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HOW TOURISM FUNDS THE COMMUNITY & SUPPORTS MARKETING NM?

TOURISM IMPROVEMENT DISTRICT ASSESSMENT (TID) & TRANSIENT OCCUPANCY TAX (TOT)

DESTINATION MARKETING

Tourism Improvement District (TID): a self-imposed assessment by lodging businesses on overnight stays

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

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

Valley to produce county-wide
tourism marketing

NVTC contracts with Visit Napa C
>

Visitors come
to Napa Valley

Assessment 26% of assessmentstaysin | Provides funds for town-
% revenue jurisdiction (1% collection fee) specific marketing and events
“ collected

COMMUNITY SERVICES/BENEFITS

,‘ Transient Occupancy Tax (TOT): a county tax on lodging stays earmarked for each town’s general fund

— A Paying for community services and
.... v TOT collected within town added .. E——) A improvements such as police and
0 to that town’s general fund | I fire safety, parks and recreation,

Visitors stay in
lodging property

v
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Visitors leave

and more
Napa Valley collected American Canyon, goes to support workforce housing

infrastructure, road improvements
........ R A\
revenue ﬂ An additional 1% of TOT collected within all towns, except

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



DESTINATION MARKRETING ECOSYSTEM

Town Partner Role

2590 of TID funds
Town-level Promotion

Visit Napa Valley Role

7590 of TID funds
Valley-wide Demand Generation

Paid, Owned,

& Earned ViSit caliStoga ST.HELENA

Media

AAAAAAAAAA 'S MAIN STREET

* Dhe
vOUNTVILLE "PQiE} Exﬁfnemcm

AAAAAAAAAA Do The Gity, Downtown & More! C A N YO N

Lol Community- Beautification,

Meetings Earned AR Driven Signage,

& Group Media & . Storytelling Wayfinding
Sales (Press) Partnerships

*Tourism Improvement District (TID): a self-imposed assessment by lodging businesses on overnight stays to fund destination marketing programs



MANAGEMENT DISTRICT PLAN - GOVERNANCE Nz alley

TOURISM IMPROVEMENT DISTRICT (TID) FUNDING ALLOCATION, JUNE 2025-JUNE 2035

VISIT NAPA VALLEY VALLEY-WIDE MARKETING & SALES

75% of assessment goes to Napa Valley Tourism Corporation

LOCAL JURISDICTION DESTINATION MARKETING
25% of assessment remains within that local jurisdiction

Funding from the assessment will be applied to marketing and sales programs that
promote tourism in the valley and will encourage overnight stays in Napa Valley.
Valley-wide marketing and sales programs are designed to promote, encourage, and
support tourism and hospitality in Napa Valley and may include, but are not limited to:

+ Paid Media (Advertising) such as Online/digital advertising, Print advertising, Out-of-
home advertising (billboards, roadside signage, kiosks, banners), Radio advertising,
Events sponsorship and activations, Production costs for advertising assets

« Owned Media (Channels/Platforms) such as: Napa Valley website, Napa Valley social
media channels, Napa Valley newsletters, blogs, content, Marketing materials
(brochures, pamphlets, branded collateral), Industry tradeshows, conferences, and
activations, Distribution and fulfillment of marketing and sales materials, Operation
of Valley-Wide visitor information center (located at Napa Valley Welcome Center in
Downtown Napa)

« Earned Media (Public Relations & Press) such as: Public relations outreach
(including press bulletins/releases and media leads, crisis communications, etc.),
Press educational and familiarization trips

« Sales (Group and Travel Trade) Programs such as: Lead Generation, Trade Shows,
Sales Missions, Familiarization Tours

+ Special Projects and Programming for Destination Stewardship programs and
initiatives including, but not limited to: Sustainability, Hospitality Workforce
Development, Heritage Tourism, DEI&A

Click Here

Jurisdiction-specific destination marketing funding is designed to support initiatives

which promote and enhance local, jurisdiction-based tourism and hospitality and is
aligned with valley-wide promotional effort. Local jurisdiction destination marketing
funding is designed to support to local activities which promote and enhance locally
based tourism efforts, including but not limited to:

+ Locally specific market niche advertising and marketing efforts that complement, and
do not conflict with or compete with, the valley-wide promotion effort.

