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2014 - Celebrate 10

2018 - Airport

2020 - RCIP

2019 - Public Saftey

2020 - Garden of Lights

$150,000

$25,000 $695,000

history of community support
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$100,000

$35,000



Technology Partners
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Data Driven Decisions

90% Location

81.3% Low COVID 
Incidences 

Travelers Surveyed Chose 
Destination By:

84.1% COVID Safe 
Procedures

The Redding CVB used data from 
Destination Analysts and other 
industry partners to plan and 
strategize for this unprecedented 
year. Campaigns were formed 
around data showing traveler's 
new priorities due to the 
pandemic.

4



COVID Campaign Timeline

AugJul Sep Oct Nov Dec Jan Feb Mar Apr May Jun

Visit CA What If California Co-Op (Expedia)

California Road Trips Print Ad

Itineraries by Locals

California Visitors Guide Print Ad

Brochure Distribution

Social Campaigns

Billboards

The Redding Pledge

Search Engine Marketing

Blog Posts and Promotion

Tripadvisor - Digtal ads and landing page

Garden of Lights

Hulu Advertising

HotelBeds.com

YouTube Advertising

Facebook Paid Campaigns

Bay Area 
Streaming

Bus Tours Magazine

Group Tour 
Magazine

Group Tour 
Magazine

Group Tour 
Magazine

Visit CA 
E-Newsletter

Visit CA 
E-Newsletter

Facebook Paid Campaigns

Digital banners & video
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1,340,169 Pageviews

1,253 Pages 
(Site Size)

77,100 Partner Site Clicks

470+ Events Posted

     Website activity

San Jose - 3.09%

Los Angeles - 4.10%

San Francisco - 9.52%

Sacramento - 9.79%

Redding - 10.37%

Top 5 Cities by Users

Site Traffic

Organic (53.9%)

Other (13.3%)

Direct (11.7%)

Paid Search (10.6%)

Social (7.4%)

Referral (2.8%)

Email (0.16%)

Display (0.16%)
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    Website performance

#1: Blog 
(194,217 pageviews)

#2: Top Sights
(84,478 pageviews)

#3: Homepage
(80,242 pageviews)

#4: Things to Do
(60,292 pageviews)

Top Site Pages

21.27% Bounce Rate 434,481 Users2.08 minute Avg. 
Session Duration

132,447 Users brought 
from Campaigns
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Redding 
Pledge

Travel 
WHen Ready

Our Water, 
Your Way

THe Outdoor 
Classroom

Garden of 
Lights

Pandemic recovery campaigns promoted Redding’s fresh air, clean water, 
open spaces, and safe and responsible travel. Messaging and imagery for 
“natural distancing” was sent to leisure travelers and group planners with 
digital, social, and print campaigns in Sacramento and the Bay Area.

The abundance of water recreation opportunities were showcased in 
social media campaigns, which were integrated into digital streaming 
platforms. Messaging included #TravelSafe and #LeaveNoTrace when 
exploring Redding’s outdoor recreation.

Phase 3 in the post-pandemic recovery strategy changed messaging to 
welcome people to Redding if they were willing to travel with the request 
to respect local safety protocols.  Marketing  channels included on-demand 
streaming video and social media with Visit California and U.S. Travel.

A campaign for student-themed outdoor educational activities was creat-
ed to target educators, tour operators, group travel, and STEM tourism 
for post-pandemic schooling. The variety of attractions students can get 
hands-on outdoor learning experiences in the area were showcased.

Marketing support was provided to promote the Redding Garden of 
Lights with a multi-platform targeted campaign. VisitRedding.com had 
9,007 outbound clicks to the Garden of Lights website and the search 
campaign had another 10,318 clicks to the attraction’s site.

Driving Website and revenue KPIs
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Itineraries 
by LOcals

Road 
Trips

Winter 
Recreation

California 
Dreamin’ with 
Hotelbeds

What IF 
California

This campaign was one of the Chamber of Commerce’s Redding City 
Identity Project’s “20 Ideas by 2020” and featured eight one-day itin-
eraries constructed from interviews and surveys of locals. A toolkit of 
branding assets was distributed to help organizations share the project.

A targeted social media campaign in Sacramento and the Bay Area 
showcased popular outdoor winter activities available from Redding, 
featuring a collection of videos, blog articles, and photos promoted on 
Visit Redding social channels to inspire people to visit the area.

Road trips were popular for tourists coming out of the pandemic. A 
targeted campaign using print ads, digital marketing, and video ads on 
social media and YouTube highlighted the variety of day and weekend 
trip ideas visitors could enjoy in Redding when they were ready to travel.

