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City of Brookings 

MEETING AGENDA 
 

TOURISM PROMOTION ADVISORY COMMITTEE 
Thursday, January 10, 2019 4:00pm 
City Hall Council Chambers, 898 Elk Drive, Brookings, OR 

1. Roll Call 

2. Approval of Minutes from November 8, 2018 

3. Public Comments 

4. Action Items 

a. Committee Elections – Vice Chair 

b. Spectrum Digital Campaign – Brian Marchant 

c. Elmo Williams Day Event Proposal – Carolyn Milliman 

d. Mile by Mile Advertising – Barbara Ciaramella 

5. Informational Items 

a. Monarch Festival Event Evaluation 

b. Coastal Christmas Event Evaluation 

c. TPAC Budget 

6. Committee Comments on Non-Agenda Items 

7. Schedule Next Meeting – February 14, 2019 

8. Adjournment 

All public comments and presentations are limited to 10 minutes.  All public meetings 

are held in accessible locations.  Auxiliary aids will be provided upon request with 

advance notification.  Please contact 469-1103 if you have any questions regarding this 

notice. 
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TOURISM PROMOTION ADVISORY COMMITTEE (TPAC) MINUTES 
Thursday – November 8, 2018 

 

CALL TO ORDER 
Meeting called to order at 4:01 PM 
 

1.  ROLL CALL 

Present:  Committee members Sonya Billington, Barbara Ciaramella, Tim Kennedy, Candice Michel, 
Bob Pieper, Dane Tippman and Skip Watwood 

Also present:  Staff Committee Liaison Lauri Ziemer 
 
2. APPROVAL OF MINUTES – 

Motion made by Candice Michel to approve the minutes of October 11, 2018; motion 
seconded by Dane Tippman.  Committee voted and the motion carried unanimously. 

 

3. Public Comment – no one requested to speak to the Committee regarding non-agenda items.   

 
Motion made by Dane Tippman to move Agenda Item 6 – Committee Comments on 

Non-Agenda Items to be Agenda Item 4, motion seconded by Sonya Billington.  
Committee voted and motion carried unanimously. 
 

4. COMMITTEE COMMENTS ON NON-AGENDA ITEMS 
Candice Michel advised that she had been asked by the Mayor to resign from TPAC.  She stated 
she did not feel she had engaged in behavior that warranted resignation and had advised the 

Mayor she would not resign, indicating the Mayor would take the request to the City Council to 
determine. 
 

After a recent Ethics Training course attended by Committee members Tim Kennedy made a 
statement that he had a potential conflict of interest on potential TPAC grants because he is a 
local motel owner. 

 
Barbara Ciaramella made a statement that she had a potential conflict of interest on potential 
advertising as she is associated with the Mile by Mile Guide publication. 

 
Both statements were noted by the committee. 
 

5. ACTION ITEMS  
a. Committee Elections – Motion made by Candice Michel to nominate Skip 

Watwood as Chair, motion seconded by Dane Tippman.  Committee voted and 

the motion carried unanimously.  Motion made by Dane Tippman to nominate 
Candice Michel as Vice Chair, motion seconded by Sonya Billington.  Committee 
voted and the motion carried with Bob Pieper abstaining.  

 
6.  INFORMATIONAL ITEMS 

a. Port Fish Cleaning Station Evaluation – Dave Kuehn with Oregon South Coast 
Fishermen thanked the committee for funds to install a sign at the Harbor promoting the 
Port of Brookings Harbor which many people stand in front of for photos after catching fish.  

b. Rick Dancer Media Services – Julie Miller not in attendance to provide any video stats.  
Committee tabled item.  
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c. Regional Tourism Branding – Julie Miller not in attendance to provide further 

information.  Committee tabled item.  

d. Recent Council Actions – Lauri Ziemer advised City Council approved the TPAC funding 
request of $3,000 to Nature’s Coastal Holiday. 

b. TPAC Budget and & Internet Hit Info – Committee reviewed the budget.  Lauri Ziemer 

advised the task of compiling the monthly internet hit info required multiple staff hours and 
questioned if the committee found the information useful any longer.  Some thought the 
number of views might be useful when determining what time of year videos are most 

accessed.  Some thought compiling data on the number of motels rooms rented monthly 
would be useful in determining which events are bringing visitors to the area.   Motion 
made by Dane Tippman to request compilation of 2015, 2016 and 2018 monthly 

bed tax information; motion seconded by Candice Michel.  Committee voted and 
the motion carried with Skip Watwood, Sonya Billington and Tim Kennedy 
abstaining.  

