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MISSION

Market Mendocino County to potential
visitors in order to increase the economic

Impact of the travel and tourism industry
throughout Mendocino County

GOALS

**Increase overall visitation to Mendocino County,
specifically in the shoulder seasons of Spring and

Fall

ssIncrease length of stay per visitation

**Increase overnight visitor spending per day
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OBJECTIVES

** Place the Mendocino County message at least 150000
times in front of potential customers through peandl
unpaid advertising, articles, and direct sales stiman the
San Francisco Bay Area and Sacramento Valley

“* Publish a high quality visitor guide, website anlen
necessary materials providing the customer thestool
needed in planning a multi-day stay in Mendocinaig

¢+ Assist community organizations with the promotidrihe
hundreds of events held throughout Mendocino County
annually

¢ Assist local Chambers of Commerce, as appropnate,
visitor centers, signage and way finding to encgerthe
customer to extend their stay by at least one ddyt@
have a more fulfilling visit

“* Provide training to local businesses and orgarmmati
helping to improve overall customer satisfaction

» Continue strong partnerships with surrounding Ciesnt
various initiatives such as Geotourism and thed\haii
Heritage Area and the State of California

+» Evaluate and measure return on investment
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OVERVIEW & BACKGROUND

The travel and tourism industry is vital to Mendocino Cgsneconomic stability. Particularly
during these strenuous economic times, Mendocino County teeldse its message
disseminated.

% As of 2007, Tourism efforts generate over $592 in tax rpkethousehold — a 4%
increase over 2006

Currently $326M in Travel spending generated within Mendo€iaonty — a 3%
increase over 2006

Represents .38% of all travel spending in California

5,290 jobs generated by Mendocino’s travel industry with $1208Atinings
Represents 10% of total County Employment

Represents 7.2% of total County Earnings

$7.6m in local taxes (T.O.T. and Sales tax) generatddniendocino County
38.8% of total local taxes generated
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Over the past few years, both the Mendocino County ingdgssociation (MCLA) and the
Mendocino County Promotional Alliance (MCPA) have watkerd marketing Mendocino
County regionally, nationally and internationally. Watr combined efforts, we have
successfully been able to measure a 17:1 return on invgstidewever, there is much more to
be done to create a more positive impact on our ecionamgine.

In early 2008, the Joint Marketing Committee consistinylGLA, MCPA, and the Winegrape
and Wine Commission (MWWC), retained Randall Travellhd#ing to conduct a
comprehensive travel research study for Mendocino Colréydall Travel Marketing is
nationally recognized for their research and stratelgicning for destinations. Research was
conducted during the five-month period from June 2008 through @&0bB8. The results and
recommendations of the County-wide marketing study webdished in October 2008. Randall
submitted a detailed Mendocino County Travel Research $t8tlydy”) outlining
recommended strategic initiatives for the short temo (fears) and long term (five years). The
plan includes tracking and return-on-investment benchmank&asure success.

The Study concluded thtCLA, MCPA and MWWC “have established a good
foundation/partnership and the time is right for stratégurism growth going forward.” Among
the ten (10) “Strategic Direction” recommendations visiteed to “Refine/streamline the
successful marketing partnership between MCLA and MCPA& Study confirmed the
“marketing and fulfillment program has been successfuisanehdy to move to the next level to
drive increased return on investment.” Whhe current Board structure and funding of the two
organizations was considered adequate, specifically the &ocognmended:

% Realignment of staff and streamlining the organizatistralkcture so that work
assignments and goals are clearly defined and aggressivendsaule met
% Improve staff efficiency and communication
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% Replace the Joint Marketing Committee with a new orgaioiz titled “Visit Mendocino
County, Inc.”

The Study contains detailed recommendations on how tketistendocino County.

The establishment of Visit Mendocino County, Inc. willable MCLA and MCPA to work
together more closely to create a structure whergyame is responsible for all aspects of
marketing the County. Combining staff and other resoumntasles those making day-to-day
decisions to become more efficient in their actigitidecrease duplication of effort; and create a
comprehensive approach to achieve key programs and actigttiegfketing the County.

The primary function of Visit Mendocino County, Ins.to prepare and carry out the annual
Marketing Plan as approved by the MCLA and MCPA Board oé@ors. Visit Mendocino
County, Inc. and its staff will be responsible for lempenting that plan. The annual marketing
plan will include a budget allocating funds to specific apéisi A quarterly review of the plan
will take place to ensure its relevancy and effectivenes

Visit Mendocino County, Inc. will consist of ten (1@yividuals — five 5 from the MCLA Board
and five 5 from the MCPA Board. Members of MCLA’s Eutge Committee will serve on the
Board as well as one other appointed Board Member. MCRPAave two 2 members
representing the wine industry, one representing thedarstry, one representing the Chambers,
and one member-at-large to be appointed by the MCPA Bddrel. membership will result in
experienced individuals, who are knowledgeable in the Piomof our County making
promotion decisions.

According to Randall Travel Marketing, the vast majooif destinations have one organization
as the primary marketing organization for that destinafitverefore, it is their strong
recommendation for us to market with, essentially, amganization — Visit Mendocino County,
Inc.

Both the MCLA and MCPA approved the recommended stratefjig® Study. As a result, this
Marketing Plan is a first step in implementing thossnemendations.
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OVERALL STRATEGY

s Implement the recommended positioning statement promoting our:
o Coastal Villages and Quaint Towns
o Unique and Intimate Wineries
o Towering Redwood Forests
+ Stay focused on our target audience in our target areas. This mtladeers in
the 35-60 age groups in the San Francisco Bay Area and Sacranadajo V
s Explore niche markets such as Lesbian, Gay, Bi-Sexual Transgé&Ger),
nature lovers, wedding and reunion travel
« Extend our reach nationally and internationally through public relations/
partnerships and taking a leadership role in the North Coast ToGosmcil
Establish a hospitality training program for businesses throughoGitinety
Improve way finding and signage by assisting in placementsefttinal signage
leading to local visitor centers as well as producing gatevggnage
Attend trade and consumer shows selling our product directly
Mastering e-marketing and social networking media
Redesign of gomendo.com (possibly visitmendocino.com) making gsameal
“cruise ship on land” for planning and informational purposes
Maintain a year round public relations effort aimed at gaining nemiarage in
the primary target market areas, California and beyond
*» Advertise using both online and print media primarily in our targeket areas
maintaining a diverse advertising schedule to create aessan the leisure travel
market
% Create a new County-wide visitor guide to assist with trawlrphg trips and
encourage multiple day visits. Distribute 75,000 copies to regiosigbivcenters,
California Welcome Centers, AAA offices, sales and meis& informational
kits, trade shows and community events. Create a downloadableePdén for
website
Encourage businesses to establish “outstanding specials and /orggddkdme
promoted through promotional e-mails and on websites
Track inquiries to determine which marketing avenues are efiestive
Meet with local partners and industry specialists to develop pronabti
opportunities such as co-op promotions, event sponsorships, collateral
sponsorships, etc.

