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Representing the voice of the larger 
community, Visit Napa Valley partners with 
organizations on an international, national, 

state, and regional level to foster the 
greatest impact for local destination 
partners and tourism businesses. 

DESTINATION 
PARTNER

TOWNS

COUNTY

COUNTRY

STATE

TOURISM
BUSINESSES

Promoting the United States as 
a premier travel destination

Promoting the state and 
gateway city on a national      
and international scale

Promoting the valley in its 
entirety to key markets near and 
far

Capitalizing on valley-wide Napa Valley brand 
to position each town’s personality and 
offerings

Capitalizing on valley-wide and towns brands: 
Content, offers & deals from hotels, wineries, 
restaurants, shops, attractions, events, etc.

75% TID 
FUNDS

25% TID 
FUNDS



Cultivate the Napa Valley Brand 
• Create awareness and desire to experience Napa Valley
• Deploy multi-channel storytelling efforts 
• Meet the audiences where they are with their travel objectives and deliver 

relevant information

Inspire and Motivate Travel
• Drive travel during need periods (November - March and midweek) 
• Engage international travelers with Napa Valley value proposition vs other 

destinations
• Grow the Corporate Group business segment

Support the Local Industry  
• Engage stakeholders to amplify a unified message about Napa Valley and 

experiences found within
• Communicate and advocate for the value of tourism in Napa County
• Support county-wide best-in-class destination stewardship model

Visit Napa Valley 



The official destination marketing and 
management organization for Napa 

County. We promote the region as an 
attractive travel destination and 
enhance its public image as a 

dynamic place to visit, live, and work.

Vision
Elevate Napa Valley 

as the world’s 
premier wine country 

experience.

Mission
Promote, protect, 
and enhance the 

Napa Valley 
destination.



TOURISM BENEFITS NAPA VALLEY
DEMYSTI FI ED:  T OUR I SM I MP RO VEMENT DI STR ICT  ASSESSMENT (T ID)  & T RANSI ENT O CCUPA NC Y T AX (TO T)

Tourism Improvement District (TID): 

a self-imposed assessment by lodging businesses on overnight stays for destination marketing

Transient Occupancy Tax (TOT): 

a county tax on lodging stays earmarked for each town’s general fund

Visitors come 
to Napa Valley

Visitors stay in 
lodging property

Visitors leave 
Napa Valley
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2%

12%

Assessment 
revenue 
collected

Tax 
revenue 
collected

1%

74% of assessment goes to 
NVTC (Napa Valley Tourism 
Corporation)

NVTC contracts with VNV to 
produce county-wide tourism 
marketing 

Inspiring visitation, 
growing TOT in each town, 
and driving positive 
economic impact on the 
visitor economy

26% of assessment stays in 
jurisdiction (1% collection fee)

Provides funds for town-
specific marketing and events

Revenue from the visitor economy improves resident quality of life in Napa Valley 

TOT collected within town added 
to that town’s general fund

Paying for community services and 
improvements such as police and 
fire safety, parks and recreation, 
infrastructure, and more

An additional 1% of TOT collected within all towns, except 
American Canyon, goes to support workforce housing



Marketing Elements
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DEDICATED LANDING PAGE

https://www.visitnapavalley.com/events/wild-mustard-season/

• Dedicated landing page

• 10,000 views

• 1:30 view time 

• industry average 1:00

https://www.visitnapavalley.com/events/wild-mustard-season/
https://www.visitnapavalley.com/events/wild-mustard-season/
https://www.visitnapavalley.com/events/wild-mustard-season/
https://www.visitnapavalley.com/events/wild-mustard-season/
https://www.visitnapavalley.com/events/wild-mustard-season/
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MAGAZINE COVERAGE & COLLATERAL

2-page article in January 2026 
edition of Wine Country This Month, 
with inclusion of Mustard Trail Map 
and cover artwork

https://www.winecountrythisweek.com/magazines/ 

Mustard Season Trail Map 
distributed to all Napa Valley 

Welcome Centers

https://www.winecountrythisweek.com/magazines/
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INSTAGRAM: GUIDE TO MUSTARD SEASON

Mustard 
Season Guide 
saw 1.4k views



10

INSTAGRAM: DEDICATED POST

Dedicated 
Mustard 
Season post, 
delivering 
1.2k views
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INSTAGRAM: MUSTARD SEASON

Featured in Top Events in March
Featured in 

Things to Do in 
March

Mustard Season 
Guide for Valentine’s 

Day ideas

Things to Do in 
February

Including…



VISIT NAPA VALLEY

MARKETING & COMMUNICATIONS

Promoting the Napa Valley brand through cohesive awareness and affinity strategies via 
integrated programs and initiatives including paid, owned & earned media

marketing@visitnapavalley.com 

BUSINESS DEVELOPMENT & SALES

Engaging with tourism trade professionals (B2B), to inform, educate, and inspire members 
to consider Napa Valley as the premier destination for leisure and business clients

sales@visitnapavalley.com 

PARTNER RELATIONS & EVENTS

Servicing tourism and hospitality partner businesses, providing a network of touchpoints 
for optimizing marketing channels, resources, and events

partnership@visitnapavalley.com 

COMMUNITY & INDUSTRY RELATIONS

Collaborating with community stakeholders to maintain sustainable, actionable, and 
measurable destination stewardship initiatives

community@visitnapavalley.com 

DATA & INSIGHTS

Providing market intelligence and data to assist the tourism and hospitality industry in 
making informed business decisions

research@visitnapavalley.com 

mailto:marketing@visitnapavalley.com
mailto:sales@visitnapavalley.com
mailto:partnership@visitnapavalley.com
mailto:community@visitnapavalley.com
mailto:research@visitnapavalley.com
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