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Occupancy (%)

This year

69.9% 75.8% 69.0% 68.6% 73.4% 67.2%

Last year

68.9% 74.4% 66.9% 65.1% 70.8% 64.9%

% Change

1.5% 1.8% 3.1% 5.4% 3.6% 3.6%

ADR

This year

$283.16 $143.27 $183.33 $265.59 $136.80 $171.47

Last year

$268.76 $133.86 $175.10 $248.62 $127.33 $164.43

% Change

5.4% 7.0% 4.7% 6.8% 7.4% 4.3%

RevPAR

This year

$197.92 $108.62 $126.52 $182.29 $100.38 $115.27

Last year

$185.15 $99.65 $117.20 $161.83 $90.21 $106.74

% Change

6.9% 9.0% 8.0% 12.6% 11.3% 8.0%

Revenue

This year

$334.6m $244.4m $544m $154.9m $112m $245.6m

Last year

$309.9m $224.3m $500.5m $133.9m $100.7m $226.4m

% Change

8.0% 9.0% 8.7% 15.7% 11.2% 8.5%

FY14 July - FY15 June FY15 Jan - June
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Visit Napa Valley
Fiscal 2015 End of Year Report and Fiscal 2016 Overview

Fiscal Year 2015 was the fifth full funding year of the Napa County Tourism Improvement District (TID), a special assessment on lodging allocated to marketing programs that drive overnight occupancy during need periods (Nov - April and midweek throughout the year).
1. Lodging metrics 

Occupancy, ADR, RevPAR and Revenue
Smith Travel Research (STR) data ending June 2015 shows healthy Napa County growth in all key lodging metrics (84.2% of rooms reporting):
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Napa County had a stellar performance in occupancy, average daily rate (ADR), RevPar and Revenue.  Comparing the first six months of calendar year 2015 to 2014, the occupancy rate for hotels reporting rose 5.4% to 68.6%, ADR rose 6.8% to $265.59, RevPar increased by 12.6% to $182.29, due in part to VNV marketing efforts leading to increased midweek occupancy and higher occupancy levels. Lodging revenue itself was up 15.7% to a total of $154.9 million. 
Outlook

Napa Valley continues to reign as one of the strongest resort submarkets in California, driven by healthy demand and significant constraints on the development of new supply. Motivated by the stellar Bay Area economy, lodging demand is expected to continue to strengthen through the near term, attracting both investors and developers. The development of several larger resort hotels over the next five to seven years is expected to generate more group meetings and event visitation to Napa Valley, broadening the market’s source of room night demand.
2. Financial Overview
FY15 Actuals v. Budget (preliminary)
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Budget 

Variance ($)

Budget 

Variance (%)Notes

Income

4100 · TID Funding

4110. · TID-1.5% Countywide 4,910,049 $      4,850,000 $    60,049 $         1.2%

4115 · NVTC Expenses (3,643) $            (6,000) $          2,357 $            -39.3%

4120. · TID - 0.5% Unicorp County 553,967 $         - $                553,967 $       100.0% 1

Total 4100 · TID Funding 5,460,373 $      4,844,000 $    616,373 $       12.7%

4000 · Revenue - Other - $                  - $                - $                0.0%

Total 4000 · Revenue 5,460,373 $      4,844,000 $    616,373 $       12.7%

4200 · Special Projects TOT Funds 251,202 $         251,202 $       - $                0.0%

4300 · Welcome Center 117,417 $         119,375 $       (1,958) $          -1.6%

4330 · Partnerships 379,530 $         343,460 $       36,070 $         10.5% 2

Total Income 6,208,522 $      5,558,037 $    650,485 $       11.7%

Gross Profit 6,208,522 $      5,558,037 $    650,485 $       11.7%

Expense - $               

8000 · Brand Mktg & Communications 2,347,072 $      1,957,102 $    389,970 $       19.9% 3

7000 · Groups/Meetings Sales & Mktg 1,636,432 $      1,690,039 $    (53,607) $        -3.2% 4

9000 · Direct to Consumer Mktg 619,225 $         675,626 $       (56,401) $        -8.3% 5

9100 · Welcome Center. 453,134 $         482,077 $       (28,943) $        -6.0%

10000 · Research & Marketing Intell 55,905 $            50,000 $          5,905 $            11.8%

6000 · General & Administrative. 671,416 $         704,118 $       (32,702) $        -4.6%

Vine Trail 150,000 $         150,000 $       - $                0.0%

Guest Information Network 120,000 $         120,000 $       - $                0.0%

Total Expense 6,053,184 $      5,828,962 $    224,222 $       3.8%

7030 · Other Income 554 $                  - $                554 $               100.0%