 
 

7.  SCHEDULE NEXT MEETING – Next meeting scheduled for January 10, 2018.  Committee 

cancelled the December 13, 2018 meeting.  
 

8. ADJOURNMENT – with no further business before the Committee, meeting adjourned at 4:55 
pm.   

 

Respectfully submitted, 

 
_____________________________________ 
Skip Watwood, Chair 

(approved at  January 10, 2019   meeting) 
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Product SelectionAudience Targeting

› 8 Targeted Zip Codes in 2
Counties

› Total Target Population: 
Approx 194,780

› Retargeting: Included

2

Complex data sources were used to develop the right mix of audience targeting & online delivery to help achieve your business goals.

Executive Overview
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Geography Demographics

 Gender

 Age Range

 Household Income

 Parent/Single

 Education

3

Target the consumers that are most likely to become your customers by focusing on the geography best suited for your locations & business type.

Geographic Targeting

› All

› 25-64

› All

› All

› All
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Targeting 99,083 out of 194,780

25-64

 

Device use in targeted area

65.1%
Desktop

27.9%
Smart Phone

6.9%
Tablet

 

Geographic composition

VERSUS CALIFORNIA AVERAGE - 

CAUCASIAN 85.5%
40.6%

HISPANIC 11%
39.5%

AFR. AMERICAN 0.9%
5.9%

ASIAN 2.5%
13.8%

OTHER 0.1%
0.2%

 

Targets against regional average

NO COLLEGE
UNDERGRAD

GRAD SCHOOL

STATE AVG
EDUCATION 100%

HAS KIDS
NO KIDS

STATE AVG
PARENTING 100%

0-50K
50-100K

100-150K
150K+

STATE AVG
INCOME 100%

MALE
FEMALE

STATE AVG
GENDER 100%

UNDER 18
18-24
25-34
35-44
45-54
55-64

65+

STATE AVG
AGE 50.9%

4

Understanding the background & behavior of your best target customers is key to constructing a
cost-effective media plan.

Demographic Targeting

50.9%

Presented to City of Brookings
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Audience Interests

AUDIENCE INTEREST INDEX

BOATING

FISHING

HIKING & CAMPING

HOTELS & ACCOMMODATIONS

LOCAL MEDIA

NEWS

REFERENCE

TRAVEL

TRAVEL AGENCIES & SERVICES

TRAVEL GUIDES & TRAVELOGUES

100%

Site List

LOCAL MEDIA
krcrtv.com
redding.com
actionnewsnow.com
chicoer.com
appeal-democrat.com
advocate-news.com
ktvl.com
dailytidings.com
kmed.com
colfaxrecord.com

HOTELS & ACCOMMODATIONS
hotels.com
bedandbreakfast.com
hotelclub.com
hoteldiscounts.com
hotelcoupons.com

TRAVEL AGENCIES & SERVICES
travel-agents.regionaldirectory.us
tours.com
tripcook.com
travelindustrywire.com

TRAVEL GUIDES & TRAVELOGUES
bookingbuddy.com
everytrail.com
smartertravel.com
budgettravel.com
orbitz.com
travelandleisure.com
yahoo.com/travel
travelandresortsnews.com

 TRAVEL
expedia.com
priceline.com
kayak.com
taxifarefinder.com
taxi-services.regionaldirectory.us
travel.com
worldtaximeter.com
auto-rental.regionaldirectory.us
taxidir.info
airfarewatchdog.com

HIKING & CAMPING
fieldandstream.com
outdoorbasecamp.com
outdoorchannel.com
theoutdoorlodge.com
backcountry.com
backpacker.com
trails.com
outdoorgearlab.com
freecampsites.net
gearjunkie.com

FISHING
outdoorlife.com
gameandfishmag.com
lake-link.com
stripersurf.com
lakelubbers.com
gofishn.com
flyfisherman.com
fishwhatcom.com

 BOATING
thehulltruth.com
boatingmag.com
sailingworld.com
dailyboater.com
sailinganarchy.com
thepirateking.com
reelboating.com
likesailing.com
jetski.com
swimmingworldmagazine.com

NEWS
msn.com
cnn.com
usatoday.com
huffingtonpost.com
foxnews.com
nbcnews.com
cbsnews.com
usnews.com
washingtonpost.com
dailymail.co.uk

REFERENCE
ask.com
mapquest.com
whitepages.com
dictionary.com

*This list represents the types of sites on which your ad will run. This list may change over time based on inventory fluctuations and performance results.

