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LIFE OPENS UP
GETTING NOTICED
BY MEDIA
HOW COLLABORATION
ARE DRIVING EARNED MEDIA
SUCCESS
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IN THIS SESSION

WE WILL EXPLORE EXAMPLES OF EARNED MEDIA AND
DISCUSS HOW THE CONFLUENCE OF BUSINESS
COLLABORATION, UNIQUE SONOMA COUNTY
EXPERIENCES, AND SUSTAINABILITY CAN DRIVE
EARNED MEDIA SUCCESS FOR YOUR BRAND.
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FREELANCE JOURNALIST
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LISA MATTSON

BRANDING, HOSPITALITY STRATEGY
AND MARKETING CONSULTANT




THE POWER OF COLLABORATION

COLLABORATION IN THE CONTEXT OF MEDIA
SUCCESS REFERS TO THE COOPERATIVE EFFORTS AND

PARTNERSHIPS BETWEEN
OR ENTITIES TO ACH

ENHANCE THEIR OV
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ORGANIZATIONS, BRANDS,

- COMMON  GOALS AND

L IMPACT AND REACH.



THE POWER OF
COLLABORATION
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THE POWER OF COLLABORATION

COVERAGE INCLUDED

TRAVEL+
LEISURE ’/ MSn
16 MILLION UVPM 298 MILLION UVPM

AFllS% [ FLIPBOARD

25 MILLION UVPM 145 MILLION UVPM



https://www.travelandleisure.com/dawn-ranch-hotel-review-guerneville-california-7814460
https://www.msn.com/en-us/travel/tripideas/this-hotels-rooms-now-come-with-fender-guitars/ar-AA12TOsq
https://www.thrillist.com/news/nation/dawn-ranchs-fender-guitars-resort
https://flipboard.com/topic/sonomacounty/this-hotel-s-rooms-now-come-with-fender-guitars/a-TmSPugrlT6CSD0ScG3Wh8A%3Aa%3A31379698-b45babe79d%2Fthrillist.com

THE POWER OF
COLLABORATION

COLLABORATION IN MEDIA
SUCCESS IS DRIVEN BY THE
RECOGNITION THAT POOLING
RESOURCES, EXPERTISE, AND
AUDIENCES CAN LEAD TO GREATER
EXPOSURE, REVENUE AND IMPACT.




PANELIST INSIGHTS

STRATEGIES FOR EARNED MEDIA SUCCESS
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TODAY SHOW COVERAGE

BROADCAST (2 MILLION+ VIEWERS PER SEGMENT) ASSOCIATED BROADCASTS

3RD HOUR TODAY OPENING SEGMENT ENTERTAINMENT TONIGHT SEGMENT
3RD HOUR TODAY BUDDY UP SEGMENT (31 MILLION VIEWERS)

3RD HOUR JILL MARTIN SEGMENT KRCA SACRAMENTO (43K VIEWERS)_

3RD HOUR SONOMA COUNTY CHEF'S SEGMENT KNBC (TODAY IN LA) (27K VIEWERS)
3RD HOUR END THANK YOU'S KNTV BAY AREA (10K VIEWERS)

3RD HOUR POST TRIP OPENING

DIGITAL

SHOP SONOMA COUNTY WITH JILL MARTIN: FINDS FROM LOCAL BUSINESSES AND FAMILIAR
FAVES (5.85M UVPM)

SHOP THESE LOCAL FOOD AND FASHION FINDS IN SONOMA COUNTY (215M UVPM)

A TASTE OF SONOMA COUNTY (215M UVPM)

AL ROKER SHARE HIS ADJUSTED WELLNESS ROUTINE (1779M UVPM)