K/ K/
0'0 0'0
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0'0 0'0 0'0
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ADVERTISING & MEDIA

Objective:

+ Develop a media plan which will generate consumer €quieads,
visitation to website and drive an increase in room nights baibkedghout
Mendocino County

ADVERTISEMENT - KEY PLACEMENT SCHEDULE

GREATER CALIFORNIA

2010 CA Visitor Guide & 2010 CA Road Trips— % page
2010 AAA TourBook — ¥ page

VIA Magazine — Bi-Monthly — Various Sizes November June

Sunset Magazine — 3” ad in all issues except JulySeptember

SAN FRANCISCO BAY AREA

San Francisco Magazine — ¥ page in Oct, Nov, MarcApril, May

San Francisco CVB — LGBT Map guide 2010 & OfficialVisitor's Map — full panel
101 Things To Do — 1/3 page in Marin edition

ON Magazine — ¥4 page in all issues except NovembeMay

Bay Nature Magazine — Quarterly — 1/3 page - Octdune

Diablo Magazine — ¥4 page — Oct, Nov, Feb, Mar, Apr
South Bay Accent — Bi-Monthly - % page Oct/Nov, FgMar
Marin Magazine — 1/3 page — Nov, Dec, March, AprilMay

Napa/Sonoma Magazine — Semi-Annual - % page — Oéipr

Petaluma and Santa Rosa Magazine — ¥ page — Fall0B0& Spring 2010

Solano Magazine — ¥ page — November, Feb/March adgbril
SACRAMENTO VALLEY

101 Things To Do — 1/3 page in Shasta Edition

Sacramento Magazine — 1/3 page — Oct, Nov, Feb, Makpr, Ma

Comcast.net — if ROl on Spring 2009 program igificant — to be determined in late summer 2009
facebook.com (PPC)
sanfranmag.com — added value

sunsetgetaways.com — added value

viamagazine.com/info — added value

Opportunistic — strategize specific email liststhghout year targeting specific areas and times

Marin Magazine Travel Newsletter E-blast — addellie

SF Magazine E-blast — 3 blasts — added value
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Goal:

 Initiate approximately 35,000,000 impressions in our target areas
¢ Produce 8,000 leads through reader response, website hits, gailzn email, etc.

SOCIAL MEDIA

Objective

+ Use the latest in social media platforms to markettaadd Mendocino
County as a unique vacation destination; with the goslaoéasing web
traffic to goMendo.com

+ Generate and create a consistent image/message thihsocial media
platform that appeals to our broad target audiences. This isclude
travelers in the 35-60 age groups in the San Francisc@\@ayand
Sacramento Valley

Srateqy:

% Visit Mendocino County, Inc. will continue to research, depelad
implement a strategy for engaging in Social Media platéotimat target
our ideal customer profile effectively creating a ‘buzz’itiyoducing
consumer generated content to our website, such as uplqeuhtas,
enhanced blog and RSS feeds

Tactics:

% Produce publications and collateral materials that providelel@tinformation for our
target audiences

% Continue to develop and improve Visit Mendocino County, jpmofiles on
Myspace.com, Facebook.com, Twitter.com, Yelp.com, Utdme, and
Tripadvisor.com. Content to be in collaboration ViR agency and VMC Staff

% Update the Visit Mendocino County, Inc. blog on a bi-wedddsis. Link Mendocino
County blogs to the redesigned goMendo.com

% Implement a “Positive Feedback” campaign encouragidgdos and restaurants to
ask visitors/customers to share their positive expeg®npaline at sites such as
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Tripadvisor.com and Yelp.com in an effort to populateadonedia sites with
Mendocino County content

Monitor consumer ratings and feedback on social metia and work with
businesses in staying up to date with their individuakdocedia feedback. Sites
allow for vendor responses to postings which can be tesbalance out negative
feedback

Organize and implement a “Mendo Moments” YouTube campaigmoting
Mendocino County. Staff will produce short promotionaledas to post on
goMendo.com, YouTube.com and other relevant websites

Link all social media platforms to our website to @n@ge conversions, contact
development and membership on social media sites

Make a consistent effort to highlight upcoming events gedials on social media
websites

X/
°e

X/
°

X/
°e

X/
°

Goal:

s The Visit Mendocino County, Inc. will track campaigrcsess through page views,
fans, followers, telephone inquiries and Google Analytics

% Receive 250 direct inquiries and 2,000 fans and followergesu#t of Social Media
efforts

EMAIL MARKETING

Objective:

¢ Drive traffic to goMendo.com through the use of visitoresvaletters
promoting county events, activities, specials and packages

Srateqy:

% Visit Mendocino County, Inc. staff will continue to capt email addresses at
tradeshows, festivals and events, via the goMendo.cdmiteeand 1-800 numbers.
Contacts to be loaded into email marketing program farthip email promotions and
analysis

Tactics:

s Distribute scheduled e-blast promotions promoting felstivvents and specials a month
in advance to allow potential tourists time for trgv@nning

s Propose 2009-2010 schedule of e-blasts and corresponding pnoahbaoners on
gomendo.com:
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July - Pet-Friendly Travel in Mendocino County

August — Wine Events and Overall Winery Promotion

September — Day of the Dead and other Halloween Events

October — Wine & Mushroom Festival

November — Thanksgiving & Christmas in Mendocino County

December — Crab & Wine Days Festival

January — Valentine’s Day & Romance Packages; Alsastvie

February — Whale Migration & Festivals

March — Earth Day — Kids & Nature Promotion - Wildflers in Mendocino
County

April — Festival Spotlight — Beer Fest, Pinot Noir Festi Film Festival

May — Getting Married in Mendocino — Renewing Romance

June — July % events in Mendocino County

Maintain up to date contact lists by performing monthly iedatabase “cleaning” to
remove emails that are undeliverable

Encourage development of “outstanding specials and packagbCounty businesses
to increase visitation and length of stay to includenmalt marketing

Utilize A/B split testing — to evaluate email campaaptimization by measuring click
thru rates as a result of subject line, topic, timdayf and day of the week sent

Link email campaigns to other social media platforms¢oease overall social media
efforts: “Follow us on Twitter, Facebook, etc.”