5

After you know who your best customers are, it is important to understand their interests, habits, & media consumption.

Audience Interests

Presented to City of Brookings
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MO IMP REACH %FREQ

11 71k71k 36.6%36.6% 1.291.29
22 143k143k 58.1%58.1% 1.631.63
33 214k214k 70.6%70.6% 2.012.01
44 286k286k 78%78% 2.432.43
55 357k357k 82.3%82.3% 2.872.87
66 429k429k 84.8%84.8% 3.353.35

R
ea

ch

Frequency
0 0.5 1 1.5 2 2.5 3 3.5

10%

20%

30%

40%

50%

60%

70%

80%

90%

6

By estimating how many people will see your ads and how many times they will see them over the length of your schedule you can make strategic
decisions with your marketing budget.

Digital Reach & Frequency

Presented to City of Brookings
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Products Budget 1
DISPLAY
Local Audience Banners on all devices

1 location

$500 per month
71,429 imprs/month

$3,000 total
428,574 total imprs

Grand Total $500
per month

$3,000
for 6 months

Spectrum Reach

Advertising Agreement

Either signature on this order form, or delivery to Charter Communications Operating, LLC (“Spectrum Reach”) of any advertisement, advertising content or other materials of or on behalf of an advertiser or
agency (each, a “Client”) for distribution, shall constitute Client’s agreement to the Spectrum Reach Terms and Conditions, available at spectrumreach.com/terms-conditions and incorporated into this order form
as if fully set forth herein, as applicable and as may be amended from time to time.

  Start Date: 

End Date: 

Proposal ID: 1546560782175974496

Print Client/Agency Name: City of Brookings

Client/Agency Signature: 

Spectrum Reach Signature: 

Presented to City of Brookings
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TARGET AREA
8 ZIP Codes in Shasta, Tehama Counties

LOCAL SITES
krcrtv.com, redding.com,
actionnewsnow.com, chicoer.com, appeal-
democrat.com, advocate-news.com,
ktvl.com, dailytidings.com, kmed.com,
colfaxrecord.com, kdrv.com, mailtribune.com

appendix

Geographic Targeting Per Location
Palo Cedro CDP, California, Zone: Redding, CA [0966]

POPULATION

194,780
 PEOPLE / HOUSEHOLD

2.6

AVERAGE INCOME

$62,724
 AVERAGE HOME VALUE

$220,175

MEDIAN AGE

41
 # OF BUSINESSES

4,526

Presented to City of Brookings
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9

Spectrum Reach invests in the latest research and tools to provide advertisers with important insights into how to effectively target customers.

Reporting & Analytics

ADVANCED REPORTING METRICS
Access advanced campaign performance metrics
24/7.

‣

BRAND LIFT MEASUREMENT
Quantify the true impact of display campaigns
beyond the click.

‣

CITY AND SITE-LEVEL TRANSPARENCY
Ensure advertisers reach their audience on brand-
enhancing websites.

‣

A/B TESTING
Determine the most effective means to reach a
target audience.

‣

GEOFENCING DATA
Utilize precise latitude/longitude data to maximize
quality exposures and minimize waste.

‣

SCREENSHOT AUTOMATION
Provide verification of quality ad placements in
action.

‣

Presented to City of Brookings
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PLACEMENT