https://app.criticalmention.com/app/#clip/view/fbd9cf34-ff36-420b-9871-28719c135d1c?token=e6dd5c02-d837-4b66-b82c-cf6e96807026
https://app.criticalmention.com/app/#clip/view/fbd9cf34-ff36-420b-9871-28719c135d1c?token=e6dd5c02-d837-4b66-b82c-cf6e96807026
https://app.criticalmention.com/app/#clip/view/73ae99b8-4113-4a70-9b62-0bbbe69eb6cb?token=e6dd5c02-d837-4b66-b82c-cf6e96807026
https://app.criticalmention.com/app/#clip/view/928743e5-94cf-41b9-91eb-560610b0837c?token=e6dd5c02-d837-4b66-b82c-cf6e96807026
https://app.criticalmention.com/app/#clip/view/0652433a-4e46-417b-9567-fc15dab1d2cd?token=e6dd5c02-d837-4b66-b82c-cf6e96807026
https://app.criticalmention.com/app/#clip/view/01f6f4fd-4db2-4019-be9b-80de9bc28253?token=e6dd5c02-d837-4b66-b82c-cf6e96807026
https://app.criticalmention.com/app/#clip/view/05c9b245-e5de-442e-8f37-0359f97f2cb3?token=e6dd5c02-d837-4b66-b82c-cf6e96807026
https://app.criticalmention.com/app/#clip/view/ac696aa6-3535-443f-94a2-4721608515ec?token=cc6c537d-1733-4ff5-ac57-8fe44ab6b60f
https://app.criticalmention.com/app/#clip/view/59a8dccd-9f01-4d4b-8d6f-32bb492d77f7?token=cc6c537d-1733-4ff5-ac57-8fe44ab6b60f
https://app.criticalmention.com/app/#clip/view/798cd245-bdd9-4693-b932-875601008746?token=cc6c537d-1733-4ff5-ac57-8fe44ab6b60f
https://www.today.com/shop/sonoma-jill-martin-favorites-t284182
https://www.today.com/shop/sonoma-jill-martin-favorites-t284182
https://www.today.com/video/shop-these-local-food-and-fashion-finds-from-sonoma-county-170914885800
https://www.today.com/food/recipes/taste-of-sonoma-county-chefs-recipes-rcna80699
https://www.msn.com/en-us/tv/celebrity/al-roker-shares-adjusted-wellness-routine-after-health-struggles-talks-today-show-future-exclusive/ar-AA1a9UFG
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THE POWER OF
COLLABORATION
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wildhaven

sonoma county, ca

BEER CAMP 2023

FOGBELT

BREWING COMPANY



https://www.fogbeltbrewing.com/beer-camp

CREATING MEMORABLE EXPERIENCES
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https://www.kindtraveler.com/content/6-california-farm-spa-experiences-not-miss?utm_medium=email&utm_campaign=Farm%20to%20Spa%20Story&utm_content=Farm%20to%20Spa%20Story+CID_96e576d50635461dbe617e7508b0305a&utm_source=email&utm_term=Explore%206%20California%20Spas%20in%20Kind%20Hotels%20Serving%20Up%20Farm-to-Spa%20Treatments
https://bryces22.sg-host.com/mf-events/
https://www.exploretock.com/singlethreadfarm?utm_source=SingleThread+Newsletter&utm_campaign=be6030b930-EMAIL_CAMPAIGN_2023_06_09_08_59&utm_medium=email&utm_term=0_-be6030b930-%5BLIST_EMAIL_ID%5D&mc_cid=be6030b930&mc_eid=0f5559d5a1
https://www.eventbrite.com/e/somm-3-wine-tasting-wine-wednesdays-at-the-rio-tickets-655726905827?aff=erelexpmlt
https://www.surlatable.com/search?prefn1=productType&prefv1=HardGood&q=bricoleur%20vineyards&utm_source=Bricoleur+Vineyards&utm_campaign=baa7917670-20230725_FY23_MKT_Partnership_SLT&utm_medium=email&utm_term=0_d168c16a41-baa7917670-105542273&ct=t(20230725_FY23_MKT_Partnership_SLT)&mc_cid=baa7917670&mc_eid=e99fe05202
https://www.farmhouseinn.com/specials/

PANELIST |NSIGHTS

BUILDING RELATIONSHIPS WITH MEDIA



SUSTAINABILITY AS A MEDIA MAGNET

e 5/% OF TRAVELERS WOULD FEEL BETTER STAYING IN A
PARTICULAR ACCOMMODATION |IF THEY KNEW IT HAD A
SUSTAINABLE CERTIFICATION (SOURCE: GLOBAL SUSTAINABLE TOURISM COUNCIL)

 DESTINATION STEWARDSHIP AND SUSTAINABILITY
ARE MEDIA-WORTHY TOPICS BECAUSE THEY ADDRESS
PRESSING GLOBAL ISSUES, HAVE FAR-REACHING ECONOMIC,
ENVIRONMENTAL AND SOCIAL IMPLICATIONS, AND DATA
CONFIRMS THEY INFLUENCES CONSUMER BEHAVIOR,




SUSTAINABILITY AS A MEDIA MAGNET

"THE BACKBONE OF TOURISM AROUND THE WORLD,
DESTINATION MARKETING ORGANIZATIONS (DMOS) ARE
INCREASINGLY FOCUSED ON NOT ONLY ATTRACTING
VISITORS BUT ALSO ENCOURAGING ALL STAKEHOLDERS TO
PARTAKE IN ACTIVITIES THAT NURTURE THE WELLBEING
OF COMMUNITIES AND THE ENVIRONMENT. SONOMA
COUNTY IS ONE SUCH EXAMPLE"

