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● Destination management 
organization for Napa 
County.

● Mission: Promote, protect, 
and enhance the Napa Valley 
destination.

● Enhance wine country’s 
public image as a dynamic 
place to visit, live, and work.























VNV Media Spend



ACCELERATING RECOVERY



STATE

COUNTY

TOWNS

TOURISM

BUSINESSES

& EVENTS

● Focus on instate and drive market 

travel.

● Calling all Californians.

● Promoting the overarching destination to 

locals and core drive markets.

● A respite; to share, savor, discover.

● Pull through overarching 

Napa Valley brand. 

● Towns unique personalities & offerings. 

● Pull through overarching Napa Valley brand & towns.

● Content, offers & details.

● Convert traffic to bookings.







BRAND RELAUNCH
MARKETING 



BRAND RELAUNCH
MARKETING 



BRAND POSITIONING
MARKETING 



MARKETING

PRIORITY SEGMENTS

Aspirational Segment

Luxury Segment

• 25-40, with a focus on 30s (millennials)
• Unlikely to be married and less likely to have kids 
• Income between $100-200K
• Travel and healthy lifestyle are important
• Higher % of college graduates than national avg.
• Look for unique and OTBT experiences
• Enjoy drinking wine, but intimidated by what they don’t know
• More likely to be travel influencers

• Older segment: 45 – 65
• Income ranges in the $200-250K+
• Multigenerational travel important to them
• Wealth & status is very important
• Most highly educated (85% with at least a college degree)
• Most are married and have children – either grown or older
• Look for unique and OTBT experiences
• Enjoy drinking wine; have above average wine knowledge
• More likely to be well traveled and to re-visit destinations



SIX NEW BRAND VIDEOS
MARKETING 

SHARED
The Napa Valley experience is better when 
shared.

SAVORED
Indulging in the moment in Napa Valley brings 
great pleasure.

DISCOVERED
The journey come alive through exploration of 
the Napa Valley.



PAID MARKETING
MARKETING 



MARKETING

PRINT ADS



MARKETING

BRAND COLLATERAL









NAPA VALLEY DREAMING
MARKETING

Visit Napa Valley’s #NapaValleyDreaming campaign has reached over 4 million travelers — online and in-person 
— providing each of them with Napa Valley town-specific travel tips, planning tools, and inspiration.

#NapaValleyDreaming

“As you all know, a different side of Napa Valley awaits 
those who venture off the beaten path. 

The verdant Napa Valley, surrounded by mountains, 
rows of vineyards and Golden State sunshine is rich in 
history and adventure.  

Visit Napa Valley’s Napa Valley Dreaming campaign taps 
into this sense of discovery, showing visitors and locals 
what is possible in Napa Valley and how they can 
immerse themselves in alluring stories and experiences 
that make this region so unique.”

Linsey Gallagher
President & CEO
Visit Napa Valley



RESTAURANT WEEK 2022
MARKETING

JANUARY 21-30, 2022
No preset prices – just 10 days of delicious discounts for visitors and locals to 
enjoy across the valley’s five towns.



MARKETING

CRUSH THAT MEETING



SOCIAL MEDIA REACH
MARKETING - SOCIAL MEDIA

Facebook + Twitter
154K Facebook Followers, 31K Twitter 

Followers
○ Showcase inspirational content, blogs, 

articles, trip planning advice

○ Drive traffic to the VNV website

Instagram
135K Followers

○ Showcase inspirational content - beautiful 

vistas, food & wine, places to stay, 

experiences

○ Inspire wanderlust & keep Napa Valley top 

of mind

○ Engage with top-tier influencers

○ Utilize Stories, Guides, Reels, and IGTV to 

inspire, engage, and inform

TikTok
640 Followers

○ Showcase authentic, fun content
○ Reach a younger audience
○ Make Napa Valley approachable to the next 

generation of visitors - not pretentious

Pinterest
6K Followers

○ Showcase inspirational content - beautiful 
vistas, food & wine, places to stay, 
experiences

○ Drive traffic to the VNV website



NEW SOCIAL MEDIA FEATURES
MARKETING 

Instagram Guides

Like a blog post 
contained within the  
Instagram platform, 

Guides allow for longer 
form content that 

include clickable links 
and allow for the ability 

to tag an unlimited 
number of partner 
accounts. They are 
great for evergreen 

travel content.

Instagram Reels 
& TikTok

Short form videos 
paired with trending 

music - Reels are now 
the top-performing 

content on Instagram, 
and TikTok is a great 
platform to test new 
content ideas with a 
younger aspirational 

audience. 



INSTAGRAM TOP POSTS
MARKETING 

Instagram Total Impressions - 3,044,065 Instagram Total Engagements - 88,916



FACEBOOK TOP POSTS
MARKETING 

Facebook Total Impressions - 2,240,018 Facebook Total Engagements - 93,588



EARNED MEDIA
MARKETING 

+2.4M

Total Earned 

Media Impressions FY21



BRINGING BUSINESS BACK TO 
NAPA VALLEY



BUSINESS DEVELOPMENT & SALES UPDATE

TRADE SHOWS, MISSIONS, EVENTS

Group Sales

Visit California Roadshow, Chicago & Minneapolis December 6-7, 2021

PCMA Convening Leaders, Las Vegas January 9-12, 2022

Visit Napa Valley Sales Mission, SF Bay Area Early Spring 2022

Visit California Roadshow, Washington D.C., Philadelphia, New York Early Spring 2022

