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Visit Napa Valley is the official destination 
marketing 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. 

OUR VISION
Elevate Napa Valley 

as the world’s 
premier wine 

country experience

OUR MISSION
Promote, protect, 
and enhance the 

Napa Valley 
destination



Key Objectives
VISIT NAPA VALLEY

Cultivate the Napa Valley Brand 
• Create Awareness & Desire to Experience Napa Valley
• Employ Cross-Channel Storytelling Efforts 
• Develop Experiential Opportunities to Engage with the Brand

Accelerate Travel Recovery 
• Drive Travel During Need Periods (namely Nov - Mar + midweek) 
• Inspire International Travel Recovery 
• Grow Group Travel (Business & Leisure) 

Support the Local Industry 
• Do for the Local Industry What It Cannot for Itself 
• Proactively Communicate Value of Tourism in Napa County



Destination Marketing Ecosystem
VISIT NAPA VALLEY



By the Numbers
NAPA VALLEY

120

400+
150Overnight 

Accommodations 
Options

Restaurants

Wineries welcoming guests

5,400
Lodging Rooms

By contrast, San Francisco has more 
than 34,000 and Sonoma County 

more than 8,300 1:5
Employed by Tourism & Hospitality



By the Numbers
NAPA VALLEY

<200

Average # of 
Rooms Per Hotel

46

Fewer than 200 Hotel Rooms 
Added in Last 5 Years

70
Properties with Fewer 

Than 20 Rooms

5,400 Napa Valley Lodging Rooms



Tourism Impact & Benefits



Tourism Benefits Napa Valley
DEMYSTIFIED: TOURSISM IMPROVEMENT DISTRICT (TID) & TRANSIENT OCCUPANCY TAX (TOT)

  

   

  
  

         

Visitors come
to Napa Valley

Visitors stay in a 
lodging property

Visitors leave Revenue Streams from the Visitor 
Economy Improves Resident Quality of 

Life in Napa Valley

2% 
assessment is 
collected on 

the overnight 
hotel fee

74% of collected TID 
revenue goes to Napa 

Valley Tourism 
Corporation (NVTC)

12% tax is collected on the 
overnight hotel fee

NVTC contracts with Visit 
Napa Valley to produce 
county-wide and town-

specific tourism marketing 

The TOT revenue collected goes to the 
general fund for that specific town

The general fund pays for community improvements and 
services such as police and fire safety, infrastructure, parks 

and recreation, and more

1% tax collected on the 
overnight hotel fee (all towns 

except American Canyon)

pl
us 1% collected TOT 

revenue goes to support 
workforce housing 

solutions 

HOW THE TOT WORKS
 a county tax on overnight hotel stays earmarked specifically for general fund of each city

HOW THE TID WORKS
 a self-imposed assessment by lodging businesses on overnight hotel stays

         
26% of collected TID 
revenue stays in that 

jurisdiction
(1% collection fee)

This allows for localized, 
town-specific marketing 

programs and events

Inspiring valley-
wide visitation 

further growing 
TOT in each town 

and driving positive 
impacts on the 
visitor economy
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FY23 TOT Collected by Jurisdiction
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$55M

$22M

$54M

$68M

$69M+14M$14 Million MORE than FY19

2019 2020 2021 2022 2023

$69M

$69M
FY23

CITY OF NAPA
44%, $30.6M

AMERICAN CANYON
2%, $1.6M

NAPA COUNTY
17%, $11.9M

ST. HELENA
6%, $4M

YOUNTVILLE
13%, $8.7M

CALISTOGA
18%, 12.2M
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With the implementation of the TID, in Fiscal Year 2011, the county TOT revenue 
stabilizes and begins a measurable and sustainable growth trajectory.

Marketing efforts, made possible by the TID, 
directly drive TOT growth

Tourism Improvement District
Established

Transient Occupancy Tax Growth
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Transient Occupancy Tax Growth by Jurisdiction
FY23 ECONOMIC RECOVERY
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American Canyon City of Napa Yountville St. Helena Calistoga Napa County

In jurisdictions like St. 

Helena and Yountville, 

there has been a 

leveling-off in the TOT. In 

jurisdictions like Napa 

and Calistoga, both of 

which received new 

lodging product, there 

has been incremental 

growth in the TOT.
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Transient Occupancy Tax in Unincorporated Napa County
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Napa County

Unincorporated 

County did level-

off in TOT for FY23, 

after a significant 

recovery post-

pandemic.  Hotel 

inventory 

impacted by 2020 

wildfires.

