
 

Highway 1 Tourism Alliance (H1TA) 
Local Area Fund Application - TOURISM EVENTS 

Event Information (Emphasis will be placed on events that occur in the off-season, Oct-June) 

Event Title:  

Event Dates:  

Amount of Funding Requested:  Overall Budget:  

Organization Information 

Local Fund Area:  

Submitted by:  

Phone Number:  

Email Address:  

Organization Receiving Funds:  

Mailing Address:  

Contact Person:  

Event Description, including 
website: 

 
 

Event Details 

 Last Year Current Year (Projected) 

Total Revenue   

Total Expenditures   

# of Attendees   

% Out of Area Attendees   

# of Room Nights*   

Describe how event will 
support overnight stays: 

 
 
 

*please consider a vacation rental as 1 room/unit 

Room night calculation: Grant funding $_______/$200 (average ADR) = ________ (number of 
room nights that must be secured in order for event sponsorship to break even) 



 

As part of your application submission, please include financials (revenue and expenditures). 
Funds requested should not be used for overhead or maintenance.  

Keep in mind that a percentage of the requested event sponsorship funds need to be attributed 
to out-of-area marketing. A detailed marketing plan should be part of your application 
submission.  

Note if your organization has received funding in previous years, include the follow-up report as 
part of your application submission. If funded, a Follow-up Report will need to be submitted 60 
days following the conclusion of your event. 

Please acknowledge that the following will be provided by initialing each: 
 
 Visibility of lodging messaging: Accommodations/Places to Stay section on your 

website and Facebook page, with active links to lodging information on the local 
fund tourism site 

 Inclusion in promotions: Tourism logo needs to be listed as a sponsor / partner 
on promotional materials including website and social media. Printed materials 
must also include the logo, and we ask that the tourism brand be publicly 
recognized as a sponsor at the event (when applicable).  

 Database acquisition: A mechanism must be implemented to gather email 
addresses from attendees, with the agreement that these emails will be shared for 
inclusion in the local fund email database.  

 Tickets for promotional purposes: Ticketed events are requested to provide 4 
tickets to be used by the tourism board for promotional purposes. 

  
Program ad: If the event includes a program, ad space is required. 

 
If you did not initial the sponsorship criteria above, please provide an explanation of why this 
criterion is unable to be met:  
 
 
Before signing the statement below, please confirm that each of the following is included within 
your submission: 

 Completed & signed Application 

 Completed & signed W-9 

 Financials, including income and expenditures 

 Marketing Plan 

 Prior Year Follow-Up Report (if local monies have been provided in the past) 

 
Submitting 120 days prior to event date, and 14 business days prior to LFA board 
meeting 

 
 

 



APPLICANT'S STATEMENT I have reviewed the foregoing application submitted by 
________________________________________ proposing a contractual project to the Highway 1 
Tourism Alliance (H1TA). I understand that by signing the contract with the H1TA, that the 
organization will be responsible for any damage claims or other liabilities arising out of the 
performance of the contract. Additionally, the applicant understands that he/she is entering 
into a contract with the H1TA for a specific program/project and/or event and the H1TA is not 
making a charitable gift to the applicant. I have reviewed this application on behalf of the 
organization named herein-above. I am informed and believe that the applicant and/or 
organization can and will carry out the program/project and/or event as described. 

I declare under penalty of perjury that the foregoing is true and correct. Executed at, 

____________________, California, on this _________ day of _______________, 20_____. 

By (Signature):  

Print Name:  Title: 

Date: Greg Pacheco, CTB Chair:

 

Follow-up Report 

A final report must be received within 60 days of the conclusion of the event, and will be 
required if future funding is sought.  

The report must include the following:  
1. Overview: A brief synopsis of the event or project. Please include a statement

describing activities/services/programs and how it met the goal to increase overnight
stays.

2. Visitor Data: Include the number of participants overall, and the percentage of
out-of-area attendees. Please provide email addresses (Excel format) that will be
imported into the existing tourism database.

3. Brand Support: Provide proof of the tourism logo usage in promotional materials, and
how the “stay” message was integrated into the overall campaign.

4. Marketing: Please summarize the results of the marketing efforts by illustrating
engagement, click-throughs and web page views.

5. Financial Report: A financial statement that details how the funds were expended.

3/10/2026



Project Code: 1616900100 Event Type: Walk to Cure Arthritis/Other Walk Event

Event Date: 9/26/26 - 10/03/26 Jingle Bell Run/Other Run/Walk

Event Location: SF to LA Dinner/Gala/Specialty Party

Region: national office Lead Staff: Shannon Marang Cox Golf

Division/Location: 10000 X Other

Department: 0100

DIRECT EXPENSES:

INCOME (DDBC - Direct Donor Benefit Costs) INDIRECT EXPENSES:

Event Sponsorship: (minimum $ amounts based on MSA) 4361 Professional Fees - Entertainment: 7410 Data Processing (Sphere transaction fee)

New 1 @ $ 100,000 = 100,000 Entertainment 7430 IT Services

Returning 1 @ $ 50,000 = 50,000 Other (describe) 7500 Professional Fees & Contract Services 88,500

Paceline 2 @ $ 20,000 = 40,000 Other (describe) Cadence 125,000 7510 Professional fund-raising services

Variable Corp 4 @ $ 15,000 = 60,000 Total:  120,000 7550 Temporary help - contract

10 @ $ 5,000 = 50,000 4360 Professional Fees - Other: 8100 Supplies 15,000

     Total Locally Raised Sponsorships: 300,000 Photographer 8130 Telephone

Law Enforcement/Security 8131 Cellular Telephone

H.O. Event Sponsorship: (minimum $ amounts based on MSA) Timing/Race Results 8132 Internet Service

Level 1 @ $ = 0 Valet 8140 Postage & Shipping 1,500

Level 2 @ $ = 0 Production Company 8160 Printing, copying & artwork 3,500

     Total Home Office Raised Sponsorships: 0 Other (describe) 8180 Materials expense (Field should not budget)

Total:  0 8240 Equipment lease & rental

     Total Sponsorships: 300,000 4366 Supplies (for participants): 8255 Equipment maintenance

T-Shirts 8260 Storage Unit Rental

Registration or Ticket Fees: Bells 8310 Staff Travel 28,000

  Individuals: Race Numbers 8311 Business Meeting expense

returning riders Min 75 @ $ 3,300 = 247,500 Decorations 8320 Volunteer Travel

new riders Min 50 @ $ 3,500 = 175,000 Signage 8410 Meetings - Facilities and meeting space rental 2,000

riders above and beyond 75 @ $ 7,107 = 533,000 Apparel 19,500 8420 Meetings - Equipment rental

RYW 5 @ $ 1,000 = 5,000 Other (describe) 8430 Meetings - Catering - food and beverage

Registration or Ticket Fees: 200 @ $ 65 = 13,000 Total:  19,500 8440 Meeting - Registration fee

misc event revenue 1 @ $ 19,500 = 19,500 4375 Prizes/Awards: 8500 Miscellaneous expenses 500

     Total Individual Registrations: 993,000 Raffle Prize (if purchased) 8505 Exhibits

Corporate/Ortho Team Registrants Awards/Trophies/Medals 8531 Dues

1-5 Employees 6 @ $ 4,000 = 24,000 Fundraising Incentives 8532 Subscriptions 1,000

6-10 Employees 8 @ $ 3,500 = 28,000 Other (describe) 8540 Staff development

11-19 Employees 10 @ $ 3,000 = 30,000 Other (describe) 8550 Organization Dues and Membership

20+ Employees 2 @ $ 2,500 5,000

Ortho Paceline 2 @ $ 5,000 10,000

Total:  0 8570 Advertising expenses 60,000

     Total Corporate Team/Ortho Registration: 97,000 4388 Facilities Total Indirect Expenses: 200,000

Facility/Site Fee 195,000

Miscellaneous Permits

Lorenz Gift 1 @ $ 15,000 = 15,000 Green Fees SPEC PR 

Kyle Match Prospect 1 @ $ 5,000 = 5,000 Other (describe) Brochure/rack card print/distribution

     Total Misc: 20,000 Other (describe) Calendar listings

Total:  195,000 Cycling Events 

Revenue Enhancers: 4389 Food IHeartRadio

 Raffles: Food/Catering 75,000 Gran Fondo Guide blasts

  (describe) @ $ = 0 Liquor/Beverages Cycle California

  (describe) @ $ = 0 Other (describe) Digital Ads (Meta, LinkedIn)

  (describe) @ $ = 0 Other (describe)

     Total Raffles: 0 Total:  75,000 TOTAL Advertising 

 Auctions: 4395 DDBC - Other:

  Live @ $ = 0 Audio/Visual

  Silent @ $ = 0 Props/Decorations 2026 2017

     Total Auctions: 0 Sanitation Budget Projected 

 Games: Stage/Lighting Totals Actual

  (describe game) @ $ = 0 Tables/Chairs/Linens TOTAL SPECIAL EVENT GROSS INCOME: $1,410,000

  (describe game) @ $ = 0 Carts LESS DDBC EXPENSES: $409,500

  (describe game) @ $ = 0 Photo Processing ADJUSTED GROSS INCOME: $1,000,500 $0

     Total Games: 0 Sales/Use Tax on Auction DDBC EXPENSE RATIO*: 29.0% #DIV/0!

