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Executive Summary:

Mendocino County Tourism Commission (MCTC) is entering its eighth year as the Destination

Marketing Organization (DMO) of record for the County of Mendocino. We’ve seen the official
governmental end to the COVID-19 pandemic and all restrictions have be
three years have seen spectacular visitor-ship and consumer introducti
County. While we are seeing a plateau in our record numbers. Our
marketplace and the awareness of Mendocino County as a world
reached new heights. Our website and social channels are still
upcoming fiscal year (FY) we will capture our real-time bra

d remains strong in the
trip destination has

Angeles and Southern Oregon.

The upcoming FY will continue to bring growth

mavericks and makers that make Meng
destinations.

Travis Scott



Strategic Plan:

This Marketing Plan adheres to the initiatives set forth in the three-year strategic plan that was
adopted at the organization’s May 2021 Board of Directors (BoD) meeting and was put into

action at the start of the 2021-2022 fiscal year (FY). The purpose of the pl to align with the
core strategies of the organization. (The Strategic Plan is attached to thi i
Appendix 1.)

Vision:

A diversified and thriving economy supported by our co
for our guests.

Mission:
Visit Mendocino County stewards and amplifies the total OURty experience.
Values:

Transparency: We foster trust thro ess and integrity

Consistentl
markets

Action Plans:
Marketing & Ad

e Launch a campaign utilizing the new brand and website to promote the value of VMC in
driving positive results to local businesses



e Leverage the results from the Travel Analytics Group (TAG) Perspective Survey to
enhance VMC'’s portfolio of stakeholder offerings and resources

e Utilize our new brand identity to resonate with specific target segments to further our
competitive edge

e Utilize the new mobile-friendly website to enhance user experienc ost website
traffic, and improve the conversion rate to partners and stakeh

Visit Mendocino County will improve its current awareness and
coordination with Agency Xi, the Web Development and Socia
travelers at key times, VMC will continue to place a high prigri ss, with a
particular focus on promoting festivals and activities in

Brand Management:

For the 2023/2024 Fiscal year, VMC staff will:

e Manage the new Visit Mendoeino County brand

e Explore new brand opportunitie tnerships, and com tion pillars

e Provide guidance to VMC partne ilize the new brand
style guide effectively

Research:

VMC committees and BoD

al that reflects the brand for:

Consumer media opportunities
The VMC staff under the direction of the Marketing & Festival Committee(s) will produce new
creative assets for the countywide festivals that are consistent with the new brand and provide



accompanying website landing pages. VMC will focus on developing creative campaigns that
continue to raise awareness for Mendocino County as a world-class destination.

Build Awareness:

VMC will raise awareness by:

e Exploring new approaches to engage and connect with po
Creating and enhancing shareable assets (videos, phot
commercials, radio commercials, others to be determi
Assist partners and stakeholders with communit
Development and management of new promgtions (e.g., Beer Trail and giv
Manage all media planning, buying, and r ing

Manage demographic-based online demand
Launch new and updated retargeting campaigns

Website Maintenance & Upgrades:

Agency Xi and VMC staff will maintain the
VisitMendocino.com website

Agency Xi will ce
operations

Total marketing i : $651,500.08
Public Relations

e Increase tourism revenue through the development and implementation of the
annual public relations plan



Increase website traffic

Increase shoulder season visitation rate

Boost community support of the tourism industry
Boost brand awareness

The PR team works to expand VMC'’s branding, and media messaging
pillars to identify and secure media coverage for Mendocino Count

giving them the inspiration to create new stories to share
different topics spanning the breadth of tourism assets

continue to keep the Mendocino County voice
top-of-mind for the road-tripper. For the 2023/2024 F
the items outlined below.

Program Objectives:

Drive overnight visitation throughout Me

Mendoci by through a focus on distinct benefits and unique assets
ry partnerships with Visit California, California Travel Association,
North Coast Jourism Council, San Francisco Travel, BrandUSA, etc., via cooperative

programming

Targets:



Demographics:

e Primary: Millennial, Gen-Z, Gen-X
e Secondary: Baby Boomers/Time Affluent Market
e HHI: $120k+

Geographic:

e Primary: State of California (nearly 80% of U
e Secondary: U.S., key fly/drive markets:
e Tertiary: International/Western Cana

on, Arizon

Core Program:

Leverage ongoing trends and news value to drive awarene
a series of timely, hard-hitting, mediatappropriate materials t
Communications Platform will be crea ollow consumer m
annual timeline.

d to key industry niches. A
g pillars, tied to an

Activities include:

e Developmen
Proactive 3 i i c ts, debuts, seasons,

ssions in key media-rich markets. Where
offset costs. Suggested markets:

nfluencer Program

et media visits to generate editorial coverage and further brand
g within key lifestyle and passion segments.