FY23 ECONOMIC RECOVERY



Jurisdiction Population
# of Rooms

As of June 2023
FY23 TOT Collected

By Jurisdiction
TOT as a % of 
General Fund

TOT Growth Since 
2011

Rounded to the Nearest ,000 FY23 Actual
Based on FY23 Budgets,

not Actual

American Canyon 20,000 313 $1,573,870 6% +217%

Napa 80,000 3,076 $30,572,595 25% +311%

Yountville 3,000 450 $8,750,589 65% +218%

St. Helena 6,000 295 $4,066,535 20% +282%

Calistoga 5,000 837 $12,251,931 75% +357%

Unincorporated 
County

27,000 762 $11,950,367 6% +146%

Total Napa 
Valley

141,000 5,733 $69,165,887 +251%

The Tourism Industry Provides Significant Positive Impact to the Local Jurisdictions Throughout Napa County. 

TOT Details by Jurisdiction



Napa County 2019-2024 Lodging Trends
SMITH TRAVEL RESEARCH
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Napa County Lodging Demand

2019 2020 2021 2022 2023 2024

August Year to Date Occupancy ADR RevPAR Revenue Supply Demand

2024 62.5% $413.37 $258.33 $330,912,440 1,280,976 800,530 

2023 61.5% $421.34 $259.31 $333,788,732 1,287,215 792,208 

2019 72.7% $327.59 $238.29 $280,372,401 1,227,343 879,930

YOY % change/2023 +1.7% -1.8% -0.4% -0.9% -0.5% +1.1%

YOY % change/2019 -14.0% +26.2% +8.4% +18.0% +4.4% -9.0%



August Year-to-Date Lodging Trends
SMITH TRAVEL RESEARCH

CYTD AUGUST 2024 APPROX. ROOMS OCCUPANCY YOY % ADR YOY % RevPAR YOY % 

COMPETITIVE SET

Napa County 5,400 62.5% +1.7% $413.37 -1.8% $258.33 -0.1%

Sonoma County 8,300 61.7% +2.7% $212.73 -1.8% $131.24 +0.8%

Monterey County 12,900 68.0% +0.7% $271.40 +0.9% $184.56 +1.6%

San Luis Obispo County 10,900 66.0% -0.3% $193.80 +0.6% $127.85 +0.2%

Santa Barbara County 10,800 68.5% +1.8% $249.23 -1.0% $170.77 +0.7%

San Francisco County 34,000 63.6% -1.1% $231.53 -4.0% $147.25 -5.0%

JURISDICTIONS

American Canyon 410 72.5% -2.2% $160.23 -4.0% $116.23 -6.2%

Napa (City of) 3,000 63.7% +2.5% $340.86 -1.5% $217.22 +1.0%

Yountville 440 59.0% +0.2% $674.75 -0.8% $398.37 -0.6%

Calistoga 790 60.4% +0.8% $549.89 -5.4% $332.40 -4.7%

Unincorporated Co. 760 56.5% -1.4% $571.31 -0.2% $332.52 -1.6%

SERVICE TYPES

VNV Luxury Hotels 57.2% +4.6% $948.60 -2.8% $542.65 +1.7%

VNV Group Hotels 63.2% -2.1% $314.85 -3.9% $199.11 -6.0%

VNV Limited-Service Hotels 70.4% +2.9% $204.74 +1.2% $144.18 +4.0%



Economic Impact & Visitor Profile Report



Visitor Overview
ECONOMIC IMPACT & VISITOR PROFILE REPORT



Visitor Demographics
ECONOMIC IMPACT & VISITOR PROFILE REPORT

➢ AFRICAN AMERICAN 
VISITORS HAVE 

TRIPLED

➢ LATINO AND LGBTQ 
VISITORS HAVE 

DOUBLED

➢ THE AVERAGE VISITOR IS 

NOW A MILLENNIAL



Economic Impact 
ECONOMIC IMPACT & VISITOR PROFILE REPORT



Community Impact 
ECONOMIC IMPACT & VISITOR PROFILE REPORT



Community Resources
ECONOMIC IMPACT & VISITOR PROFILE REPORT

VISITOR PROFILE & ECONOMIC 
IMPACT STUDYTID vs TOT

AVAILABLE 
NOW

Pamphlets Explaining the Value of the Tourism Economy 
and the Positive Impact on Napa Valley



Long Range Strategic Plan



Long Range Plan FY24 – FY26

75% 10% 10% 5%
2. Collaborative 

Destination Management  
1. Strategic Marketing & 

Sales Programs
3. Proactive

Partner & Community 
Engagement  

4. Organizational 
Excellence



Long Range Priorities & Goals
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Cultivate the 
Napa Valley 

Brand

Inspire and 
Motivate 

Travel to Napa 
Valley

Support the 
Local Tourism 

and Hospitality 
Industry
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Achieve or exceed the 
Tourism Improvement 
District (TID) revenue.

