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VISIT

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.

- WHO WE ARE: VISION & MISSION




NAPA VALLEY TOURISM IMPROVEMENT DISTRICT (NVTID) _NapaVattey

History
Formed in 2010 for a 5 -year term; renewed for a 10 -year
term in 2015 and again in 2025 %‘QCALISTOGA
4 ANGWIN
New Term BERRYESSA
ST.HELENA—e‘9

10 years: June 16, 2025- June 15, 2035

RUTHERFORD ‘4
OAKVILLE <

Boundaries S YOUNTVILLE

The NVTID includes all hotels within the boundaries of the
cities of American Canyon, Calistoga, Napa, and St. Helena,
the town of Yountville, and the unincorporated area of the

County of Napa. .
y of Nap oy p Sk NAPA
+

It allows for collection of an assessment on all overnight s
lodging guests to fund destination marketing programs.

4 LOS ANGELES AMERICAN
CANYON

— = WHO WE ARE: TOURISM IMPROVEMENT DISTRIGT
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Visit Napa Valley

Objeclives-

Inspire and Motivate Travel

A Drive travel during need periods (Nov - Mar and midweek)
Engage international travelers with Napa Valley value proposition
Grow the corporate group business segment

Support the Local Industry

A 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

Business Geuls

Achieve or exceed the Tourism Improvement District (TID)
revenue budget through intentional and deliberate marketing
and sales initiatives.

Grow Transient Occupancy Tax (TOT) collections leading to
enhancement in countywide infrastructure and resources for
enriching quality of life for residents.

- WHAT WE DO : GOALS




LONG RANGE PLAN FY24 aFY26 Nﬂi‘\ﬂ%

15% 10% 10% 5%

Strategic Marketing & Collaborative Destination Proactive Partner & Organizational
Sa'es Programs Management Commun|ty Engagement Exce”ence

— - WHAT WE DO : LONG RANGE PLAN




VISIT NAPA VALLEY ANNUAL PLAN

CLICK HERE FOR OUR 2025 ANNUAL PLAN

— - WHAT WE DO : ANNUAL PLAN = =



https://assets.simpleviewinc.com/simpleview/image/upload/v1/clients/napavalley/VNV_AnnualPlan_FY25_091824_Final_V4_1_1f185a9f-ba29-4d46-a16f-8baba5440be1.pdf

NAPA VALLEY TOURISM ) alley

i Napa Valley Welcomed a Total of i Visitors to Napa Valley Spent i1 Napa Valley Visitor Economy Generated !
3.7 MILLION | $2.5 BILLION : $107.5 MILLION |
: . s x \ ine [.oe: TN eCLES P i Tax Revenue for ;
E feseensanass Visitors i Supporting Local Businesses | Community Scrvices E
: ‘ ' Y b B :
E - B B> BElR | — 5
90" 10% T
DOIVIESTICO INTERNATI;(N)AL S5>4IM | S830M | S686M PARKS & ‘ PUBLIC ROAD
: i 1 RESTAURANTS | RETAIL & LODGING i RECREATION SAFETY IMPROVEMENTS
E X WINERIES Pl rmmmmeeeeeeeeee AND MORE! ==s=ssssssansss :
: 6‘ Oy C é B i+ The Tourism Industry | Visilor Spending on
E DAYTR:;PO \1?“(". 3 9(/) b 660/;) OF SPENDING WAS GENERATED ¥ Supports an Estimated | a Tvpical Day was -
: Stay P /O BY OVERNIGHT HOTEL GUESTS i > ~ :
: VISITORS ' OVERNIGHT ! P $ :
: GUESTS ' ' 19;090 .k ’7. :
' ' P obs in the '
: i i Communily nlllll()n :
; - AVERAGE VISITOR MADE S BI%%,I,Z) $864 P :
i 9;).. ) ‘3 P = BYN MILLION i DIRECT VISITOR TAX REVENUE :
! OF VISITORS ARE . - SPENT BY 1 SPENDING INCREASED BY INCREASED BY '
: TRIPS TO NAPA VALLEY ' OVERNIGHT i ‘ (207 :
B LIKELY TO RETURN N past 12 monTHs SR HOTEL GUESTS NONHOT i F13%  vs.ms 26% :

VisitNapaValley.com/Tourism Source: 2023 Visitor Profile & Economic Impact Report by Future Partners