Sales/Use Tax on T-shirts/other INDIRECT EXPENSES: $200,000

Total Income - All Sources 1,410,000 Insurance (for event/participants)          TOTAL INCOME OVER/(UNDER) EXPENSES: $800,500 $0

Souvenir Program (Dinners/Galas only)

Participant travel-Airfare DDBC Expense Ratios:

Participant travel-Hotel *JBR event standard is for Direct Expenses to not exceed 15%

Participant travel-Ground transporation *WTCA event standard is for Direct Expenses to not exceed 10%.

Transportation *Marquee event (Golf, Dinner/Gala) best practices state that for the first year, 

Other (describe)      Direct Expenses should not exceed 30% and in following years, 

Other (describe)      Direct Expenses should not exceed 25%.

Other (describe)

Total:  0

Total DDBC Expenses: 409,500

California Coast Classic

BREAKDOWN OF PR MARCOMM AND ADVERTISING EXPENSES

133,600

25,000

500

500

5,000

1,000

500

3,500

97,600



Direct Response Marketing Contributions 8,708                      
Corporate contributions 9,381                      
Personal contributions 4,470                      
Foundations 2,600                      
Other direct contributions 201                          
Total contributions 25,360$                
Special events - gross income 17,216                   
Less direct donor benefit costs 3,741                      
Special events - adjusted gross 13,475$                
Total direct public support w/o bequests 38,835$                

Total indirect public support 425$                       

Government grants 211                          
Investment and royalty Income 6,750                      
Sales and services fees 1,764                      
Total Operating income w/o bequests 47,985$                

Bequests/planned giving revenue 19,750                   

Total Revenue 67,735$                

Salaries, Payroll taxes & Benefits 30,577                   
Professional fees 8,214                      
Supplies 317                          
Printing, publications, and artwork 468                          
Direct Response Marketing expenses 7,435                      
Postage, shipping, and delivery 200                          
Telephone 299                          
Occupancy 619                          
Staff & Volunteer Travel 1,213                      
Meeting and Conferences 2,055                      
Equipment lease and maintenance 416                          
Advertising 903                          
Depreciation and amortization 1,079                      
All other expenses 3,381                      
Total operating expenses 57,175$                

Research awards and grants 12,870                   

Total Income Over/(Under) Expenses (2,310)$                 

Operating Income
($000)

2026 Arthritis Foundation Agency Budget

Operating Expense



2026 
California 
Coast Classic

October 2025

Marketing & Communications Plan



Overview/Key Insight

After a successful 25th celebration, the 525-mile California Coast Classic Bike Tour has 

launched registration for 2026. The ride fully supported ride invites all experience levels, and 

various bicycle formats to ride the Pacific Coast Highway from San Francisco, to Los Angeles, 

with 7 stops along the way over 8 days. The event aims to register and ride 225 attendees, 

including veteran riders, new riders, Ride Your Way (virtual), and volunteers.

Boasting a 70%+ retention rate, promotion for this event prioritizes registering past participants 

and growing a pipeline of potential new riders, through up-selling ride your way participants 

or volunteers, providing educational material and information to new members of the 

community and engaging potential audiences through endemic channels.

As we continue to build momentum in the awareness of the event to new audiences, the 

Arthritis Foundation Cycling Experience umbrella allows us to package both coast’s events to 

our target audiences.



Reasons to Believe (or do the action we’re asking audience to do)

Participants of the California Coast Classic tout the tour as just tough enough,
meaningful, and one that they want to keep coming back for.

Testimonial
"This is an experience 

that provides not only a 
significant impact on 

the arthritis community 
but also creates lifelong 

bonds with riders and 
volunteers alike."

Testimonial
"I finished this event on such a 

high, I have never been so 
overcome by positive 

emotions. While the rides were 
challenging, they were not so 
difficult that it was not "fun". All 
the riders and volunteers were 
available to help on and off 
the course. If you are looking 

for a positive life changing 
experience look no further."

Testimonial
"This was my 5th CCC. 

When I first read about it 
in Bicycling Magazine as 
the 'Ride of a Lifetime', I 
would have to agree, 

although now I'm 
beginning to feel like a 
cat with multiple lives!"



Marketing Objectives

Awareness

Generate awareness and display how this event 

could be an experience of a lifetime.

Engagement & Early Commitment

Engage people in ways that nudge them 

to register early.

Retention Rates

Leverage marketing strategy and 

supporting tactics to improve 

retention rates.

Secondary Objective
Recapture a +70% retention rate among 
returning riders.

Due to the high intensity of the 
experience, riders will need adequate 
time for training prior to the event. 
Securing early engagement will ensure 
less riders drop out closer to the event.

Secondary Objectives
Messaging on how this 
experience is fully supported.

Awareness and re-engagement 
of new and past riders.

Messaging around Ride Your 
Way participation.

Primary Objective
226 registered riders, including veteran 
riders, new riders, Ride Your Way (virtual), 
and volunteers



Target Audiences

1. Past participants

2. New to AF (can be patient, caregiver, friend, sponsor/partner, or even through specific 
programs like Arthritis@Work). 

3. Cycling affinity



Marketing Strategy/Message
Messaging focuses on the experience first, the community, and 

the legacy of the California Coast Classic over 25+ years.

Supporting messaging should be included about the impact, general 

arthritis awareness generated by the tour on patient impact, and 

programming such as patient education, advocacy and scientific 

initiatives in longer format pieces (i.e. articles, press releases, web).

Value Proposition: Ride Without Limits
CTA Direction: CTA Direction: Overall, CTAs should be around registering, the challenge, 

and the impact individuals can have. The exact words used will vary by channel and 
sub-audience.



Key Print/ Social Assets



Marketing Deliverables
Video Content
• Promo Video 

•

Graphics

Print Materials (Customizable Templates)
• Flyer (8.5x11

• Endurance Postcard 

Web
• Landing Page Updates (no major wireframe changes)

• Social Press Kit – Staff & Volunteer Campaign

• Social Press Kit – Participant Toolkit 

• Homepage Slider, Generic & Custom

• Feature Content Module(s) 

• 2027 Save the Date Landing Page Update

Other
• QR Codes (For 2026 & 2027) 

• Photography

• 2026 Press Release and Distribution

• Segmented audience recommendations and development

• Honoree Articles (~4)

• Radio PSA Script & PSA Director’s Letter

• PR/Media Toolkit

• WTCA Sponsorship Deck for Prospects (Needed on-site)



Key Dates

JAN FEB

World JA 

Day

World JA 

Day

WTCA Event SeasonWTCA Event Season

JBR Event SeasonJBR Event Season

NOV DECMAY JUNMAR APR SEPJUL OCTAUG

JA Family 

Summit

JA Family 

Summit

JUL 17-19

MAR 18

CCCCCC

SEP 26 – OCT 3

World 

Arthritis 

Day

World 

Arthritis 

Day

OCT 12

Arthritis 

Awareness 

Month

Arthritis 

Awareness 

Month

Pain 

Awareness 

Month

Pain 

Awareness 

Month

JA 

Awarenes

s Month

JA 

Awarenes

s Month

Giving 

Tuesday

Giving 

Tuesday

Year EndYear End

DEC

Recognition 

Times

Signature Events

AF Initiatives

KEY

PathwaysPathways

MAR 27-28

Pride MonthPride Month

AAPI MonthAAPI Month

JA CampsJA Camps

Hispanic 

Heritage 

Month

Hispanic 

Heritage 

Month

SEP 15 – OCT -15

Veteran’s 

Day

Veteran’s 

Day

Open 

Enrollme

nt

Open 

Enrollme

nt

CHCCHC

MAY 14-17

Bike MonthBike Month



Arthritis.org

Continue building momentum and awareness around the California Coast Classic event, promoting 
the rider experience, community and registration among new and returning riders.