Promote the positive 
impacts of tourism on the 

local economy.

Continue to grow Transient 
Occupancy Tax (TOT) 

collections.



Fiscal Year 2024 Metrics



Programming Overview



Departments
VISIT NAPA VALLEY



Integrated Programming
VISIT NAPA VALLEY



Strategies & Tactics
PROGRAMMING OVERVIEW



Key Functions
MARKETING & COMMUNICATIONS



Paid Media



Key Initiatives & Campaigns
PAID MEDIA

BRAND TOWNS GROUP

LUXURY SUSTAINABILITY WORKFORCE



Campaign Impressions
PAID MEDIA

Over the Top (OTT) video 
advertisements display/run 
across a myriad of devices – 
such as Roku or CTVs and 
streaming services – such 

AppleTV or Hulu.

Brand videos would show up, for 
example, to viewers engaging in 
content from outlets like these.



Owned Media



Channels
OWNED MEDIA

Website Email Social Media
Napa Valley

Welcome Center
Visitor Magazine



Website & Email
OWNED MEDIA



Social Media
OWNED MEDIA



Napa Valley Restaurant Week Campaign
OWNED MEDIA



Mustard Season Campaign
OWNED MEDIA



Earned Media



Earned Media Impressions
OWNED MEDIA



Press Coverage Highlights
OWNED MEDIA



Napa Valley Welcome Center



Performance Highlights
WELCOME CENTER



Sales & Business Development



Key Functions
SALES & BUSINESS DEVELOPMENT



Performance Highlights
SALES & BUSINESS DEVELOPMENT



Trade Shows & Sales Missions
SALES & BUSINESS DEVELOPMENT



Partnership



Overview
PARTNERSHIP



Community & Industry Relations



Overview
COMMUNITY & INDUSTRY RELATIONS



Destination Stewardship



Destination Stewardship

Promoting the Napa Valley as a 
premier wine country travel 

destination...

…a vibrant economy, a healthy 
environment and a high quality of 

life for residents
W H I L E

P R O M O T I N G



Sustainable Tourism Plan 

 ncorporates “Global Sustainable 
 ourism  ouncil”  riteria

• Destination Management

• Socio-Economic Sustainability

• Cultural Sustainability

• Environmental Sustainability



Core Pillars
DESTINATION STEWARDSHIP

Spotli  t  e 
contributors an 

businesses

PRESERVING AND PROTECTING

Napa Valley
FOR FUTURE GENERATIONS



Green Lodging Certification
DESTINATION STEWARDSHIP

Pilot Program Underway! Full launch planned for 2025.



Workforce Development



Crush That Career
WORKFORCE DEVELOPMENT

Digital Ad Units 
+ Billboard

At American 
Canyon Gateway 

to Napa Valley

ENGLISH/SPANISH



Forbes Five Star Standards
WORKFORCE DEVELOPMENT



Budget Overview



FY24 Visit Napa Valley Operating Budget
ALLOCATION OF REVENUE

* $8.5 Million in TID Revenue; $500,000 in Partnership and Mercantile Revenue

$9 M I L L I O N  i n  R e v e n u e

Funding Supports All Strategic 
Priorities and Initiatives:

• Strategic Marketing & Sales Program

• Collaborative Destination 
Management

• Proactive Partnership & Community 
Engagement

• Organizational Excellence

82% of the budget is used for Marketing efforts



FY24 Actual vs. Budget
BUDGET OVERVIEW

FY24 Actual  FY24 Budget Budget Variance ($)  Budget Variance % Notes 

Revenue

TID-1.5% Countywide $           8,212,635 $           8,000,000 $           212,635 3%

Unicorp County TID Funds $              500,000 $              500,000 $                      -   0%

Welcome Center Mercantile (Net of Sales) $              207,037 $              180,000 $             27,037 15%

Partnerships $              453,019 $              400,000 $             53,019 13%

Total Revenue $           9,372,691 $           9,080,000 $           292,691 3% 1

Expense

NVTC Expenses $              105,985 $                 68,200 $             37,785 55% 2