- WHAT WE DO : IMPACT
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MARKETING & COMMUNICATIONS 12025 Highfiqlts

NAPA VALLEY WELCOME CENTER

104,000

ANNUAL VISITORS

91,000 @5
y REFERRALS

VISITOR GUIDE

65,000

COPIES DISTRIBUTED

DIGTIAL & PRINT ADVERTISING

81
MILLION

CAMPAIGN IMPRESSIONS

— - WHAT WE DO : IMPACT

WEBSITE & EMAIL

3.1 MILLION

ANNUAL WEBSITE SESSIONS

SOCIAL MEDIA

3 MILLION 450,000

IMPRESSIONS FOLLOWERS

+

MEDIA RELATIONS

560 MILLION 1.3BILLION

NATIONAL RADIO EARNED MEDIA
BROADCAST IMPRESSIONS IMPRESSIONS




ORGANIZATIONAL 12025 tighlights

GROUP SALES

191,000
$78 MILLION e 768

90 OOO MEETING LEADS
ECONOMIC IMPACT y

DISTRIBUTED
DELEGATES

940+ PARTNER REFERRALS

PARTNERSHIP 132 6,660

PARTNER
PORTAL LOGIN

INFORMATION
+ TOTAL MEETINGS SESSIONS
5 5 O PARTNERS

24 PARTNER VISITS

TRAVEL TRADE

— - WHAT WE DO : IMPACT
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DESTINATION
PARTNER

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.

COUNTRY

COUNTY

ssaualemy

usu|

Promoting the United States as a = »
premier travel destination. %.j ﬁﬁr

United stories. Brand USA

Promoting the Golden State e Visity
and Bay Area region on a qulfornlq
national and

international scale.

The ultimate playground.

Promoting the overarching valley
to key near and far markets. w
The good life; to be shared, dub?/

savored & discovered.

o . 0 *
Capitalizing on overarching 3 - Vi DOWNTOWN
Napa Valley brand. ANYON " NAPA
Unique personalities & offerings. Shauhg YOUNTVILLE

ST.HELENA

Capitalizing on overarching
Napa Valley brand & towns.

Content, offers & deals from hotels,
wineries, restaurants, shops,
attractions, events, etc.

® FY25 RECAP. HOW WE DO IT

15



INTEGRATED PROGRAMMING

All Visit Napa Valley MARKETING
teams working
together to drive
awareness and
affinity
Yat al |
Yon al |l

— ® FY25 RECAP. HOW WE DO IT

16



F%Z()Z'; DESTINATION MARKETING PLAN

PAID MEDIA

A Online Television (OTV)
A Print
A Digital Video

A Programmatic Digital &
Native

A Paid Social

A Rich Media

A Search Engine
A Marketing (SEM)

A Custom Content
Integrations

CHANNELS

OWNED MEDIA

A Website

A Social Media

A Email/Newsletter
A Blog

A Visitor Magazine

A Napa Valley Welcome
Center

A Radio
A Events/Sponsorships
A Informational Materials

EARNED MEDIA

A Lifestyle General Interest

A Niche Interest
(e.g., wine; culinary;
wellness/spa)

A Influencer Engagement

A Media Familiarization Trips
(FAMS)

A Tourism Industry/ Business
A Local Lifestyle
A Local Tourism Matters

A Travel Trade

A Group /Meetings

A Trade Shows

A Sales Missions

A FAM Tours

A Educational Webinars
A Industry Associations
A Site Inspections

A Lead Generation

A Lead Distribution

A Partner Referrals

® FY25 RECAP. HOW WE DO IT

17



VISIT @ WEDDINGS MEETINGS PRESS
o\ﬂfbg, Where To Stay. . Wineries  Restaurants /. . Things To Do
a.
Il CONE ot NOTO | !
A\l I : ‘
(¥‘;;J < - L
APA VALLEL - = Y

"\

.