This partnership with Visit California brought Redding’s profile as a pre-
mier vacation destination to the forefront alongside eight other high-pro-
file locations. The campaign drove a 271% annual increase in room nights 
booked for travel trade across international and domestic leisure travelers.

The ‘What If California’ campaign was a co-op with Visit California invit-
ing travelers back to the state. Digital and video ads in the Sacramento, 
Bay Area and Portland, Ore., areas targeted people who had already 
shown prior interest in visiting Redding.

driving website & revenue KPIs
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City of 
Redding TOT

+10.5%
TOT Collected  
compared to 2019-20

$5.9M
TOT collected  
in 2020-21

$98.11
ADR Average

65.8%
Occupancy Average

Revenue Snapshot

2020-21
(Budget)

0.0

2.0M

4.0M

6.0M

2018-19
(Actual)

2016-17
(Actual)

2014-15
(Actual)

2012-13
(Actual)

2010-11
(Actual)
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Itineraries by Locals: WRite, design, Print, 
Digital Editions, Promote, Distribute

Redding SEO: assisted Shasta EDC To 
improve Redding's online image

Provided 1/3 of initial funding AND  
contributed seed money for other projects 

CEO Laurie Baker serves on the Forward 
Redding BOard of directors

$7,000

$45,000

$150,000

Bi-monthly 
meetings

$202,000Total

Redding City Identity Project
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6.37 Million 
Impressions

51,063 
Followers

34,670 Website 
Referrals

248,609 
Engagements

690,001 
Video views

Social Media
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58 ARTICLE 
PLACEMENTS

320.7 M unique 
monthly visitors

$184,408 in 
Ad value

5 Travel 
writers hosted

PUBLIC RELATIONS

Partner Publications

13



#102
Nationally
out of 227

#12
West region
out of 21

#73
Under 500K Market
out of 134

PLATINUM (TOP 10%) 
BIG LEAGUE DREAMS

SILVER (TOP 30%) 
CALIFORNIA SOCCER PARK

SILVER (TOP 30%) REDDING 
CIVIC AUDITORIUM

GOLD (TOP 20%) 
SHASTA SPEEDWAY

Top Facility Rankings

Network Platforms*Key Rankings*

Sports commission

*Based on facilities, destination strength, organizational structure, and events

*Matches event rights holders to destinations to pursue RFPs.
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Film Shasta

 [ 48 Productions Filmed

 [ 169 Shoot Days

 [ 41 Permits Submitted

 [ 16 Scouts Visited

Highlights
Permit Incentive Program: 243 Room nights, $337,000 
Economic Impact

Event Representation: FOCUS, Sundial Film Festival, LMGI 
Awards Show, American Film Market
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California 
ROundtable on 

Recreation Parks 
and Tourism

Homelessness 
TASKFORCE

CALIFORNIA
RURAL committee

 RESOURCE ADVISORY 
COMMITTEE

FIRE CRISIS 
COMMITTEE

marketing advisory 
committee/DMO CEO 

laurie baker, Co-chair
Diverse group united to encourage coop-
eration between public and private efforts 
to provide quality, sustainable outdoor 
recreation and tourism in California. 

LAURIE BAKER, Member
Primary function is to make 
recommendations to the government 
relations committee on policies for 
California.

LAURIE BAKER, MEMBER
To lead California initiatives meant to 
support travel and tourism to California's 
rural regions.

LAURIE BAKER, MEMBER
To provide advice and recommendations 
to the Forest Service concerning funding 
and projects.

LAURIE BAKER, MEMBER
To help report on and create Visit 
California's crisis response initiatives. 

LAURIE BAKER, MEMBER
Influential industry leaders with a 
wealth of expertise to provide long-term 
strategic advice to the executive team.

Statewide collaboration 
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California Roundtable on Recreation, Parks, and Tourism ] Steering Committee 
Homelessness Task Force ] Fire Crisis Committee ] Marketing Advisory Committee 
Forward Redding ] Downtown Collaborative and more!!

Tourism Experience

integrated with industry experts

Represented at/Boards Served on
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Provide a comprehensive marketing plan and proposed budget. Provided to the City of Redding on 06/30/2020

Provide an annual report. See current document.

Have a designated Film Commissioner to promote video production in 
Shasta County and coordinate permits.

See Film Shasta (page 15) section of this report.

Allocate no less then 25% of the budget to direct advertising, marketing 
opportunities, and public relations efforts to benefit Redding.