Examples DEC JAN '26 FEB MAR APR MAY JUN JUL AUG SEP OCT

Home Page
Slider

***General

CCC/CHC 

Combo 

Register

1/7-1/18 

***General 

CCC//CHC 

Combo 

Register

2/16-2/23

***General 

CCC//CHC 

Combo Register

4/14-4/30

**Personalized/

Register

8/1-8/15 (Calif)

News &
Stories

AF Cycling 

Experience 

Celebrates 

Milestones

1/20 – 1/30

Jenn 

McGinnis  

Story

5/15 – 5/30

Nancy Travis 

Story

6/1-6/15

Carlos Camara 

Story

8/1-8/15

AFCE 
Landing 
Page

Update CCC 

content and 

register info / 

and add 

cycling SPEC 

newsletter 

request

1/20

Add Gary Ho or 

Anna Droge 

Video Story 

(ICM)

4/15 

Top 5 (Performing) Related Pages: These pages will be identified within 2 weeks of the AFCE landing page update. All related pages will be updated at the same time and will 
have a featured content module (FCM) added to the page to bring awareness to the California Coast Classic.

State/Local 
Pages

3 Across Module

3/1-5/31

Jan Slider 

Went Live 

Early on 

12/9



Social Media: Platform(s)
Leverage social channels to spotlight our mission in action and demonstrate how participation 
directly supports the arthritis community.

(Examples) NOV DEC JAN '26 FEB MAR APR MAY JUNE JULY AUG SEPT OCT

Facebook Join us in 

2026

Training 

Tips

Register

Register Register Rest Stop 

Volunteers

Inspirational 

Statement

Meet the 

Riders Series

Inspirational 

Statement

Meet the 

Riders Series

Inspirational 

Statement

Meet the 

Riders 

Series

Planning 

Committee 

TY Carousel

Inspirationa

l Statement

Meet the 

Riders 

Series

Starting 

Line (26)

Postcards 

from the 

Coast

Postcards 

from the 

Coast

Finish Line 

(3)

FB State SPK in 

Local 

Plan

Join us in 

2026

SPK in 

Local Plan

SPK in 

Local Plan

SPK in Local 

Plan

SPK in Local 

Plan

SPK in Local 

Plan

SPK in 

Local Plan

SPK in Local 

Plan

SPK in Local 

Plan

SPK in Local 

Plan

Local 

Plan: 

Reminder 

to 

highlight 

riders 

from their 

local 

markets

Instagram Collab 

with AFCE

CHC vs. 

CCC (Erin 

video)

Training 

Tips for First 

Year Rider 

with 

Arthritis

Collab with 

AFCE

Collab with 

AFCE

Collab with 

AFCE

Meet the 

Riders Series

Collab with 

AFCE

Inspirational 

Statement

Meet the 

Riders Series

Collab with 

AFCE

Inspirational 

Statement

Meet the 

Riders 

Series

Collab with 

AFCE

Inspirationa

l Statement

Let's Do 

the Wave

Meet the 

Riders 

Series

Starting 

Line (26)

Postcards 

from the 

Coast

UGC in 

Stories

Postcards 

from the 

Coast

Finish Line 

(3)

UGC in 

Stories

Instagram Collabs with AFCE will focus on: 
- Rider stories
- Sponsors (if promised national post)
- Community partners such as tourism, 

cities



Social Media: Platform(s)

(Examples) NOV DEC JAN '26 FEB MAR APR MAY JUNE JULY AUG SEPT OCT

X Register Register Register Register Register Register Register Starting 

Line (26)

Finish Line 

(3)

LinkedIn Join us in 

2026

Meet the 

AFCE 

Team:

Shannon

Laurel

Meet the 

AFCE 

Team:

Erin 

Debbie

Rest Stop 

Volunteers

Planning 

Committee 

TY

Starting 

Line (26)

Finish Line 

(3)

TikTok CHC vs. 

CCC (Erin 

video)

Training 

Tips for First 

Year Rider 

with 

Arthritis 

Rest Stop 

Themes

Meet the 

Riders 

Series

Inspirationa

l Statement

Meet the 

Riders 

Series

Inspirationa

l Statement

Meet the 

Riders 

Series

Inspirationa

l Statement

Let's Do the 

Wave for 

CCC

Meet the 

Riders 

Series

Recaps 

throughout 

Ride

Leverage social channels to spotlight our mission in action and demonstrate how participation 
directly supports the arthritis community.



Email Marketing
Build excitement around the CCC and cycling as a participation sport to drive registration among past 

participants and new riders.

(Examples) JAN APR MAY JUNE

What’s Happening Enewsletter Announcement & Register 

CCC & CHC & virtual

1/6

(landing page with SPEC 

newsletter registration)

Arthritis Today Enewsletter Cycling or endurance-

related article

(add CCC, CHC, & virtual 

to landing page)

4/20

Triggered Email Engager email with training 

guide

1/8

Engager email with 

training guide

4/22

Other Volunteer Voice: 

AFCE Call for Volunteers 

(Video)



Community Engagement
Use coordinated internal updates and storytelling across owned channels while amplifying the event’s 

excitement through real-time engagement from potential celebrity riders and cycling influencers.

(Examples) NOV DEC JAN '26 FEB MAR APR MAY JUN JUL AUG SEP OCT

AF Insider 
Enewsletter

Crew 

application

s

Orthopedic 

Paceline

Registration Paceline

Registration 

Registrati

on

Mission 

Moment

National 

Bike Month

Mission 

Moment

Event Recap

Influencer 
Engagement

Influencer 

conversati

on

Finalize 

influencers

Schedules/co

ntracts 

finalized

Influencer content per contract/schedules

Celebrity 
Engagement

Celebrity 

Conversati

on

Send appeals 

for participation 

to selected 

celebrities

Check in 

with 

appeals

Send out 

appeals for 

startline/finis

hline 

participation

Other Talking Points 

for 

Celebrities/Influ

encers

Invitations 

for 

governor/m

ayors 

startline/finis

hline



Earned Media
Highlight the California Coast Classic as the premier charity cycling tour uniting adventure with 

impact—raising awareness and funds for arthritis research and patient resources.

(Examples) NOV DEC JAN '26 FEB MAR APR MAY JUN JUL AUG SEP OCT

Press 
Release

Draft nat’l 

PR

Post to 

.org
Sponsor 

round-up PR 

(tbd)

National 
Media 
Relations

Collect 

rider story 

leads, 

spokespeo

ple

Develop 

media 

pitch 

angles 

(RYW, 

cycling 

with 

arthritis, 

etc)

Nat’l 

media 

pitching

Nat’l Bike 

Month
Arrange, 

confirm 

media asset 

delivery 

during tour*

Draft tour 

market 

media 

alert(s)

Distribute 

media alerts

Provide 

media 

relations 

impact 

report

Talking 
Points

Draft/updat

e talking 

points

Distribute 

to 

spokespe

ople

Template 
Rider 
Release

Draft 

template 

release

Distribute 

template 

to 

markets 



Measuring Success
Primary Objective: Recruit & Retain

KPIs Reporting Cadence | Kickoff Date: November 2025

Total Registrations > DonorDrive Quarterly check-ins with final report after event

Registrations Attribution Source > Google Analytics Goals

Checkpoint 1: 39% of total registrations (Nov-Jan) **PEAK

Benchmark Checkpoint 2: 49% of total registrations (Feb-Apr)

289 total registered in 2025 Checkpoint 3: 60% of total registrations (Feb-Apr)

305 total registered in 2024 Checkpoint 4: <100% of total registrations (Full Campaign)

318 total registered in 2023 **Registrations surged again in early September

Applicable Media Channels

All owned and earned media channels California Coast Classic Campaign Report 2025

https://arthritisfoundation090.sharepoint.com/:p:/r/sites/a_marketingcommunications/_layouts/15/Doc.aspx?sourcedoc=%7BBE5D93AF-F086-4E24-8D4B-8EF69E1EBE25%7D&file=California%20Coast%20Classic%20Campaign%20%20Report%20-%202025.pptx&action=edit&mobileredirect=true&DefaultItemOpen=1&wdOrigin=MAIL.SHELL%2CAPPHOME-WEB.FILEBROWSER.RECENT&wdPreviousSession=4bd3deca-5461-4994-bb26-71600efc594e&wdPreviousSessionSrc=AppHomeWeb&ct=1762441261167