Change in Net Assets 155,892 $         (270,925) $      426,817 $       -157.5% 6

 
NOTES














Revenue
1. Revenue came in higher than Budget by $554K or 100% due to Unincorporated County TID not included in original budget 

2. Partnership Revenue up $36k or 11% over plan due to higher than expected renewal rate










Expense












3. Brand Marketing - $390K or 20% over budget predominantly due to:

a. Unincorporated County TID revenue and respective expenditures for brand marketing contract was not budgeted: $465K

b. Flavor! NV over budget by $27K or 19% mainly due to unforeseen increase in Delta spend ($10K) and in paid media with SF Chronicle/SF Gate ($11K)




c. Cabernet Season under budget by $18K or 16% due to digital advertising delayed start due to timing of advertising material finalization




d. PR under budget by $39K or 16% due to reduced scope and associated fees for local PR agency when the new Director of Media relations shifted focus towards an increase of internal control









e. Personnel Expenses under budget by $59K or 13% due to staff transitions - no VP mid-July to October, no PR Manager from September to December




4. Group Sales - $54K or 3% under Budget predominantly due to:




a. Trade show activities: $19K or 18% under budget resulted from partner hotels’ unavailability due to high occupancies, which led to cancellation of corporate group familiarization trips (FAM)





b. Collateral & Promo Items: $10K or 15% under budget due to delay in sales brochure development and printing

c. Personnel Expenses: 30K or 6% under budget due to staff transition - no event manager form August to December







5. Direct to Consumer Marketing - $56K or 8% under budget predominantly due to:


a. Digital Services $20K or 6% under budget due to manager resignation and commitment delays









b. Personnel Expenses: $25K or 16% under budget due to Digital Manager position vacancy from August to late October








Change in Net Assets











6. Due to the increase of revenues from the unincorporated area TID, as well as the above identified areas of cost savings, net assets increased by $156k or 157% over Budget 
















FY16 Budget
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Income

4000 · Revenue

4100 · TID Funding

4110. · TID-1.5% Countywide 5,405,000 $         82.7%

4115 · NVTC Expenses (6,000) $               -0.1%

4120. · TID - 0.5% Unicorp County 390,000 $            6.0%

Total 4100 · TID Funding 5,789,000 $         88.6%

Total 4000 · Revenue 5,789,000 $         88.6%

4200 · Special Projects TOT Funds 270,600 $            4.1%

4300 · Welcome Center 121,000 $            1.9%

4330 · Partnerships 355,000 $            5.4%

Total Income 6,535,600 $         100%

Expense

8000 · Brand Mktg & Communications 2,603,571 $         40.6%

7000 · Groups/Meetings Sales & Mktg 1,711,255 $         26.7%

9000 · Direct to Consumer Mktg 585,502 $            9.1%

9100 · Welcome Center. 490,144 $            7.6%

10000 · Research & Marketing Intell 50,000 $               0.8%

6000 · General & Administrative. 708,828 $            11.0%

Vine Trail 150,000 $            2.3%

Guest Information Network 120,000 $            1.9%

Total Expense 6,419,300 $         100.0%

Change in Net Assets 116,300 $           


3. TID Renewal
The TID assessment was renewed on June 16, 2015 and will continue for ten (10) years through June 15, 2025.  The total ten-year improvement and service plan budget is projected at approximately $6,500,000 annually, or $65,000,000 through 2025.  This amount may fluctuate as sales and revenue vary at assessed businesses.  


4. Earthquake

Immediately following the August 24, 2014 earthquake in Napa, CA, VNV, the Napa Valley Vintners and the City of Napa worked together to communicate to all media channels that Napa was still open for business and welcoming visitors. The Napa Valley Vintners quickly established a $10 million earthquake relief fund.

· The event was the largest in the San Francisco Bay Area since the 1989 Loma Prieta earthquake. Significant damage and several fires were reported in the southern Napa Valley area.  There was also damage in the nearby city of Vallejo, in Solano County. 

· The quake killed one person, injured about 200, and interrupted power to more than 69,000 Pacific Gas and Electric Company customers

· The tremor's epicenter was located south of Napa, approximately 3.7 miles (6.0 km) northwest of American Canyon near the West Napa Fault, beneath the Napa Valley Marina on Milton Road, just west of the Napa County Airport

· The majority of the 500+ wineries in the Napa Valley suffered little or no damage and fewer than 10 wineries suffered substantial damage  

· In the first three weeks following the earthquake, VNV conducted 35 television, radio and phone interviews and responded to all media requests

· VNV worked with their partners at the San Francisco Travel Association, Visit CA and U.S. Travel to communicate this message and provide updated status reports

· Within a week of the August 24, 2014 earthquake, 90 percent of Napa’s downtown businesses were up and running, according to Craig Smith, Executive Director of the Downtown Napa Association. A month later, business was at 95 percent of normal and today, 100% of businesses in the Napa Valley are open for business
· The U.S. Small Business Administration approved $34.5 million in disaster loans to help 995 Napa and Solano counties’ residents and businesses with quake recovery. The bulk went to Napa: $26 million to help 805 homeowners and renters and $6.2 million to 92 businesses for property damage, said Kevin Wynne, the spokesman for the administration’s western office of disaster assistance.

