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Executive Summary:  
 
The 2024–2025 fiscal year remained stable for Visit Mendocino County (VMC) year over year, 
despite being the organization’s first year operating without financial support from the County 
of Mendocino. Although Business Improvement District (BID) collections declined slightly by 
2.2%, this decrease was mitigated through the successful implementation of strategic 
marketing initiatives designed to strengthen Mendocino County’s position as a travel 
destination. 
 
With continued strong interest in domestic travel, VMC capitalized on this momentum to 
reinforce the county’s appeal as a premier Northern California road trip destination. The 
successful launch of the “Magic Is Real” rebrand and content-driven website enabled VMC to 
maximize marketing investments through targeted digital campaigns focused on key drive 
markets. 
 
Public relations efforts, combined with collaborations with Visit California, supported large-
scale media hosting and resulted in coverage across high-profile outlets including Travel + 
Leisure, Forbes, Condé Nast Traveler, and the Los Angeles Times. VMC hosted a total of 36 
media representatives through our familiarization trip program. Together, these initiatives 
contributed to a 52.62% year-over-year increase in website traffic. 
 
Despite short-term year-over-year fluctuations in BID collections, overall revenue has increased 
by 38.2% compared to pre-strategic plan levels. The loss of county matching funds has 
accelerated efforts to restructure the BID to ensure long-term financial stability. Continued 
focus is needed to grow shoulder-season visitation and address recent declines in collections. 
Sustained stakeholder engagement and strategic investment in infrastructure remain essential 
to supporting long-term tourism growth. 
 
While the discontinuation of Mendocino County’s BID matching funds remains a challenge, 
VMC’s commitment to transparency, innovation, and collaboration ensures its resilience. By 
promoting the county’s natural beauty, cultural heritage, and unique attractions, the 
organization remains steadfast in its mission to inspire visitors and support the local economy. 
 
The future of VMC is bright thanks to its dedicated team, strong community partnerships, and a 
clear vision for sustainable growth. Together, we can continue to showcase Mendocino 
County’s unparalleled charm while contributing to the well-being of our residents and the 
vitality of our local economy. 
 
Thank you for the privilege of promoting our extraordinary destination. 
 
Respectfully, 
 



 

 

 
Ramon Jimenez 
Director of Operations 
 
 

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 (Koli Communications, ED, PRCM, MM, and DM) communicates with partners and 

stakeholders on a monthly basis to share media coverage and updates. The team also invites 

partners and stakeholders to submit content and information to VMC for distribution through 

press releases and submissions to Visit California. 

 

The ED serves as Vice Chair and Treasurer of the North Coast Tourism Council and attends 

board meetings with Visit Redwoods (Humboldt), the Lake County Tourism Improvement 

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


 

 

District, and Visit Del Norte County. The ED also serves on the Visit California (VCA) Rural 

Regional Committee, collaborating closely with its members. This partnership significantly 

enhances VMC’s visibility and reputation, as VMC is frequently highlighted in Visit California 

presentations as an example of best practices for Destination Marketing Organizations (DMOs). 

  

VMC staff currently serve on the following boards or regularly provide reports at their 

meetings: the North Coast Tourism Council, Visit Fort Bragg, Anderson Valley Winegrowers, 

Mendocino Coast Botanical Gardens, the Point Arena Merchants Association, Destination 

Hopland, Friends of the Mendocino County Museum, the Mendocino College Foundation, and 

the Cleaner California Coast initiative in partnership with Sonoma and Marin Counties. 

 

VMC staff also collaborated with a variety of 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, among others. 

 

• OBJECTIVE: Increase participation rate in VMC Programs 
o VMC’s Festival Coordinator, Janis MacDonald, is actively expanding VMC’s 

umbrella festivals, Harvest Mendocino and Seafood & Sips, and developing new 
event offerings as partners show increased interest in growing events. 

o The VMC team continued to meet one-on-one with partners and stakeholders as 
frequently as possible through the Hospitality Outreach Program, allowing the 
team to introduce programs and initiatives directly. These meetings have been 
especially effective in attracting business participation in VMC-sponsored 
festivals. 

o The PR team continued to highlight the outdoor appeal of Mendocino County, 
using strategic angles to reach a wider range of consumers in target markets and 
encourage stakeholder participation. 

 

• OBJECTIVE: Increase VMC Communication Engagement Rate 
o VMC’s extensive consumer email list grew from 39,265 to 39,781 (time of 

writing), reflecting a 1.31% increase YoY. The team also continued its email 
campaign program and sent a total of 37 marketing emails during the fiscal year, 
with an average frequency of 3 emails monthly.  

