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Executive Summary of Quarterly Activities:  
  
In Q2 of FY 2024-2025 the organization leveraged its recent rebranding through an extensive 
consumer marketing campaign across the Bay Area, Sacramento, and Central Valley via TV, 
radio, programmatic ads, and social media. We continued promotions of the last episode for 
our video podcast VMC Magic is Real, produced by RoGoPro and hosted by Bay Area 
personality Roberta Gonzales, which featured our Harvest Festival and Seafood and Sips 
Festival. 
 
The Executive Director (ED) continued working with Civitas Advisors to advance the conversion 
of the Mendocino County Lodging Business Improvement District (BID) to align with the 1994 
BID Law.  
 
From October to December, VMC promoted various countywide events with a large focus on 
our annual Harvest Mendocino Festival, which draws thousands of visitors into our county. 
VMC partnered closely with Mendo Parks on the annual Mushroom Train, the signature event 
of the county-wide Harvest Festival. Additional promotions during the quarter highlighted Fort 
Bragg’s Magic Market and a variety of holiday events, including Thanksgiving dinners, the 
Mendocino Coast Botanical Gardens Light Show, the Ukiah Light Parade and ice skating rink, 
and Fort Bragg’s Trucker’s Light Parade. 
 
The Public Relations team also achieved significant coverage in major publications, news 
outlets, and television. 
 
This report will highlight the efforts of VMC during this period and report on the financial health 
of the organization. A topline view of the quarterly work is as follows:   
 

• VMC took the following marketing and public relations actions during the quarter: 
o Issued monthly press releases to media outlets.  

 
o The PR team realized continued success with media visits with placements in 

publications and on networks such as:  
§ Yahoo! 
§ MSN 
§ Condé Nast Traveler 
§ Travel + Leisure 
§ Thrillist 

 
The “Magic is Real” brand awareness campaign highlights the open spaces and leisure activities 
available in Mendocino County. The metrics of these campaign placements are below.  
 

Ad Placements:  
o Programmatic: 41,055 clicks, 2,905,831 impressions at $0.15 per click, total 

spend $6,130.63 



 

 

o Facebook: 190,395 clicks, 8,051,629 impressions and 120,000 engagements 
o Instagram: 9,807 likes, 200,589 impressions and 11,238 engagements 
o Average CPC for Facebook & Instagram: $0.29 
o Total social media spend: $34,802.46 

 
o Communicated with partners, stakeholders, and community members via radio 

and email regarding the programs and important projects the organization is 
incubating and moving forward.   

 
o Launched the last episode of the second season of VMC’s podcast: “Magic is 

Real” with Bay Area TV personality Roberta Gonzales, RoGoPro as the host.  
 

o The team continued working on a co-op campaign with Visit Oakland and 
Humbolt County Visitors Bureau, launched in March in collaboration with 
Applegarth Strategies. The campaign focused on cannabis-tourism, education, 
and landmark visitation. The campaign was active and running throughout the 
entire quarter. 

 
o Continued work with Caltrans and Paramount Signs on the Gateway Sign Project 

 
o Designed, printed and distributed newly branded collateral 

§ 2024 Harvest Festival 
§ Directed and produced promotional video for Wine Enthusiast 2024 Wine 

Region of the year Award in collaboration with MWI and AVWA 
 

o The ED continued to meet with other North Coast partners in a series of 
meetings hosted by VCA contractor JLL in development of Regional Strategic 
Tourism Plans for each of the VCA-designated Rural Regions. 

 
• MCTC continued its collaboration with the reformed Mendocino County Lodging 

Association (MCLA), Chambers of Commerce, and other business leaders to address 
business operations, assess community needs, and maintain open communication with 
government officials. 
 

• The team continued working and tracking its work as relating to the organization’s 
Strategic Plan.  

 
On the following pages you will find the organization’s financial statements through December 
2024.  
 
Thank you for the opportunity to promote our beautiful county. 
 
Respectfully,  



 

 

 
Ramon Jimenez 
Executive Director 



 

 

 