5. Group and Meetings Sales

For FY15, the VNV sales team’s top priorities were focused on growing direct lead volume by 10%, increasing Cvent (online sourcing tool) leads by 20% and closure above 10%.  To achieve this goal, VNV had a full calendar of sales activities, including four sales missions, attendance with SF Travel at seven trade events, attendance in domestic and international trade shows and over 20 industry events to grow relationships in the incentive, 3rd party, travel trade and corporate market segments.

Domestic focus for FY15: The sales team held four sales domestic missions in the feeder cities of Chicago, Northern California, Atlanta and Southern California.  In September, VNV went to Chicago where we held two events - one in downtown and one in Rosemount, with 141 planners and seven partners in attendance.  In November, the sales team had a sales mission in Northern California, which encompassed two events and a luncheon in San Jose and a reception in San Francisco.  These events targeted corporate planners, 3rd party planners and tour and travel located in the San Francisco/Silicon Valley markets.  Altogether, there were about 62 planners and five partners in attendance.   In March, the team targeted corporate travel planners, 3rd party and travel agents in the Atlanta areas and held two events, where 92 planners and four partners attended.  Lastly, the team targeted Southern California and held two events - two in North San Diego and one in Irvine.  These events actualized 64 meeting planners in the corporate and 3rd party market segments and there were eight partners in attendance.  

Targeted efforts to grow the incentive market segment included attendance at IMEX, Incentive Travel Exchange, Luxury Travel Summits and IBTM trade shows.   We also added a focus on international Incentive and attended IMEX Frankfurt.

The team continued with their efforts to grow the 3rd party segment through partnership with HelmsBriscoe and Cvent.  We had targeted sales efforts with HelmsBriscoe planners, where we had face-to-face interactions at HB specific luncheons, attendance at HB Annual Business Conference.  We added exposure in the Cvent online sourcing tool with ads in competitive destination pages, targeted eBlasts and ownership of the Napa Valley page.  These partnerships continued to increase lead volume with HB by 51% and Cvent by 31%.   

VNV focused efforts on maintaining our partnership with SF Travel by attending more SF Travel sponsored events and cultivating one-on-one relationships with SF Travel sales representatives.  The sales team attended the following SF Travel events: Tour and Travel Receptors event in Los Angeles and New York, MPI golf tournament partnership in New York, IMEX Las Vegas, IMEX Frankfurt, Chicago Client event and IPW Sponsorship.

Overall, the team attended over 20 domestic trade shows, partner conferences and industry events.   By attending these events we were able to grow our database by over 3,500 contacts and grew direct lead volume by 23%, Cvent leads by 31% and booked leads by 20%.

International focus for FY15: VNV maintained focus on mature travel markets: United Kingdom, Australia/New Zealand, and Canada. Due to continual economic growth, interest in wine, and increased airlift into San Francisco, China was added as the focus on emerging markets. The Sales Team participated in two domestic based shows that focus on the international markets, Go West Travel Summit, and IPW.  VNV’s relationship with Visit California helped extend the Napa Valley message in the UK by attending World Travel Market London, and in Australia & New Zealand with a Sales Mission touching on Sydney, Brisbane, and Auckland.  In the Canadian market, VNV attended a Visit California Sales Day in Toronto for one on one meetings and agent trainings.  Contacts acquired from our efforts are sent continuous updates on events, itineraries, and travel ideas to entice new and repeat visitors.  In FY15, 12 international familiarization/product visits were hosted by VNV for international tour operators and travel agents. These familiarization/product visits were in collaboration with our contract offices in the UK, Australia, and/or Visit California. 

For FY16, the sales team will continue domestic efforts to grow qualified direct sales leads by 10%, Cvent leads by 20% and booked leads by 10%.  Our domestic sales mission target cities will be New York, Washington DC, Texas, Northern California and Chicago and the team will remain focused on growing the incentive, 3rd party, travel trade and corporate market segments by attending trade shows and industry events.

