
Marketing Campaign
Monthly Update

November 2021 > January 2022



Promotion Calendar

August > October 2021:
• Objective – Grow Followers & Engagement
• Strategy – Bring people closer, and make them feel more connected to, 

Fort Bragg through Stories and Journeys that bring the city to life. 

August: Launch (engage subscribers)
Newsletter: 

• Story: Princess Seafood
• Journey: Sacto To Sea Spray
• About town – Photo Collection

Paid Social: Journey: Sacto To Sea Spray

September: New Stories (increase subscribers)
• Story: Beautiful Earth
• Journey: Carpool To Tidepool (East Bay) 
• About Town: Redwood Ave. 

Paid Social: Journey Carpool To Tidepool

October: Fall Visit
• Featured Story: Pacific Star Winery
• Experience: Naturalist
• About Town: Franklin Ave. 

Paid Social: Hold

November > December 2021:
• Objective – Holiday Merchant Support
• Strategy – Gift Guide & eNSL Sweepstakes

Gift Guide Campaign
• Landing Page > Merchants
• Paid & Organic Social Media
• eNewsletter x 2

Holiday Lighted Parade 
Downtown Wonderland

January > February 2022: 
• Objective – Drive Winter Visitation

Winter Visit Campaign
• Landing Page > Merchants
• Paid & Organic Social
• eNewsletter
• Google Display Advertising

March 2022: 
• Restaurant Week
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Gift Guide Campaign
2021 Holiday Gift Guide

Objective
• Increase Merchant Participation
• Increase Purchase Options
• Reach More People

• eNewsletter
• Paid Social 

Tactics
• Early Merchant Notice
• Landing Page > Merchants
• Paid & Organic Social Media
• eNewsletter x 2

Poster

Table Tent



Gift Guide eNewsletters

#1

#2



Gift Guide eNewsletters
Gift Guide eNewsletters

eNSL 1
• Sent 11/16/21 > 2,367 subscribers
• Open Rate: 37.8% (1,686)
• Clicks Per Unique Open: 24.7% (381)
• Forwarded: 28 – 21 Forwarded Opens

eNSL 2
• Sent 12/9/21 > 2,2,538 subscribers
• Open Rate: 39.9% (1,553)
• Clicks Per Unique Open: 14.3% (219)



Gift Guide Paid Social
2021 Holiday Gift Guide - Paid Social 

Campaign 1: VFB Social Followers and look-alike audience
Objectives: 

• Newsletter Sign-Ups – Ad directs to Gift Guide Page
• Secondary Objective: Shop the Gift Guide

Budget: $350/ 30 days (started 11/17)
CTA: Subscribe/Sign up

Campaign 2: Fort Bragg Locals (FB + 15mi, Willits, Ukiah)
Objective: 

• In Person Shopping/ Gift Guide Awareness
• Secondary Objective: Newsletter sign-ups

Budget: $150/ 11/17 through 12/24
CTA: Shop Now

RESULTS:
VFB Followers: 687 link clicks to Gift Guide page

• 585 unique link clicks (100 users clicked on ad more than 
one time). 

• Reached 36,956 users across both platforms
Fort Bragg Locals: 240 link clicks to Gift Guide page

• 185 unique link clicks. 
• Reached 5,675 users across both platforms.



Campaigns
2022 Winter Visit Campaign

Objective:
• Drive Winter Visitation

Tactics
• Paid & Organic Social
• eNewsletter
• Google Display Advertising



Campaigns
Winter Visit Paid Social

• $15/day ($400/mo.) 
• Targeting lookalike audiences within 4-5 hour 

driving distance 
• Excluding Mendocino County
• Runs 1/26-2/26/2022.
2/3: 
342 link clicks, 19,684 reach. This ad is doing VERY well.
2/17:
1,963 clicks, 98,071 reach, 170,145 impressions - $320 spent



Campaigns
Winter Visit eNewsletter

eNSL 1
• Sent 1/31/22 > 2,658 subscribers
• Open Rate: 39.5% (1,853) > 2,030
• Clicks Per Unique Open: 14.9% (269) > 294
• Forwarded: 3 



Campaigns
Winter Visit Paid Google Banner Ads

Monthly Cross Platform Success Report
• Jan. 25 – Jan. 31, 2022
• 2/17 – 132K impressions, 1,316 Clicks



Campaigns
2022 Restaurant Week

• Photo-Driven Creative
• Early Restaurant Outreach
• Paid & Organic Social
• Newsletter
• Regionally-Targeted Google Display Ads



QUESTIONS?

COMMENTS?

THANK YOU.
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