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VMC Annual Report  
Fiscal Year 2022-2023:

Executive Summary 
The 2022-2023 fiscal year (FY) continued to be an incredibly strong year with further growth in tourism in Mendocino 
County (MC). The pent-up demand for travel continued to lead consumers to visit Mendocino County at greater than 
“normal” levels.  The Visit Mendocino County (VMC) team continued to push forward with cross-platform Brand Awareness 
marketing to ensure that MC was top-of-mind for potential visitors as Northern California’s premiere road-trip destination.  
This program was three pronged: first: focus on brand awareness, second: target A-list media who wrote for multiple 
publications to gain extra coverage from each press visit and third: redevelop the brand of VMC to cement the brand’s 
placement in the marketplace as the top rural road trip destination on the California Coast.  As part of the re-brand of the 
organization, the team took a deep dive into building a new website.  The desire of the team was to create a cutting-edge 
destination website that is content driven. We noted financial growth in Transient Occupancy Tax (TOT) and Business 
Improvement District (BID) assessment.  However, due to budgetary restrictions at the County of Mendocino (CoM), the 
organization accepted a partnership arrangement with the CoM and our BID match was reduced to a flat rate of $150,000 
total for FY 22/23. The BoD, CEO and steering committee continued to negotiate with the CoM staff to move forward in 
organizing and converting VMC to the BID law of 1994.  

This report will outline the strong placement of Mendocino County as a tourism destination and other necessary highlights 
for the fiscal year. 

• While the organization remains financially strong, the current state of Mendocino County’s finances no longer provides 
the ability to continue to support tourism promotion in the long-term, putting VMC’s annual contract and 50% match in 
jeopardy. This led the BoD to direct the ED to consult with Civitas Advisors as to potential avenues for long-term funding 
stability. However, in June 2022 the County BoS approved the annual contract. At the time of writing, the ED is exploring 
funding options under the advisement of Civitas Advisors.  The BID Advisory Board will address this further in their 2023-
2024 report.  

• The organization undertook a complete rebrand initiative, including its website.  The new brand is designed to elevate 
the presence and value of Mendocino County as a destination.  This new generation of VMC is scheduled to launch in 
spring 2023.

• Continued engagement with Cultivar Strategies to further the initiative of bringing tourism-facing cannabis businesses 
into the marketing fold of VMC. 

• Launched a video podcast series under production and using the talent of Bay Area TV Personality Roberta Gonzales.  
This series showed 9 episodes with an average per episode viewership of 4,389.  

• The expansion of the “Room to Roam” campaign into the television and radio markets.

• Undertook the development of a festival and event funding program designed to assist local organization in launching 
new tourism-facing events geared to bringing visitors to MC. 

• VMC welcomed Festival Coordinator (contractor) Janis MacDonald to the team. 

• Continued its massively successful Public Relations program, reaching and exceeding its set goals just 5 months into the FY.  

• The team attended Visit California’s annual Outlook Forum in February with Visit California noting in several sessions the 
successes of VMC as leader in rural tourism marketing. 
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• As required by our county contract VMC engaged with JJACPA, Inc. for the organization’s annual financial audit that, 
again, closed with no recommendations.  

• The Executive Director (ED) working in collaboration with the Business Improvement District (BID) Advisory Board 
completed the annual BID report and submitted it to the Board of Supervisors (BoS) for acceptance and approval at their 
May 17, 2022 meeting.

Despite the financial challenges presented to the organization, the VMC future is bright!  The team is dedicated to inspiring 
visitors to experience our miles of pristine coastline, the acres of old-growth redwoods and verdant inland valleys, the 
unique attractions, makers, and artists and of course our hospitable welcome.  

By working together and with our larger community, we can raise visitation numbers, add to economic development, and 
improve the lives of our residents. 

Thank you for the opportunity to promote our beautiful county.

Respectfully, 

Travis Scott  
Executive Consultant
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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 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 (Koli Communications, CEO, MM and PRCM and DM) communicate with partners and stakeholders on a 
monthly basis informing them of media stories.  The team also requests partners and stakeholders to submit content and 
information to VMC for dissemination by Visit California.  An example of pitches made during the year and published by 
Visit CA on their site features the Point Arena Lighthouse, Harbor House Inn and Pacific Star Winery. 

The CEO continues as Administrator and Treasurer of the NCTC/NOO and attends quarterly meetings with Visit Redwoods 
(Humboldt), the Lake County Tourism Improvement District and Visit Del Norte County.  

