From: Tom Kavanaugh

To: Miller, Tabatha

Cc: Melissa Holberton

Subject: Re: Forward

Date: Friday, October 16, 2020 5:25:45 PM
Attachments: FTB Forward10 09.pdf
Tabatha,

Here’s a top line on what we see as priorities with a limited budget.
These are critical to maintain social presence and engagement and drive visitors and
commerce

e Ongoing social
o Promotions to support local merchants and visitation (Gift Guide, Winter Visits, etc.)
o Email perhaps at a reduced cadence

Secondarily, and budget permitting

e Additional content development
¢ Increased daily engagement
o Promotions for, or creative branding help with, events

These things are important, too, and it’s hard to know exactly what we could within the
budget, but hopefully gives you an idea of trade-offs.

Once again, thanks so much for all your support.

Tom K.

Tom Kavanaugh | The Idea Cooperative | 415-377-6708 | www.theideacooperative.com

On Oct 9, 2020, at 4:03 PM, Tom Kavanaugh <tomk(@theideacooperative.com>
wrote:

Tabatha,

Thanks for your time and support.
Here’s the doc we reviewed today.
Tom K.
<FTB_Forward10_09.pdf>

Tom Kavanaugh | The Idea Cooperative | 415-377-6708
| www.theideacooperative.com
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MARKETING OPPORTUNITIES

November 1, 2020 > December 31, 2021
October 9, 2020

Website:
Dynamic Structure For Ongoing Content - Storytelling brings people “closer” to Fort Bragg
Intuitive Trip Planning Function - Multiple ways to see and book
Effective Local Commerce Platform - Improved value for local businesses
Compelling Event Support - Standalone section for event and individual event pages
Analytics - Google analytics, along with social and email metrics for tracking and refining
Refined Creative Execution:

- More fully displays wide range of activities, etc.

- Better reflects visitors’ affinity for Fort Bragg

- Expanded but still cohesive brand identity - aesthetic and voice
Social Media:

e Large Following - approaching 20,000 on Instagram, 70,000 on Facebook

o Engaged Following - consistent, passionate and positive contributions
Email:

o Fast Growing Subscribers - approaching 800, mostly prospective visitors, from approximately

200 primarily local merchants

Website:
¢ Continue storytelling and leverage through social and email
e Maintain and expand business and activity listings
Events:
e Build on Restaurant Week model to build campaigns around other events
e Leverage email and social following to drive attendance and participation
Social & Email:
o Grow followers/subscribers through promotions, cross-promotions with businesses and daily
social engagement
o Grow site traffic through promotions and content-driven storytelling
o Dirive traffic directly to business through partnerships and promotions
Promotions:
¢ Invite and incent people to visit and patronize local businesses and activities
- Events - Create campaigns for each event
- Seasonal - Drive winter and shoulder season visits
- Bundles - Create experiential packages with savings for hotel, meals and activities
Reporting:
e Monthly analytics can be passed to VFB Committee and merchants

¢ Immediate Content Creation - New photography and stories

o Off Season Promotions - Driving visitation/commerce during winter
- Holiday Gifting (Nov. > Dec.) - Online merchants and reservations
- Fort Bragg In The Winter (Jan. > Feb.) - Drive off season visitors
- Restaurant Week & Whale Fest (Mar. > Apr.)

e $10,000/ mo.
- Ongoing content development
- Ongoing social + increased daily engagement
- Monthly analytics reporting
- Monthly Email
- Bi-monthly Enewsletter
- Bi-monthly promotions
- Event support

100 Fourth Street Petaluma, CA 94952 | 415.377.6708 | TheldeaCooperative.com