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 24/25, 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 collaborated with Travel Analytics Group (TAG) to develop a Resident & 
Visitor Profile and Perception Study, gathering community feedback on the 
organization's performance, effectiveness, and areas for improvement. This 
study aimed to understand community perspectives and needs related to 
tourism in Mendocino County. VMC values community input and continues to 
address these needs through its programs, while also leveraging the study's 
findings to enhance its marketing efforts. 

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

▪ The VMC rebrand and new website have enabled the “Magic Is Real” 
campaign to effectively promote the county through social media, 
programmatic advertising, and collateral distribution throughout 
Northern California. These efforts have been strengthened by our public 
relations initiatives and monthly press releases, which have helped 
attract and host media. 

 
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. 
  
The organization continues to use a two-pronged approach to direct marketing. The first 
focuses on building brand awareness, keeping Mendocino County top of mind for both 
potential and returning visitors (see the next dataset for additional details). The second 
promotes tourism-facing events to increase shoulder-season visitation and support Business 
Improvement District (BID) collections. 
 
Public relations (PR) plays a critical role in driving visitor awareness. The PR team carefully 
develops annual communication strategies to align with and strengthen direct marketing 
efforts. During the fiscal year, the team exceeded its goals ahead of schedule, driven by an 
exceptional level of media attention. 
 
By leveraging emerging travel trends, crafting unique story angles, and targeting media outlets 
with broad reach and access to multiple publications, our PR approach successfully expanded 
VMC’s media coverage and visibility. Welcoming media to experience Mendocino County 



 

 

firsthand not only strengthens the county’s reputation as a travel destination but also supports 
its economic development. In FY 24/25 VMC hosted 36 media guests through our 
familiarization 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, Condé Nast Traveler, 
the Los Angeles Times, MSN, Yahoo!, Thrillist, AAA, AARP, Men’s Journal, 7x7, SFGate, the 
Mercury News, the Associated Press, the Daily Mail, Budget Travel, KTLA 5, KTVU 2, ABC 10, 
NBC Bay Area, NBC Los Angeles, NBC San Diego, and Visit California. The data below highlights 
the PR team’s direct impressions, advertising equivalency, and familiarization program results 
for the year. 
 

 
 

 
 

2024-2025 Familiarization Trips (FAMs) 
 

 
 
 

• OBJECTIVE: Increase website traffic 



 

 

 
 

 
 
 
 

• 24/25 visitors have increased 52.62% from the previous FY 23/24 (444,136 vs 
677,853) 



 

 

• San Jose is the top city visiting the website (46.2k) followed by San Francisco (34.3k), 
Los Angeles (33.8k), Sacramento (31.6k) and Oakland (17.5k) 

• Top content includes 4 Magical Spots to Explore the Redwoods (15.75%), Harvest 
Mendocino (3.27%), Holidays in Mendocino (2.72%), Seafood and Sips (2.56%), and 
Events(2.37%) 

 
 

 
 

Social media plays a crucial role in driving traffic to www.visitmendocino.com, not 
only by increasing website visitors but also by enhancing brand awareness. The 
dataset provided outlines year-over-year (YoY) metrics. The total impressions 
include paid, organic, and viral impressions, but impressions per post are calculated 
based on organic and viral impressions to ensure accuracy. Over the year, 
Facebook’s fan base grew by 2.5%, while Instagram followers increased by 6.14%. 
Facebook impressions remained stable, whereas Instagram impressions rose by 
172%. Engagement on Facebook increased by 54.68% YoY, and Instagram likes grew 
by 7.55%. 
 

• OBJECTIVE: Grow BID Fund 5% over 3 years 

http://www.visitmendocino.com/


 

 

 
• 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 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. 