Measuring Success
Secondary Objective: Interest & Engagement

KPIs Benchmarks > 2025 Results

National Email CTR > SFMC CCC-dedicated Email 38% Open Rate

National Email Opt-out > SFMC .91% Unsubscribe Rate

Registrations from Email > SFMC/DonorDrive Site Traffic from Email 376 Sessions

Traffic Volume from Email > Google Analytics 152 Total Users

Email Types for Link Inclusion 5 Registrations

Triggered Email (April & May)

What's Happening (Feb)

Arthritis Today (May)

Volunteer Voices (June)



Measuring Success
Secondary Objective: Interest & Engagement

KPIs Benchmarks > 2025 Results

Organic social Impressions > Sprout Social X/Twiiter / 3 posts 1094 impressions

Organic social Engagement Rate > SFMC 2.7% engagement rate

Registrations from Organic Social > Google Analytics National Facebook 32750 impressions

Traffic Volume from Organic Social > Google Analytics / 8 posts 3.8% engagement rate

Applicable Channels to track in 2026 TiklTok / 1 post 731 impressions

National & State Facebook .5% engagement rate

X/Twitter Instagram / 12 posts 38022 impressions

Instagram 2.8% engagement rate

TikTok LinkedIn / 10 posts 10296 impressions

LinkedIn 8.5% engagement rate





2026 California Coast Classic Bike Tour 
SPEC PR AGENCY PLAN

Created by SPEC PR
January 2026



Strategic Activations - 2026

Marketing and PR Plans for California Coast Classic

● Paid Advertising Campaigns

● Email Marketing Campaigns

● Social Media Campaigns

● PR & Media Relations

● Promotional Videos

● Press Releases 

● Travel Planner – special activation for Cycle Central Coast/Visit Cambria



CCC26 Paid Advertising Campaigns 

Summary

Primary Campaigns
Meta - Conversion

Meta - Lead Generation

Ancillary Campaigns IHeartRadio, Gran Fondo Guide, 

LinkedIn

Cycle California!



161.5k

Lead Gen Campaign Impressions *

❏ Reach: 60.4k

❏ Link Clicks: 4,553

❏ Video views: 126.3k

❏ Emails Captured: 316

❏ Cost Per Lead: $7.91

Lead Gen Campaign Sept 2025 – Jan 2026 (ongoing)



CCC 26 Paid Advertising Overview

Produce a series of bike-endemic advertising campaigns to create awareness and 

drive registration for the California Coast Classic. 

Continue our additional series of ads to drive registration 

for CCC26 and lead generation for AFCE. 

Advertising channels:

● Meta (included in this report) 
● LinkedIn *

● IHeartRadio

● Gran Fondo Guide *

● Cycle California! *



CCC Email Marketing

AFCE Monthly Newsletter Communications

& On-Tour Newsletter Performance

Lapsed Rider Appeals

Lead Generation Campaign



Summary: CCC communications, and 
newsletter average open rate is an exceptional 
58%.

12 monthly AFCE newsletters*, 3 Gearing Up To 
Ride pre-tour newsletters, 9 CCC on-tour
newsletters, and Lapsed Rider communications.

CCC  Newsletter Stats:
Avg Audience Size: 1,716
Avg Open Rate: 58%

AFCE and CCC Newsletter Marketing



AFCE and CCC Newsletter Marketing, continued

Campaign Details and Insights:

● AFCE Newsletters continue to produce exceptional open rates. As of 10/2025, 

the standard open rate for medical nonprofits is 36%; the AFCE open rate has a 

multi-year average open rate of 58%.

● Click rates of 6% are above average and the unsubscribe rate of 0.096% is 

also remarkably low.

● The engaged newsletter audience is comprised primarily of Returining CCC 

Riders located in the state of California.

● Riders, Mission Ambassadors, and volunteers consistently utilize newsletter 

content in their social media and donor communications.

● The majority of our emails, 91.3% on average, are opened on desktop versus 

mobile devices.



Summary: Planned 3 unique communications to 
Lapsed CCC Riders, defined as past participants not 
yet registered for 2026. 

Lapsed Rider Email Stats:
Total Sent: 3,636
Total Opened: 1,856
Open Rate: 51%
Avg Audience Size: 1,212

CCC  Lapsed Rider Appeals



Summary: distribute a welcome message to new 

subscribers from the Meta lead generation 

campaign and follow up with an invite for an info 

session to learn more. This outreach is ongoing, but 

preliminary engagement numbers are strong:

Lead Gen Email Stats:

Total Sent: 303

Total Opened: 184

Open Rate: 61%

Unsubscribed: 6

AFCE Lead Generation Emails



CCC Owned Social Media  

Channel Management Overview

LinkedIn Page

Collaboration Posts

CCC On-Tour Content

CCC Boosted Posts



AFCE & CCC  Owned Social Media Overview

Summary: Arthritis Foundation Cycling on Facebook and 

Instagram goal of posting 2.5 times per week on average, 

and multiple times per day while on tour. 

We also monitor, engage, and collaborate on posts with 

the Arthritis Foundation, AFCE Riders, Partners, Mission and 

Celebrity Ambassadors. Additionally, SPEC produces “AF 

Staff” content for the Arthritis Foundation Cycling 

Facebook Group 2.5 times per week on average.



AFCE Owned Social Media Overview, cont.
The AFCE Facebook Page audience is 59% male, and 41% female, whereas

The AFCE Instagram audience is 55% female and 45% male. Following expected 
trends, the AFCE Facebook audience trends older.



AFCE LinkedIn Page Stats, September 2025



CCC On-Tour Boosted Post Campaign

Summary: We will boost selected posts 
to significantly increase reach and 
clicks to AFCE, CCC26 websites.

Boosted Posts Stats:
● Total Budget: $468.11
● # Boosted Posts: 9
● Total Views: 147,295
● Total Reach: 93,542
● Total Link Clicks: 569
● Boost Goal:

○ Reach goal = Higher reach
○ Link click goal = More clicks

Budget $34.93 $34.75 $59.91 $59.83 $79.94 $119.24 $19.87 $19.92 $39.72

Link Clicks 0 48 0 0 0 0 106 162 253



CCC PR & Media Relations

Outreach

Media Attendees

On-Tour Collaboration with Mower PR



Summary: We will pitch  endemic bike industry media, 

identified journalists to attend CCC , and collaborate  with 

Mower PR to drive media coverage of the bike tour and 

Arthritis Foundation Cycling, including:

● 4 planned Press Releases (approx. 1 per quarter) for 

2026

● Media Alerts for all 9 days/locations for the California 

Tour (reaching from San Francisco to Los Angeles

● Additional Media outreach tbd

CCC25 PR & Media Relations



● We will again proudly include lhe

Cycle Central Coast and Visit Cambria 

logos on our Official 2026 CCC Travel 

Planner Document 

● Screen shot of page 12 (right) and link

to 2025 CCC Travel Planner included 

for reference

● This widely-used document is published 

in 20+ email communications to our 

database and linked on our Rider 

Resources Hub

EXCLUSIVE CCC Travel Planner Placement

https://docs.google.com/document/d/1fEv2bqHvPtJIBVnV9ZmELnlQpC6fXQ_18E-8xKuKk1U/edit?usp=drive_link


Appendix + References

CCC  Registration & Attrition Data

CCC25 Meta Advertising Campaign Detail

Newsletter Performance Detail

Owned Social Media Detail

Previously Reported CHC Paid Advertising Detail



Appendix: Registration Data for CCC25

Total Registrations: 351

Total Riders On-Tour: 228

Total Dropped Participants: 62



Appendix: Attrition Data for CCC25
Total Registrations: 351 Total Riders On-Tour: 228

Total Dropped Participants: 62

Dropped Veteran Rider: 33

Dropped New Rider: 24

Dropped Volunteer: 5



Appendix: Registration Data for CCC25

Not Shown Above: 
● 3 Promo Codes (BIKEMONTH, MOVEMENT25, SWEETHEART) with only 1 

redemption each.
● Promo Codes with 0 redemptions. 

Note: This chart does not include 62 registrations of people 

who dropped after registering.



