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January 12, 2023



Promotion Calendar

2022 > 2023

June > July: 
• Objective – Increase Digital Engagement 

The Great Fort Bragg Photo Collection

August > September
• Art & Culture Content Creation

• Reach Campaign Production

October: 
• Art & Culture Promotion > Ongoing

• Reach Campaign Production (shoot this Sun./Mon.)

Paid Digital: Art & Culture Paid Social 

November > December 2021:
• Objective – Holiday Merchant Support

Gift Guide Campaign

Shoulder Season Reach Campaign
Objectives: 

• Increase Targeted Seasonal Awareness 

• Bring Fort Bragg Experience To Life

Streaming TV: Targeted TV Ads and Online Pre-Roll

January > February 2022: 
• Objective – Drive Winter Visitation

Winter Visit Campaign

March 2022: 
Objectives: 

• Support Merchants

• Grow Dining Destination Perception

Restaurant Week

April > May 2022: 
• Objective – Awareness > Nature/Environmental target

Blue Economy 



VisitFortBraggCa.com

ANNUAL SITE TRAFFIC

eNewsletter :
1/31/21 

 2,258

1/11/23

 4,393

Social :
Facebook: 68,587

Instagram: 22,000

MONTHLY SITE TRAFFIC



Campaigns

2022 Holiday Gift Guide – Final Numbers

Objectives:

• Local Merchant Awareness 

• Drive Purchases 

Landing Page:

• 1,367 Page Views (GA)

E-Newsletter (+ reminder)

• 3,438 Opens

• 378 Clicks

Paid Social (FB): ($25/day 11/21 > 12/23 = $625)

• 1,384 Link Clicks

• 5.5 CTR

• $0.33/Click

• Lookalike Audience (skews older/female)



Campaigns

Shoulder Season Video Reach Campaign

Objectives: Grow Engagers

• Broad Geo-Targeted Awareness 

• Micro-Targeted Engagement (Adventurist, Family, etc.)

• Site Traffic & Conversion (EM sign-up, Social Followers)

Creative:

Day In The Life / Itinerary:

• Family

• Adventurist

• More To Come

Fort Bragg Stories:

• Find Your Fort Bragg Story Promotion

Landing Pages:

• Targeted Engagement, Itineraries (EM & Social incetives)

• Focus On Responsible Visiting 

Timing:

Late January (post storm) Launch

Media: 

• Streaming TV – (Geo Awareness)

• Paid Digital Display – Micro-Target Conversion Metrics

• Paid Social  - Lookalike 



Campaigns

2022 Sea & Do Sweepstakes - Paid Google Banner Ads

• Targeting outdoors enthusiasts/environmentalists

• Subscribe to Newsletter to win ocean adventure experience

• Ran 4/15 – 5/18

Campaign Results

• 560,000 impressions

• 5,840 clicks

• 85 Conversions = newsletter sign-up

• $0.27 cost per click

• 18 > 32 yr. old highest CTR

• 91.1% campaign optimization score

• 84% > 91% Mobile

• Prize Kit Awarded



Campaigns

2022 Winter Visit Campaign

Paid Social
• 1,963 clicks

• 98,071 reach

• 170,145 impression

Digital Display Ads
• 1,7081 clicks

• 237,200 impressions

Newsletter

• 2,124 opens

• 314 clicks

• 3 forwarded 



Campaigns
2022 Restaurant Week

Creative Upgrade

• New, original photography

Paid Social (day driving distance) 
• 2,142 clicks

• 43,120 reached

• 131,214 impressions

Newsletter (subscriber results)

• 2,209 opens

• 313 clicks

• Confirm Dates (w/o 3/20)

• Follow On Winter Visit

• Whale Fest?



QUESTIONS?

COMMENTS?