X/ X/ X/ X/ X/ X/ X/ X/
LXK X IR X S SR X I X g
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°
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Produce 2,500 leads through generation of emails. Emagaigmopen rates and click
thru rates will be evaluated to gauge monthly promotionallematent and success
Produce emails with an open rate of 26% and above witbkatleru rate of 5% and
above

Limit opt-out rate to between 5-10% per email sent

Increase subscriptions from 2500 (March 2009) to 4000 in June 2010

WEBSITE ADVERTISING

Objective:

R/
0‘0

Havewww.gomendo.conappear at the top of search engine results, both
organic search and paid search, on key search enginesssGologle,
Yahoo, etc.

Tactics:
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% SEM (Search Engine Marketing) — Secure independent cantfgicto maintain an
aggressive 12-month pay per click campaign

s SEO (Search Engine Optimization) — Secure independetriactor(s) to perform search
engine optimization based on the redesigned website

Goal:

% Produce 10,000,000 impressions through Search Engine Marketing
» Produce 25,000 leads tovw.gomendo.conthrough SEM

o
*

o
*

» Produce 35,000 leads tovw.gomendo.conthrough SEO

WEBSITE DEVELOPMENT & MAINTENANCE

Objective:

s Thewww.goMendo.conwebsite will be redesigned in 2009-2010 to reflect
the updated Visit Mendocino County, Inc. positioning and marketing
materials

+ Website to become a “cruise ship on land” providing a moze fugndly
site to current and potential visitors

* Through website use, encourage visitors to visit Mendocino §onote
often and stay longer

Srateqy:

% Visit Mendocino County, Inc. will work with a board appt@d committee to redesign
and maintain the gomendo.com website

Tactics:

+ Database redesign- Redesign database with non-propsetiavare to allow staff to
easily update content and move it to an independent seitherut affecting
functionality. Our current database was created dyap®esign using proprietary
software. This software limits our database’s vedisabecause we are dependent on a
single individual to do database work and resolve problems

¢ Project manage a complete redesign of the websibeitaand overall design using a
bidding process

% Have a site map developed to maximize search engine ogtiomz
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% Send out a request for proposal for a designer to use sed@ie map and current
database (moved over to a more user friendly formateadioned above) to design the
site based on the Study’s recommendations to ensurefease for visitor as well as
functionality

% .mobi version of goMendo.conRedesign website so it is available in an easy to use
mobile device format through .mobi technology. .mobi sitest be optimized for
viewing on a mobile phone. The main advantage of .maibm the users' perspective, is
that they are theoretically guaranteed a site optuniazeusage on the go

«» Site specific recommendations:

% HomepageThe homepage needs to reflect the look and feel ofdhe
fulfillment piece and its messaging. The location @&ndocino County in
California needs to be clearly identified and compellirggyses and content
provided that invites the user to delve deeper into the teebsi

s Content The website should be reorganized into searchablenggiWithin
those regions the visitor can search accommodatiengcss, attractions, events
and activities relevant to that region

s Website Imagery/ Desigh The design of gomendo.com needs to be updated to
reflect the new fulfillment piece and its design edens

s PhotographyAdd more photos of people having fun as well as landscays sh
throughout Mendocino County need to be included

% Visitor testimonials The Study recommends that we scatter visitor tesiiae
throughout the site

s Homepage buttors’he main menu buttons should be reorganized in the
following fashion:

s Media & Press butterink to page listing PR agencies, links to press
releases, press kit, story ideas, news headlines (lid&teibase of reviews
and articles) and downloadable photo gallery similar too8@anValley’s
at http://www.sonomavalley.com/index.php/Table/media/

% Request Visitors Guide (RVG) buttothe RVG button will link to a short
survey to obtain visitor data and contact informationlamio Sonoma
Valley’s survey at
http://www.sonomavalley.com/index.php/component/optiam,dorme/It
emid,198/ Data will be analyzed annually. The RVG button sihdee a
tile on all the Visit Mendocino results pages

s Follow Us Tile this should be a tile that lists clickable social raddgos
which lead the visitor to follow pages for the variousigbmedia
platforms

s Meeting & Event Planners buttoshould lead to a results page linked to
the database that is similar to Sonoma Valley's eptamning page
located ahttp://www.sonomavalley.com/index.php/Table/event/meeting-
planning-weddings/

+ Business Travel buttera directory of services available to business
travelers in Mendocino County. Button would link to a clioey of office
supply retailers, printers, meeting spaces, etc.
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s Maps buttonon the homepage we will need to identify the locatibn
Mendocino County relative to the rest of Californitiis recommend to
use a map similar to the one found on Sonoma Valleyiselpage at
http://www.sonomavalley.com/There will be a map button in the menu
as well as a link to the same page from the map tilb®@hamepage. The
map page should have downloadable/printable maps similar tovfson
Valley’'s athttp://www.sonomavalley.com/index.php/Table/map-pdfs/

Homepage/ Main Menu
Visit Mendocino
Events

Map of County
With interactive

Meeting & Event Planners
Business Travel

Maps

Media & Press

Request Visitors Guide
Contact Us

Follow us tile for Social Media

links to regions.
See Travel Oregon
example- address
listed below.