LOCAL MEDIA

krcrtv.com 28% 72% 1% 4% 12% 22% 23% 15% 20% 28% 72% 40% 28% 20% 13%

redding.com 47% 53% 1% 2% 22% 23% 20% 18% 12% 50% 50% 30% 32% 23% 15%

actionnewsnow.com 36% 64% 1% 4% 9% 29% 21% 18% 18% 39% 61% 34% 42% 14% 9%

chicoer.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

appeal-democrat.com 29% 71% 2% 9% 23% 12% 25% 8% 18% 41% 59% 48% 30% 13% 9%

advocate-news.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

ktvl.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

dailytidings.com 57% 43% 2% 7% 14% 16% 18% 17% 23% 34% 66% 51% 24% 15% 10%

kmed.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

colfaxrecord.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

HOTELS & ACCOMMODATIONS

hotels.com 44% 56% 2% 6% 18% 20% 25% 18% 11% 44% 56% 30% 30% 23% 17%

bedandbreakfast.com 38% 62% 2% 4% 14% 18% 27% 18% 17% 38% 62% 28% 33% 23% 16%

hotelclub.com 52% 48% 3% 9% 23% 20% 24% 11% 10% 44% 56% 37% 32% 26% 5%

hoteldiscounts.com 49% 51% 3% 2% 15% 23% 19% 22% 15% 36% 64% 37% 22% 17% 25%

hotelcoupons.com 23% 77% 4% 2% 9% 37% 16% 14% 18% 45% 55% 51% 10% 12% 26%

TRAVEL AGENCIES & SERVICES

travel-agents.regionaldirectory.us 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

tours.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

tripcook.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

travelindustrywire.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

TRAVEL GUIDES & TRAVELOGUES

bookingbuddy.com 42% 58% 2% 5% 15% 18% 23% 21% 16% 40% 60% 33% 30% 22% 15%

everytrail.com 42% 58% 3% 12% 28% 15% 15% 19% 7% 37% 63% 26% 24% 33% 17%

smartertravel.com 38% 62% 1% 4% 10% 13% 21% 28% 24% 33% 67% 25% 30% 29% 17%

budgettravel.com 41% 59% 3% 9% 25% 21% 13% 12% 18% 47% 53% 23% 29% 33% 15%

orbitz.com 46% 54% 1% 6% 19% 19% 24% 17% 12% 43% 57% 28% 30% 24% 18%

travelandleisure.com 47% 53% 2% 6% 17% 13% 19% 22% 23% 35% 65% 27% 29% 31% 14%

yahoo.com/travel 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

travelandresortsnews.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

appendix

Campaign Strategy: Site List Demographic Data
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PLACEMENT

TRAVEL

expedia.com 45% 55% 2% 8% 18% 19% 24% 18% 11% 44% 56% 29% 30% 23% 19%

priceline.com 46% 54% 2% 7% 22% 20% 23% 17% 10% 42% 58% 30% 30% 23% 17%

kayak.com 50% 50% 2% 9% 25% 20% 21% 15% 9% 41% 59% 27% 29% 25% 19%

taxifarefinder.com 44% 56% 1% 9% 24% 27% 17% 14% 8% 49% 51% 21% 31% 30% 18%

taxi-services.regionaldirectory.us 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

travel.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

worldtaximeter.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

auto-rental.regionaldirectory.us 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

taxidir.info 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

airfarewatchdog.com 39% 61% 1% 5% 15% 14% 19% 25% 21% 33% 67% 28% 29% 25% 18%

HIKING & CAMPING

fieldandstream.com 66% 34% 2% 9% 16% 15% 22% 19% 17% 38% 62% 36% 32% 17% 16%

outdoorbasecamp.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

outdoorchannel.com 64% 36% 3% 8% 7% 11% 23% 25% 22% 45% 55% 39% 30% 15% 16%

theoutdoorlodge.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

backcountry.com 54% 46% 5% 11% 17% 21% 23% 15% 8% 45% 55% 29% 26% 23% 22%

backpacker.com 53% 47% 6% 11% 25% 19% 21% 12% 6% 48% 52% 28% 27% 22% 24%

trails.com 58% 42% 3% 7% 18% 20% 20% 20% 12% 37% 63% 30% 31% 23% 16%

outdoorgearlab.com 67% 33% 2% 7% 25% 16% 22% 20% 7% 50% 50% 24% 31% 17% 28%

freecampsites.net 60% 40% 3% 11% 38% 10% 11% 18% 10% 43% 57% 33% 36% 20% 11%

gearjunkie.com 79% 21% 0% 12% 29% 20% 21% 9% 8% 43% 57% 27% 29% 27% 17%

FISHING

outdoorlife.com 66% 34% 7% 9% 19% 12% 19% 20% 14% 43% 57% 34% 28% 21% 17%

gameandfishmag.com 72% 28% 0% 5% 16% 16% 27% 22% 13% 43% 57% 28% 37% 26% 9%

lake-link.com 72% 28% 2% 4% 27% 17% 14% 21% 15% 44% 56% 24% 50% 15% 11%

stripersurf.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

lakelubbers.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

gofishn.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

flyfisherman.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

fishwhatcom.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

appendix

Campaign Strategy: Site List Demographic Data
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PLACEMENT