+ Tourism marketing and promotional information.

» Local special event programming, underwriting and promotion.
+ Operation of local visitor information center.

« Community and cultural arts programming activities.

+ Tourism related streetscape enhancement and maintenance or visitor-serving
improvements.

» Seasonal and other tourism and visitor related programs.
* Local tourism shuttle or other visitor transportation programs.
+ Seed funding for community-based programs which support or enhance tourism.

 Trails, pedestrian paths, signage, bike paths, etc. which enhance and improve upon
the visitor experience and access to lodging properties.

* Enhanced maintenance and custodial municipal services to tourism-related areas.
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TRANSIENT OCCUPANCY TAX (TOT) GROWTH NapRVittey

Implementation of the Tourism
Improvement District (TID) in
FY11 begins a measurable,
sustained TOT growth trajectory.
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FISCAL YEAR TOT COLLECTIONS IN MILLIONS

Transient Occupancy Tax (TOT) revenue from lodging guests goes directly to each town/jurisdiction general fund.




FY25 TOT COLLECTED BY JURISDICTION NapRVittey

AMERICAN CANYON

$13M 2%, $1.3M
MORE NAPA COUNTY °
than 17%, $11.8M
L ]
FY19
$69M
Dl $66M $68M CITY OF NAPA
44%, $29.8M
[ 4
$55M
$40M 18%, $12.3M
. FY25
$31M
@
ST. HELENA
6%, $3.9M .
YOUNTVILLE
FY2019 FY2020 FY2021 FY2022 FY2023 FY2024 FY2025 12%, $8.4M

Transient Occupancy Tax (TOT) revenue from lodging guests goes directly to each town/jurisdiction general fund.




TOT GROWTH BY JURISDICTION, THRU FY25  _Naga)atts
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FISCAL YEAR TOT JURISDICTION COLLECTIONS IN MILLIONS

Transient Occupancy Tax (TOT) revenue from lodging guests goes directly to each town/jurisdiction general fund.
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UNINCORPORATED
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FY25 TOT DETAILS BY JURISDICTION Nﬁrﬁﬂ%

Population # Rooms Total TOT Collected (”TO T dbl 1?0 ()fl TOT Growth 196 Workforce
(rounded to hundreds, per US G Torrors GRS . RPN TR yeneral Funda < O( Tt e
Census Burcau 2023) (per STR, June 2025) by Jurisdiction (e TS B vs 2011 Housing Initiative

AMERICAN CANYON 21,300 313 $1,301,442 7% 80% -
CITY OF NAPA 77,500 2,871 $29,785,798 21% 202% $2,482,150
YOUNTVILLE 3,400 446 $8,447,040 59% 111% $703,920
ST. HELENA 5,300 292 $3,888,766 21% 179% $400,409
CALISTOGA 5,100 903 $12,310,000 54% 259% $1,025,833
UNINCORPORATED 21,000 752 $11,777,050 6% 144% $981,421
Total Napa County 133,200 5,577 $67,510,096 148% $5,593,733

Transient Occupancy Tax (TOT) revenue from lodging guests goes directly to each town/jurisdiction general fund.




WORKFORCE HOUSING FUNDS BY JURISDICTION — [NagaViley

TOTAL WORKFORCE HOUSING FUNDS
COLLECTED SINCE 2019

$30

$6.1M

MILLION

1% of Transient Occupancy Tax (TOT) Revenue from Lodging Guests funds workforce housing initiatives in all jurisdictions except American Canyon