Goal:

v

Region Specific Menu
Lodging

Wineries

Dining

Things to do
Shopping

Arts

Get Outdoors

History & Heritage
(Events tile on all regional
pages)

Shopping

Arts

Get Outdoors
History & Heritage
(Events tile on page)

R Listing

database by
category

% A completely redesigned website launched by December 2009

«» Maintain a bounce rate of below 20%

¢ Increase the current unique visitors up to 175,000 from itsrtutsh, 000 annually
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PUBLIC & MEDIA RELATIONS

Objective:

+» Build the overall Mendocino County message in key targetsaracluding:
0 Media, (includes editors and producers in print and brapca

Key VIP travel opinion leaders

Internet media, including bloggers and industry buzkera

Key government leaders

Internal audiences, including board members and County

leaders/decision makers

By reaching these publics, this campaign will ultimatelych and

motivate consumer audiences to County businesses—inugyehsi

overall economic impact created by the travel and toumnsiustry

O O OO

o

Srateqy:

* Recruit editors and media leaders to include coveralygeatlocino County’s lodging,
events, attractions, latest news and stories iol@stinews stories, broadcast news shows
and Internet communications

% Use media relations, public relations and marketing tatdicscruit consumers to book
rooms and attend Mendocino County activities, attractauasevents

+ Build partnerships and alliances to achieve these goals

Tactics:

% External Key Actions
% HypeHouse, Inc. will plan, direct and execute a comptetdia relations and public
relations campaign designed to achieve the goals and igbgeof VISIT
MENDOCINO COUNTY, INC.
Conduct verbal and written pitches to editors and indusagers (based on custom
calendar)
Research, write and distribute at least two presssek per month
Provide assistance with MCLA’s annual meeting as diteslto marketing and Public
Relations ( PR) and any other VISIT MENDOCINO COUNTNM(C. sponsored
promotional events throughout the year
% Provide copy for MCLA’s quarterly newsletter and othervaie internal
communication pieces informing members and the commuhttyequblic relations
efforts and successes
% Provide PR media training as directed by the CEO/President

R/
L X4

R/ R/
L X X4

Visit Mendocino County, Inc. Research Based Strategic Marketing Plan 2009-2010 Page 15



Coordinate and execute quarterly County business showecediéfeient areas of the
County to enhance communication and knowledge between HyseHmd County
businesses
Provide advance press kits and follow up information pasagriate, to businesses
who host journalists
Assist with and attend consumer trade shows in:
% Los Angeles
SF Bay Area (includes Bay Area Travel Show and Susktbration Days)
Sacramento
Research other show markets
Support all shows with complete marketing and event managepianing
Set up media “desk sides” in:

% New York City

% SF Bay Area
% Sacramento

L)

>

R/
25

R/
°

>

R/
%

R/
°

Los Angeles
% And other key cities as opportunities, time and budget permit
Attend California Travel and Tourism Commission (CTM®dia events in New
York and San Francisco
Plan and coordinate a special Mendocino County showwase ie the Bay Area and
Sacramento, to be attended by editors, producers, trakslarfid industry opinion
leaders

*

«» Internal Key Actions

R/
A X4

R/
A X4

R/
L X4

R/ R/
LG X4

Goal:

Build and update the overall activity and launch calendar

Write and coordinate all components necessary to pdibr and media targets.
Includes releases, fact sheets, media lists and tdpdate the official press kit and
support materials. Outline new online press roonwiew.gomendo.com Maintain
site as key journalist resource

Create and update the Visit Mendocino County, Inc. QueatidrAnswer (Q&A)
and conduct consultation and follow-through for mediarinews

The HypeHouse team will participate in a weekly cagrfiee call with staff to review
actions, timelines and campaign details—and will providethipmvritten updates
Assist, as appropriate, marketing elements and marketiiogac

HypeHouse will provide a compilation of all articlesegs releases and any other
relevant data/documents resulting from the campaighudimg a chart with all media
who has visited, where they stayed, what they did, @warterly reports will be
developed and this information will be included in a “PR bilbte"the contracted
year

HypeHouse will provide a comprehensive clipping servicalldviendocino County
articles relative to promotion

% Increase overall impressions by at least five percentestimated $3.5 Million and
100,000,000 impressions in ad equivalency and public relationsag@ve
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SALES — GROUP & LEISURE

Leisure Sales:

Objective:

¢ Drive visitors to Mendocino County by direct promotion t@lge travel
decision makers

Srateqy:

s Direct face to face contacts with travel professismald consumers in a position to
recommend leisure travel destinations. The Study ireBddiat in excess of 90 % of
Mendocino visitors are not affiliated with groups

% Personal visits to all AAA offices in the San Franoisind Sacramento metro areas.
Provide visitor guides and establish face to face contiecliew up at least twice. Offer
comp stays to managerial personnel

% Personal visits to all other major travel agenciesigfizing in leisure sales. Follow the
same pattern

¢ Personal visits to all Convention and Visitor BureausB{;\Chambers of Commerce
and Destination Marketing Organizations. Follow sameepattas above. Consider
joining membership CVB'’s if return on investment is sigaifit

% Sell Mendocino County directly to our target audiencecaisumer travel shows in our
target markets

% Consumer shows include Bay Area Travel Show, Los Aagg€imes Adventure &
Travel Expo and Sunset Celebration Days

% Research and identify other trade show opportunitids swgnificant return on

investment possibilities. These include niche travel eaketshows such as weddings,

nature, “green”, etc.