Pitch and secure in-
messaging/positioni

Activities include:



Conduct individual media outreach based on agreed-upon communication pillars
Vet and manage all media and social influencer/blogger requests

Work with VMC to create media itineraries

Confirm, fact check and finalize placements; ongoing follow-up, tracking
Goal: 18

Content Creation

e Draft consumer-facing web copy mirroring release out
e Goal: 11

Trade Shows

Attend targeted media trade shows to boost vis
visits. Coordinate participation with VMC staff.
e Visit California/San Francisco (April.)
Society of American Travel W
Visit California Media Bootcamp

IMM/New York (Jan.)

Visit California/Los Angeles (Sept.)
IPW/California (May)
Goal: 2

campdign to extend VMC’S digital footprint
arketing promotions with publicity support; coordinate efforts

e Expanda social media and key influencer database & outreach
Crisis Communicatio
Work with VMC to coordinate outreach efforts to consumer-facing and stakeholders during

crisis periods (fire, pandemic, earthquake, social unrest, tourist incident, drought conditions,
etc.)



e Deliver crisis counseling, coordinate tourism partner efforts, draft/disseminate key
messaging, releases, updates as required, conduct media outreach under separate
agreed-upon budget

PR Toolkit

e Retain vendors and subscriptions on behalf of VMC:
e Burrelles Media Tracking Service (VMC contract)
e Vocus Cision Media Database (KOLI contract)
e Constant Contact Distribution Service (KOLI
e Society of American Travel Writers’ Me

Programming

Conduct monthly VMC PR conferen:
Attend client, VMC Board and mar
Participate in quarterly site checks s
Draft and distrib

d attractions

unication and engagement rate
d identity to align with target segments

The visitmendocino
for best appeal. Amb
changing array of “
county.

vebsite continues to be our calling card and is continually calibrated
t home page videos are switched out monthly along with an ever-
ViendoMoments” inviting website visitors to stay a while and explore the



With the website being our calling card and technology rapidly advancing, VMC staff in
collaboration with Agency Xi have created a new website launching in the summer of 2023. This
website will be optimized for mobile navigation and will include new plugins that will enhance
the visitor experience and offer new analytics based on the latest industry standards.

on the website has allowed the organization to report direct R
booking link will continue to be a key element of the new

enerate dynamic visual
ment is the measure of

the public shares, likes and comments fo ocial media effor
historically been a common metric for eva ial media perfor and it is measured
on Facebook by shares, likes and followers, : nd hashtags

and mentions.

xperiences. Metrics have
at a higher rate than with passive video
dges” on Instagram and Facebook.

experiential vide@
A1C in getting “Verif

e Increase website engagement and decrease bounce rate by 10%

Total Website Development Investment: $55,200.00



Sales:

e Increase website traffic
e Increase VMC communication and engagement rate
e Refresh VMC's brand identity to align with target segments

Sales is an important piece of the VMC promotional efforts puzzl ur sales is

of the SF Bay Area and the Chico to Stockton/Central Valle

variety of cost options. This is a contind focus on the last thing
they saw or heard, and we have to be in ing into the 2023/2024
marketing year, we continue to believe o
travelers continue to seek outdoor experie

We continue to rel S 0 refine our sales

or emails electronically. This significantly cuts down on the amount

visitors ca J
ed to handle the data.

of staff time

Following the tradeshows, we send an email to individuals who have submitted an email
address, welcoming them to our list and encouraging them to experience the most
recent MendoMoment. VMC will attend the SF/Bay Area Travel and Adventure Show in
Santa Clara, Travel and Adventure Show in Los Angeles, and Bark in the Park, a pet-
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friendly event in San Jose. VMC will also attend the Denver Travel and Adventure show
via North Coast Tourism Council (NCTC).

e Continue development of regional partnerships
Anecdotally, visitors come to the county as part of a regional trip. therefore,
partners and coordinates with convention and visitor bureaus s rancisco
Travel, Visit Oakland, Visit Sacramento and DMOs in Lake, H Idt, Del Norte,

relationships with Tahoe, Shasta and Monterey counti i ompete with us
as tourist destinations from our target markets. We

ddings or small group events such as corporate meetings, family
herings.