— MIA TAYLOR, MSN AND TRAVEL PULSE



SUSTAINABILITY AS A MEDIA MAGNET

Marking Milestones,
7 placements , 4% \
\

Luminaries, /
29 placements, 16%

Restorative Experiences and
Sensory Immersion
27 placements, 15%

PAUSE & EFFECT

CAMPAIGN RESULTS  ousor s
NOV 22 - APR 23 ™™ ‘

Sustainability and
Stewardship,
51 placements, 29%

Approachable
Culture,
~—_ 42 placements, 24%



CASE STUDY: MEDLOCK AMES

ud VMledlock Ames

20 YEARS OF WINE FROM BELL MOUNTAIN

NOVEMBER 2022: MEDLOCK AMES BECAME ONE OF ONLY A HANDFUL OF WINERIES IN
THE WORLD TO RECEIVE REGENERATIVE ORCGANIC CERTIFICATION.

STARTED BY THE FOUNDERS OF PATAGONIA THIS CERTIFICATION RECOGNIZES EFFORTS
TO GO FAR BEYOND BEING MERELY ORCANIC INCORPORATING THE CONCEPTS OF SOIL
HEALTH AND WORKER FAIRNESS.

REGENERATIVE ORGANIC CERTIFICATION ALLOWS MEDLOCK AMES TO DEMONSTRATE
THAT THEY ARE GOOD STEWARDS OF THE LAND AND THEIR PEOPLE, AND IN THE
PROCESS HELPS THEM COMBAT CLIMATE CHANGE BY TAKING CARBON DIOXIDE OUT OF
THE ATMOSPHERE AND PUTTING IT IN THE SOIL IN THE FORM OF ORCANIC MATTER

BENEFITS INCLUDE IMPROVING WATER QUALITY, DECREASING THE NEED TO IRRIGATE,
REDUCING INCIDENCE OF DISEASE AND PESTS, AND EVEN MAKING BETTER WINES.
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Medlock Ames

20 YEARS
OF WINE FROM BELL MOUNTAIN
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CONTACT US

PUBLICRELATIONS@SONOMACOUNTY.COM



mailto:publicrelations@sonomacounty.com

WE WANT TO HEAR
FROM YOLU

* BUSINESS MILESTONES, SPECIAL
OFFERS, PROMOTIONS,
NOTEWORTHY
NEWS, BUZZWORTHY EVENTS,
EXPERIENCES, COLLABORATIONS




MEDIA HANDBOOK SONOMA o
TOURISMES 7 S
MEDIA HANDBOOK -

 SHARED WITH INCOMING JOURNALISTS §

o FEATURES PARTNER DEALS AND
INCENTIVES EXCLUSIVELY FOR VISITING
JOURNALISTS

« CHANCES TO BE INCLUDED IN MEDIA
COVERAGE ARE HIGHER WHEN
PARTNERS OFFER TO HOST
JOURNALISTS




PUBLIC RELATIONS
COVERAGE REPOR

« HIGHLIGHTS SCTS EARNED PUBLIC
RELATIONS EFFORTS.

 FEATURES PARTNER MEDIA COVERAGE
(NATIONAL AND INTERNATIONAL).

 E-MAIL NEWSLETTER SENT TO

PARTNERS EVERY 2 WEEKS (VARIES BASED
ON THE AMOUNT OF COVERAGE EARNED DURING
THAT PERIOD).

IN THE NEWS

Dear Partners,

We are pleased to share this PR Coverage Report. This report highlights our
public relations efforts and spotlights various earned media coverages that
have been published globally during the past 2 weeks.

While you would never know it by looking at a thermometer, the summer
season officially ends in less than 3 weeks. The harvest season has begun in
parts of Sonoma County and the good news is media interest in our beautiful
destination is increasing at an exceptionally beautiful time of year.

The best way to highlight your business is to send news and information to
publicrelations@sonomacounty.com for inclusion in our pitches, media
handbook, and press announcements.

Are you planning to attend Sonoma County Tourism's Annual Meeting on
Tuesday, September 12 at 1:00 pm at Sonoma State University? If not, you
should! You can reqister here. We hope you'll join us for an afternoon of
information intended to elevate your brand and drive business.

As always, please let us know if you have any questions or how we can be of
service.

Enjoy the coverage below.

Biaai. Chris. and A.J.
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YOUR SONOMA COUNTY APP
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PARTNER COMMUNICATION
TOOLKIT

PAUSE & EFFECT — KEY PR MESSAGES
MAY 1 — OCTOBER 31, 2023
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