Develop pay-to-play opportunities at consumer shows with Gdawuginesses

Encourage development of “outstanding specials and packagb<ounty businesses

to increase visitation and length of stay when sellimpdibcino County

% Evaluate each show attended and provide recommendatiosisbErquent years based
on return on investment

Goal:

+» Obtain 10,000 direct consumer leads

Group Sales

Objective:
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¢ Increase small group business to Mendocino County by egeatsmall
group infrastructure and establishing an awareness of optinosg those
who provide group business

Srateqy:

s Pursue dual strategy of contacting convention and meeterg elanners and CVBs to
encourage group business in connection with target arearmions. In addition, attend
trade shows where event and meeting planners are exjpodestination marketing

Tactics:

% Personally visit, and join where possible, all majorBS\in our target areas. Continue
active membership with the San Francisco and Sacrargafits

% Attend, with key tourism players on a pay to play basisyentions where event and
meeting planners meet to explore destinations

s Attend seminars with San Francisco CVB to be traingdammost effective way to
market to groups

s Develop group packages for spousal side trips, business me&aaysd of

Director/executive meetings and retreats; packages whitle sold to planners

Contact County convention venues such as the Ukiah CborePenter to obtain

meeting specifications. Possible development of Cowrdg- meetings guide

Personally contact identified event planners for congestin target areas

Facilitate the development and production of a MendoCimonty meeting services

brochure

R/
°

R/ R/
L X X4

Goal:

% Obtain up to 50 small group leads

Visit Mendocino County, Inc. Research Based Strategic Marketing Plan 2009-2010 Page 18



VISITOR SERVICES & FULFILLMENT

VISITOR CENTERS & SIGNAGE

Objective:

% Make it seamlessly easy for visitors to find tourist infation when
traveling to or within the County

Srateqy:

% Pursue a two prong strategy of enhancing existing visitdereand establishing new
ones at County gateways and high traffic areas

Tactics:

X/
°

Meet with existing visitor centers in Fort Bragg, MenaagiUkiah, Willits and the
Redwood Coast to ascertain their needs and the @gteritich we can assist in fulfilling
those needs. Examples include extending hours, providihgoloa facilities, signage,
etc.

Establish permanent attractive County gateway signag@itnHighway 101 going
North from Cloverdale and on Highway 1 in the Gualaéaa

Establish new gateway visitor centers in both Boonvild ldapland. Assist in their
creation and augmentation

Continue work on planning for Confusion Hill visitor servigesluding signage
Develop consistent visitor information signage which \eild travelers to visitor centers
Plan for unmanned kiosks for both in County and out of Golegations. Develop
prototypes and do preliminary location planning

Explore consistent way finding signage. This is ne@mgsto direct visitors to major
attractions and locations throughout the County

Explore with Humboldt and Del Norte Counties whetler proposed National Heritage
Area or Northern California Geotourism area can impreignage to all three counties

X/ X/
L X4 °

X/ X/
LX G X4

X/
L X4

X/
L X4

X/
L X4

Goal:

% Installation of one gateway sign and three to fiveational signs to visitor centers.
Establishment of two gateway visitor centers/kiosks
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PROMOTIONAL DISPLAYS

Objective:
% Update and benefit from display opportunities through Sta@abfornia

Sate Fair Display:

% Host a booth at the California State Fair as requirdd@A contract with County

s Partner with local businesses to host the booth througheutvo weeks of the Fair

+ Design the booth to incorporate current branding andjdeseating a portion of the
display that will be interactive

Capitol Display:

X/
L X4

Collaborate with the Arts Council of Mendocino Coumtybtaining a local artist to
redesign the display

Assist local artist with development, production and itegiah of new display
Coordinate an installation ceremony at the capitotinag

Distribute press releases and photos to local and régiapars promoting the new
display, designing artist and Visit Mendocino County, Inc

X/ X/
L X X4

X/
°

REGIONAL PARTNERSHIPS

Objective:

+ To maximize and leverage our resources and reach in th@poonof
Mendocino County through the involvement and leadership in relcgaoda
statewide organizations, partnerships and initiatives

Srateqy and Tactics:

X/
L X4

Chair and administer the North Coast Tourism Counluding collaboration and
strategizing with neighboring Counties
Join the California Travel Industry Association Boafdirectors (CalTIA)
Be a regional Ambassador of CalTIA
Be a member on the California Travel & Tourism Comiaiss Rural Advisory
Committee
Continue to be a leader in the North Coast Geotoumgtiative. Attempt to maximize
Mendocino County exposure to project:

¢ Project to be completed in 2010

X/ X/
LG X4

X/
L X4

X/
L X4
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Goal:

R/
A X4

% House the Geotourism website and serve as databaseenanag
% Work with partners on website development and launch
Continue to be a leader in the Redwoods National HerAage:
% Project should be complete in 2011
% Seek grant funds, when appropriate, capitalizing on designati
% Actively lobby with local, regional, state and natiba#icials
Assist in the establishment and development of theeire America program:
% Work with Fort Bragg and any other city interesting indramg a “Preserve
America” community
% Assist in seeking matching fund grants to capitalize on Mandalesignation
Assist in the development and coordination of the “Csinfu Hill” visitor center/kiosk:
s If grant is obtained, work with consultant in devetlapa plan for a gateway
visitor center, scenic vista, County Park and/or inten@etails at Confusion
Hill
% Coordinate with County and State agencies in maximizingekebridges and
new “open space”
Continue to partner with the Nature Tourism Coalitiothe production of maps and
other informative materials:
% Assist in the development of a Countywide Nature TouNéap
% Assist in the development of the Nature Tourism da@abaGoal is to make it a
useful tool for potential and current visitors to Mendod@ounty
Begin the development of the Mendocino County Promati&oundation; establish a
budget, mission, objectives and a funding plan:
% Apply for grants on behalf of the Foundation for edwesl and promotional
activities for the Mendocino County Community and its ¢gies
Explore unknown and yet to be determined local, regi@tate and national partnerships
with the mission of enhancing the Mendocino County visaiperience (i.e. “questing”)

Leverage our promotional funds to create a Northetifio@aia travel destination which
is nationally known and respected

COMMUNITY RELATIONS

Objective:

R/
0‘0

R/
0‘0

Continue to work with organizations, businesses and indi\sdoablved in
the travel industry throughout Mendocino County in order to magimiz
efforts and resources

Work with others to better promote all Mendocino County hadfey
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Srateqy:

Promotional Organization Relations

B

Attend one regional Chamber mixer per quarter to promote gddeom business and
event listings as well as Visit Mendocino County, lindtiatives

Continue to partner closely with the Arts Council ofiidecino County in making the
arts a compelling reason for a multiple day stay

Continue to partner closely with the MWWC in promotihg tniqueness and
“greenness” of Mendocino County’'s wine country

Hospitality Training

R/
**

Develop, support and partner to produce community confereamog®r seminars that
benefit economic development and tourism