MCTC staff currently hold seats on the Destination Hopland, Anderson Valley Winegrowers, Visit Fort Bragg, Mendocino 
Coast Botanical Gardens, Visit Ukiah, and the Point Arena Merchants Association. At the request of CoM Supervisors 
Gjerde and Williams, the CEO worked in partnership with Marin and Sonoma counties and Leave No Trace to develop the 
Cleaner California Coast initiative.  The initiative launched its website and social media marketing assets in early summer 
and Mendocino County (VMC) has been the greatest source of referrals to the program’s website.  

For the third year, CORO Mendocino approached the marketing team to partner with their organization on a campaign that 
would continue work into the 2023-2024 FY.  Specific deliverables for that campaign would be placement of a billboard on 
HWY 101 in Hopland promoting all CORO participating producers county-wide, co-branded with VMC.  The program will also 
include a press release focused on a CORO specific visit to Mendocino County, in Micro-Trip format. 

The CEO continues to hold a seat on and work closely with the Visit California (VCA) Rural Regional Committee.  The 
partnership with Visit California provides strong name recognition for VMC with Visit California, with VMC often being used 
in VCA presentations as following best DMO practices.
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• OBJECTIVE: Increase participation rate in VMC Programs

 9 VMC renewed its contract with Festival Coordinator (FC) Janis MacDonald to expand VMC’s umbrella festivals: 
Harvest Festival Mendocino and Seafood & Sips Mendocino, Mendocino Sparkling Wine Celebration and develop 
new event offerings as partners express interest in growing local event offerings.

 9 Partner Relations & Communications Manager (PRCM) worked with Mendocino County Lodging Association (MCLA) to 
host quarterly industry mixers to engage partners and stakeholders in the work of VMC.

 9 Following a successful first year “event grant program” the PRCM and FC continued to identify and support new 
tourism-facing events ultimately granting $31,700 to support the growth of community events. 

 9 VMC team continued to meet with partners and stakeholders one-on-one as frequently as possible under the 
Hospitality Outreach Program allowing the team to introduce programs and initiatives directly to partners and 
stakeholders. These meetings are specifically helpful in attracting business participation in VMC sponsored festivals. 

 9 The PR team continued to highlight the outdoor wonders of Mendocino County, to appeal to a wider variety of 
consumers in our target markets.  

 9 The organization in its third year of engagement with Brian Applegarth continued to build the County’s tourism-facing 
cannabis marketing program to integrate with existing campaigns and communication pillars. The focus was direct 
engagement with cannabis stakeholders to gain participation in VMC programs.

 9 The website (Hit Report) continues to be a useful tool for both VMC and partners & stakeholders. The report is sent 
monthly to every stakeholder and partner for whom VMC has an email address associated with their online listing, 
and informs them of:  

 » Total number of visitors to VMC website

 » Number of referrals from VMC website to stakeholder’s website

 » Number of click-throughs from the VMC website to the stakeholder’s website.

This information provided monthly to both partners, stakeholders, and VMC staff allows deeper interaction between 
the organization and businesses. The team communicates this information regularly.
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• OBJECTIVE: Increase VMC Communication Engagement Rate

 9 To deepen engagement with VMC’s extensive consumer email list of 34,168 (time of writing), the team expanded upon 
its email campaign program which previously engaged 2.25 times monthly, to an average frequency of 4.5 emails 
monthly. 

 9 The organization received the final Travel Analytics Group (TAG) visitor and resident perspective studies giving VMC 
a baseline to grow programs and communications based on the needs outlined in the survey. See the link for the 
full results of the study: www.mendocinotourism.org/wp-content/uploads/Visit-Mendocino_Res-Vis-Study_Summary-
Presentation-1.pdf

 9 With continued success, the team continued working in collaboration with Roberta Gonzales Productions (RoGoPro) 
to finish the first season (10 episodes) of the Visit Mendocino County Room to Roam podcast series. The program 
launched in February 2022 and was released monthly to an average of 5,361 views per episode during the season 
run (February 21/22 through December 22/23). 