Appendix: CCC25 Social Media Ads by Phase



Appendix: Lead Generation Campaign Detail



Appendix: Newsletter Audience Insights



Appendix: Email Marketing Detail



Appendix: Newsletter Opt-in Subscribers 

AFCE Newsletter sign-ups increased organically: 

● in geographic areas where ads ran

● during advertising timeframes

● in states where CCC Founders Committee 

members reside



Appendix: AFCE Year-to-Date Facebook Overview



Appendix: AFCE Facebook - On-Tour Page Stats



Appendix: AFCE Year-to-Date Instagram Overview
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Group Rooms and Event

Deposits & Cancellation:

Payment:



Payment Schedule and Guarantees:

Food and Beverage Minimums and Menu Policy:

Facility Location Hotel Discretion:



Event Timeline, Rentals, and Arrangement:

Smoking:



Naturally Occurring Elements:

Child Supervision:

Security:

Food and Beverage Exclusivity:

Photography:

Nursery Weddings & Events:

Parking:

Bathroom Rental:



e Third Party Vendors:

Indemnification, Liability and Damages:



Group Room Blocks:

Rates:

Cut Off Date:

Federal, State, and Local Laws, Restrictio

Pandemic

Food and Beverage Purchases and Consumption









Form W•9 
(Rev. March 2024) 

Department of the Treasury 
Internal Revenue Service 

Request for Taxpayer 
Identification Number and Certification 

Go to www.irs.gov/FormW9 for instructions and the latest information. 

Before you begin. For guidance related to the purpose of Form W-9, see Purpose of Form, below. 

Give form to the 

requester. Do not 

send to the IRS. 

1 Name of entity/individual. An entry Is required. (For a sole proprietor or disregarded entity, enter the owner's name on line 1, and enter the business/disregarded 
entity's name on line 2.) 

Arthritis Foundation Inc. 
2 Business name/disregarded entity name, if different from above. 

(') 
Ql 

3a Check the appropriate box for federal tax classification of the entity/individual whose name is entered on line 1. Check 4 Exemptions (codes apply only to 
Ol only one of the following seven boxes. certain entities, not individuals; 

0 Individual/sole proprietor 0 C corporation D S corporation 0 Partnership 0 Trust/estate 
see instructions on page 3): 

. ., 0 LLC. Enter the tax classification (C = C corporation, S = S corporation, P = Partnership) Exempt payee code (if any) 
Ql C: 

i� Note: Check the "LLC" box above and, in the entry space, enter the appropriate code (C, S, or P) for the tax 

... I.) classification of the LLC, unless i1 is a disregarded entity. A disregarded entity should instead check the appropriate Exemption from Foreign Account Tax 
0 2 box for the tax classification of its owner. Compliance Act (FATCA) reporting 

C 't; 0 Other (see instructions) 501 (c)(3) code (if any) ·c.S 
a. ,I:! 3b If on line 3a you checked "Partnership" or "Trust/estate," or checked "LLC" and entered "P" as its tax classification, :t: 

(Applies to accounts maintained I.) and you are providing this form to a partnership, trust, or estate in which you have an ownership interest, check 

I this box if you have any foreign partners, owners, or beneficiaries. See instructions . . . . . . . . . 0 outside the United States.) 

Ql 5 Address (number, street, and apt. or suite no.). See instructions. Requester's name and address (optional) Ql 

1355 Peachtree St. NE, Suite 600 
6 City, state, and ZIP code 

Atlanta, GA 30309 
7 List account number(s) here (optional) 

-�· •• Taxpayer Identification Number (TIN) 
I Social security number 

backup withholding. For individuals, this is generally your social security number (SSN). However, for a 
resident alien, sole proprietor, or disregarded entity, see the instructions for Part I, later. For other 
entities, it is your employer identification number (EIN). If you do not have a number, see How to get a
TIN, later. 

[[D-DJ-1 I I I I 
or 
[ Employer Identification number 

Note: If the account is in more than one name, see the instructions for line 1. See also What Name and 
Number To Give the Requester for guidelines on whose number to enter. 5181-111314 6 I 7 I 9 

Certification 
Under penalties of perjury, I certify that: 
1. The number shown on this form is my correct taxpayer identification number (or I am waiting for a number to be issued to me); and
2. I am not subject to backup withholding because (a) I am exempt from backup withholding, or (b) I have not been notified by the Internal Revenue

Service (IRS) that I am subject to backup withholding as a result of a failure to report all interest or dividends, or (c) the IRS has notified me that I am 
no longer subject to backup withholding; and 

3. I am a U.S. citizen or other U.S. person (defined below); and 
4. The FATCA code(s) entered on this form (if any) indicating that I am exempt from FATCA reporting is correct.
Certification instructions. You must cross out item 2 above if you have been notified by the IRS that you are currently subject to backup withholding 
because you have failed to report all interest and dividends on your tax return. For real estate transactions, item 2 does not apply. For mortgage interest paid, 
acquisition or abandonment of secured property, cancellation of debt, contributions to an individual retirement arrangement (IRA), and, generally, payments 
other than interest and dividends, you are not required to sign the certification, but you must provide your correct TIN. See the instructions for Part 11, later. 

Sign Signature of 
Here U.S. person \. '-7\H Li\(} ._u," r YI ( I fl-- Date 

General Instructions 

Section references are to the Internal Revenue Code unless otherwise 
noted. 
Future developments. For the latest information about developments 
related to Form W-9 and its instructions, such as legislation enacted 
after they were published, go to www.irs.gov/FormW9.

What's New 
Line 3a has been modified to clarify how a disregarded entity completes 
this line. An LLC that is a disregarded entity should check the 
appropriate box for the tax classification of its owner. Otherwise, it 
should check the "LLC" box and enter its appropriate tax classification. 

Cat. No. 10231X 

New line 3b has been added fb this form. A flow-through entity is 
required to complete this line to indicate that it has direct or indirect 
foreign partners, owners, or beneficiaries when it provides the Form W-9 
to another flow-through entity in which it has an ownership interest. This 
change is intended to provide a flow-through entity with information 
regarding the status of its indirect foreign partners, owners, or 
beneficiaries, so-that it can satisfy any applicable reporting 
requirements. For example, a partnership that has any indirect foreign 
partners may be required to complete Schedules K-2 and K-3. See the 
Partnership Instructions for Schedules K-2 and K-3 (Form 1065). 

Purpose of Form 
An individual or entity (Form W-9 requester) who is required to file an 
information return with the IRS is giving you this form because they 

Form W-9 (Rev. 3-2024) 



Group Guest List

Cambria Pines Lodge
2905 Burton Drive

Cambria CA 93428 US
PROPERTY: CPL - Cambria Pines Lodge
USER: JSCHMIDT

CURRENCY: USD
DATE PRINTED: 08/25/2025 09:34

Group Name Group Confirmation Status Start Date Last Night Of Stay
The Arthritis Foundation, Inc. 2107474 Definite 09/08/2025 09/09/2025

Guest Name Arrival Confirmation VIP Guests Share Guarantee Rate Plan Room Type
Alternate Guest Name Departure Status Rate Room
Adamic, James 09/09/2025 58226804-1 2/0 Group Guarantee GROUP QQPF

09/10/2025 Reserved $203.15

Anglin, Brian 09/09/2025 26614047-1 2/0 Credit Card GROUP QQPFA

09/10/2025 Reserved $203.15

Belisle, Peter 09/09/2025 39114586-1 2/0 Credit Card GROUP KLS

09/10/2025 Reserved $220.15

Berg, Meaghan 09/09/2025 57859086-1 1/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $220.15

Blair, Christopher 09/09/2025 85074277-1 2/0 Credit Card GROUP QQJS

09/10/2025 Reserved $194.65

Bly, Nathaniel 09/09/2025 24916480-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Bode, Jeffery 09/09/2025 69913042-1 1/0 Credit Card GROUP KJS

09/10/2025 Reserved $194.65

Bombardier, Michelle 09/09/2025 61126746-1 2/0 Group Guarantee GROUP QQV

09/10/2025 Reserved $169.15

Bowen, Tom 09/09/2025 10901616-1 1/0 Credit Card GROUP KJS

09/10/2025 Reserved $194.65

Bronstein, John 09/09/2025 28086706-1 2/0 Credit Card GROUP QQJS

09/10/2025 Reserved $194.65

Bronstein, John 09/09/2025 85780756-1 2/0 Credit Card GROUP QQJS

09/10/2025 Reserved $194.65

Brownell, David 09/09/2025 19039381-1 1/0 Group Guarantee GROUP QQPF

09/10/2025 Reserved $203.15

Camara, Carlos 09/09/2025 63469007-1 2/0 Credit Card GROUP KLS

09/10/2025 Reserved $220.15

Cheatam, Charlie 09/09/2025 85945483-1 2/0 Group Guarantee GROUP QQPF

09/10/2025 Reserved $203.15

Cichowski, Elizabeth 09/09/2025 50815221-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