Begin development of a County-wide hospitality progtemmning individuals working
directly with visitors on proper customer service ad agkthe many assets of Mendocino
County

Examples of programs could be “I Am Mendocino County” Hasethe “I Am Santa
Monica” program and/or “Hospitality 101" training program

Community Showcases

R/
A X4

Host quarterly meetings with HypeHouse to showcase kasgsan all regions of the
County. This event gives HypeHouse the opportunityamléen more detail about each
community and its businesses. It also provides the oppbrfonithe community to

learn about Visit Mendocino County, Inc. marketing gfand how they can benefit and
partner to promote their area/business

Event Partnership & Coordination

R/
A X4

R/ R/ R/
L X X4 L X4

*0

R/
L X4

Goal:

Contract with a part-time year-round event coordinat@stist with the coordination,
promotion and participation of the Crab & Wine and Mushr@Wvine festivals and
other approved County-wide festivals

Encourage businesses to offer event-related specials/poositd increase the viability
of events and visitor opportunities

Manage the design, printing and distribution of promotiomaterials for the festivals
Assist other events and festivals as appropriate wétlgdal of improving promotion and
attendance of out-of-County visitors in the Spring antldessons

Collaborate with event planners to establish new evppbrtunities and partnerships
Maintain communications with other agencies to distaleuent announcements to
member mailing lists

Continue to work in making gomendo.com the go-to evenndalefor Mendocino
County

List events on relevant regional, state and natioedd-based calendars

Attend other festival events as a representative sift Miendocino County, Inc.
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% Continue development of relations with other promotigmalips within Mendocino
County

% Increase visitation to festivals by increasing numbeveints and improving promotion
of events

VISITOR GUIDE & FULFILLIMENT

Objective:

/7

s To provide the visitor with high-quality, easy to use visitdormation and
travel planning guides to be distributed in our target areas

Srateqy:

% Visit Mendocino County, Inc. and goMendo.com will be tleatralized source for
Mendocino County visitor information

% Produce collateral materials with a consistent, uniftowk that reflects the Visit

Mendocino County, Inc. brand that provides up to date, aecinfarmation to potential

visitors

Tactics:

Tear Off Maps

R/

% Research and develop an inexpensive tear off county majiptwite visitor way finding
and promotion. Maps will be regional with the intentof producing two to three the
first year

Map design will be similar to other County promotionatenals

Finished map pads will be distributed County-wide to hottsactions, restaurants, etc.

R/ R/
L X X4

Official Visitors Guide
% Distribute 75,000 guides to regional visitor centers, QalifoWelcome Centers, CVBs,
AAA offices, consumer and trade shows, media requestsumer inquiries, local and
regional events and other travel outlets
< Produce the® annual Official Mendocino County Visitors Guide, improving e
first edition. Guide to be completed by June 2010

Other Promotional Materials
% Produce an annual events guide promoting the multitude afstrmoughout Mendocino
County
% Encourage specific industries to produce County-wide maps Higihtigtheir industry.
Examples are: Art, Culture and Gallery, Nature Tourldfime
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Photo Library
% Maintain and add to the Visit Mendocino County, Incitdigohoto and video library of

Mendocino County attractions, events, landscapes,Tétis. will include the organization
of a photo/model release database and photographer ¢sntrac
% Staff will start to photograph events and activities a8 for use in promotional efforts
s A master database of photos will be created, mairdane distributed to staff and
designers annually

Fulfillment Services & Inquiry Database

% Coordinate the Official Mendocino County Visitor Infortiea fulfillment program
through the use of existing 1-800 numbers, goMendo.com, advedisihgrticle leads
and tradeshow inquires

% Maintain an in-house, query based database to houdelad wsitor inquiries and leads
we receive. Visitor inquiries and leads will be orgadiie provide inquiry statistics by
ad type, inquiry location, date, source, etc. The inébion gathered in this database will
be used to generate query reports to better focus advertigingaketing efforts

Goal:

% Produce 2010-2011 Official Visitor's Guide, annual eventsncieleand tear off maps to
enhance visitor experience

% Develop and maintain inquiry database to be used for nmiegseturn on investment
(ROI) and planning future marketing activities
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STAFFING

Objective:

% Create and sustain a staffing structure which will beféicient and
effective marketing agency for Mendocino County

« Procure motivated, experienced individuals to successfafifement this
plan

Saffing/Contractor Background:

s MCPA and MCLA are currently staffed by three full-timeployees: one part-time
employee, one full-time contractor and two part-tooetractors. Full-time staff
positions include:

% General Manager, Alydia Atkins - provides project manag& and
administrative support for all MCPA operations;

s Executive Assistant/PR Coordinator, Aimee Hanson - previleject
management and administrative support for all MCLA opersfio

s Web Master/Communications Coordinator, Robert Brothersvides web
management, information technology and customer senpeost;

s Part-time Office Assistant, Rachelle Sanders — proadestance with website
management, mailings, data entry, etc.

% MCPA Contractor positions include:

% Director of Special Projects, Richard Strom - coordisatll sales calls,
partnership coordination, group sales, trade show actiwiigisor services and
other special projects;

s Events Coordinator, Joyce Beard - provides local event gromand
coordination

s MCLA Contractor position include:

s Executive Director, Scott Schneider - charged with ol/ératiership and
responsibility for MCLA/MCPA staff supervision, budgetingdafinancial
management, marketing and media relations, and parpesirlopment

s Much of MCLA/MCPA'’s work is conducted through the expervees of
outside contractors. These include a public relations &rmeb hosting and site
management contractor; bookkeeping and accounting servicegactors for
development of partnership opportunities; and production of poitateral
materials
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Srateqy:

s Visit Mendocino County, Inc. staff will work with a V@1 Board appointed committee to
implement and maintain the following structure and imhlials for staffing:

% President/CEQScott Schneider
% Reports to MCLA/MCPA/Visit Mendocino County, Inc. BoastiDirectors

% Specific Duties:

Visitor Guide

Ad Design

Media Planning and Oversight

Direct PR Efforts

Regional and State Partnerships

Tear-Off Maps

Education for Local Population

Annual Update to Performance Review

Research Comparability with State of California

Executive Management and Leadership for Visit Mendocioon@y, Inc.
marketing organization