 

 
 



 

 

The implementation of the Simpleview lodging booking system on www.visitmendocino.com 
enables potential visitors to make lodging reservations directly through the VMC website. 
Although it is not possible to track the exact number of bookings made through the platform, 
the system directed 12,860 potential visitors to the "book now" button on stakeholder web 
reservation systems. In 2023/24, 15,567 potential visitors were referred through the system, 
representing a 17.39% year-over-year decrease. The referral decrease is greater than the BID 
decrease  
 

• 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 conducted a Brand Research Survey in targeted markets to 

evaluate overall sentiment and refine our approach accordingly. These 
studies have helped increase website traffic from major cities, including 
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 second year of the VMC rebrand and new website, overall website 
traffic increased by 52.62% (from 444,136 to 677,853). This growth is due 
in part to new website content, themed landing pages and listicles, public 
relations efforts, and targeted direct marketing focused on drive markets, 
as well as the use of new photo and video visuals to maximize our 
investment. 

 
o INITIATIVE: Create process and framework for the evaluation and investment 

in event promotion with an emphasis on shoulder season. 
▪ VMC created a successful Event Grant program for nonprofit 

organizations hosting tourism-focused events, which saw strong 
participation during the two years it was in effect. Due to funding 
limitations, the program has been paused, though we hope to reinstate it 
in the future. In the meantime, we continue to work directly with event 
organizers and successfully promote their events. This investment, with a 
focus on the shoulder season, has enabled VMC to collaborate with 
nonprofits and attract visitors to the county through new events and 
offerings. 

 
IMPERATIVE: Steward and advocate for the Mendocino County Experience 
 

http://www.visitmendocino.com/


 

 

As a steward and advocate for the Mendocino County experience, VMC is dedicated to 
promoting the region's natural beauty, cultural heritage, and unique character. This 
commitment involves encouraging environmental protection and supporting sustainable 
practices that benefit the local community and economy. It also includes highlighting the wide 
range of activities, events, and attractions that Mendocino County offers to both visitors and 
residents. By focusing on the county's natural assets, rich history, and welcoming community, 
VMC aims to create memorable and authentic experiences that inspire visitors to return and 
instill pride among residents. Through this stewardship and advocacy, we can ensure that 
Mendocino County continues to thrive and grow in ways that benefit everyone. 
 

• OBJECTIVE: Increase County investment in Tourism products and infrastructure 
o Previously, Mendocino County provided a 50% match for Business Improvement 

District (BID) collections. However, due to the county's fiscal challenges, this 
matching funding for tourism promotion was discontinued. In response, the 
Board of Directors (BoD) directed VMC to consult with Civitas Advisors to explore 
potential strategies for long-term funding stability. At this time, VMC is 
collaborating with Civitas Advisors and lodging owners to update the Business 
Improvement District 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 2011-2024p 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 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 2024 were at 
$25.8 million, an increase of 6.17% since 2019 and an increase of 0.5% from 
2023 to 2024. 
 

https://assets.visitcalifornia.com/media/?viewType=grid&mediaId=FEAF6B85-3A6E-47FF-8F3C4DC1AF8CA7E3


 

 

o INITIATIVE: Advocate for the development of pro-business county regulations 
▪ Mendocino County staff and the Board of Directors have been 

collaborating with VMC and Civitas Advisors to transition from the 1989 
BID law to the 1994 BID law, alongside an increase in the assessment rate 
from 1% to 2%. This updated assessment is essential to compensate for 
the absence of the County of Mendocino’s 50% funding match and to 
sustain the generation of tourism revenue for Mendocino County’s 
business partners, stakeholders, as well as the sales tax receipts of the 
county and its incorporated cities. 

 
o INITIATIVE: Advocate for County investment and development of sustainable 

tourism infrastructure 
▪ The organization will collaborate with the BID Advisory Board to identify 

infrastructure projects and include their recommendations in this report 
going forward. This approach will enable the Board of Supervisors (BoS) 
to review and better understand 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 the organization continues to promote the Mendocino County brand, 
its strategic plan prioritizes aligning with Visit California’s Destination 
Stewardship and Sustainable Travel Plan. This commitment is emphasized 
by staff, committees, and the Board of Directors (BoD). The plan outlines 
five key focus areas to guide all Visit Mendocino County (VMC) programs: 

• Expand: Implement sustainable practices across the Mendocino 
County tourism industry. 

• Encourage: Foster responsible tourism among visitors. 

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

• Infuse: Embed stewardship ethics into the Mendocino County 
brand. 

• Amplify: Strengthen residents’ sense of pride in Mendocino 
County. 

• VMC has partnered with Marin and Sonoma Counties and the 
Leave No Trace organization to develop a multi-jurisdictional 
program focused on preserving the California coastline through 
the Cleaner California Coast initiative. VMC has also collaborated 
with MendoParks on park messaging that encourages responsible 
travel. Through our shoulder-season events, Harvest Mendocino 
and Seafood & Sips, VMC works with nonprofits and tourism-
facing organizations to support sustainable tourism and 
community engagement. 
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