New for FY16, VNV has entered into an agreement with Virtuoso travel network, currently booking over $12M into the Napa Valley in the luxury segment.  With the new inventory in the luxury segment coming on board in 2016-2018, the sales team will use this platform to educate and inform this audience by hosting webinars, targeted eBlasts and attending networking events.  Our sponsorship with the Super Bowl 50 Host Committee offers the sales team access to host Committee sponsors, partners, advisory committee, NFL on location, Friends of 50 patrons, qualified corporate groups and individuals.
International effort for FY16: VNV will continue to focus on the following mature markets: United Kingdom, Australia/New Zealand, Canada, and the addition of Scandinavia. Emerging market focus will continue with China and the addition of Brazil. To continue presence on an ongoing basis VNV will resume international travel trade representation contracts in the UK and Australia/New Zealand. A smaller contract will be established with the Scandinavian region to increase messaging as additional direct airlift into Oakland International Airport is added via Norwegian Air. Furthermore, VNV will continue to participate in Go West Travel Summit, IPW, and Receptive Operator Events with San Francisco Travel. The team will continue to maximize the established relationship with Visit California by attending their sales missions to the UK & Ireland, Brazil, China, and Canada. Additional VNV efforts include sales calls in Australia, Discover USA Tradeshow Scandinavia, and sales calls in Scandinavia and the Nordic Region. 10 to 12 familiarization/product visits are anticipated for FY16.
6. Marketing & Communications


Marketing Staff Transitions & New Team
The marketing team at VNV has had transition in the last year, resulting in a decrease in overall personnel expenses in marketing. The new staff includes the following new hires:
· VP of Marketing & Communications: Kelly Konis

· Director of Media Relations: Angela Jackson

· Digital Marketing Manager: Catherine Cole
Continuing staffers:

· Senior Marketing Manager: Emily Hegarty (returned from Maternity leave in October 2014)

· Social Media Manager: Jennifer Singer

Brand & Consumer Marketing
The VNV team continues to leverage a broad array of communications channels that have been developed to promote our own programs and those of our marketing partners, including:

· Visitnapavalley.com website, which is now averaging more than 100,000 unique visitors per month (+25% YOY)

· Media Relations

· Napa Valley Trip Advisor page

· Monthly e-newsletters to our 56K consumer subscribers (+12% YOY)

· Monthly B2B newsletters

· Social media (Facebook, Twitter, YouTube, Pinterest, Instagram) which experienced enormous growth +135% YOY in impressions and 30%+ growth in Facebook fans alone

· Napa Valley Blog: 1.1 million unique visitors in its first year

· Napa Valley Welcome Centers and the Guest Information Network that connects the visitor centers in each of the Napa Valley’s towns

· VNV mobile app

· Content controlled by VNV on the SF Travel site and through our marketing partners like Napa Valley Vintners, Napa Style and Napa Valley Life

· Collateral materials

· Paid print, web, TV advertising, featuring the new brand look & feel and new luxury campaign

VNV continued building the targeted marketing programs developed to increase occupancy during the key need period of November through April, with a secondary emphasis on driving Sunday through Thursday night business through messaging, placements, and supporting Napa Valley partner events and VNV signature promotions including Flavor! Napa Valley, Napa Valley Restaurant Month, Napa Valley Arts in April. This overall strategy will continue into FY16.
Cabernet Season as a term has begun to take hold, and marketing activities are designed to drive increased business from November through April. This fall, VNV will have a focused Cabernet Season branding effort, which had formerly been the period of marketing Flavor! Napa Valley. 
New Brand Campaign, New Luxury Program and New Media Strategy
A new creative campaign launched in October of 2014 for consumer and trade audiences. The new creative look elevated the Napa Valley brand overall and united formerly disparate marketing elements into a more comprehensive program for greater overall impact.

Through incremental NVTID funding, VNV launched a luxury media program to support current and future higher-end properties and experiences in the Napa Valley and to build top of mind awareness with luxury travelers. This program included magazines, digital, and in-person networking events targeting the luxury audience and luxury trade, elevating the brand image and supporting the Napa Valley as a premiere global destination for wine, food, arts, and wellness. Year II of the luxury program will continue during this Cabernet Season in FY16, and will feature both existing and new creative messages in an optimized program. 

For the broader Cabernet Season and signature event support, VNV moved to a more targeted and video content-rich approach in FY15 in television and digital advertising. The new strategy shifted VNV out of a local news-driven broadcast approach to a highly zone-targeted strategy on cable and digital, featuring more entertainment, strategic pillar-based programming for Napa Valley on channels like Food Network, Golf Channel, HGTV, Bravo, and cable news and sports. 