The desired
between tou

of both domestic and international sales efforts is signed contracts
operators and local hotels. We assist by obtaining appropriate leads. Once
a contract is established, there is a greater chance of consistent and growing business.

Sales Goals:
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e Consumer Shows - Attend two consumer trade shows at various geographic locations
and obtain 1,000 new names for consumer database

e FAMs - Participate in two Visit CA sponsored FAMs

e Group Sales — Attend at least one event and obtain five new groups to County (when
appropriate)

e Hotel Contracts — Facilitate the signing of five new contracts

e Sales Missions — Attend one sales mission in partnership wit

Total sales investment: $54,650.00
Partnerships:

e Increase Mendocino County sales tax r;
e Increase County investment in touris
e Boost community’s support of the tourism in

once they are here. Increased visitor sa
to extend their stays.

ear-o -

e new brand

e Distribute the ig edwood Highway Map created and funded by the NCTC
' ing’by distributing VMC branded bags

shoulder season visitation rates
® Increase participation rate in VMC programs
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Unique and interesting festivals and events are a key component for the traveler’s potential
choice of Mendocino County over other destinations. While tourism to the county is robust
during certain times of year, there are months it is not. To remedy this, VMC currently sponsors
two umbrella festivals per year: Seafood & Sips Mendocino in January/February (formerly
known as Crab FEAST) and Harvest Festival Mendocino in November. The ization launched
a Spring “Beer Trail” campaign in April 2021/2022 FY and have updated.i . Building on
existing events, rather than developing a totally new concept, will pr. e an opportunity to
boost partner/stakeholder participation.

FY 2023/2024 goals are:

e Expand on a successful re-creation of Har
Sips Mendocino to reflect the broader

e Record partner & stakeholder partici
contacts and businesses

Commerce, Destination He romotional organizations
ract overnight visitation
rmation such as room

laced on partnerships, partner communication and offerings
C team will continue to keep its finger on the pulse of new
he county by personal visits, phone calls and emails, and
etc.. We will also work on the development of new partner
array of available offerings.

surveying partne
resources and expa
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Goals for 2023/2024 are:

e Create a campaign to promote the value of VMC in driving positive results to local
businesses

e Perform a needs assessment of our stakeholders and partners

e Work with partners to develop, promote and strengthen benefi
and events

e Continue Hospitality Outreach Program (HOP) visits to pr
updates to VMC's internal database

e Promote the VMC Partners at Work Facebook pag

e Creation of partner brochure and Tourism Matt
value and mission of VMC

e Attend Chambers of Commerce meetings

activities

keholders and

and annual reports
C’s annual Marketing Plan

Attend Board and BID Advisory meetings

o Attend County of Mendocino Board of Supervisors’ meetings as warranted

e Continue forward movement in conversion from the 1989 to the 1994 BID law and
corresponding assessment changes

14



Total personnel, operations, and administrative investment: $512,564.85

15



County Matching Funds and Miscellaneous Income

INCOME

MCTC BID Assessment

$1,326,759.00

County of Mendocino Matching Funds

$ 265,351.80

County Administrative Fee

(S 39,802.77)

Event Brochure Ads $0.00|
Interest $0.00|
Total $1,552,308.03
EXPENSES
Advertising/Media $651,500.08
Marketing/Public Relations $181,700.10/
Website Maintenance & Development $55,200.00|
Leisure & Group Sales $54,650.00|
Partnerships $95,511.79
Visitor Services $50,800.00/
Administrative Expenses $130,729.89
Personnel $483,482.43
Total $1,703,574.29
Portion From Unrestricted Reserve -$151,266.26
BOTTOM LINE -$151,266.26

Proposed Budget for FY 2023/2024 Annual Budget including BID Assessments, Mendocino
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Staffing:

Executive Director: Travis Scott

Marketing & Sales Manager: Ramon Jimenez

Partner Relations & Communications Manager: Jamie Pe
Development Manager: Jennifer Seward
Marketing & Communications Coordinator:
Festival Coordinator: Janis MacDonald
Executive Support Specialist: Kathy Janes

Public Relations: Koleen Hamb LI Communications

Lodging Operata

Elizabeth Ca on; Arts Organization/Attractions
Raakesh Patel; Large Lodging Operator, Inland

Katrina Kessen; At Large, Inland
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e Tawny MacMillan, Regional Promotional, Coastal

e Open Seat; At Large — Large Lodging Operator

e Open Seat; Small Lodging Operator
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Appendices:

Visit Mendocino County
2021-2023 Strategic Plan

Vision Mission

A diversified and Visit Mendocino

thriving economy County stewards and
supported by our amplifies the total

ity, offering ino County
enriching experiences experience
for our guests.