08/25/2025 09:34 Moonstone Hotels Page: 1 of 6



Group Name Group Confirmation Status Start Date Last Night Of Stay
The Arthritis Foundation, Inc. 2107474 Definite 09/08/2025 09/09/2025

Guest Name Arrival Confirmation VIP Guests Share Guarantee Rate Plan Room Type
Alternate Guest Name Departure Status Rate Room
Clepper, Fran 09/09/2025 68525846-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Connolly, John 09/09/2025 54187216-1 1/0 Credit Card GROUP QQD

09/10/2025 Reserved $186.15

Contreras, Chad 09/09/2025 93376186-1 2/0 Group Guarantee GROUP QQPF

09/10/2025 Reserved $203.15

Cox, Shannon Marang 09/09/2025 20339578-1 1/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $220.15

Crosby, Daniel 09/09/2025 24059616-1 1/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Crosby, Laurel 09/09/2025 17225522-1 1/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $220.15

Downes, Dennis 09/09/2025 49443659-1 1/0 Credit Card GROUP QQPF

09/10/2025 Reserved $203.15

Edgar, Dawn 09/09/2025 43823641-1 3/0 Credit Card GROUP QQJS

09/10/2025 Reserved $214.65

Ehling, Dennis 09/09/2025 10103771-1 2/0 Credit Card GROUP KJS

09/10/2025 Reserved $194.65

Engfelt, Derek 09/09/2025 73051636-1 2/0 Credit Card GROUP QQJS

09/10/2025 Reserved $194.65

Fields, Ed 09/09/2025 63300773-1 2/0 Credit Card GROUP QQJS

09/10/2025 Reserved $194.65

Figari, Robert 09/09/2025 36677376-1 2/0 Credit Card GROUP QQD

09/10/2025 Reserved $186.15

Fitzpatrick, Cherie 09/09/2025 69744804-1 2/0 Credit Card GROUP KLS

09/10/2025 Reserved $220.15 611

Frank, Ben 09/09/2025 66298656-1 2/0 Credit Card GROUP QQPD

09/10/2025 Reserved $194.65

Freeman, Ben 09/09/2025 82448476-1 1/0 Credit Card GROUP KFC

09/10/2025 Reserved $169.15

Freeman, Samuel 09/09/2025 15292900-1 1/0 Credit Card GROUP KFC

09/10/2025 Reserved $169.15

Froelich, Brittney 09/09/2025 33182673-1 2/0 Group Guarantee GROUP QQPF

09/10/2025 Reserved $203.15

Garwood, Blaine 09/09/2025 21163989-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Gerli, Kevin 09/09/2025 62917540-1 2/0 Credit Card GROUP QQJS

09/10/2025 Reserved $194.65
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Group Name Group Confirmation Status Start Date Last Night Of Stay
The Arthritis Foundation, Inc. 2107474 Definite 09/08/2025 09/09/2025

Guest Name Arrival Confirmation VIP Guests Share Guarantee Rate Plan Room Type
Alternate Guest Name Departure Status Rate Room
Gibson, Kathy 09/09/2025 91460711-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Gillen, Lexi 09/09/2025 44280905-1 2/0 Group Guarantee GROUP QQPF

09/10/2025 Reserved $203.15

Glanville, Julie & Shawn 09/09/2025 63298096-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Goldstein, Charles 09/09/2025 80994493-1 1/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Gomez, Stephanie 09/09/2025 51530656-1 2/0 Group Guarantee GROUP QQPF

09/10/2025 Reserved $203.15

Gonser, Mary 09/09/2025 42962011-1 2/0 Credit Card GROUP KFV

09/10/2025 Reserved $169.15

Gries, Cathy 09/09/2025 37519345-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Halseth, Erika 09/09/2025 86387615-1 1/0 Credit Card GROUP QQPF

09/10/2025 Reserved $203.15

Harrel, Kelly 09/09/2025 98840030-1 1/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Herold, Geri 09/09/2025 92657706-1 2/0 Group Guarantee GROUP KFC

09/10/2025 Reserved $169.15

Herrera, Stew 09/09/2025 71921680-1 2/0 Credit Card GROUP QQJS

09/10/2025 Reserved $194.65

Holmes, Van 09/09/2025 90961161-1 1/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $220.15

Ingerman, Alex 09/09/2025 86256047-1 1/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Jourley, Merry 09/09/2025 93940892-1 1/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Kalb, Jim 09/09/2025 64340693-1 2/0 Credit Card GROUP KLS

09/10/2025 Reserved $203.15

Kelly, Julie 09/09/2025 54813301-1 1/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $220.15

Kennedy, Phillip 09/09/2025 44882723-1 2/0 Credit Card GROUP QQPF

09/10/2025 Reserved $203.15

Lambie, Jamaica 09/09/2025 87847155-1 1/0 Group Guarantee GROUP QQPF

09/10/2025 Reserved $203.15

Lee, Ronald Dana 09/09/2025 61389376-1 2/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $220.15
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Group Name Group Confirmation Status Start Date Last Night Of Stay
The Arthritis Foundation, Inc. 2107474 Definite 09/08/2025 09/09/2025

Guest Name Arrival Confirmation VIP Guests Share Guarantee Rate Plan Room Type
Alternate Guest Name Departure Status Rate Room
Lo, Jeff 09/09/2025 75135181-1 1/0 Credit Card GROUP KLS

09/10/2025 Reserved $220.15

Lomsdalen, Douglas 09/09/2025 35087329-1 1/0 Credit Card GROUP QQPD

09/10/2025 Reserved $194.65

Lucas, Christopher 09/09/2025 21935195-1 1/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Lucas, Jonathan 09/09/2025 99754413-1 1/0 Credit Card GROUP KJS

09/10/2025 Reserved $194.65

Mallett, Riley 09/09/2025 57809521-1 2/0 Group Guarantee GROUP QQPF

09/10/2025 Reserved $203.15

Mathias, Michael & Meagan 09/09/2025 65143726-1 2/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $220.15

McCloskey, LIndsey 09/09/2025 77494671-1 2/0 Credit Card GROUP QQD

09/10/2025 Reserved $186.15

McGinnis, Jennifer & Ashley 09/09/2025 87460093-1 2/0 Credit Card GROUP KLS

09/10/2025 Reserved $220.15

McIntyre, Wayne 09/09/2025 91015835-1 2/0 Credit Card GROUP KLS

09/10/2025 Reserved $220.15

Miller, Morgan 09/09/2025 93014702-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Missailidis, Robin 09/09/2025 15944096-1 2/0 Credit Card GROUP KLS

09/10/2025 Reserved $220.15

Morris, Shinju 09/09/2025 14978635-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Mullen, Thomas 09/09/2025 64690875-1 1/0 Credit Card GROUP KFV

09/10/2025 Reserved $169.15

Murnan, William 09/09/2025 84561594-1 1/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $220.15

Norton, Mary 09/09/2025 34871335-1 2/0 Credit Card GROUP KLS

09/10/2025 Reserved $220.15

Pain, Elizabeth 09/09/2025 60819293-1 2/0 Credit Card GROUP KDS

09/10/2025 Reserved $262.65

Pandit, Adarsh 09/09/2025 87328635-1 1/0 Credit Card GROUP QQPF

09/10/2025 Reserved $203.15

Patin, David 09/09/2025 21589145-1 1/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Pendley, Robert 09/09/2025 48506149-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15
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Group Name Group Confirmation Status Start Date Last Night Of Stay
The Arthritis Foundation, Inc. 2107474 Definite 09/08/2025 09/09/2025

Guest Name Arrival Confirmation VIP Guests Share Guarantee Rate Plan Room Type
Alternate Guest Name Departure Status Rate Room
Price, Jack 09/09/2025 83558793-1 2/0 Credit Card GROUP KLS

09/10/2025 Reserved $220.15

Pumo, Richard 09/09/2025 85727829-1 1/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Rasmus, Kari 09/09/2025 25305748-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Reyes, Richard 09/09/2025 67488463-1 2/0 Credit Card GROUP KLS

09/10/2025 Reserved $220.15

Rivas, Kyle 09/09/2025 51070490-1 1/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $220.15

Robertson, Amy 09/09/2025 12751898-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Rock, Steve 09/08/2025 11289799-1 1/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $184.00