NAPA VALLEY TOURISM IMPROVEMENT DISTRICT (TID)  _[Naga\atleq

Five Distinct Towns,
NAPA VALLEY TOURISM DISTRICT TIMELINE

*EJALISTOGA
4+ ANGWIN
District formed | District renewed | 10-year renewal: I
for 5-year term for 10-year term June 16, 2025- June 15, 2035 e\
OAKVILLE '+
‘ ‘ S+ YOUNTVILLE
Renewing the TID was essential to securing the resources we're going to
need to attract visitors to our destination in the future, especially now, as RS — S NAPA
we face increasing competition in the destination landscape and e
challenges to the wine industry overall L e N
79 -

Linsey Gallagher, President and CEO of Visit Napa Valley

One Amazing Valley

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



NAPA VALLEY TOURISM ECONOMY ECONOMIC IMPACT

Napa Valley welcomed TOTAL Visitors to ESEE{EHTING in local tax revenue
e : i-: & - a
’ ’ . M VISITORS Napa Valley spent . B BUSINESSES | . M for community services

[ "4 $718m  $647m  $505m | fakss o Puste o ROAD e

LODGING RETAIL & FOOD & [
WINERIES BEEVERAGE
0 0 m in tax savings annually
92 /{] 8 A] 7 0 $5}900 per household
DOMESTIC INTERNATIONAL N (S) p |
0/ o©f spending comes from overnight | @ 1 7 jobs in Napa county is supported
90 A'J visitors, who are 38% of volume / by the visitor economy
0 0
38% 62% o total jobs, ncluding indirct
.y otal jobs, including indirec
N rara O Re _‘*O"_ G VISITOR SPEND ON | @ :"'15,000 and induced effects
UEST VISITOR AL M AN AVERAGE DAY
|

Visit Napa Valley is the official destination marketing and management
VISIT & organization for Napa County. The organization promotes the region as VISION Elevate Napa Valley as the world's premier wine country experience.
ﬂuﬂg,_ an attractive travel destination and works to continually enhance its B e vy oy, R e e ey D e I—
MISSION Promote, protect, and enhance the Napa Valley destination.

public image as a dynamic place to visit, live, and work.

visitnapavalley.com/tourism

SOURCE: 2025 ECONOMIC IMPACT REPORT BY TOURISM ECONOMICS



NAPA VALLEY TOURISM ECONOMY VISITOR PROFILE __NM

Demographics

AGE 59% @ 78% MARRIED ETHNICITY"

26% @ 88% EDUCATED 75% 13% | 12% 3%
45%

_ EARN ® WHITE @ HISP./ LATINO ELACK
29% 410 5 66% s100k-$200k
AVG feer it 0 ASIAN OTHER
. 0, offirst-time visitors EARN
8 AGE 35 /c' are ﬂged 25-35 FEMALE @ MALE - 26% 200K + "Respondants could select multiple categories
Trip profile
0 0 0
68% 85% 44 . $71 2o 99%
L&/? of overnight visitors live travel with a E nights: average ((8)) average nightly spending, of overnight visitors
outside of California spouse or partner overnight trip overnight visitors satisfied or very satisfied
Trip motivators Who visits, and from where How visitors move throughout Napa Valley

A AM., CANYON NAPA YOUMNTWVILLE ST. HELENA CALISTOGA
% 61% WINE 7 WINERIES 50% FIRST TIME 50% REPEAT
. , o AMERICAN CANYON STAYED 29% “ 31%
Repeat visitors average 6 total trips (per lifetime)

MNAPA 17% STAYED 23% 26%

0 359, ROMANTIC GETAWAY
TOP OVERNIGHT MARKETS

=0
e 0 YOUMNTWVILLE 21% 71 STAYED
FAMILY VACATION %
Lh’ll'h) 32% AL oTHER NAT'L [N -:::
OTHER CALIFORNIA 20% ST. HELENA 20% - -

STAYED

(3-5{\' 16%, CELEBRATION new vork [ 14

7 0 TEXAS 12%
s« 16% SPECIFIC ATTRACTION ] Read across by row
SAN FEANCISCO 12%

SOURCE: 2025 VISITOR PROFILE REPORT BY STRATEGIC MARKETING & RESEARCH, INC. (SMARI) visitnapavalley.com/tourism
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