Cvent Connect, Las Vegas April 11-14, 2022

Visit Napa Valley Sales Mission, Chicago Late Spring 2022

MPI WEC, San Francisco June 21-23, 2022

Visit Napa Valley Sales Mission, Texas September 2022

IMEX, Las Vegas October 25-27, 2022



BUSINESS DEVELOPMENT & SALES UPDATE

TRADE SHOWS, MISSIONS, EVENTS

Travel Trade (Leisure Sales)

California Connect, Webinar November 4, 2021

California Connect, Webinar November 30, 2021

Virtuoso,  Webinar December 3, 2021

Virtuoso, Webinar February 2022

Visit California Connections Luxury Forum, Napa Valley, March 7-9, 2022

Global Travel Marketplace (GTM), Tucson, Arizona May 2-4, 2022

IPW, Orlando June 4-9, 2022





NAPA VALLEY WELCOME CENTER & GUEST EXPERIENCE



NAPA VALLEY WELCOME CENTER

HOURS OF 
OPERATION

● Open every day - 9:30am-
5:30pm

VISITORS

● 5,000 visitors/month 

NAPA VALLEY WELCOME CENTER & GUEST EXPERIENCE



COMMUNITY & INDUSTRY RELATIONS









INDUSTRY AND COMMUNITY RELATIONS UPDATE

NAPA GREEN

○ Napa Green is partnering with Visit Napa Valley to 
expand their certification umbrella beyond wineries 
and vineyards into hospitality, beginning with Napa 
Green Lodging for hotel properties. 

○ Napa Green and Visit Napa Valley are seeking 5-6 lodging 
properties to serve as pilots for this certification 
program (free of charge), which will help hotels increase 
efficiency, reduce their bottom line, and share an 
authentic sustainability story to expand their market 
reach.

○ One of the biggest benefits of being a Napa Green 
Certified business is cutting production costs and saving 
money, while using resources more efficiently. 



Great Wine Capitals
INDUSTRY AND COMMUNITY RELATIONS UPDATE

○ Regional Delegation
● Supervisor Alfredo Pedroza
● Supervisor Ryan Gregory
● Agriculture Commissioner Tracy Cleveland
● Napa Valley Vintners - Linda Reiff & Stacey Dolan
● Visit Napa Valley - Linsey Gallagher & Janette 

Maack

○ Annual General Meeting - Mainz, Germany
● Napa Valley regional delegation attended via 

Zoom 

○ “Best of” Awards
● Ceremony during upcoming VNV Partner 

Showcase event - January 19, 2022:

○ Carneros Resort and Spa
○ Charles Krug Winery
○ BRAND Napa Valley
○ Cakebread Cellars
○ Clif Family Winery
○ Napa Valley Wine Academy
○ The Restaurant at Auberge du Soleil



John Evans

General Manager
Silverado Resort



Visit Napa Valley Budget
Covid-19 Tourism Impact

Unincorporated TID
Contribution to VNV 
Paid Media:
$437,000

Unincorporated TID
Contribution to VNV 
Paid Media:
$100,000



Visit Napa Valley Budget FY22

Unincorporated TID
Contribution to Paid Media:
$100,000



Responsible and Safe Travel

● The tourism industry commits to 
providing a safe environment that 
aligns with expert protocols to 
prevent the spread of COVID-19 

● Travel Advisory and ‘What You Need 
to Know’ page 

● Weekly posts on social media

● Responsible travel

VISIT NAPA VALLEY UPDATE



Industry Communications

● VisitNapaValley.com/industry

● Weekly Industry Emails and 
Market Calls

● COVID, Wildfire Toolkits

● Destination Symposium

VISIT NAPA VALLEY UPDATE



NAPA VALLEY VINE TRAIL

Goals
● Support visitor resources that also benefit the 

community 

Objectives
● Upgraded visitor experiences to encourage 

longer length of stay and diverse audiences
● Support a layered advertising campaign to 

generate awareness inspiring qualified 
travelers to visit Napa Valley through digital, 
print, and event activation 

● Visit Napa Valley annual contribution $75,000 
- $150,000 

● Unincorporated TID annual contribution 
$43,000 - $100,000 

VISIT NAPA VALLEY UPDATE



MARKETING SUMMARY

Total = $1.6M
Total = $1.1M

VISIT NAPA VALLEY UPDATE

Unincorporated TID
Contribution to Paid Media:
$100,000



PAID MEDIA OVERVIEW & HIGHLIGHTS

Raise A Glass (7/1-11/30): $120k
● Video units resonated with target segments demonstrated by high volume 

of views and strong view rate
● Ads continued to spark interest, driving qualified users to the website 

spending 12% longer time with content
● Google Search remained the high performer in terms of ad engagement, 

contributing to overall strong campaign performance
● High volume of sessions were driven to the website aided by high CTR
● Google Display Network was the leading partner contributing to volume of 

website traffic, similar trend tracked throughout the campaign 
● Shift to LA market to target luxury travelers is showing strong engagement 

esp. with video on Facebook, with an almost 40% increase in engagement 
over aspirational 

MEDIA CHANNELS & PARTNERS
● Display/Native: GDN & SmartMeetings
● Social: Facebook/Instagram; LinkedIn
● Search: Google
● Video: YouTube
● Local Print and Social

VISIT NAPA VALLEY UPDATE

Group (7/1-11/30): $50K
● Crush That Meeting content was highly engaging, 

exceeding video view rate goals (goal 25%)
● Ad and onsite engagement delivery both 

outperformed campaign goals
● Google Search tracked strong CTR and TOS 

contributing to strong performance 

Local (10/18-11/28): $35k
● Ads reached an interested user with the CTR 

exceeding goal by 58%
● Overall, the campaign has reached over 83K 

people, just shy of reach benchmark (goal 90K) 



Thank you!