Position

In order to support our stakeholders, generate economic activity for
‘county residents through tourism, and inspire our visitors, Visit Mendocino
County:
* Markets the Mendocino County experience to key regional and domestic
markets
Creates, develops, and manages brand awareness for the county.
Connects people and organizations to opportunities.
Provides tourism resources and information to in-county partners.

Values

Transparency: We foster trust through
openness and integrity.

MENDOCINO

~COUNTY-

FN0 youR HAPPY

Reputation
Leader: We motivate and facilitate
the tourism community.

ible: We wels

are

We are out
professional.

iented and

responsive to—input from
ity members and

We create through

inclusive and
Community: We contribute to the fabric of
Mendocino County.

Our creativity reflects the

Optimizes return on i through fiscal

uniqueness of our cultures and landscapes.

Collaborative: We actively seek
eengagement and collaboration with
our stakeholders and partners.
Bold: We deliver on smart, effective,

and forward- thinking ideas.

Imperatives Objectives Initiatives

Optimize and demonstrate our
impact through relationships and = *
collaborations

* Increase Participation Rate in VMC Programs * Create a campaign to promote the value of VMC in driving positive results to

local businesses

Increase VMC Communication Engagement Rate

Perform a needs assessment of our stakeholders and partners
Enhance VMC’s portfolio of stakeholder offerings and resources

.

Boost Community's Support of the Tourism Industry

Increase Website Traffic Evaluate and diversify visitor target market segments and competitive set

Raise visitor awareness of

Mendocino County and * Grow the BID Fund 5% Over 3 Years * Refresh our brand identity to align with target segments and competitive
strengthen tourism's contribution | * Increase Shoulder Season Visitation Rates advantage

to Co itali * Create process and fi k for the eval and il in event

o County vitality p with an h on shoulder seasons
Steward and Advocate for the * Increase County Investment in Tourism Products and * Ad for the devel of pro-k county
Mendocino County Experience Infrastruicture * Ad for County i and devel of ble tourism
* Increase Mendocino County Sales Tax Receipts Over 3 infrastructure
Years  Align destination devel to Visit California's Stewardship

Objectives

MENDOCING

~COUNTY-

Visit Mendocino County
2021-2023 Strategic Plan

Part of Visit Mendocino’s strategic plan calls for the alignment of VMC’s destination development and stewardship activities to Visit
California’s Destination Stewardship and Sustainable Travel Plan. The five objectives outlined in this plan, listed below, focus on residents,
visitors and industry partners via marketing, research, communication, education, public affairs, coalition building and destination
management:

ENCOURAGE

Approaches to Shape Visitation Patterns

the Sense of Pride Mendocino County Residents Have in Their County
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Glossary:

This glossary is included to explain the terms used in this plan and in other reports and
documents issued by Visit Mendocino County. While staff and contractors are familiar with

the terminology, some of the terms need a brief explanation.

Advertising
Equivalency

This dollar figure represents the amount of mo Id take to purchase

boost numbers.

Media Placement

A story (print or digital) about an a
efforts.

Media Mission

Atrip by the PRteamtoap
journalists and writers and inspi
County.

pogle Analytics

Releases This can either refer to a press release
the press and highlights new and upcomi
county.

FAM Familiarization tou rs of the media who are
vetted by the PR tead tour group operators
who are visiting the c¢ ! in@in tour
packages.

Gen-Z eneration Z (aka Gen Z s born between

012, following Millennia

Millennials 1t of the population born between the early-to-mid 1990s to early

own as Generation Y, they are the children of baby boomers and

Gen-X n.segment born be e early-to-mid 1960s and ending birth

e late 1970s to early 1980s. Children of the Baby Boomers.

| Those between the

id 1940s up to about 1964.

A reporti
ital marke

| provided by Google that can be used to analyze traffic, ad words,

ampaigns, demographics, etc. for VisitMendocino.com.
4

2ct, “middle between tour operators and hotel/lodging owners,
overseas markets. Receptives obtain contracts with hotels for
arrangements and offer these to tour operators looking to satisfy
2mand.

Search Eng
Marketing

ing tactic using paid advertising services so that interested clients and
ers can reach a business quicker and easier while searching online.
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