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Promotional Calendar 
2024 > 2025

Sept. Oct. Nov. Dec. Jan. Feb. Mar. Apr. May June

Craft Beer Month

Room With A Brew

Gift Shopping

Winter Visit

Whale Fest

Seafood

Major Promotion
- Hotel Involvement
- Landing Page
- Paid Media
- Organic Social
- Newsletter
- Conversion CTA

Minor Promotion
- Landing Page
- Organic Social
- Newsletter

Ongoing Organic Social Media

Dev.

Dev.

Dev.

Dev.

Campaign Development

Dev.

Dev.

Hike & BikeDev.

Blues FestDev.

Ongoing Mountain Bike Race Development

Summer EventsDev.



VisitFortBraggCa.com
MONTHLY SITE TRAFFIC
Google Analytics

• March 2025 – 11.1 K
• April 2025 – 7.6 K May 2025

May: 

• 2023 – 6.3K
• 2024 – 7.3K 



Newsletter
APRIL EMAIL

• 7,998 Sends 
• 1,667 Total Opens (13.5%) 
• 787 Total Clicks 
• 5.1% Click Rate 
• 37.6 - Clicks Per Open
• 5 Forwards



May Social



Miscellaneous 
Seafood Listicle: 

• Key Word Optimized Content
• Launches with June newsletter

Bike Race Groundwork: 
• Southern Route Taking Shape 
• Fall 2026 Timeline

Music Fest Groundwork: 
Coalition Coming Together:

• (((folkYEAH!))) – Booking
• Lost Church – Production
• Sean Van Buskirk – Local Coordination
• Peter Huson – Back of house

Summer Events: 
• Big Summer Kick-Off
• Urchins, Rodders, Fireworks, Salmon

Lodging Outreach: 
• Weller House Event – Short Terms Added



2024 > 2025 Recap

Strategic Plan Refinement: 
• Revised Integrated Communications Strategy
• KPI-Driven Strategic Initiatives
• Next-Level Destination-Focused Local Events

Creative Refresh: 
• “Wander” Direction – “hub” positioning

Major Event Progress: 
• Premier, Nationally-Recognized Bike Race
• Headliner-Level Multi-Day Music Festival

SEO Content: 
• Listicles: 24 Hours, Winter Wanderland, Dog 

Friendly, Company Store, Hiking/Biking, Seafood

Hotelier Engagement : 
• Room With A Brew, Winter Visit, Whale Fest 

Merchant Support: 
• Fall & Summer Event Calendars
• Gift Shopping Page Refinement

2025 > 2026 Priorities

Month One Strategic Evaluation: 
• Revisit Communications Strategy
• Align Budgets and Promotions

Creative Direction: 
• Build on “Wander” – increase analytics

SEO Focus: 
• Continue Site Traffic Growth
• Sharpen Target Focus

Major Event Progress: 
• Music Festival – Spring 2026?
• Bike Race – Fall 2026

Shoulder Season Prioritization: 
• Continue Budget ”Bulge”

Younger Demographic Skew: 
• Continue Targeting Younger Audience

Photo Contest: 
• Return and Expand Great Fort Bragg Photo Contest

Blue Economy: 
• Promote/nurture Fort Bragg’s environmental role

KPI’s

Organic Digital Engagement 
(July 2024 to June 2025)

• eNewsletter – 7,400 to over 9,000 subscribers
• Instagram – 24,700 followers
• Facebook – 69,000 followers

Paid Media 
Online Shoulder Season Promotions

• 405,000 Impressions
• 6,510 Site Clicks

Winter Site Traffic
January > March

• 17,000 – 2022
• 22,000 – 2023
• 27,000 – 2024
• 29,000 – 2025

 Site Traffic 
June > May

• 62,300 – 2021 > 22
• 68,400 – 2022 > 23
• 94,000 – 2023 > 24
• 103,000 – 2024 > 25

Tourism & Marketing



VisitFortBraggCa.comDIGITAL ENGAGEMENT

Social 
• Instagram – 24,700 
• Facebook – 69,000
• E-newsletter – 9,000

Online Media
• Winter Visit & Whale Fest (Jan > Mar.)

Website User Acquisition - Year To Date

Winter Site Traffic
January > March

• 2022 – 17K 
• 2023 – 22K
• 2024 – 27K
• 2025 – 29K

2024 > 2025 Promotions Calendar

EVENTS

https://visitfortbraggca.com/24-hours-in-fort-bragg-october/


Questions?

Comments?
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