BOATING

thehulltruth.com 78% 22% 2% 5% 12% 14% 28% 24% 15% 30% 70% 18% 30% 30% 23%

boatingmag.com 72% 28% 3% 7% 12% 14% 15% 31% 18% 30% 70% 22% 31% 34% 12%

sailingworld.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

dailyboater.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

sailinganarchy.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

thepirateking.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

reelboating.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

likesailing.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

jetski.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

swimmingworldmagazine.com 74% 26% 2% 7% 25% 3% 22% 33% 7% 33% 67% 13% 19% 20% 48%

NEWS

msn.com 50% 50% 8% 10% 15% 17% 19% 17% 14% 44% 56% 39% 28% 19% 14%

cnn.com 56% 44% 4% 9% 16% 18% 21% 18% 14% 40% 60% 32% 28% 23% 17%

usatoday.com 57% 43% 2% 7% 15% 16% 21% 20% 18% 38% 62% 30% 30% 24% 15%

huffingtonpost.com 51% 49% 3% 7% 15% 16% 21% 21% 18% 38% 62% 33% 30% 23% 15%

foxnews.com 56% 44% 2% 5% 11% 15% 22% 23% 22% 36% 64% 32% 30% 23% 15%

nbcnews.com 51% 49% 2% 6% 13% 15% 21% 22% 22% 37% 63% 31% 30% 24% 15%

cbsnews.com 53% 47% 2% 7% 15% 16% 21% 21% 18% 39% 61% 33% 29% 24% 14%

usnews.com 47% 53% 4% 11% 19% 17% 20% 17% 12% 44% 56% 29% 29% 25% 18%

washingtonpost.com 58% 42% 2% 7% 16% 16% 20% 20% 18% 38% 62% 29% 29% 26% 16%

dailymail.co.uk 52% 48% 4% 9% 16% 15% 21% 19% 15% 40% 60% 32% 29% 23% 15%

REFERENCE

ask.com 46% 54% 9% 7% 11% 15% 19% 20% 20% 46% 54% 43% 28% 17% 13%

mapquest.com 45% 55% 2% 5% 12% 16% 24% 23% 19% 39% 61% 34% 31% 21% 14%

whitepages.com 44% 56% 2% 5% 13% 17% 22% 22% 19% 40% 60% 35% 29% 21% 15%

dictionary.com 48% 52% 9% 14% 19% 18% 19% 12% 8% 51% 49% 31% 28% 24% 17%

appendix

Campaign Strategy: Site List Demographic Data
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PLACEMENT