33.3 % of the TOT funds were allocated to marketing activities with 66.7% going to 
marketing personnel and visitor center operations.

Best efforts will be made to coordinate marketing efforts with Turtle 
Bay Exploration Park and other Redding destinations such as the Civic 
Auditorium, Big League Dreams, and Redding Soccer Park.

Turtle Bay was promoted in various campaigns, California Soccer Park was putting 
in new fields and asked us to hold off, BLD did participate in collaborative 
conversations to see where we could help.

Meet quarterly with community stakeholders to solicit input on market-
ing activities.

Community stakeholders were allowed at public quarterly RTMG board meetings 
and the team split up to meet with as many people as possible.

Maintain VisitRedding.com. See Website Development (page 6-7) section of this report.

Continue to promote Redding as primary lodging destination in the 
Shasta Cascade region.

Partnered with the SCWA in over a dozen marketing campaigns promoting 
Redding as the hub of the Shasta Cascade.

Provide visitor center services. The visitors center was at 1448 Pine St, open Mon - Fri 8-5. California Welcome 
Center Anderson was open Sun - Sat. 

Manage TMBID. See marketing budget allocation (page 20).

Advocate on behalf of city in the areas of travel, tourism, and public 
lands management.

See pages 16 and 17

Coordinate with Advance Redding to market Civic. Laurie Baker met with Julie Dyar from the Redding Civic Auditorium to offer spon-
sorship and support. Advance Redding declined support due to lack of events 
during COVID-19.

Produce and edit final form tourism videos. Created six COVID-friendly videos.

SCWA will not transfer or dispose of any inventory item without 
recieving prior approval of city manager.

City was consulted before moving or disposal of any items on the inventory list.

Best efforts to collect information from or about visitors to Redding to 
determine effectiveness of marketing & include results in reporting.

See Technology Partners and Data Driven Decisions (page 3-4) sections of this 
report.

Contractual Obligations
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Marketing (51.7%)

TMBIDTOT

Operations (48.3%)

Budget Breakdown
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Allocation of Funds Marketing Budget Breakdown

The City of Redding contracted with Shasta-Cascade Wonderland Association to spend $600,000 for the purpose of influencing 
people stay in Redding lodging properties to generate funding for the city's general fund. The team contributed unspent funds from 
the previous year for a total of $706,408.96 to generate overnight visitation. The end result was enough exposure to bring $5.9M 
in transient occupancy tax to the City of Redding. The marketing breakdown including TMBID funds are as follows.

Budget Overview
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Laurie Baker
CEO

Marketing 
Coordinator

Communications 
Coordinator

Industry Relations
& GROUP COORDINATOR

Film & Sports 
Commissioner

Julie Finck

Sabrina Jurisich Sheila Dougherty

T.J. Holmes

Redding CVB Team
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- Laurie Baker, CEO

The role of a Destination Marketing Organization is to market and help manage a 
community's resources to promote what is unique to that destination in a manner that is 
sustainable for the purpose of bringing outside revenue into the community.  

During the 2020-2021 fiscal year, the Redding CVB team and the Redding Tourism Marketing 
Group Board of Directors played an active role in Redding's coronavirus recovery. As this 
report demonstrates, the team balanced the need to invite revenue into local businesses in 
a respectful fashion that didn't cause discourse with the polarized opinions of the time. Each 
phase in the recovery strategy built upon making Redding one of the top California "rural"   
regions for visitation due to the careful coordination of messaging and marketing tactics 
that drove overnight visitation. Time was spent planning for future sports, local events, 
international, and bus tours and meetings, but with little budget allocation.

To help support necessary resources the Redding Tourism Marketing Group Board of 
Directors gave funding to infrastructure projects every year. Even with resources spent 
on community support, and a break in marketing momentum to answer the Request for 
Qualifications for Marketing Services, key performance indicators (KPIs) illustrated successful 
marketing implementation. The major KPIs of success were: (1) top stories written about 
Redding and influenced by the team and, (2) increased web traffic where people found 
guidance on how to travel the region's fun and safe activities driven by the team's advertising.
 
The Redding CVB valued its public-private partnership with the City of Redding and was 
honored to fulfill its contractual duties. As the Redding CVB transitions to the Redding 
Chamber of Commerce from Shasta-Cascade Wonderland Association, the Redding Tourism 
and Marketing Group will create new and innovative strategies to support the local economy 
while collaborating with other organizations on future tourism endeavors.

Conclusion
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