
 

 

MENDOCINO COUNTY TOURISM COMMISSION, INC.   
MARKETING COMMITTEE MINUTES 

DATE: Tuesday, October 14, 2025| START TIME: 10:00 AM  
PLACE: Visit Mendocino County: 105 W Clay Street, Ukiah, CA 95482 

and  
ZOOM: https://us02web.zoom.us/j/87555683540 

 

1. CALL TO ORDER 10:00 AM  

2. ROLL CALL     

Committee Member          Attendance Status    Title  
Cally Coombs (CC)    X  Present ꙱ Absent          Chair                     
Elyse Hopps (EH)                            ꙱ Present  X  Absent  Member 
Kelley Litle (KL)    X  Present ꙱ Absent   Member 
Tawny MacMillan (TM)10:08 AM  X  Present ꙱ Absent  Member  

  Christopher Boettcher (CB)    X  Present ꙱ Absent          Member 
  Alyssum Weir (AW)         X  Present ꙱ Absent          Member 
  Kasie Gray (KG)    X  Present ꙱ Absent          Member  
  Julie Golden (JG)   ꙱ Present  X  Absent          Member  
  Alina Reyes (AR)    X  Present ꙱ Absent          Member 
  Melodie Hilton (MH) 10:06 AM  X  Present ꙱ Absent          Member 

 
Staff Members           Attendance Status    Title  

  Ramon Jimenez (RJ)                     X  Present ꙱ Absent   Executive Director 
Jamie Peters-Connolly (JC)                     X  Present ꙱ Absent   Partner Relations & Communications 
Lisa Batson (LB)    X  Present ꙱ Absent   Marketing Manager 
Mckenzie McLain (MM)    X  Present ꙱ Absent   Marketing & Communications 
Janis MacDonald (JM)   X  Present ꙱ Absent   Festival Coordinator 
Jennifer Seward (JS)   ꙱ Present  X  Absent   Development Manager 
Kathy Janes (KJ)   ꙱ Present  X  Absent   Executive Support Specialist 

 
Introduction of Guests: 

 
3. CHAIR’S COMMENTS: 

 
4. PUBLIC COMMENT ON NON-AGENDA ITEMS 

The committee cannot discuss issues or take action on any requests during the comment period. 
 

5. CONSENT AGENDA ITEMS ꙱ Discussion ꙱ Action Item 
● 9.9.2025 Meeting Minutes – See Attachment | Approve 

KG 1st and AR 2nd Motion Carries 
 

6. ITEMS FOR DISCUSSION ꙱ Discussion ꙱ Action Items 
• Festivals and Events Off-Season – Discussion 

CC: Event and festivals everywhere are not selling everywhere so people are looking for things to do at all 
times not just weekends. Maybe we should pay someone to do events rather than nonprofits. I think we 
need to start producing events  
RJ: Luxury travel has not been affective, but that middle income has been affected across the board. Visit CA 
is doubling down on road trip travel.  

https://us02web.zoom.us/j/87555683540


 

CB: Drinking event are also not as popular as they used to be. Our focus should not just be towards putting 
on events.  
JPC: Winesong is different because they are also an auction.  
CC: The price is too high for the mushroom train so would it be beneficial for the VMC team to pay for a part 
to produce it so the tickets can be less, but should we focus more on things people can do all the time.  
JM: I think part of the issue is that the price for events themselves is often too high because we are hitting a 
price point that people can’t hit. It would cost over $1000.00 for two people to just come to a same day 
event. People want an experience to do something rather than lining up to drink or eat. For example the 
train for the Mushroom Train is cool or Winesong at the botanical gardens it unique.  
JPC: We found that only 30% of guests at Winesong were local and most stayed in VRBOs.  
JM: Kelpfest was so successful and so organized with lines of people wanting to participate and there was no 
alcohol focus at all.  
CC: There is a lot of lighted events coming up can we come up with a plan to get hotels to have packages 
JM: We would like lodging to start posting on their event pages when things are going on.  
MH: We need to be sure people are posting on these pages and really be proactive across the board.  
JM: Planning to reach out to lodging with a list of upcoming events and ask them to put them on their 
website on the events page. Not sure if people will but it would be a suggestion so lodging sees more 
traction.  
Next 3-month plan because we are heading into slow season 
KG: create a digital packet to lodging partners to see how they want to help or create discount. We should 
encourage more small consistent events rather than big one-time events.  
RJ: Give a list of the regular annual events for lodging so people can get them out there. Maybe tickets to 
things like the lighted gardens or the skating rink.  
JM: I think immediately we can send digital calendar of events for people to put them on their website.  
CC: Let’s have staff come up with a 3-month game plan.  