Administrative Services to the MCLA and MCPA Boards

Attends all boards and committee meetings, as apprepriat
Marketing Plan Development

Annual Budget Development

Quarterly and Annual Reports to County MCLA & MCPA, as appiate
Community Relations

X3

*

X3

*

X3

*

X3

*

R/
& o

R/
*

>

R/
*

>

R/
*

R/
°e

R/
°e

R/
°e

R/
>

R/
*

>

R/
*

>

R/
*

R/
°

+»+ Visitor Services Coordinator, IT SpecialiRobert Brothers
% Reports to President/CEO

s Specific Duties:
s Inquiry Fulfillment, Database Management and Trackihimguiry
Records
% goMendo.com
s Website Research Form Analysis
% Ongoing Visitor Research

¢ Director of Communications and MCPA Administrgtaitydia Atkins
% Reports to the President/CEO

s Specific Duties:

s Email Database for Future Marketing
% goMendo.com

% E-Marketing

% Social Networking Media

X4
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R/
°

Tear Off Maps

Inquiry Database

Annual Evaluation Point of Origin

MCPA Office Manager/Administrator

Assist CEO : Inland Chamber Relations

Assist CEO : MCPA Member Relations

Tourism Education, Festivals, State Fair, Capitopl2ig

>

R/
%

>

R/
%

>

R/
%

>

R/
%

R/
°

R/
°

«» Director of Tourism DevelopmenRichard Strom
% Reports to the President/CEO

% Specific Duties:

Pay as you Play Marketing

Leisure Tourism Sales

Group Sales

Consumer and Trade Shows

Place Information Kiosks

Gateways, Visitor Centers, Way finding, and Signage
Partner Project Coordination: National Heritage Afgao-Tourism,
Preserve America

Nature Tourism Oversight

Mendocino County Promotional Foundation

Grants

>

R/
S

>

R/
S

>

R/
S

R/
>

R/
S

>

R/
S

R/
°

>

R/
S

R/ R/
L X X4

+»+ Public Relations Coordinator and Director of MedAdamee Hanson
% Reports to the President/CEO

s Specific Duties:

s Visitor Guide

Media Plan Execution/Ad Design Assistant
PR Plan, Report, Media Tours, etc.
Tear-Off Maps

Annual Market Mix Survey

Hospitality Training

MCLA Office Manager

Assist CEO : Coast Chamber Relations
Assist CEO : MCLA Member Relations
Assist Nature Tourism

Assists the President/CEO in the completion of assents
Social Networking

R/
LX)

R/
>

R/
%

>

R/
%

R/
SR X4

R/
%

>

R/
%

R/
>

R/
%

>

R/
%

R/
L X4

s Office AssistantRachelle Sanders through September 2009
% Reports to the Director of Communications and MCPA Adstriator
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% Specific Duties:
% Assists with general office tasks — mailings, data entry
% Assists with website review and editing
% Performs other office related tasks as directed

Goal:

% Visit Mendocino County, Inc. staff will perform as iagle cohesive team responsible for
the development and implementation of the Marketing Pla
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TRAVEL & TOURISM
ORGANIZATIONAL CHART

Independent Community_
Organizations

-Arts Council of M.C.
-Willits C of C
-Anderson Valley C of C
-Redwood CoastCof C
-Mendocino Coast C of C
-Greater Ukiah C of C
-MNorth Coast Tourism Council
-Partnerships

-Coast Clinics

-MNature Tourism Coalition

-Film Office

Travel & Tourism in Mendocino County
Organizational Chart for County-Sponsored
Tourism Organizations & Association Groups

County of Mendocino
Board of Supervisors

Cities Within the County
City of Fort Bragg
City of Point Arena

10 mermber Board

Visit Mendocino County, Inc.

[ Gity of Willits
BID Advisory Board Gity of Ukiah
Mendocino County Mendocine County Mendocino
LodgingAssociation Promotional Alliance Winegrape & Wine Comm.
18 member Board 17 member Board 11 member Board
[
MWWC Staff

\

CEO!President - Scott Schneider

Director of Tourism Development
Richard Strom

Alydia Atkins

Director of Communications

Director of Media & PR
AimeeHanson

FR

Website Desidn
Ad & collateral design

Events Coordination

/L

Office Assistant
TBD

Contractors:

Visitor Services &IT
Robert Brothers

Current as of: July 2009
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ADMINISTRATION

Objective:
+* Maintain functionality of organizations while keeping soat a minimum

Strateqy and Tactics:

Visit Mendocino County, Inc. Administration:

% Office Location and Hours:

s Because of the size of Mendocino County as well atottsion of existing
offices, staff will conduct business from two locatiods office will be
located in downtown Fort Bragg and one in downtown Ukiah

% Inland Office — 525 S. Main Street; Phone: (707) 462-7417
% Coastal Office — 120 S. Franklin Street; Phone: (707) 964-9010

% Staff will be on duty Monday through Friday from 8:30am t@0pm

% Usage of a new updated phone system linking the two otiiceé providing
ready access to callers seeking county information

% Perform all tasks as directed by the Visit Mendocinar@g, Inc. Board of Directors,
Committees and contracted entities including the implaation of this Plan

MCLA Administration:

% Provide Contracted Administrative Services to MCLA
% Staff will perform administrative tasks as directedliryy MCLA Board as
well as tasks as outlined in MCLA's contract with teunty and the BID
Ordinance
s Tasks to include newsletters, meeting preparation, mecopemunication,
accounting/bookkeeping, internal website maintenancertnegpominutes,
and others as requested

MCPA Administration:

% Provide Contracted Administrative Services to MCPA
% Staff will perform administrative tasks as directedlinyy MCPA Board as
well as tasks as outlined in MCPA’s contract with @waunty
% Tasks to include meeting preparation, member communicaeeounting/
bookkeeping, website maintenance, reporting minutes, ans@seequested

Goal:

% Perform all administrative tasks ensuring all organirstigerform optimally in their
fulfillment of the specific missions following all Byaws, policies, plans and procedures
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RETURN ON INVESTMENT/
MEASUREMENT OF SUCCESS