WEATHER

weather.com 51% 49% 3% 7% 17% 17% 22% 19% 15% 39% 61% 31% 30% 23% 16%

accuweather.com 52% 48% 3% 6% 14% 15% 22% 21% 18% 40% 60% 34% 30% 22% 14%

weatherbug.com 52% 48% 12% 12% 16% 16% 17% 14% 13% 49% 51% 48% 23% 14% 15%

intellicast.com 64% 36% 2% 4% 5% 14% 26% 26% 22% 36% 64% 29% 30% 22% 18%

viewweather.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

ONLINE COMMUNITIES

flickr.com 52% 48% 4% 10% 16% 16% 21% 19% 15% 40% 60% 32% 30% 22% 17%

photobucket.com 58% 42% 7% 13% 17% 16% 19% 17% 12% 44% 56% 37% 27% 20% 16%

blogspot.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

ARTS & ENTERTAINMENT

ticketmaster.com 46% 54% 5% 12% 20% 18% 23% 15% 7% 47% 53% 28% 29% 24% 19%

eonline.com 45% 55% 2% 7% 14% 17% 22% 22% 17% 39% 61% 32% 31% 23% 13%

people.com 35% 65% 2% 7% 16% 17% 23% 19% 15% 41% 59% 32% 30% 23% 15%

fandango.com 48% 52% 6% 11% 20% 17% 19% 14% 12% 48% 52% 31% 31% 22% 17%

usmagazine.com 37% 63% 2% 7% 16% 17% 21% 21% 16% 40% 60% 33% 30% 23% 14%

ew.com 50% 50% 3% 13% 20% 17% 20% 16% 10% 41% 59% 32% 27% 24% 17%

rollingstone.com 59% 41% 3% 11% 20% 16% 21% 18% 11% 40% 60% 31% 30% 23% 16%

billboard.com 49% 51% 7% 18% 22% 16% 17% 12% 7% 48% 52% 32% 30% 22% 16%

eventful.com 43% 57% 4% 9% 16% 17% 21% 20% 13% 44% 56% 33% 30% 22% 14%

aarp.org 43% 57% 2% 3% 6% 7% 18% 29% 36% 32% 68% 38% 31% 19% 12%

BOOKS & LITERATURE

goodreads.com 41% 59% 8% 14% 21% 15% 17% 14% 10% 48% 52% 31% 29% 23% 18%

time.com 53% 47% 4% 11% 20% 16% 19% 16% 14% 41% 59% 29% 28% 26% 17%

bartleby.com 48% 52% 11% 11% 16% 15% 18% 16% 13% 39% 61% 30% 30% 22% 18%

classicreader.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

george-orwell.org 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

canterburytales.org 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

theatlantic.com 56% 44% 5% 12% 20% 15% 17% 18% 13% 41% 59% 27% 28% 27% 18%

newsweek.com 64% 36% 3% 6% 17% 13% 21% 23% 18% 40% 60% 29% 30% 26% 15%

appendix

Campaign Strategy: Site List Demographic Data
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PLACEMENT

PALO CEDRO CDP, CALIFORNIA, ZONE:
REDDING, CA [0966]

krcrtv.com 28% 72% 1% 4% 12% 22% 23% 15% 20% 28% 72% 40% 28% 20% 13%

redding.com 47% 53% 1% 2% 22% 23% 20% 18% 12% 50% 50% 30% 32% 23% 15%

actionnewsnow.com 36% 64% 1% 4% 9% 29% 21% 18% 18% 39% 61% 34% 42% 14% 9%

chicoer.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

appeal-democrat.com 29% 71% 2% 9% 23% 12% 25% 8% 18% 41% 59% 48% 30% 13% 9%

advocate-news.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

ktvl.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

dailytidings.com 57% 43% 2% 7% 14% 16% 18% 17% 23% 34% 66% 51% 24% 15% 10%

kmed.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

colfaxrecord.com 49% 51% 19% 11% 15% 16% 15% 13% 11% 50% 50% 40% 27% 18% 15%

kdrv.com 53% 47% 1% 2% 11% 10% 24% 42% 7% 33% 67% 31% 34% 21% 14%

mailtribune.com 48% 52% 2% 6% 10% 15% 14% 32% 15% 50% 50% 46% 28% 15% 10%

appendix

Campaign Strategy: Site List Demographic Data
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Travel & 

Training

Operating

Supplies

32-10-6120 32-10-6030

% BUDGETED 10,890$      $21,779 $3,630 $1,000 $1,000

July -500 OCVA Membership

August -500 -10

September -500 -1000 Coastal Christmas

October -500 -3000 Nature's Coastal Holiday

-1097 Monarch Festival

November -500

December -500

January

February

March -500

April

May

June

*Pending -4575 -2795 -3630

 REMAINING 

FUNDS 3,815$           13,387$        $0 $490 $1,000

500$              Spectrum Digital 500$             Travel & Adventure Show

4,075$           SR Occasion Hall 2,295$          SR Occasion Hall 3,630$            SR Occasion Hall

4,575$           2,795$          3,630$           

Budget 60% on events, 30% on media advertising, and 10% on capital.

TPAC EXPENSES FY 2018-19

$36,299

BUDGETED

 30%  ADVERTISING MEDIA 

TV - INTERNET - PRINT
60%   EVENTS

10%  

CAPITAL

 Dollar budgets determined on TPAC agreed percentages of $36,299 budget (32-10-6090) 

Spectrum

Spectrum

Spectrum

Spectrum

Spectrum

TPAC Goals:  Increase overnight stays with emphasis on October thru April.   

*Pending Budget Allocations 2018-19

$10,500 TOTAL AMOUNT TO BE ALLOCATED TO THE SALMON RUN OCCASION HALL FROM TOT FUNDS
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