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Fiscal Year 2024

Marketing 

Plan



Trends

● Blended and “Bleisure” 
Travel

● Experiential Travel
● Small Town Nostalgic 

Travel



Target Audience

The Purposeful 
Traveler
They live vividly and value simplicity, 
keeping life and the mind as uncluttered as 
possible. Authenticity and being true to 
oneself while maintaining strong personal 
relationships with family and friends is 
important. Curious and creative, they are 
open-minded, want to explore and learn 
about new things, and seek stimulating 
experiences. They are in tune with nature 
and themselves, doing activities they enjoy.



NEW: Secondary Audience

The Outdoor Family
The Outdoor Family represents an audience 
who are frequent visitors to the region and 
who are likely to take an annual trip. These 
families represent the largest travel parties 
and longer stays, making this group the 
highest spending segment. Likely to drive to 
the destination, families participate in a 
range of outdoor activities on vacation, 
including going to the beach.
 



Geographic Markets

● San Francisco Bay Area
● Los Angeles
● Central Valley



Equity, Diversity & 

Inclusion
● Collect assets that include 

audience segment
● Instagram/Facebook/TikTok 

stories
● Outreach and collaboration 

with local organizations



Paid Media
● Build awareness to specific 

personas based on 
destination offerings. 

● Strategic targeting in key 
geographic areas to inspire 
overnight stays.

● Increase engagement by 
optimizing and promoting 
traffic to the website.



Paid Media
● Brand campaigns with 

engaging creative
● Digital programmatic ads 
● Boosted Instagram posts
● TikTok ads
● Always-on Google 

Performance Max Ads
● Video ads on CTV/OTT

(streaming services)
● Co-op print/digital 

opportunities 





Earned Media
● Press trips for domestic 

media or social media 
influencers

● New story pitches for 
content submissions/pitches 
to industry partners

● Participate in reactive 
opportunities with partners



Owned Media
● Increase followers on 

Facebook by 6%  and 
Instagram by 10% 

● Increase engagement on Tik 
Tok to meet the industry 
standard of 5.23%

● Increase social referral 
website traffic by 12% 

● Increase e-newsletter 
database by 20%

● Grow YouTube and Pinterest 
content



Owned Media
● Enhance website with 

refreshed imagery and 
content

● Monthly e-newsletter and 
blogs

● Strengthen brand identity 
and awareness by utilizing 
owned social media channels

● Utilize Localhood platform to 
create short-form video

● Reactivate Pinterest



Marketing Update

FY 22-23 

Activities
(July-Jun)





● Deployed paid media campaign 
○ “No Weekend Needed” Midweek Campaign and CCTC Co-op 

● Distributed 12 monthly e-newsletters
● Created 7 new and updated blogs for website 
● Social Media content, implementation and monitoring

○ Created a Tik Tok account (July 2022)
● PR content submissions for CCTC, SLO CAL and Visit California 
● Held 2 Photo/Video Shoots

○ Midweek Campaign photo shoot (Nov. 2022)
○ Brand photo shoot (April 2023)

● Launched new website (April 11, 2023) 

Year-End Activities



E-newsletter
● Surpassed email marketing open rate goal of 20% - Avg. 45.62% for 

2022-23 (vs. Avg. 35.5% in 2021-22) 
● 1,302 subscribers in 2022-23 vs. 1,057 in 2021-22 (245 new 

subscribers)
Social Media 
● AG TBID received 941,769 impressions on Facebook  in 2022-23 vs. 

360,076 impressions in 2021-22 ( 161.6% increase)
● Gained 976 new Instagram followers in 2022-23 (4,176 followers in 

2022-23 vs. 3,200 followers in 2021-22; 30.5% increase)

Over $22,500 in added value for marketing services 

Year-end Highlights









California Wine Month

● Social Media Giveaway 
(Sept. 15-17, winner 
announced Sept. 18)

● Collaboration with 
Peacock Winery, Talley 
Vineyards, Timbre 
Winery, Verdad & 
Lindquist

● Q&A blog with Bob 
Lindquist



Thank you for having us today.

Questions or 
discussion?