_TRAVEL TRADE

qL--I--....--.'
PARTNERS
\

Maps &f\ Travel Info

ABOUT US

Events

Marketing & Communications

C' |=8s5°F

map | O

NV.S.T ”‘%‘(’}/



MARKETING & COMMUNICATIONS Nﬂi‘ﬂ%

Key Functions

STRATEGY EARNED MEDIA

o _ PR Outreach E Journalists E News E Press E FAMs E Influencers
Utilize integrated marketing

programs and initiatives featuring a
robust media mix to create

OWNED MEDIA

- _ < Website E Social Media E Blogs E Newsletters E Magazine
Awareness E Desire E Radio E Events E Welcome Center

Intent to Travel

. : L PAID MEDIA
resulting in overnight visitation to

Napa Valley. Digital Ads E Print Ads E Billboards/Out of Home Ads

— ® FY25 RECAP. MARKETING

19



PAID MARKETING

DIGITAL & PRINT ADVERTISING




MARKETING CAMPAIGN OBJECTIVES Nﬁﬂ\ﬂ%

Inspire/Educate
Build awareness on all that Napa
of Napa Valley Valley has to
as a worldclass offer as an
hospitality & authentic wine &
wine destination lifestyle
destination

Promote
off -peak
visitation during
Cabernet&
Mustard
Seasons

Promote
patronage of
lodging,
wineries, and
restaurants

Appeal to both
Luxury &
Aspirational
audiences

® FY25 RECAP. PAID MARKETING

21




INagaVattey.

MARKETING PROGRAMS

Crush That Crush That
Career

Tourism Matters
(Cheers Local) Meeting
Napa, SF, Sac

e M

N 2l

y W' a 1
N vy Y
i A i

b L | /|

)

3 B

K A

<4

=

|

Cheers Cheers Town
Discovery
Napa Valley CA, MO, IL, MN, D
GROUP WORKFORCE

Cheers Always On
& Aspirational Luxury
CA, TX CA, TX, NY, FL [l SD, LA, SF, Sac
ASPIRATIONAL
2 LUXURY LUXURY ASPIRATIONAL RESIDENTS

\“H
fll”




*QALISTOGA
4 ANGWIN

LAKE
BERRYESSA

ST. HELEN;‘&

RUTHERFORD ‘4
OAKVILLE 4

e’e YOUNTVILLE

S NAPA

5 Unigue Towns,

1 Awesome Valley

AMERICAN
CANYON

— ® FY25 RECAP. PAID MARKETING

GOAL

Educate on the unique characteristics of
each Napa Valley town, generating longer
stays, repeat visits, greater economic
Impact and cross-town visitation.

$500,000

Visit Napa Valley
incremental paid
advertising support for
Towns program in FY24

CAMPAIGN & EY25
Create inspiration and awareness of the
towns of Napa Valley and the experiences,

sense of discovery.

STRATEGIES TO ACHIEVE CAMPAIGN OBJECTIVES

A Create awareness amongst interested, engaged consumers.
Retarget segments that already saw and engaged with Visit Napa
Valley ads, further educating them on the unique characteristics of
each town.

A Drive quality traffic, connecting potential audiences with content that
piques interest and engages.

23



TOWNS CREATIVE NapRVittey

Y

O\ Meta M theTradeDesk {yahoo.’ CNN ==r11 comcast
H

’/l[(“l . 7l

fe ”‘v (’u(i;’f;r}q

Learn More >

Learn More

(%1[01/3' =
frem . Hlebena

(?"1.&.91,-:‘ { o

— ® FY25 RECAP. PAID MARKETING

24



ée+6// MN 4MB?é PBW@N V7-/

TITLE GRAPHICS:

Treatment:

Each episode of the series begins with a
Title Card featuring
graphic built for each town. This is a
consistent element throughout tactics.

Lower third graphics appear in the
brand font to call out locations

throughout the episodes. O{llwz%{’
ey Uhe
Content Series Name: c‘ﬁf ef Napa

Title: Cheers from <Town Name>

Descriptor: A Town of the Napa Valley
LOWER THIRD TREATMENT:

® FY25 RECAP. PAID MARKETING

25



TOWNS PERFORMANCE UPDATE N attey

Cheess =
b Cal éﬂ?r]a

0914

Ches
’lmu

f

_pem
3 Y
Lean («44111( H

------

N Meta YVOXMEDIA

9.5M impressions with video and single image placements driving

62,195site sessions

— ® FY25 RECAP. PAID MARKETING
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TOWNS HIGHLIGHTS

PARTNER CONTENT FROM —JN o

AT HOME VIDEO SHOP CASTROPOD PUNCH

CITIES +» TRAVEL APP

Twin Lakes Rumsey
Loch Lomond
g ceby Knoxville Guinda
Forest Lake Hidden
overdale Valley Lake
Asti \ere 1
Middleiown fencteddl |
Brooks
Geysenville
CUSTOM HEATMAP s S
A S
C H I EVE D Healdsburg Pope Valley ﬂ‘s& oo
%
Calistoga, \ Angwin *%
Mark West Larkms s =
Windsor | “Springs
k Spanish Flat