In addition to more precise targeting and relevancy, this approach provides for more digital video opportunities featuring the new brand creative, targeting the luxury and core traveler, plus trade. We have seen excellent results in performance, beating industry benchmarks by up to 90% for our highest performing digital video creative. With the learning from FY15, we will optimize the FY16 program in terms of creative and media placements. For FY16, VNV will produce a new welcome video, television, digital video/banners, magazine, and collateral.
Public Relations 
In collaboration with all its partners, VNV continues to drive robust media relations activity to build awareness of the benefits of visiting during off-peak periods, in press releases and in conversations with visiting journalists we host throughout the Valley. VNV continues to manage our two PR agencies: Alice Marshall PR in NY for national and international PR activities, and local agency, Fuller & Sander, for regional PR support and an in-market presence. 

We continue to get A-list media coverage and are pleased to report total media impressions of 820 million, an increase of 58% vs. last year, which saw 72% growth over the year before. We hosted 68 press visits in the past year, plus have broadened our press release contact list and increased frequency of issuance. VNV has added media relations to the agenda at VNV sales missions to generate key-market coverage and leverage the visit and effort of executing these missions.  The VNV Media Relations team has also increased participation in domestic and international missions with SF Travel and Visit California, dovetailing into those activities naturally and with little additional effort or expense beyond travel costs for key personnel.
Clearly, press coverage continues to be a very efficient, smart way to build awareness and generate excitement about the Napa Valley.  The plan for FY16 will be to continue to host A-list journalists in partnership with our friends across the Napa Valley. VNV is also beginning to embrace bloggers as another means to drive coverage and increase overall audience exposure. The 40th Anniversary of the Judgment of Paris is coming up in 2016, where VNV has already begun to host journalists interested in this historic occasion.
Marketing Partnerships
VNV marketed multiple partner events including the Napa Valley Film Festival, Napa Valley Marathon, Napa Valley Truffle Festival, Napa Valley Historic Wineries Tour, Festival del Sole, Frys.com PGA, as well as approximately a dozen other events produced by the local TIDs/towns and Chambers of Commerce.
Key Sponsorships/Partnerships:
· Frys.com PGA: VNV sponsored in fall 2014 and will sponsor again fall 2015
· The Breeders Cup: VNV sponsored in fall 2014

· Trip Advisor: NV landing page ownership of messaging
· CANVAS: Concierge Alliance of Napa Valley & Sonoma

· Dogtrekker: New for FY16, featuring Dog-friendly destinations in Napa Valley

· Super Bowl 50: Destination sponsor with the Host Committee
Super Bowl 50 
Super Bowl 50 will be held on February 7, 2016, at the new Levi’s Stadium in Santa Clara, CA.  VNV and the Napa Valley Vintners (NVV) have joined forces again to promote America’s leading wine region surrounding a major international sporting event, Super Bowl 50. Many of Napa Valley’s lodging, restaurant and winery partners are creating unique “Super Bowl 50” experiences for visitors to enjoy before, during or after the big game. The Napa Valley wine region has been named a “Destination Partner” by the Super Bowl 50 Host Committee, along with Pebble Beach and Sonoma County. VNV and NVV will support a series of invitation-only, high profile events that will exclusively feature Napa Valley wines during big game festivities and will also use the designation to encourage sports fans to Visit Napa Valley while they are in the area.
There is no activation budget beyond the basic sponsorship fee for the marketing activities, which will be focused on press, social media, and VNV’s digital marketing channels. The Napa Valley will benefit from national and local media exposure and opportunities for destination business with groups and individuals. 
Great Wine Capitals
The Napa Valley, in partnership with San Francisco, is internationally recognized as one of eight Great Wine Capitals.  VNV continues to oversee and coordinate our region’s participation in this marketing organization, including website and social media representation.  
VNV participated in the annual meeting in Mendoza, Argentina and will continue its participation in this coming fiscal year. The annual meeting will be hosted in Bilbao, Spain this fall. The long-term benefit of this program is the privilege and honor of Napa Valley being the Great Wine Capital of North America, a message that VNV and the Napa Valley leverages across communications programs and channels.
New Ad Agency
Due to the dissolution of the former ad agency, DOJO, we have chosen to bring on Mering Carson, who was a finalist in the RFP pitch process last year.  Mering Carson is very experienced in tourism marketing, having Visit California as a major client, in addition to the San Diego CVB and Pebble Beach Resorts. 

