101.29% compared to FY 23/24 (444,136 vs 894,001) 

• San Jose is the top city visiting the website (60.8k) followed by Sacramento (40.5k), San 
Francisco (38.1k), Los Angeles (35.4k) and Oakland (21.5k) 

• Top content includes 8 Fantastic Beaches in Mendocino County (9.88%), 4 Magical Spots to 
Explore the Redwoods (6.45%), Mendocino Coast Whale Festival (6.42%), Seafood & Sips 



(5.77%), Harvest Mendocino (4.31%), Spring and Summer Events (4.25%), Holidays in 
Mendocino (2.21%) and Events (1.93%) 

 

 
 

Social media drives traffic to www.visitmendocino.com and builds brand awareness. Year 
over year, Facebook fans grew 3.7% to 68,261, and Instagram followers grew 21.8% to 
51,518. Total impressions fell on both platforms: Facebook dropped 14.4% to 27.9 million, 
mainly because of fewer paid impressions, and Instagram dropped 22.9% to 3.6 million. 
Even with fewer posts, each post performed better. On Facebook, impressions per post rose 
12.6%, and engagement more than tripled to 2.6 million. Link clicks to the website rose 
3.5% to 473,728. On Instagram, likes rose 53.1% to 78,212, and comments grew from 572 to 
7,844. 
 

• OBJECTIVE: Grow BID Fund 5% over 3 years 

 
• The Mendocino County Treasurer-Tax Collector's Office released its annual TOT/BID collections 

report, revealing a 2.23% decline in revenue from lodging businesses between 2023/24 and 

http://www.visitmendocino.com/


2024/25. However, since 2019/20, the year prior to the implementation of the strategic plan, 
BID collections have increased by 38.2% when compared to 2024/25. 

 

 
 

 
FY 25/26: 14,332 referrals vs. FY 24/25: 12,860 (up 11.4% year over year) 
The Simpleview lodging booking system on www.visitmendocino.com refers potential visitors to 
lodging properties so they can book directly with them. In FY 25/26, the system sent 14,332 potential 
visitors to lodging partners’ online reservation systems, up 11.4% from 12,860 in FY 24/25.  
 

• OBJECTIVE: Increase shoulder season visitation rates 
 

o According to the Treasurer-Tax Collector's TOT/BID report, Q2 and Q3 BID collections 
declined by 3.62% year-over-year but have increased by 10.75% compared to 
2019/2020, the year before the strategic plan was implemented. 

 
o INITIATIVE: Evaluate and diversify visitor target market segment and competitive set 

▪ In 2024, we ran a Brand Research Survey in our target markets to measure 
overall sentiment and adjust our approach. The findings shaped our marketing 
targets and helped double website traffic over the past two years. The cities 
sending the most visitors to the site are San Jose, San Francisco, Los Angeles, 
Sacramento and Oakland. 
 

o INITIATIVE: Refresh our brand identity to align with target segments and competitive 
advantage. 

▪ In the third year of the new VMC brand and website, total website traffic 
reached 894,001 visits in FY 25/26. That is up 31.89% from 677,853 in FY 24/25 
and up 101.29% from 444,136 in FY 23/24. Several things drove this growth: new 
website content (including themed landing pages and listicles), public relations, 
targeted direct marketing to drive markets, and new photo and video assets that 
got more value out of our investment. 

 

http://www.visitmendocino.com/


o INITIATIVE: Create process and framework for the evaluation and investment in event 
promotion with an emphasis on shoulder season. 

▪ VMC created an Event Grant program for nonprofits hosting tourism-focused 
events, and it drew strong participation during its two years. The program 
focused on the shoulder season and helped VMC partner with nonprofits to 
bring visitors to the county through new events and offerings. Funding limits 
have put the program on hold. In the meantime, we continue to work directly 
with event organizers to promote their events. 

 
IMPERATIVE: Steward and advocate for the Mendocino County Experience 
 
As a steward and advocate for Mendocino County, VMC promotes the region’s natural beauty, cultural 
heritage and unique character. That work includes encouraging environmental protection and 
sustainable practices that benefit the local community and economy. It also means showcasing the 
wide range of activities, events and attractions the county offers visitors and residents alike. By 
highlighting the county’s natural assets, rich history and welcoming communities, we aim to inspire 
memorable, authentic experiences that bring visitors back and build pride among residents. Through 
this stewardship and advocacy, we help Mendocino County thrive and grow in ways that benefit 
everyone. 
 