General & Administrative $           1,029,861 $              972,627 $             57,234 6% 3

Community & Industry Relations $              647,220 $              728,441 $            (81,221) -11% 4

Guest Information Network $              120,000 $              120,000 $                      -   0% 5

Sales $           1,812,211 $           1,919,744 $         (107,534) -6% 6

Brand Marketing $           4,684,081 $           4,533,253 $           150,828 3% 7

Welcome Center $              842,219 $              992,135 $         (149,916) -15% 8

Total Expense $           9,241,577 $           9,334,400 $            (92,823) -1% 9

Net Ordinary Income $              131,114 $             (254,400) $           385,514 10

Interest Income (Less Advisor Fees) $              244,786 $                          -   $           244,786 11

Change In Net Assets $              375,899 $             (254,400) $           630,299 12



Revenue
1. Total Revenue came in higher than the budget by +$293k or 3%.  TID Revenue exceeded budget +3%, driven by higher-than-expected ADR 

(Average Daily Rate). Notably, the TID Revenue budget was already set +6% higher than the prior year’s budget.  Welcome Center 
mercantile sales surpassed the forecast by +$27k, which is a 15% increase.  Partnership Revenue came in at +$53k or 13% above the 
forecast.

2. NVTC: +$37k or 55% over Budget.  These are the expenses associated with the Napa Valley Tourism Corporation which include D & O 
Insurance, Accounting costs for the tax return as well as costs associated with the renewal of the Tourism Improvement District.  Budget 
assumptions didn’t fully account for all renewal related costs.

3. General & Administrative: +57k or 6% over Budget. The overage was primarily due to higher than anticipated increases in Insurance costs 
including cyber security, workers compensation and health benefits.  Additionally, legal fees incurred were not in the original forecast.

4. Community & Industry Relations: ($81k) or 11% below budget, primarily due to lower-than-expected costs for stakeholder meetings and 
savings in personnel costs from an open role.

5. Guest Information Network: Came in within Budget.  Visit Napa Valley contributes $30k through the Guest Information Network to each 
Chamber of Commerce for their local Welcome Center operations support in Calistoga, St Helena, Yountville, and American Canyon.

6. Sales: ($107k) or -6% below Budget.  Sales Committee Meetings came in lower than expected due to favorable rates for meeting spaces. 
Higher than budgeted revenue from partners, helped offset trade show expenses.

7. Brand Marketing: +150k or 3% over Budget.  The variance was due to unanticipated production costs that were not included in the original 
forecast, such as Campaign Ad Effectiveness Tracking and Talent Renewals.

8. Welcome Center: ($150k) or 15% below Budget. This favorable variance resulted from effective management of facility expenses and 
savings in personnel costs.

9. Total Expenses: ($93k) or -1% below Budget.
10. Net Ordinary Income: Surplus of $131k and +$385k over Budget.
11. Interest Income (Less Advisor Fees): Board Designated Cash Reserve Interest +$240k, Non-Reserve Interest +$26k, Advisor Fees (+$22k).
12. Change In Net Assets: Surplus of $376k, +$630k over Budget (Interest not Budgeted).

Notes
BUDGET OVERVIEW

Expenses



Financial Statement Audit conducted by third-party, independent firm resulted in no findings

Audit Report
BUDGET OVERVIEW



Boundaries

• There is no change proposed for the Tourism Improvement District boundaries as prescribed in the Management District Plan.

Assessment

• There is no change to the assessment rate or method of collection as prescribed in the Management District Plan.

Notes
OTHER MDP NOTES



FY24 Allocation of Revenue
BUDGET OVERVIEW

NAPA VALLEY 
WELCOME CENTER

2%UNICORPORATED 
COUNTY TID FUNDS

5%

PARTNERSHIPS

5%

TID-1.5% 
COUNTYWIDE

88%

FY24 Revenue
$9,372,691



FY24 Allocation of Expenses
BUDGET OVERVIEW

BRAND 
MARKETING

51%

GUEST INFORMATION 
NETWORK

1%

COMMUNITY & INDUSTRY 
RELATIONS

7%

NVTC

1% GENERAL & 
ADMINISTRATIVE

11%

SALES & BUSINESS 
DEVELOPMENT

20%

NAPA VALLEY 
WELCOME CENTER

9%

FY24 Expenses
$9,241,577



FY24 Year in Review Video
VISIT NAPA VALLEY

CLICK TO WATCH

https://player.vimeo.com/video/1013233059
https://player.vimeo.com/video/1013233059


Thank You
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