The new creative that will be designed this coming year will be based on the current direction with an evolved spin, thus VNV will be able to continue to run all creative work created in the last year with DOJO harmoniously with new assets that Mering Carson will produce in partnership with VNV. 
7. Direct-to-Consumer Marketing
VNV continued our strong focus on enhancing our DTC marketing capability, including hiring a new digital manager and testing some new marketing platforms. The Digital Marketing Manager position was filled in fall of 2014 and digital marketing resumed to get VNV back to our purer marketing focus following the earthquake.
VNV began working with two new digital marketing partners that are proving to be an effective way to extend our national reach and deliver rich messaging content:

· Xfinity: Packaged along with Comcast, providing digital video to support Cab Season brand and several VNV signature promotions, including key programming alignments like Top Chef
· Sojern: Targets the active travel-searching/seeking audience with VNV brand and promotional messaging, a very efficient way to reach an individual at the point of consideration/purchase
We will continue to evolve and optimize the digital program from both a media and messaging standpoint. We anticipate developing a new set of digital banners and video to add to the existing pool for use with both consumer and trade audiences this coming fiscal year.
Website
VNV’s web traffic has increased to roughly 100K unique visitors each month, an increase of approximately 25% YOY. While we continue to drive traffic to the existing VNV.com site, in the background we have begun planning for a major redesign that will upgrade the overall look and functionality of the web site. The new site will launch in early 2016 and will be more visually driven and provide more of an experiential taste of the Napa Valley. The website will be built based on responsive design principles, which ensures a good user experience across various devices including desktops, laptops, tablets, and mobile phones. For this reason, the Napa Valley app will ultimately be phased out when the new site launches in favor of a responsive model providing all content hosted on VNV.com to visitors.
VNV has secured Simple View as the partner to build the new site, along with Mering Carson’s design help at a macro level. Simple View will be the partner for our Content Management System (CMS) and our Customer Relationship Management (CRM), ultimately replacing Sales Force once we transition to the new site. 
Social Media
The Napa Valley brand continues to be active in the key social media channels, with accounts including Facebook, Twitter, Instagram, You Tube, Pinterest, Google +, and the eponymous Napa Valley blog. Results in several key channels have been stellar in the past year, and VNV continues to grow the fan base of the Napa Valley community and increase exposure across social media networks through a combination or primarily organic (non-paid) placements and limited paid placements. VNV is pleased to report the spectacular growth in selected networks:
· Facebook: 86K (+87%)

· Twitter: 16K (+60%)

· Instagram: 10K (170%)

In FY16, VNV will continue to grow fan communities and also embrace bloggers to build additional social media/blogosphere exposure and engagement. Some of the leading bloggers that will be invited and/or hosted through partners have massive audiences up to 1 million or more followers, commensurate with many mainstream commercial media outlets. The selection criteria will be equivalent to the criteria VNV deploys for any visiting media/journalist: Confirmed (versus speculative) media coverage and a minimum reach.
The social media program has been executed with a combination of in-house talent and agency, 3 Rock Marketing based in Napa. Given the great success with the VNV in-house expertise and the nature of sharing content across social media channels, VNV will reduce the external agency scope to increase internal ownership, control, and content management/sharing across the Valley.
Flavor! Napa Valley: November 2014
Flavor! Napa Valley was held November 19-23, 2014, featuring 30 events, 54 chefs and 120 Napa Valley wineries. Major events were the welcome dinner hosted by Silverado and the Appellation Trail, hosted at the Culinary Institute of America. F!NV was designed to highlight the exceptional food and wine in the Napa Valley and to attract guests from out of the area to drive destination business.
Highlights
· Over 3,000 total attendees from 35 different states 
· 22% from Napa Valley

· 40% California
· 38% outside of California 

· Press coverage: 59 million earned media impressions

· Social media community build: +95% growth in Facebook fans

· Web traffic: +40% unique web site visitors to FlavorNapaValley.com
· Paid media impressions: 50 million paid impressions were garnered across Cable TV/Xfinity, SF Chronicle/SF Gate, and several foodie sites. The spending was $94K, $23K over the planned amount
Flavor! Napa Valley: March 2016
Flavor! Napa Valley is being redesigned and rescheduled for March 17-20, 2016, versus its former timing in November. The new F!NV will still be a celebration of food & wine featuring local chefs/CIA grads and local winemakers from the Napa Valley, where the favorite kinds of events from past festivals will be featured. The CIA will continue to be the beneficiary of the event and VNV has pledged to provide a minimum of $25K to the CIA in 2016, versus last year, which yielded no contribution. We are redesigning F!NV to be a high-quality festival commensurate with legendary Napa Valley, with a further aim for better financials and tighter overall oversight to ensure the CIA contribution and quality delivery of the event.
With the new timing and design of F!NV comes partner a new partner to produce the popular festival. Through a referral process, VNV identified and hired a dynamic duo of San Francisco-based Andrew Freeman and Dominic Phillips, with their respective teams, who are very experienced in developing and producing food & wine festivals, such as “Eat Drink SF”.  Andrew’s team is focused on the event development and securing sponsorship, while Dominic’s team is responsible for the festival logistics and execution.
Even with energetic new partners, the financials must still make sense in terms of securing sponsorship investment to produce the festival. Provided sponsorship support is robust, F!NV marketing will begin in earnest in October with a roll out plan of communications. However, in the event the sponsorship funding is deemed insufficient, the consulting fees of Freeman/Phillips and limited related development costs would be the only F!NV expenses to hit the FY16 budget.

