
Marketing Campaign
Monthly Update

September 21, 2021 > October 5, 2021



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. 
• Tactics: 

- eNewsletter Content Launch
- Ongoing Paid & Organic Social

August: Launch (engage subscribers)
Newsletter: 

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

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: Experience: Naturalist

November > December 2021:
• Objective – Holiday Merchant Support
• Concept – Gift Guide & Basket

January > February 2022: 
• Objective – Drive Winter Visitation

March 2022: 
• Restaurant Week



VisitFortBraggCa.com

MONTHLY SITE TRAFFIC + 2,128 + 2,138 + 2,174



Paid Social

Aug > Sept. Paid Social
• Objective: New Followers, traffic to regionally targeted pages on VFB site
• Audience Set 1: Sac To Sea - Sacramento +25mi
• Demographic: 21-54, men and women
• August 18-September 18th, $400 lifetime budget
• Link to: Visit Fort Bragg Sac To Sea page

Results:
Ad Set 1: Reached 65,863 accounts, generating 2,956 link clicks to VFB Sac To Sea page.



VisitFortBraggCa.com

PAID SOCIAL DRIVES GEO



Paid Social
Sept. > Oct. Paid Social (East Bay)

• Objective: New Followers, traffic to regionally targeted pages on VFB site
• Audience Set: Walnut Creek +25mi (Greater East Bay)
• Demographic: 21-55+, men and women
• September 18-30, $25/day (in market 12 days v. 31 days with Sac campaign)
• Link to: Visit Fort Bragg Carpool To Tidepool page
• Updated creative on week two, because of weaker results

Results
Ad Set 1: Reached 33,327 accounts, with 482 link clicks



Paid Social

Sept. > Oct. Paid Social (East Bay) - V2
• Objective: New Followers - Traffic to regionally targeted pages on VFB site
• Audience Set: Berkeley +10mi (Western East Bay)
• Demographic: 21-54, men and women
• Scheduled: October 4-15th, $25/day
• Link to: Visit Fort Bragg Carpool To Tidepool page
• Updated Creative, Copy and regional targeting, focus on inner East Bay Area

Results
• Ongoing: FB Ad quality ranking and engagement rank are both above average 

after 12 hours in market.
• Ad is outperforming v1 with CTR



Campaigns
Fort Bragg eNewsletter 2 

Sent September 15, 2021
• Open Rate: 33.6% – 1,464
• Clicks: 18.6% – 226

2,335 Subscribers



Campaigns
2021 Holiday Gift Guide

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

• eNewsletter
• Paid Social 

Tactics
• Early Merchant Notice
• Easy Merchant Participation
• Three Purchase Options

• eCommerce-Capable
• Shippable
• In-Store only

• Online Promotions To Followers & 
Lookalikes

• On The Ground Cards, Posters & 
Table Tents

2021 - Merchant Email

2021 – Merchant Sign-Up
2021 – Merchant Card

2020 Guide



QUESTIONS?

COMMENTS?

THANK YOU.
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