Larkfield-Wikiup ;
Guerneville St Helena

How to Taste Your Way Through PNERE e R X
PAGEVIEWS the Napa Valley Graton Santa Rosa s oak @ Corner
, Occidental ' sepastopol A Yourtville,

Here’s what to pair with your wine in this sun-drenched, flavor-
. AVERAGE
. ENGAGEMENT

TIME .

This advertising content was produced in collaboration between Vox Creative and our sponsor,

filled region ‘ Glen Ellen oakKnoll
eeX Bodega Rohnert Park
- o i A | Bay, i
By | Updated Mar 19, 2025, 10:56am EI Valiey Ford Boyes Hot Union
Springs

Penngrove

& Nana va-
Keyboard shortcuts | Map data ©2025 Google | Terms  Report a map error

The Maine lobster with tender spring vegetables and ossetra caviar at La Toque | Photography by

® FY25 RECAP. PAID MARKETING
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LUXURY CAMPAIGN NagaVittey

Objective: build awareness of Napa Valley as a world-class wine destination and provide paths that signal intent to travel.

FOODSWINE ~ susscuise

Performance Metrics

_\I;I;i\i,u,g

laste (And Sipl)
Your Way Through Napa \alley's

LEISURE

FOODSWINE V' SRSRY TR 5ee RobbReport

L nmatched Fine Dining Scene

Dotdash Meredith :

A Food+Wine article: 23,442 pageviews, 32 seconds average time with content.
. = A Travel+Leisure article: 31,596 pageviews, 15 seconds average time with content
Y XPLORING e A High Impact Titan Unit: overall 0.20% CTR (above 0.10% benchmark)
o Napa Valley Town T Modern Luxury :

| (hat Fits Your

y TRAVEL+
LEISURE

DS PUD 14053) $0474407)

Ilavor Profile

NVt —— i " A What You Thought You Knew About Napa Valkyicle: 64,901 pageviews

: A The Ultimate Napa Valley Itinerary: Linger Longaticle: 64,118 pageviews

A High impact display in December: 458,977 impressions and a CTR of 0.49%
Robb Report:

Discover
the landmarks
of the good life.

A Four newsletters delivering a 29.85% open rate (0.22% benchmark) with VNV

CHOOSE YOUR FLAYOR PROFILE

e placements driving a 0.48% CTR (0.15% goal)

— ® FY25 RECAP. PAID MARKETING

A Robb Report print provided 327,000 impressions for the campaign

28



— ® FY25 RECAP. PAID MARKETING

AFFORDABLE LUXURY CAMPAIGN INaaYatey.

Visit Napa Valley | aunched a targeted Jaffordable [ uxuryi;j
Skyrocketing interest ? these offers dominated web traffic throughout the promotion.

VisitNapaValley.com/ VisitNapaValley.com/

third tastings -under -50

yhoglasss jiee

A Special Offer to Enjoy Three Nights in Napa Valley. g 3 :
pecial Offer to Enjoy Three Nights in Napa Valley Luxury Wine Tasting Experiences, Affordable Cost

(,'”:.wjnf? - E P o) al WINERIES WITH TASTINGS $50 AND UNDER view B8
Ranked as the #2 landing page on Ranked as the #3 landing page on
VisitNapaValley.com with 30k+ visits VisitNapaValley.com with 28k+ visits

29



AFFORDABLE LUXURY NagaVittey

Q- Performance Metrics
B g N ''''' ‘ @
CJa B YAl () theTradeDesk .

{yahoo! AN =Esrii comcxm}
1,673,339 impressions

33,219 attributable Napa Valley visits

00 Meta

3,103,906 impressions

Enjoy
Wine Tastings
Under $50

Taste the good life

1sitiNapaval ’:‘\,’LL)‘H
Taste the good life for $50 & under| =SB
Cheers to a
Third Night Free

15K+ sessions

L.earn More )

& Tripadvisor
1,293,304 impressions

Learn More »»

43.8K+ sessions

— ® FY25 RECAP. PAID MARKETING
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GROUP MEETINGS CAMPAIGN Nﬂi‘ﬂ%

$

y
4

Linked [l

:\|l:
....... N tieeaee

4 IDYLLIC LANDSCAPE »

STRATEGIZE YOUR BUSINESS OUTLOOK.