Restaurant Month January 2015
VNV supported a restaurant promotion in February 2015. Participating restaurants offered a two-course lunch for $14-$30 and/or a three-course dinner for $24-$50.  All offers included a Napa Valley wine element as a pairing.
Napa Valley Restaurant Month branched apart from Visit California’s statewide umbrella program this year, due to many restaurants being closed in January. The program ran in February and restaurateurs were given the option to have Valentine’s Day/ Presidents Day weekend a blackout date from the program.  
VNV developed a marketing campaign for Restaurant Month including a full Bay Area media plan with Comcast Xfinity, print in the San Francisco Chronicle, web advertising on SFGate.com and a targeted campaign with Sojern. 
There was PR and social media outreach from late December through January. Collateral to promote the program, including posters and rack cards, were distributed to all Napa Valley lodging, participating restaurants, welcome centers and local shops and businesses. In total, there were 40 restaurants participating and three lodging properties that offer special packages.

· Press coverage - 150K earned media impressions

Restaurant Month is not newsy, as these types of promotions are ubiquitous. However, we have an opportunity to improve our local coverage to encourage in-market support of the program, which makes restaurants more inclined to participate.

Paid Media Program
· Regional Broadcast Comcast/Xfinity
· San Francisco Chronicle

· Napa Valley Life Magazine 

· KTVU.com

· Video segments on Wine Country Weekend

· TripAdvisor

· Quantcast Network (Programmatic buying, lookalike campaign)

· Open Table Promotion: est. restaurant revenue generated through OT: $176,070

· 1,911 reservations, 4677 covers

Social Media & Digital
In December, VNV provided all participants with a “Restaurant Month Tool Kit” that contained all digital materials: logos, photos, tracking links, suggested posts, and digital guide to expand consumer reach. Postings on Facebook and Twitter began in December, using tracking links and hashtags. Launched main efforts January 1 and interacted with all restaurant and hotel participants. 
· Total social impressions over 25K

· 71% unique visitor traffic growth to our website in January

· Views of special offers and hotel bookings through our website both showed triple digit growth YOY

· VisitNapaValley.com Homepage Display Ad

· VNV Consumer Email
· Total Program impressions: 3.8K
Restaurant Week January 2016
VNV will continue to support a Valley-wide restaurant promotion this coming January, but will reduce the time period from one month to one week.  Our aim in reducing the time period from one month to one week is to gain broad participation from restaurants across the valley, as well as have an impact with the event over a shorter span, versus a month-long period the prior year that proved difficult to sustain. 
Given our overall budget reduction and the time reduction for this promotion, we have reduced our spending support significantly. The promotion is meant to serve both visitors and locals alike and will be featured to both audiences with digital support and through Tourism Matters related messaging to locals. We have scheduled the promotion for the last week in January, January 24-31, 2016, keeping in mind restaurants closures/remodels/staff training, etc. in early January and the Super Bowl in early February.

Arts in April 2015
VNV developed a marketing campaign for Arts in April including a full Bay Area media plan with Comcast Xfinity, print in the San Francisco Chronicle, and web advertising on SFGate.com and a nationally targeted digital campaign with Sojern. 

Collateral to promote the program included posters and brochures distributed to all Napa Valley lodging, participants, welcome centers, and local shops and businesses. 
In total, there were nine special lodging offers dedicated to Arts in April and 62 events throughout the month hosted by wineries, museums and lodging, in addition to local celebrations in Calistoga, St. Helena, Yountville and American Canyon. A kick-off event was held by the Napa Valley Museum featuring the Napa Valley Collects exhibit and the first annual ENGAGE Art Fair concluded Arts in April in Calistoga at the county fairgrounds. 
A press preview was held February 10, 2015 to highlight Arts in April events to local and regional media.  The itinerary for the 11 journalists who attended included the Napa Valley Wine Train and artist Heidi Barrett; muralist Carlo Marchiori’s CaToga in Calistoga; lunch at The Farmer & The Fox at Cairdean Estate; the sculpture garden at Harvest Inn; buskers at Jessup Cellars in Yountville and artist Gordon Huether’s studio in Napa.  A total of five press releases were distributed to local, regional, national and international media channels. The initial release announcing Arts in April was sent February 16, 2015.  Additional releases highlighting each week’s programs were sent March 16; March 23; March 30; and April 6, 2015. Napa Valley Arts in April received more than 89.7 million print and electronic media impressions. 