• OBJECTIVE: Increase County investment in Tourism products and infrastructure 
o Mendocino County used to match Business Improvement District (BID) collections at 

50%. Because of the county’s fiscal challenges, it ended that match. In response, VMC’s 
Board of Directors (BoD) directed VMC to work with Civitas Advisors on strategies for 
long-term funding stability. VMC is now working with Civitas Advisors and lodging 
owners to update the BID structure. 
 

• OBJECTIVE: Increase Mendocino County sales tax receipts over 3 years 

 
 

The table above shows a side-by-side analysis of direct visitor spending and tax receipts generated by 
visitor spending for both California and Mendocino County. These figures are taken from the Economic 
Impact of Travel in California 2015-2025p report, commissioned by Visit California.  

 
o Visit Mendocino County aims to boost the county's sales tax revenue as part of its 

strategic plan. In 2019, the county generated $24.3 million in sales tax receipts. This 

https://industry.visitcalifornia.com/research/reports/economic-impact?selectedCounty=Mendocino&selectedRegion=&selectedScope=counties


figure fell to $19.6 million in 2020 due to the COVID-19 pandemic's impact on 
businesses and consumer spending. Sales tax receipts in 2025 were at $27.3 million, an 
increase of 12.3% since 2019 and an increase of 2% from 2024 to 2025. 
 
 

o INITIATIVE: Advocate for County investment and development of sustainable tourism 
infrastructure 

▪ Going forward, VMC will work with the BID Advisory Board to identify 
infrastructure projects and will include its recommendations in the BID Annual 
Report. This gives the Board of Supervisors (BoS) a clearer view of the long-term 
sustainability goals and needs of Mendocino County’s tourism community and 
visitors. 
 

o INITIATIVE: Align destination development activities to Visit California’s Stewardship 
objectives 

▪ As VMC continues to promote the Mendocino County brand, our strategic plan 
makes alignment with Visit California’s Destination Stewardship and Sustainable 
Travel Plan a priority. Staff, committees and VMC’s Board of Directors (BoD) all 
support this commitment. Visit California’s plan sets out five focus areas, which 
guide all Visit Mendocino County (VMC) programs: 

• Expand: Adopt sustainable practices across Mendocino County’s tourism 
industry. 

• Encourage: Promote responsible travel among visitors. 

• Develop: Create strategies to influence and manage visitation patterns. 

• Infuse: Build stewardship values into the Mendocino County brand. 

• Amplify: Strengthen residents’ pride in Mendocino County. 
 

VMC has partnered with Marin and Sonoma counties and the Leave No Trace organization on the 
Cleaner California Coast initiative, a multi-county program to protect the California coastline. VMC has 
also worked with MendoParks on park messaging that encourages responsible travel. Through our 
shoulder-season events, Harvest Mendocino and Seafood & Sips, VMC partners with nonprofits and 
tourism organizations to support sustainable tourism and community engagement. 
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Appendix 5: 

VMC Marketing Plan Direction FY 2026/2027 

Proposed Strategic Pivots 

 
Two Regions, Two Strategies 

 

1. Split coastal and inland into separate marketing tracks. 

Both inland and coastal Mendocino County have a lot to offer, but right now we’re mostly 
trying a one-size-fits-all approach that doesn’t really lean into the pre-existing strengths of 
each region. We want to pivot into an approach that generates the most lodging revenue for 
each region. 

 
The inland corridor has a strategic advantage being right on the 101, both for ease of 
access for small groups and conferences from the Bay Area and Sacramento, and for 
capturing through-travelers on their way either further north or south. Inland marketing and 
PR efforts can be repositioned around these drive-thru travelers as well as small group and 
conference travel via the Ukiah Conference Center or other markets as defined by lodging 
operators in those areas. 

 
The Coastal region (from Gualala to the Lost Coast) and Anderson Valley get marketed 
primarily to individual leisure travelers. Travelers to the Coast are to some extent 
explorer/adventurer psychographics, even those staying in Fort Bragg or established major 
properties. The drive itself acts as a filter, and we can better lean into targeting them by 
highlighting our pillar lodging properties, unique attractions, and the overall ‘wild coastline’ 
brand that our brand study has already confirmed is our main top-of-mind category. 

 
The brand study confirms inland can't compete for individual leisure tourists at nearly the 
same level as the coast. This approach gives inland a market it can win, and allows us to 
more clearly articulate the marketing message of the coastal region. 

 
2. Focus dollars where they generate. 

Different areas contribute different amounts to the BID through revenue, and while 
everywhere in the county will be promoted, a shift towards a more proportionate distribution 
of focus is in everyone’s best interest. Regions where major BID is generated need more 
marketing focus placed on them to generate more overnight stays to in turn generate more 
BID. This more balanced approach to marketing focus will help generate more overall BID 
dollars and more reach for everyone. Historically, this has been approximately 75% from 
the north coast region and 25% from the inland and south coast regions. 