Google

The targeted Meetings & Groups campaign delivered 1.8M impressions,
a 0.78%0 click through rate, and a 29% video completion rate

https://www.visitnapavalley.com/meetings/

— ® FY25 RECAP. PAID MARKETING
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https://www.visitnapavalley.com/meetings/

WORKFORCE DEVELOPMENT NM

CRUSH
that

CAREER

GANA ESA CARRERA

Visit Napa Valley invests in a paid
digital and outof-home

campaign designed to promote
Napa Valley as an attractive placeji

to develop a rewarding career in VTR AR AR RGOl LIVE & WORK HERE
. . N
Wine, Tourism and
APRENDE MAS

Hospitality .

GANA ESA CARRERA VIVE Y TRABAJA AQUI

CrushThatCareer.com

This campaign targeting job _
searchers drives traffic to job {1 op
listings, educational resources CRUSH
and more on a Crush That CAREE
Career landing page at
VisitNapaValley.com

GANA ESA'CARRERA
. e

N

LIVE & WORK HERE

VIVE Y TRABAJA AOUI

LEARN MORE
APRENDE MAS

LIVE & WORK HERE

M VIVE Y TRABAJA AQUI
=l
APRENDE MAS

https://www.visitnapavalley.com/crustihat-career/

— ® FY25 RECAP. PAID MARKETING
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https://www.visitnapavalley.com/crush-that-career/
https://www.visitnapavalley.com/crush-that-career/
https://www.visitnapavalley.com/crush-that-career/
https://www.visitnapavalley.com/crush-that-career/
https://www.visitnapavalley.com/crush-that-career/

HIDDEN GEMS: NAPA VALLEY WA

@ PBS currently airing on PBS and available for three years on:
amazon ’
primevideo @ T\ ([ YouTubeTV

N

Scheduled Markets

Los Angeles Salt Lake City Savannah Atlanta Pittsburgh
Chicago Baltimore Burlington Buffalo Columbia
Washington DC Columbus Myrtle Beach Milwaukee Cleveland
San Francisco Greensville Boise New Orleans Tucson
Minneapolis Albuquerque Dallas Tulsa Asheville Seattle
: Denver Dayton New York Miami Portland
b Charlotte Spokane San Diego West Palm Beach Detroit
o ' Indianapolis Wichita Philadelphia Phoenix

Ry ", -
. N AR N

CBS News Travel Editor Peter Greenberg
spotlighted five of Napa
for an episode of The Travel Detective.

Model Bakery Calistoga Spa Hot Springs

Estimated audience: 103 million

https://www.youtube.com/watch?v=u5j03V7lAaUu

— ® FY25 RECAP. PAID MARKETING
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https://www.youtube.com/watch?v=u5j03V7lAaU

OWNED MARKETING

WEBSITE, SOCIAL MEDIA, NEWSLETTERS




OWNED MEDIA CHANNELS NM@?

A Website
A Blogs
A Newsletter Subscribers

A Consumer: 71,000+
A Travel Trade 15,465
A Group Travel: 17,021
A Partnership: 2,318
A Industry: 3,326 i, 5 E— :
A Public Affairs: 250 KT g TN

A Social Media 9 o s

A Magazine - Visitor Guide

A Print Collateral

A Radio

A Napa Valley Welcome Center

A Programs + Initiatives

Best Brunch Spots in
Napa Valley

— ® FY25 RECAP. OWNED MARKETING
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WEBSITE: VisitNapaValley.com NapRVittey

FY25 saw strong performance driven by ongoing content optimization and
regularly refreshed pages.

A Engagement remained high, with average time on site increasing 8% YOY.

A Partner referrals from the website continued to be a key priority, generating
more than 1.2 million outbound clicks to a local business.

FY25
31M  21M  4m,24s 1m, 5s

SESSIONS USERS AVG SESSION DURATION AVG ENGAGED TIME

99% 1.2M 41%

ORGANIC GOOGLE PARTNER REFERRALS SESSIONS RESULTED IN
SEARCH PARTNER REFERRAL

http://www.visitnapavalley.com

— ® FY25 RECAP. OWNED MARKETING
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