
Sonoma Valley Visitors Bureau
Online KGO Radio Campaign

Problem Identification / Strategy Formulation / Concept Stage

Execution and Project Management

Results and Learnings



Sonoma Valley Visitors Bureau was searching for a way to increase 
visitors to the Sonoma Valley during their off-season and to promote it as 
a destination for wine connoisseurs and tourism.  The Visitors Bureau was 
trying to take Sonoma Valley out of the shadow of the Napa Valley.

Problem Identification



1.  Talked to the Account Executive about the client (Sonoma Valley Visitors Bureau) and their 
expectations, their budget and scheduled a client meeting.

    a.  Client had $100K budget.
    b.  This was to be the Sonoma Valley Visitors Bureau’s first big campaign.

Strategy Formulation

 c.  The campaign would last 5 months, the length of their off-season, Dec. - May. 
 d.  The campaign needed to start in six weeks.



2.   Met with Sonoma Valley Visitors Bureau and asked them about past campaigns and success.

      a.  Client had done a little radio, but never a long campaign and the results were hard to measure.
      b.  Client was just getting ready to launch a new website.
      c.  Learned more about the Visitors Bureau and the makeup of those participating in the campaign. 
           
           i.  The makeup of the participants in the campaign included places of lodging and wineries.
          ii.  Each contributed about $7,500 to the campaign.

Strategy Formulation



    a. Client Micro-sites
    b. E-Newsletters
    c. On-Air Promos 
    d. Online games 
    e. Rotating and fixed position 
        ads within site. 
    f. Homepage presence

Concept Stage
1.  Presented the various marketing tools KGO had to offer.
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2.  The campaign had to not only raise awareness and increase tourism to the Sonoma Valley 
      but also promote the individual sponsors of the campaign.
3.  It was determined that the promotion called for a call of action that offered the potential of 
     winning prizes that would be provided by the client.
4.  For best results the entire campaign would be an integrated campaign that included both 
     on-air and online aspects.  
5.  A micro-site about the Sonoma Valley would be built and promoted at kgoradio.com that included:

    a.  Event Calendar
    b.  Winery Map (The Winery Map was a downloadable PDF
         that visitors could print up and take with them to the
         Sonoma Valley.)
    c.  Visitor’s guide
    d.  Audio message from “Dining Around” host Gene Burns.
    e.  Sonoma Valley information
    f.  An online game

Concept Stage



6.  The call of action would be fulfilled with an online daily game, allowing visitors the 
chance to come back every day for a chance to win prizes.

a.  Daily prizes would include, Sonoma Valley tote bags, ball caps, aprons and tickets to
     the Sonoma Valley Olive Festival.

b.  Bi-monthly grand prizes would include, weekend stays at the various participating 
     Sonoma Valley lodgings along with tours of participating wineries.

Concept Stage

9. On-air promos would promote Sonoma Valley Tourism and the daily game and rotating 
sponsored grand prizes.

10. Bi-monthly E-Newsletter would promote Sonoma Valley Tourism and the daily game and 
rotating sponsored grand prizes.



1.  Set a date with the Sonoma Valley Visitors Bureau’s for the start of the campaign, one that 
     coincided with their upcoming Olive Festival.
2.  Set timeline with Sonoma Valley Visitors Bureau’s graphic designer for web graphics to be received.
3.  Budgeted money for the development of the online Sonoma Game.
4.  Set a date for the completion of the online “Sonoma Spin to Win” game with the game developer.
5.  Established a date in which prizes from the Visitors Bureau needed to be received.
6.  Communicated weekly with all contributing partners on the status of deadlines.

Project Management



1.  Worked with the Sonoma Valley Visitors Bureau’s graphic 
     designer on the basic site design.
2.  Took the design elements from the graphic designer and 
     assembled the Sonoma Valley client  
     micro-site.
3.  Worked with the station’s third party web developer 
     (MediaSpan) to design the 
     “Sonoma Spin to Win” game.
4.  Designed and created web banners for the radio site to 
     promote the Sonoma Valley client micro-site.
5.  Wrote and had produced on-air promos.
6.  Wrote and assembled E-Newsletters that promoted 
     Sonoma Valley.

Execution

Click for site



1.  Micro-site received 10,000 views a month.
2.  Game had multiple winners a day.
3.  Ran out of prizes that had to be replenished.
4.  Sonoma Visitors Bureau reported an increase of 15 to 20% in attendance to the Olive Festival.

Results and Learnings



Sonoma Valley Visitors Bureau have continued
to renew their campaign with KGO for 5 straight 
years with only slight variations to the campaign.  

The new game, the “Match and Win” game gave  
more branding visibility to the campaign partners.   

Results and Learnings

Click for site
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