Rogers, Amy 09/09/2025 44228279-1 1/0 Credit Card GROUP QQD

09/10/2025 Reserved $186.15

Rogers, Richard 09/09/2025 81853875-1 2/0 Credit Card GROUP KLS

09/10/2025 Reserved $220.15

Rosoff, Marc 09/09/2025 17208946-1 1/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Rubin, Adrienne 09/09/2025 24711253-1 1/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $220.15

Rubin, Ronald 09/09/2025 40571896-1 1/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Santiago, Robert 09/09/2025 77808281-1 1/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Scanlan, Daniel 09/09/2025 83521069-1 2/0 Credit Card GROUP QQD

09/10/2025 Reserved $186.15

Severson, Kurt 09/09/2025 20047152-1 1/0 Credit Card GROUP KLS

09/10/2025 Reserved $220.15

Showler, Stephen 09/09/2025 28192386-1 1/0 Credit Card GROUP QQD

09/10/2025 Reserved $186.15

Showler, Stephen 09/09/2025 93683047-1 1/0 Credit Card GROUP QQD

09/10/2025 Reserved $186.15

Starck, Erin & Ted 09/09/2025 36429622-1 2/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $220.15

Stephens, David 09/09/2025 92317633-1 2/0 Group Guarantee GROUP QQPF

09/10/2025 Reserved $203.15
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Group Name Group Confirmation Status Start Date Last Night Of Stay
The Arthritis Foundation, Inc. 2107474 Definite 09/08/2025 09/09/2025

Guest Name Arrival Confirmation VIP Guests Share Guarantee Rate Plan Room Type
Alternate Guest Name Departure Status Rate Room
Stolshek, Bradley 09/09/2025 13680921-1 1/0 Credit Card GROUP QQJS

09/10/2025 Reserved $194.65

Stone, Suzy 09/09/2025 32253404-1 2/0 Credit Card GROUP QQJS

09/10/2025 Reserved $194.65

Taylor, Steven 09/09/2025 56667498-1 2/0 Group Guarantee GROUP KDS

09/10/2025 Reserved $262.65

Turner, Ken 09/09/2025 66755406-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Vanoudenhaegen, Lucas 09/09/2025 89023104-1 1/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $220.15

Voet, Roger 09/09/2025 61390494-1 2/0 Credit Card GROUP KFV

09/10/2025 Reserved $169.15

Wassman, Chris 09/09/2025 86771966-1 2/0 Credit Card GROUP QQV

09/10/2025 Reserved $169.15

Weiss, Charles 09/09/2025 26683865-1 2/0 Credit Card GROUP QQPF

09/10/2025 Reserved $203.15

Whelan, Carolyn 09/09/2025 37405006-1 1/0 Credit Card GROUP QQD

09/10/2025 Reserved $186.15

Whitley, Kenneth Drew 09/09/2025 33150447-1 2/0 Group Guarantee GROUP QQPF

09/10/2025 Reserved $203.15

Wright, Dave 09/09/2025 52170016-1 1/0 Credit Card GROUP KFV

09/10/2025 Reserved $169.15

Zager, Melissa 09/09/2025 76614192-1 1/0 Group Guarantee GROUP KLS

09/10/2025 Reserved $220.15

Zamel, Jim 09/09/2025 44958557-1 2/0 Credit Card GROUP QQJS

09/10/2025 Reserved $194.65

Total Reservations 104 Total Room Nights 105 No. of Guests 166/0 Total Rate $20,269.95
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2025 PARTNER COMPLETION REPORT 



2025 California Coast Classic Tour Engagement

● 228 riders

● 525 miles over 8 days

● 9 mission ambassadors  

● 46 volunteers

● 15 Ride Your Way participants

● $1,464,328 raised to support our vision of 

a world where all people with arthritis live 

life without limits 



Thank You, Cycle Central Coast

and Visit Cambria!

"This arduous journey is made with the power of 

sponsors and volunteers who are so kind and 

dedicated. It really makes for a community 

working towards a common goal. It was a gift to 

witness how much kindness and commitment is 

ever present. The ongoing dedication makes for 

lighter days as we pedal down the coast. It is 

truly amazing, fun and remarkable. I have been 

back only one day from the ride, and I miss the 

experience already. See you next year!"

- California Coast Classic on-tour rider, 2025



Total Potential Earned Media Reach

48.2M
❏ TV: 91,905 (79.17% Reporting)

❏ Web: 11,957,590  (79.17% Reporting)

Total Earned Media Ad Equivalency

$666K
❏ TV: $11,804.31 (79.17% Reporting)

❏ Web: $110,637.91 (79.17% Reporting)

Total Media Placement

14
❏ TV Broadcasts: 38

❏ Web Articles: 89

PR, Communications & Social Media KPIs



Mission: Why We Ride

The Arthritis Foundation is boldly

pursuing a cure for America's #1

cause of disability, while

championing the fight against

arthritis with life-changing

resources, science, advocacy

and community connections.

2025 California Coast Classic 
Mission Ambassadors

Nancy Travis, actress, advocate, CCC 
rider, and daughter whose mother had 
severe rheumatoid arthritis.

Celebrity Mission Ambassador



California Coast Classic 

Mission Ambassadors



Participant Demographics

57% men, 43% women

32% of sign-ups live with a form of arthritis
44% have annual household incomes greater than $200,000
95% have college/graduate school degrees

Interest in cycling, outdoor adventure, endurance events & traveling
CCC drew registrations from 22 states and England

Gender

Men Women

Household income:

Age

18–27 28-44 45-59 60-77+



Participant Feedback

• 100% 'very satisfied' or 'satisfied'
• Majority of participants found ease in 

registration and fundraising, and 
supported pre-tour and on-tour with 
communications and tools 

• Majority of participants plan to ride again

Participant satisfaction

Very Satisfied Satisfied

"This ride has been a life changer for me. This event gives me a big goal to train 

for in the summer, and all of that training has made me a healthier and better 
person. Then the ride itself is beautiful, and the people feel like family."

- California Coast Classic on-tour rider, 2025



Activations



Registration



Start Line



On Tour



On Tour



On Tour



On Tour



Finish Line



Printed Collateral



Digital Collateral - Newsletter



Website and Newsletters



Media Relations



Highlights



35,812,144 UVM

51,011,948 UVM

53,377,318 UVM

Organic earned media
placements

Wire press release: Arthritis
Foundation Celebrates 25 Years of
the California Coast Classic

Organic 

placement

Arthritis Foundation 

Celebrates 25 Years 
of the California 

Arthritis 

Foundation 
Cycling 

Audience reach is the sum of unique devices visiting the reporting publications’ 

domain in a month + broadcast viewership. 

AUDIENCE REACH



Regional Media List: AFCE/CCC National Media List: AFCE/CHC/CCC
6AM City, SDtoday
Arizona PBS
Associated Press
Border Report, KSWB-TV (San Diego, CA)
CalMatters
CalMatters, Freelance
Chilkat Valley News
Coronado Eagle & Journal, Coronado Magazine, 
Imperial Beach Eagle & Times
County News Center
Del Mar Times, Encinitas Advocate, The San Diego 
Union-Tribune
East Valley Tribune
Giving Back Magazine
Gizmodo, Paleofuture
Imperial Valley Press
Investor Place, TipRanks
KATY-FM (Temecula, CA), Temecula Valley News
KCBX-FM (San Luis Obispo, CA)
KCPR-FM (San Luis Obispo, CA)
KEYT-TV (Santa Barbara, CA)
KFMB-TV (San Diego, CA)
KGB-AM (San Diego, CA)
KGTV-TV (San Diego, CA)
KJZZ-FM (Phoenix, AZ)
KKAL-FM (San Luis Obispo, CA)
KKFX-TV (San Luis Obispo, CA)
KLSD-AM (San Diego, CA)
KNSD-TV (San Diego, CA)
KNXV-TV (Phoenix, AZ)
KPBS-TV (San Diego, CA)
KPHO-TV (Phoenix, AZ), KTVK-TV (Phoenix, AZ)
KPNX-TV (Phoenix, AZ)

KSAZ-TV (Phoenix, AZ)
KSAZ-TV (Phoenix, AZ), KUTP-TV (Phoenix, AZ)
KSBY-TV (San Luis Obispo, CA)
KSDS-FM (San Diego, CA)
KSWB-TV (San Diego, CA)
KTVK-TV (Phoenix, AZ)
KUSI-TV (San Diego, CA)
La Voz (Phoenix, AZ)
LomaBeat, Times of San Diego
Long Beach Post
Pacific Coast Business Times
Paso Robles Daily News
Paso Robles Press
Passport To San Diego
Patch
Phoenix New Times
Rock Docs, Times of San Diego
Sdtoday
San Diego Business Journal
San Diego County News
San Diego Downtown News, San Diego Uptown News
San Diego Magazine
San Diego Reader
San Diego: Dialed In
San Luis Obispo New Times
San Luis Obispo Tribune
Santa Maria Sun
Santa Maria Times
Santa Ynez Valley News
Signal Tribune
Spectrum News Southern California
Spectrum News, Spectrum News 1 SoCal
The Arizona Republic



Summary: From January to September 2025, we produced 9
monthly AFCE newsletters*, 3 Gearing Up To Ride pre-tour 
newsletters, 9 CCC on-tour newsletters, and 3 Lapsed Rider
communications.