• OBJECTIVE: Boost community’s support of the tourism industry

 9 As mentioned above, under the contract with TAG the organization sought community input about the organization, 
its effectiveness, and shortcomings to understand the community’s views and needs surrounding tourism in 
Mendocino County. The organization takes the input from the community very seriously and works to continually 
address community needs through each individual program: www.mendocinotourism.org/wp-content/uploads/Visit-
Mendocino_Res-Vis-Study_Summary-Presentation-1.pdf

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

 g To address this initiative, at the direction of the BoD, VMC contracted again with TAG to create a website influence 
return on investment study (ROI) in FY 21/22. The final report was delivered in February 2023 and the results 
show per-party trip spending of $1,666 per stay, annual direct visitor spend of $54,690,281 and an additional 
indirect (supply chain spending) of $11.3 million plus an induced (labor income spending) of $10.5 million for a total 
economic activity attributed to VMC of $77 million with a total annual tax impact of $9,444,000 for a total ROI of 
$86 per dollar spent. With the delivery of the final report from TAG in January 2023, the team shifted programming 
and took a whole new approach to building the new website. Leveraging this data with partners, stakeholders, 
and the community to maximize the benefit of the information gathered. To view the final results of the study view 
this link: www.mendocinotourism.org/wp-content/uploads/Mendocino-County-Influence-and-ROI-Presentation-
ResultsPRELIM.pdf

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

 g 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 “community” based on their respective needs.  Currently the team is 
working with each incorporated city to develop their “voice” through VMC marketing.  

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

 g 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.

In 2017 TheorySF (TSF), then agency of record for Visit Mendocino County, conducted a brand awareness study. The results 
were that Mendocino County as a destination was virtually unknown to our target markets leading TSF to deliver a verbal 
report of no awareness. In FY 21/22, under the engagement of TAG for a website/program ROI study, the CEO requested that 
the completed ROI report include baseline awareness statistics of the use of www.visitmendocino.com. Results of the study 
place consumer awareness far above that of five years ago, 57.66% of respondents knew of and had already decided to visit 
Mendocino County. As work continues with Agency Xi further brand awareness baselines will be delivered in FY 23/24.
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The organization continues its two-prong approach to direct marketing, the first being brand awareness, with the goal of 
placing Mendocino County top-of-mind with potential and returning visitors (see the next data set for additional information). 
The second, focuses on and promotes tourism-facing events designed to bolster shoulder season visitation and Business 
Improvement District (BID) collections. 

Public relations (PR) is a major driver of visitor awareness. Our PR team strategically plans annual communication pillars that 
are designed to partner with our direct marketing efforts. During the fiscal year the team realized their goals early with an 
overwhelming amount of media attention.

One of the shifts made during COVID-19 that continues post-pandemic is to maximize media pitches and placements along 
with decreasing the number of press visits by pitching to media with a broader reach and access to multiple publications 
because the team realized this approach maximized VMC’s public relations resources. By welcoming media to experience 
a broader view of Mendocino County they could use one trip for various works/publications. This direction allows staff and 
partners to host fewer in-person visits to the county while ensuring our goals were exceeded. 

The PR team was pleased to introduce a string of A-list features that hit throughout the year in publications and on 
stations such as: Forbes, 7x7, The Wall Street Journal, MSN, Travel + Leisure, Yahoo!, Sunset, Wine Enthusiast, USA Today, 
Conde Nast Traveler, AARP, AMEX Departures, Thrillist, VIA, SF Chronicle, LA Times, Smart Meetings, AFAR, NBC Bay 
Area, Los Angeles, and San Diego. The data below shows the PR team’s direct impressions, advertising equivalency, and 
familiarization program data for the year.
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• OBJECTIVE: Increase website traffic
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 9 The topline data for FY 22/23 website analytics reveal:

 » Most traffic is from Northern California: San Jose, San Francisco, Los Angeles, and Sacramento are among the top 5.

 » Demographics are holding to the 25-54 age range

 » For the third year the Room to Roam campaign drove the most page views (123,361)

 9 The role of social media in driving visitors to www.visitmendocino.com is fundamental in not only increasing website 
users, but in raising brand awareness. The above dataset shows the YoY metrics. The total number includes paid 
impressions and organic and viral impressions. Impressions/posts are based on the latter number to avoid skewing 
the figures

• OBJECTIVE: Grow BID Fund 5% over 3 years

 9 In January 2024 the Mendocino County Treasurer-Tax Collector Office published their annual TOT/BID collections 
report. The report shows that revenue from lodging businesses increased 34.4% YoY with a total growth of 50.11% 
since the inception of this strategic plan in July 2021. 
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 9 With the addition of the Simpleview lodging booking system on www.visitmendocino.com potential visitors 
book lodging reservations via the VMC website. While there is no exact way to know how many visitors booked 
through the platform, we can show that the widget pushed 10,038 potential visitors as far as the Book Now button 
on stakeholder web reservation systems. This information provides another point of contact between staff and 
partners. 