Arts in April 2016
In partnership with the Arts Council Napa Valley (ACNV), VNV will continue to support Arts in April this coming spring, 2016. The 2015 AiA drew broader participation, as the hosts and locations were expanded beyond wineries to include alternate venues and a new producer that was brought on board last year through grant funding, who helped plan and drive the overall effort. The Arts in April event calendar continues to feature unique cultural tourism offerings, pairing art with wine in exceptional locales. The program is also a great source of content and fodder for the strategic arts pillar in Napa Valley’s overall offering and brand composite.
The producer also began the process of developing a sponsorship pitch and outreach to key players. We collectively have identified the need for sponsorship as a means to sustain the AiA program and the arts overall. 

8. Napa Valley Welcome Center
Six staff and 81 volunteer ambassadors at the Napa Valley Welcome Center served 142,297 guests in fiscal 2015 and collected consumer data from 14,551 visitors. The VNV team mailed 415 guidebooks (-1%) and fielded 7,706 phone calls from guests requesting help planning their visits (+2%). 

The Lodging Desk booked 1,602 room nights (+4%) generating revenue of $382,923 (+23% driven mainly by the increase in advance phone call and email requests) with an average daily rate (ADR) of $239.03 (+18%). Activity bookings for the year totaled 320 (+34%), for a revenue total of $99,557 (+50%). The Napa Valley Mercantile retail area of the Welcome Center generated $208,096 in revenue (-6%) and $98,166 (-7%) in profit, which offsets some of the operating costs of the center. Retail sales and profits were affected by a slight decrease in visitor traffic.

Signage in Downtown Napa continues to drive some visitor traffic to the for-profit “Napa Tourist Information Center,” a wine tasting room and olive oil store on First Street, so VNV staff has worked with the City of Napa to find resolutions, but confusion continues.

The staff at the NVWC has developed a number of best-practice processes and training programs to ensure all of our volunteer ambassadors consistently represent the brand and deliver information efficiently. Additionally, they have worked closely with the other official visitor centers in the County, now known as the Guest Information Network, to ensure a consistent guest experience throughout the Napa Valley. 

9. Research & Market Intelligence
VNV contracted with Destination Analysts to conduct another complete Visitor Profile Survey and Economic Impact Report. The last study was done in 2012 and the 2014 study was debuted at the June Sales & Marketing Conference.  This data is available to the public.
VNV purchased monthly lodging data from Smith Travel Research and has also purchased data from nSight Intelligence for FY16, which aggregates hotel search and booking data and analysis tools for travelers in the United States and internationally.
10.  Napa Valley Vine Trail

VNV views the Vine Trail as a strategic foundation to our “wellness” messaging pillar and believes there is tremendous potential benefit to the region to be gained from becoming a bike-friendly destination. Studies in other regions show that cycling tourists have similar demographic attributes to Napa Valley’s targeted guests, and in practice they stay longer and spend more in the destinations they visit than their non-biking counterparts. 

In February, VNV partnered with the Napa Valley Vintners to pledge $5 million toward the Vine Trail. VNV’s portion of the pledge is for $2.5 million, to be paid over ten years, and includes the funding generated from fund-raising activities at lodging properties and commitments from local TID groups. Because VNV cannot fund a capital project from TID revenue, we have earmarked Partnership, Retail and Commission revenue to satisfy our part of the pledge.

11. Guest Information Network
Visit Napa Valley’s work to connect the local Chambers of Commerce that operate official visitor centers in Calistoga, St. Helena, Yountville, and American Canyon to partner to expand the Napa Valley Guest Information Network and provide a consistent visitor information experience throughout the region. The Memorandum of Understanding (MOU) will serve as an agreement between each local Chamber of Commerce and VNV, to use received contribution of $30K to directly support the expansion of the Napa Valley Guest Information Network, i.e. Welcome Center staff or contractors, Welcome Center aesthetic improvements, volunteer support services and material & retail merchandise.
12. Conclusion
In closing, the VNV team wishes to thank the Napa County Board of Supervisors and County staff for their ongoing support and engagement.  We look forward to another great year of collaboration to promote, protect and enhance the Napa Valley’s position as America’s premier wine, food, arts and wellness destination.

Sincerely,

Clay Gregory

CEO/President
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