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Campaign Overview

• Duration: Fall 2025 – Spring 2027
• Prepared By: Humboldt Made
• Objective: To inspire residents and visitors to strengthen 

Humboldt’s economy by shopping, dining, and exploring locally.



Campaign Overview

• Primary Partners: City of Eureka, NCGA, Local Chambers of 
Commerce, Eureka Natural Foods, City Of Arcata, Ruf Collective, 
North Edge, RREDC, North Coast Small Business Development 
Center, Eureka Main Street



Objective

1. Inspire residents and visitors 
to shop, dine, and explore 
locally.

2. Celebrate the unique 
makers, farmers, small 
businesses, and cultural 
experiences in Humboldt.

3. Strengthen Humboldt’s 
economy by encouraging 
local spending.



Campaign Strategies

1. Storytelling & Media Campaign: 
Showcase the personal 
narratives behind Humboldt's 
businesses

2. Friday Night Market Activation: 
Host engaging events that bring 
the community together

3. Retail & In-Store Branding: 
Promote local shopping through 
in-store promotions and events

4. Holiday Shop Local Passport 
Program: Encourage customers 
to shop locally during the 
holiday season



Target Audiences

1. Local Residents: 
Community-minded consumers, 
families, and professionals

2. Visitors & Tourists: 
Eco-travelers, 
adventure-seekers, and cultural 
explorers

3. Local Businesses: to create 
brand champions and 
encourage active participation 
in the campaign



Collaborators

1. Humboldt Lodging Alliance
2. Cal Poly Humboldt and College of the Redwoods
3. Humboldt’s Tribes
4. Local Businesses and Artists
5. Humboldt Chambers of Commerce
6. Local Tourism Agencies



Funding Strategy

1. Sponsorships: Title Sponsors, 
Community Builders, and 
In-Kind Sponsors

2. Grants: Seeking local, state, 
and federal grants for 
economic development

3. Local Contributions: Financial 
support from chambers, 
businesses, and municipalities

4. Participant Contributions: 
Local businesses contributing 
in-kind services or products



Campaign Timeline

• Oct 2025: Relaunch branding, start 
video production

• Nov 2025: Launch Passport Program, 
begin holiday campaign

• Dec 2025: Holiday push, promoting 
holiday shopping events and passport

• Jan 2026: Restaurant Month, Stay & 
Dine campaign

• May 2026: Promote Friday Night 
Market, Launch Explore Humboldt 
campaign, and influencer program.

• Sep 2026: Share metrics; conduct 
stakeholder engagement review



Phase One Focus

• Refreshed Branding:with local 
designer Jenn McFerrin

• Collaborative Rollout: 
alongside partners with cohesive 
messaging.

• Shop Humboldt Passport 
Launch: a digital guide and 
rewards program encouraging 
residents to shop local this 
holiday season



Brand Refresh



Passport Overview

a digital guide and rewards 
program encouraging esidents to 
shop local this holiday season



Passport Overview



Passport Overview

a digital gide and rewards 
program encouraging esidents to 
shop local this holiday season



Phase One: 
Success Metrics

• 500k + digital impressions
• 400-700 passport 

participants
• 75-100 local businesses 

featured across the 
county.

• $50k-$75K in direct 
spending generated

• 10-15x return on city 
investment.



Our Request

We are asking the City of Arcata 
to invest $5,000 in the Choose 
Humboldt Campaign.

Your Contribution will:

• Help fund Phase One launch – 
branding, digital passport setup, 
and collaborative marketing. 

• Position the city as  a founding 
partner in a countywide effort 
to strengthen local business. 



Thank you! 
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