 9 As part of the TAG ROI Study conducted in FY 21/22, the organization received the above data showing direct annual 
visitor spending attributed to VMC programs. This information provides the BoD and staff with baseline consumer 
spending by category. This data assists in the development of spending growth strategies for the industry and 
business segments.  The report also validates VMC’s programming by reporting a return on investment of $86 per 
marketing dollar spent. Further scenario analysis offers the organization areas of improvement and growth that 
advance this objective.  These areas of improvement are under advisement and programming will be set forth in FY 
22/23.  
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• OBJECTIVE: Increase shoulder season visitation rates

 9 According to the Treasurer-Tax Collector TOT report above, we can see that Q2 and Q3 TOT collections have 
increased with a total growth of 3% since the inception of this strategic plan in July 2021.

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

 g In January 2023, the delivery of Travel Analytics Group Visitor and Resident Perspective Study outlined several 
key West Coast markets that are currently under-advertised by destinations.  This research comes with other data 
that must be analyzed for the team to make market recommendations to the marketing committee.  This data 
could allow VMC to retarget its marketing efforts to a new demographic, if necessary to capture the largest share 
of marketing attention.

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

 g The BoD and public were offered a preview of the new Visit Mendocino County brand sporting the tagline “Magic 
is Real”.  The new branding allows the organization to lean into the natural assets of Mendocino County in a more 
cohesive manner.  This new brand will allow the VMC team to expand on the successful “Room to Roam” branding 
that the organization has been promoting.  The focus groups presented with this brand concept found that this 
new generation of branding will resonate more with potential travelers to further capture the attention of the 
markets and demographics identified in our Visitor Study by TAG.  The “Magic is Real” brand will include a newly 
crafted website that optimizes the user experience to extend the length of time spent on the site.  This brand 
platform relies heavily on photo and video assets designed to engage the user from the moment VMC’s website is 
displayed on their device.  The new site is also optimized FIRST for mobile use, as the TAG data showed that 2/3 
of our site users are viewing on a mobile device. 

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

 g The VMC Team considers this initiative complete. 

 }  At the February 2022 meeting of the Festival Committee a discussion was held to look at current local events, 
identify their success and strategy and outline a “grading” system to assist in the identification of successful 
events (tourism drivers). This system will allow the committees and team to partner with the appropriate 
organizations to better market successful events, year-round.

 }  The Festival Coordinator and PRM worked to create an “event grant” program framework. This framework was 
approved by the Marketing, Festival, and Visitor Services committees at their August and September 2022 
meetings.

 }  The “event grant” program officially launched on January 12, 2023. The program sponsored a total of $31,700 
to 15 non-profit agencies hosting visitor-facing events during the shoulder seasons.  

IMPERATIVE: Steward and advocate for the Mendocino County Experience

As a steward and advocate for the Mendocino County Experience, it is important for VMC to promote the natural beauty, 
cultural heritage, and unique character of the region. This means working to encourage protection of the environment and 
support sustainable practices that benefit the local community and economy. It also means showcasing the diverse array 
of activities, events, and attractions that Mendocino County has to offer visitors and residents alike. By emphasizing the 
county’s natural assets, rich history, and welcoming community, we can create a memorable and authentic experience that 
encourages visitors to return and fosters a sense of pride among residents. Ultimately, by stewarding and advocating for 
the Mendocino County Experience, we can ensure that Mendocino County continues to thrive and evolve in a way that 
benefits everyone.
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• OBJECTIVE: Increase County investment in Tourism products and infrastructure

 9 The current state of Mendocino County’s finances no longer provides the ability to continue to support tourism 
promotion in the long-term, putting VMC’s annual contract and 50% match in jeopardy. This led the BoD to direct the 
CEO to consult with Civitas Advisors as to potential avenues for long-term funding stability. However, in June 2022 
the County BoS approved the annual contract. At the time of writing, the CEO is exploring funding options under the 
advisement of Civitas Advisors. 