 
3. Lead with Coastal, Wine, and Cannabis. 

These are the three categories where travelers actually think of us unprompted. Outdoor 
and Nature score well when we prompt people, but we will never out-shout Yosemite and 
Tahoe. Of these, Coastal beauty and remote coastline are the easiest lift for us; not only is 
this our clearest unprompted mindshare category, it doesn’t have the advertising difficulties 
of cannabis (due to federal classification), and it is sector of travel in California that is on the 
rise. 



Overnight Stays as the Single Metric 
 

4. Measure everything against heads in beds. 

While impressions, reach, advertising equivalency, etc. may all be useful for gauging raw 
touch, we need to return to using heads-in-beds as the genuine metric we are looking at. 
Every campaign, event, and media visit must connect to overnight visitation. If we can't draw 
a line from the activity to a booking, it gets deprioritized. We recommend building out a 
network of representative properties, with at least one from each major category (whether 
resort, B&B, motel, vacation rental, etc.) in each area of the county, who are willing to share 
monthly or quarterly occupancy data (and ideally ADR), to allow us to model month-to-
month and year-over-year to see how our marketing efforts are directly moving the needle. 

 
5. Apply an "overnight test" to every event we support. 

Seafood & Sips and Harvest Festival stay and get stronger lodging tie-ins. Going forward, 
every event VMC invests in must demonstrate it generates overnight stays, not just day-trip 
or local-first traffic. 

 

Specificity Over Generality 
 

6. Market the specific, not the general. 

We will stop focusing so much on "Mendocino County" as a broad, undefined concept. We 
will pivot to selling the specific thing that makes someone book a room: what a particular 
lodging property just launched, why a specific festival is worth a two-night stay, something 
happening in the natural cycle of the county that is an attractor (whether whales or 
mushrooms or something else). Every piece of content should be one click from a booking. 

 
7. Build a shoulder season "reason to book" calendar. 

Map one specific, bookable reason to visit per week during October through May (outside 
holiday periods). Not "fall is beautiful." Instead: "This inn has a new mushroom foraging 
weekend package November 8 through 10. Book here." 

 

Media and Content 
 

8. Restructure media visits around depth, not breadth. 

Shift away from three-day broad touch tours. Match each writer to their specific interests, 
pair them with one or two lodging partners doing something genuinely interesting, and let 
them go deep. A food writer spending real time in one kitchen produces better coverage 
than a food writer who ate at six restaurants. 

 
9. Video-first content strategy. 

Although we’ve begun the shift, we recommend accelerating into more video. Video 
becomes our primary format; written and static imagery support it. Short-form vertical for 
TikTok and Reels, longer cuts for YouTube and the website. Every lodging partner story, 
every festival, every reason to book should have video as the lead asset. This is not to 
completely eliminate high-impact, or highly-evocative, imagery from our content feed, as this 



does often have very high direct-engagement rates, and can showcase a level of 
beauty that can be lacking from more hooky video content. 

 
10. Dedicated roving content creators. 

Shift some budget to accommodate one freelance creator on retainer, art directed 
by our existing team. This is not for specific scheduled shoots, but rather an 
ongoing presence. They’ll capture what's actually happening at the brewery on a 
Tuesday, on the coast or on a boat when the whales show up, at specific lodging 
properties that may not be generating their own content but have something unique 
to offer visually and experientially. This gives us a constant pipeline of authentic 
content instead of periodic planned shoots. 

 

Spend and Distribution 
 

11. Concentrate paid media where the data says we win. 

Sacramento first (they love us). Bay Area second (reachable, high-potential growth 
market). Southern Oregon third (small but high-affinity). LA gets PR and influencer 
work for long-term awareness only; no paid conversion campaigns until awareness 
catches up. 

 
12. Lodging partner co-op advertising. 

Create a framework where individual properties, municipalities, regional 
organizations, hospitality businesses, non-profits, etc. co-invest with VMC on 
promoting their specific story. VMC provides distribution (social, email, web, paid); 
the partner provides the story and shares the cost. More specific content, shared 
expense, direct partner investment. 

 

Future-Proofing 
 

13. GEO and AI search optimization. 

Travelers increasingly find destinations through AI-generated answers and 
conversational search. VMC has put some focus on this with a shift in content 
strategy and an integration of a GEO schema and AI chatbot, but we will continue to 
try to stay ahead of these shifts in consumer behavior as they evolve. Focus on 
structuring website content, lodging partner information, and experience descriptions 
to surface well in AI search results, not just traditional Google rankings. Low cost 
now; high payoff as the shift accelerates. 
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