• Influencer/Content Creator Policy – Discussion 
RJ: The last few months we have been working on creating more social media content creators coming here. 
We want to know what you all want to include or not include when people are coming here.  
CC: I think it depends on what we are looking for them to do. What’s the value of what we are paying 
influencers for. Maybe a general template and then let staff put it together.   
RJ: Cally please give us a rough matrix of what you do as well as one from Melodie and Cab. Just to help us 
create a matrix and policy.  
LB: There are two parts to this and how often do we share reels form local business’s so where do we pick 
and choose what to post or repost and where to send influencers.  

 
7. ITEMS FOR REVIEW ꙱ Discussion ꙱ Action Items 

● Festival(s) Update 
JM: Currently we are working on Harvest, but we are just about done with creating the Seafood & Sips 
brochure doing a stronger focus on lodging. We have decided to focus less on wineries and give them a 
small section. We want a larger stay section so we have to work on being cohesive and it should be done 
within this week for proofing. We have the Mendo Italiano event coming up in November focusing less on 
heads in beds and more on the draw to that part of the county. We also have the new focused Mushroom 
Train, and we are trying to sell out more tickets as we get closer. We also have The Native Arts Festival and 
the Mushroom Symposium coming up to try and draw people into stay. We are also working on events and 
lodging for Seafood & Sips. The sparkling wine event is January 30th and this year it is now at Campovida 
with more space so we are hoping to increase the sales. Also maybe if you ride the skunk you get a crab hat? 
Just throwing ideas around.  

● PR Report – See Attachment 
JPC: This month we had a Germany person come, we had a freelance write, and a visit ca for just an 
overnight, so he is looking for places to visit before or after the world cup next year. We have had a few 



 

influencers come down as well as having another two coming in November. We also have a Forbes 
gentleman coming. We had Key Placements in Forbes as well as Travel and leisure and we just sent out the 
harvest press release.  

● PR Comparison – See Attachment 
● Stakeholder Survey Results 

LB: We got about 30 responses from the email we sent out and most of the responses were positive, and 
they want to be in print and social media influencers.  
JPC: We also need to really fit the right people with the right properties based on what they talk about.  

● Marketing Action Plan Update 
RJ: The big thing there we have been updating on our website is our widgets and ChatGPT pulling from our 
website.  

● Holiday and Winter Promotions 
RJ: Lots of stuff is happening at the same time but we are working on our holiday homepage as well as our 
eblasts. We also are working on holiday cross promotion with lodging and other businesses.  

● Programmatic Analytics – See Attachment 
LB: We had just about 34.7k clicks and 4.55M impressions at an average Cost Per Click of $.07 Per Click 

● Social Media Analytics – See Attachment 
LB: Sep. Socials Generated about 1.7M impressions and about 8k engagements 
Ran campaigns for Magic is Real, Mushroom Train, Mendo Italiano, Harvest Mendo and 
Magic is real Meta Campaign is up 69% Aug ‘24 vs Aug ‘25 (13k clicks vs 22k clicks)And our giveaway winner 
has been selected - has gained 6,600 new followers (+12.3% increase). 

● Website Analytics – See Attachment 
LB: 70k visitors  (up 8% compared to August). 
Website Traffic July – Sep. Vs previous year up from 111k visitors to 214k visitors (Up 92%) 
They spent an average time of 1:33 
Bounce rate was the same as last month at 64%Our Harvest landing page saw 8,600 visitors in September. 
19,000 visitors through today! 

● Booking Link – See Attachment 
LB: Searches were down to 7k from almost 9k last month 
Referrals are also down to about 900 compared to 1,400 

 
8. FUTURE AGENDA ITEMS ꙱ Discussion 

CC: Let’s discuss whale festival, lets invite the new whale person on the coast. 
9. NEXT MEETING DATE ꙱ Discussion ꙱ Action Items 

● MARKETING: November 4, 2025 at 10:00 AM  
 

10. ADJOURN ꙱ Action MH made the motion at 11:08 AM 