 9 Due to the fiscal state of the County of Mendocino (CoM), it was necessary for the county to remove its 50% match 
on funding toward tourism promotion.  The CEO at the direction of the BID Advisory Board negotiated a flat rate of 
$150,000 with the CoM as their last contribution to tourism marketing and promotion.  It should be noted in this report 
that top leadership at the CoM do not seem to understand the importance of the Lodging Business Improvement 
District and/or the efforts of Visit Mendocino County.  The organization has been in contract with Civitas Advisors 
since August 2022 at a total of $96,300, spent as of writing this report.  There is no direction from top county 
leadership directing county admin staff to move the process forward in an expeditious manner that respects the ROI 
of $86/$1 the organization has achieved. Due to the above circumstances this objective will not be addressed until 
the County of Mendocino has a firm grasp on their finances. 

• 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 2011-
2021p report, commissioned by Visit California. 

 9 Visit Mendocino County aims to increase Mendocino County sales tax receipts since the implementation of the 
current strategic plan. In 2019, the county generated $24.3 million in sales tax receipts, but this figure dropped to 
$19.6 million in 2020 due to the COVID-19 pandemic’s impact on businesses and consumer spending. However, 
in 2021, the sales tax receipts increased to $28.8 million, indicating that the county’s economy recovered. This 
represents a 5.6% increase from 2019 to 2021. Visit Mendocino County played an active role in achieving this goal 
by utilizing digital, social, television, and radio marketing, as well as its website, to promote Mendocino County as a 
destination of choice for visitors. Through targeted marketing efforts, Visit Mendocino County aims to drive increased 
tourism, resulting in a boost in consumer spending and sales tax receipts in the county. However, in FY 22/23 
Mendocino County realized a decrease in visitor spending over the previous fiscal year to $26.5 million.  The CA 
tourism industry noted this trend and are calling this the post-pandemic plateau or market correction.  With the world 
re-open and pent-up demand for travel dissipated we are back to 2019 marketing conditions leading us to compare 
FY 22/23 to pre-pandemic FY 19/20 leaving us at a total increase of 9.05% YOY.  
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 � INITIATIVE: Advocate for the development of pro-business county regulations

 g As the needs assessment of partners and stakeholders is completed, it will become clearer to the BoD as to the 
direction of the organization under this initiative.  Once we understand where the advocacy of the organization is 
best utilized with the county, the BoD will direct staff in its efforts toward accomplishing this goal.

 g Since the organization engaged with Civitas Advisors, it’s seen little to no help from the top-level administration 
of the CoM in advancing MCTC/VMC’s conversion from the ’89 to ’94 BID law along with an increase in the 
assessment rate from 1% to 2%.  With the removal of the CoM’s support for tourism marketing and promotion, 
this increase is necessary in continuing the work of generating tourism dollars for Mendocino County business 
partners and stakeholders and sales tax receipts to the CoM. The BoS speaks often from the dais as to its desire 
to be welcoming to businesses and become a business-friendly community.  It is clear to MCTC and its BoD 
that a major disconnect exists between top-level county administration/department leads and the needs to the 
community as communicated by the Board of Supervisors.  

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

 g The organization will work together with the BID Advisory Board toward identification of infrastructure projects and 
place those recommendations in this report moving forward.  This will allow the BoS to review and understand the 
long-term sustainability goals and needs of the tourism community and visitors to Mendocino County.

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

 g As the organization moves forward with marketing the brand of Mendocino County, it remains top-of-mind with 
staff, committees, and the BoD through our strategic plan to embrace and practice Visit California’s Destination 
Stewardship and Sustainable Travel Plan.  This plan identifies 5 key points that should be addressed in all VMC 
programs.  Those points are:

 } Expand: Sustainable Practices Through the Mendocino County Tourism Industry

 } Encourage: Responsible Tourism

 } Develop: Approaches to Shape Visitation Patterns

 } Infuse: the Mendocino County brand with Stewardship Ethics

 } Amplify: the sense of pride Mendocino County residents have in their county

 g In FY 21/22 The BoS directed the CEO to engage with Marin & Sonoma Counties along with the Leave No Trace 
organization to build out a first of its kind multi-jurisdictional program with an emphasis on keeping the California 
Coastline pristine for the generations of visitors and community members behind us.  The CEO sat on the steering 
committee of the Cleaner California Coast initiative which activated programming in June 2023.  The launch 
was widely successful and has generated the attention of coastal and inland communities across the state for 
participation. VMC carries the program forward through its social media and programmatic marketing channels.  
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APPENDIX 1
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APPENDIX 2
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APPENDIX 3 
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APPENDIX 4
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