CCC25 Newsletter Stats:
AFCE Monthly Issues: 9*
Gearing Up To Ride Issues: 3
On-Tour Issues: 9
Lapsed Rider Emails: 3
Avg Audience Size: 1,716
Avg Open Rate: 58%

*Note, 6 of these newsletters (Jan-June 2025) are also included in the CHC25 Recap Report

AFCE and CCC25 Newsletter Marketing



Total Reach, All Emails

(Jan - Sept 2025)

23.7k

AFCE Monthly Newsletter Reach

(Jan - Sept 2025)

9.3k 12.8k
❏ Number sent: 21,429

❏ Number Opened: 12,579

❏ Open Rate: 58.7%

❏ Ave Audience Size: 1,786

❏ Number sent: 41,176

❏ Number Opened: 23,689

❏ Open Rate: 57.5%

❏ Number sent: 16,111

❏ Number Opened: 9,254

❏ Open Rate: 57.4%

❏ Ave Audience Size: 1,790

Key Performance Indicators: CCC25 Email Marketing

Lapsed Rider Emails Reach

(Apr - Sept 2025)

CCC On-Tour Newsletter Reach

(Sept 2025)

1.9k
❏ Number sent: 3,636

❏ Number Opened: 1,856

❏ Open Rate: 51.1%

❏ Ave Audience Size: 1,212

Lead Generation Campaign Reach

(Sept 2025, ongoing)

184
❏ Number sent: 303

❏ Number Opened: 184 

❏ Open Rate: 60.7%

❏ Ave Audience Size: 303



Social Media



Views Across All Platforms 

(Jan - Sept 2025)

1.5M
❏ Facebook: 1,247,764

❏ Instagram: 300,781

❏ LinkedIn: 5,178

Key Performance Indicators: CCC25 Owned Social

147k
❏ Views: 147,295

❏ Reach: 93,542

❏ Link Clicks: 569

307k

CCC25 On-Tour Total Reach

(~Sept 5-13, 2025)

CCC25 On-Tour Boosted Impressions

(~Sept 5-13, 2025)

❏ Facebook: 213,503

❏ Instagram: 91,614

❏ LinkedIn: 1,826

Total Meta Advertising Impressions 

(CCC25 Campaigns only)

785.2k
❏ Reach: 241.3k

❏ Link Clicks: 9,089

❏ Reactions: 2,242

❏ Video views: 562.7

❏ Registration Start Clicks: 278

❏ Registrations: 10



AFCE Owned Social Media Overview

Campaign Details and Insights:

● The AFCE Facebook Page audience has grown 21% so far in 2025, compared 

to December 2024. 

● The AFCE Instagram audience has grown 18.9% so far in 2025, compared to 

December 2024. 

● Reach on Instagram is up 267% versus January 1 - December 31, 2024; 

however it is down 11% on Facebook compared to the same period.

● Content interactions are up on both platforms, with Facebook showing 53%

gain year-to-date, and Instagram showing 100% gain versus 2024.

● In late August, we launched a showcase page on LinkedIn, to engage with a 

more corporate and clinical audience.



Total Meta Advertising Impressions 

(CCC25 Campaigns only)

785.2k
❏ Reach: 241.3k

❏ Link Clicks: 9,089

❏ Reactions: 2,242

❏ Video views: 562.7

❏ Registration Start Clicks: 278

❏ Registrations: 10

161.5k
Lead Gen Campaign Impressions *

❏ Reach: 60.4k

❏ Link Clicks: 4,553

❏ Video views: 126.3k

❏ Emails Captured: 316

❏ Cost Per Lead: $7.91

Key Performance Indicators: CCC25 Paid Ad Campaigns

* NOTE: Lead Generation Campaign figures are included in Total Meta Advertising Impressions



CCC25 Paid Advertising Overview

Between November 2024 and early 2025, a series of bike-endemic advertising
campaigns ran to create awareness and drive registration for both the Carolina Hills 

Classic and the California Coast Classic. 

Additionally, a series of ads was crested to drive registration 
for CCC25 and lead generation for AFCE. 

2025 advertising appeared in:

● Meta

● LinkedIn 
● Outside & VELO 

● Gran Fondo Guide 
● Cycle California! 



CCC Paid Advertising: Meta Conversion Campaign

Campaign Details and Insights:

● Social Media advertising was successful in producing at least 10 rider 
registrations. Based on CCC25 registration data, 10 riders cite “social media”
as their referral source and an additional 20 participants clicked a Facebook 
link to access registration for CCC25. Another Approximately 64 people (18%) 
registered without stating a Referral Source, indicating the tally is likely higher 
than 10.

● Social Media helped attract New Riders to register: 6 new riders cite “social 
media” as their referral source and an additional 2 new riders clicked a 
Facebook link to access registration for CCC25.

● The Meta Conversion Campaigns for CCC25 and CHC25 drove organic 
interest in the AFCE newsletter, generating 50 unsolicited subscriptions.

● We continued to note a discrepancy between the number of completed 
registrations tracked by Meta versus actual registrations.



Partner Social Shout Outs



Mission Moments on Social

A curated series of storytelling during pre-tour awareness



Save the Dates 

2026 Arthritis Foundation Cycling Experiences 

May 14 –17, 2026

Asheville, NC to Greenville, SC

September 26-October 3, 2026 

San Francisco to Los Angeles 

events.arthritis.org/cyclingexperience

https://events.arthritis.org/cyclingexperience


“Thank you,
Cycle Central 

Coast 

and Visit 

Cambria!”
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	Event Title: Arthritis Foundation's 26th Annual California Coast Classic Bike Tour
	Event Dates: Sept 26 - Oct 3, 2026
	Amount of Funding Requested: $10,000
	Overall Budget: $609,500
	Local Fund Area: Cambria, CA 
	Submitted By: Shannon Marang Cox
	Phone Number: 213-634-3772
	Email Address_es_:email: smarangcox@arthritis.org
	Mailing Address: 1355 Peachtree St NE, #600, Atlanta, GA 30309
	Contact Person: Shannon Marang Cox
	Description & Website: 8-day, 525-mile bike ride - https://CaliforniaCoastClassic.org
	Last YearTotal Revenue: $1,478,709
	Current Year ProjectedTotal Revenue: $1,410,000
	Last YearTotal Expenditures: $680,000
	Current Year ProjectedTotal Expenditures: $609,500
	Last Year of Attendees: 278
	Current Year Projected of Attendees: 225
	Last Year Out of Area Attendees: 99%
	Current Year Projected Out of Area Attendees: 97%
	Last Year of Room Nights: 105
	Current Year Projected of Room Nights: 97
	Describe how event will support overnight stays: In 2015-2025 we have brought over 2,026 visitors, booked 645+ guest rooms and contracted catering, visited
sites, shopped and dined out in Cambria during our mid-week off-season event. This is a winning partnership for CTB
and Arthritis Foundation.Our contract for 2025 provides for a block of 97+ with room revenue projected at $23,442+ and
the value of contracts for hotel at $59,949++. The CCC Tour falls in alignment with the CTB/CBID overall mission. This
opportunity is an ongoing collaborative partnership. Arthritis Foundation wishes to continue our affiliation and build upon
our success with Cambria which will serve the needs of our riders who are a desirable demographic
	Room night calculation Grant funding: 10,000
	Total: 50
	Visibility_es_:initials: SMC
	Inclusion_es_:initials: SMC
	Database_es_:initials: SMC
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	Program_es_:initials: SMC
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	Complete Application_es_:initials: x
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	Organization Receiving Funds: Arthritis Foundation
	Location: Los Angeles
	Date: 29th
	Month: January
	Year: 26
	Print Name: Shannon Marang Cox
	Title: National Senior Director
	Signature_es_:signer:signature: 