Objective:

< Measure success of programs and initiatives, inclusinpdeimentation, to
ensure significant return on investment for resources geadvi

Srateqy & Tactics

% Annual Lodging Market Mix Survey
% Annual tracking of lodging market mix to be completed by M&@810. Results will
ONLY be shared with those lodging properties who participate

% Annual Update to Performance Review

% An annual update will be performed in Summer 2010 and will irclud
¢ Increases/decreases in occupancy tax collections
% Number of inquiries generated by outreach efforts
Changes in tourism product infrastructure (number of lodgiogeaties and
room counts, new attractions, etc.)
Attendance at attractions
Advertising, promotion and marketing budget for Mendocino Gount
compared to standards established by Destination Markesisgciation
International (DMAI)

L)

*0

>

R/
S

R/ R/
L X X4

% Research Comparability with the State of California
% Maintain regular contact with the state tourism siamh and compare current research
findings to those available from the state

% Annual Evaluation point of origin
% To better focus marketing dollars, Staff will performaamual point of origin
evaluation of our inquiry database by zip code. This ddtd&lp us determine
where best to place our marketing and advertising dollathdonext fiscal year

% Leads Analysis
% Analyze leads from advertising to measure return orstmwent. This includes
specific Website URL'’s for all print ads, reader resparase requests, banner ad
click through rates, general inquiries. This data wilbftetermine the effectiveness
of the many different media where advertisements aeegdland will assist in future
planning

Visit Mendocino County, Inc. Research Based Strategic Marketing Plan 2009-2010 Page 31



Goal:

+¢ Obtain the required information to be able to measureesaats well as to assist in the
planning and development of the following year’s MarketirenPI

+»* Obtain the necessary information in order to continugeta research based marketing
destination organization
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INVESTMENT ANALYSIS

The following charts provide breakdowns of where moniescabe spent in the
general categories as outlined in this plan.

Chart #1: Breakdown of Media, Visitor Services & Administratiby percentage. This
includes staffing and resources involved with respectivegoats (i.e. staff time

spent on media is included in the media %)
TOTAL INVESTMENT = $954,500 (100%)

12%

O Media, PR, Sales &
Website

. B visitor Services &
29% Partnerships
59%

O Administration

Chart #2: Breakdown of Staffing by percentage. This explains howhniinte all staff
devotes to Media/PR, Visitor Services/Partnership & Adsiiation. This
includes all personnel related expenses (taxes, insurdoge, e
TOTAL INVESTMENT = $302,500 (32%)

12%

O Media, PR, Sales &
Website

47% @ visitor Services &
Partnerships

O Administration
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Chart #3: Breakdown of Marketing Activities by percentage. Thislaixg actual costs
spent on media, PR, Website, Sales, Visitor ServaresPartnerships and
does not include staff time.

TOTAL INVESTMENT = $578,500 (61%)

5%

O Media Buy
22% M Public Relations
O Website

O sales

49

% B Visitor Services/
Fulfillment

O Partnerships

Chart #4: Breakdown of Administration Activities by percentage. Tdxplains actual
costs spent on MCLA, MCPA and Visit Mendocino County, Inc
Administration (rent, supplies, postage, insurance elhjsdoesinclude
staff time devoted to all administration.

TOTAL INVESTMENT = $110,000 (12%)

24%
O VMC Administration

50% | B MCLA Administration

O MCPA Administration
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GOALS - A SUMMARY

% Paid Advertising - Initiate approximately 35,000,000 impressions in our target
areas producing 8,000 leads through reader response, website hits, phone calls,
email, etc.

% Social media- Track campaign success through page views, fans, telephone
inquiries and Google Analytics receiving 250 direct inquiries as a r@sult
Social Media Efforts

s Email Marketing - Produce 2,500 leads with an open rate of 26% and click
thru rate of 5%; and increase subscriptions 4000

s Website Advertising - Produce 20,000,000 impressions with 60,000 direct
leads using both Search Engine Marketing and Search Engine Optimization

» Website Development Redesign website by December 2009; maintain
bounce rate below 20%; and increase unique visitors to 175,000 annually

% Public and Media Relations— Initiate $3.5 Million in ad equivalency PR
coverage

% Group and Leisure Sales- Obtain 10,000 direct consumer leads and up to 50
small group leads

% Visitor Center and Signage- Install one gateway sign and three to five
directional signs to visitor centers; establish two gateway visittecgkiosks

% Reqgional Partnerships- Leverage our promotional funds to create a travel
destination which is nationally known and respected

% Community Relations- Continue development of relations with other
promotional groups within Mendocino County; and increase visitation to
festivals by increasing number of events and improving promotion of events

¢ Visitor Guide and Fulfillment - Produce 2010-2011 Official Visitor's Guide,
annual events calendar and tear off maps to enhance visitor experience; develop
and maintain inquiry database to be used for measuring ROI and planning
future marketing activities

% Staffing - Staff will perform as a single cohesive team responsible for the
development and implementation of the approved marketing plan

% Administration - Perform all administrative tasks ensuring all organizations
perform optimally fulfilling their specific missions following ally®_aws,
policies, plans and procedures

“ Return on Investment Measurement Obtain the required information to be

able to measure success as well as to assist in the planning and development of

the following fiscal year’s Marketing Plan; and have the necesstnymation

in order to continue to be a research based marketing destination organization
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CONCLUSION

Visit Mendocino County, Inc. takes pride in the role it wily in the prosperity,
health and vitality of the County. The destinationwade fostered by Visit
Mendocino County, Inc. serves as the catalyst to the tnadhestry within
Mendocino County and as a magnet for visitors. Along with itpitedgy industry
partners, Visit Mendocino County, Inc. will strive to providmsistently excellent
service for the visitor. Our strategic goals reflect tmsnmitment to excellence as
well as provide the framework for assuring Visit Mendocino Cqgunty. will
continue to be a worthy and effective steward of public fundmdjtrust. Visit
Mendocino County, Inc. is the point of convergence and prinsiquece of
information for visitors and residents seeking informatioruabendocino
County’s tourism attractions and activities.
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