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Visit Napa Valley (VNV)

Official tourism marketing
organization for Napa County

Mission:

Promote, protect and enhance
the Napa Valley’s position as
North America’s premier wine,
food, arts and wellness region.




Fiscal 2014 VNV B;)ard of Directors
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Stan Boyd \ W Clay Gregory
Holiday Inn Express Visit Napa Valley
Chris Canning . . Charles Henning
Calistoga Chamber of Commerce e Charbay
Steve Carlin Michael Palmer
Oxbow Public Market 7 The Meritage Resort
Ann Marie Conover -l Linda Reiff
Meadowood Napa Valley ’ _1 Napa Valley Vintners
Stephen Corley Michaela Rodeno
Monticello Vineyards :' Villa Ragazzi
Michael Dellar Rick Swig
Lark Creek Restaurant Group Harvest Inn
David Francke Larry Florin
Michael Mondavi Family Estate County of Napa

George Goeggel Michael Woods (Chair)
Auberge du Soleil Mount View Hotel & Spa
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j Legendary. 'L ' Board Of

Directors
President/CEO

Administration

Sales & Trade
Marketing

5 staff

Visitor
Services

6 staff

Consumer
Marketing

5 staff

Operations &
Partner Services

4 staff




FY 2014 VNV Budget: $5,198,431

Surplus/Reserve Marketing &
G&A s 4% Communications
13% | (including AC)
Research & - | o 339
Market Intel )

1%

Group Sales

21%
Direct to
Welcome Center Consumer
7% (includes

SalesForce)
16%
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Smlth Travel Research Data

< Reportlng 70% of total rooms
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80.3% +, 4

$315.55 +8.6%
S253.46 +9%

$35.1m +8.5%
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NAPA COUNTY
Lodging Industry
% Growth in RevPAR
Weekday vs Weekend
YTD 2013 vs YTD 2012

WD
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Total

W YTD

14.1%

11.0%

13.7%
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NAPA COUNTY
Lodging Industry
% Growth in RevPAR
Transient vs Group
YTD 2013 vs YTD 2012

Transient Group

Total

mYTD

11.7% 19.4%

13.7%
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NAPA COUNTY
Lodging Industry
RevPAR in $

High Season vs Low Season

+6.4%
+12%
+22%

+10% +10%
(o]

+19%

2009/2010

2010/2011 2011/2012 2012/2013

® High Season

$140.03

$171.11 $191.42 $203.60

B Low Season

$79.60

$94.72 $104.35 $114.57
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NAPA COUNTY

Lodging Industry

Revenuesin $

High Season vs Low Season

+23%

+19%

+15.5%

+13%

+10%

+13.4%

2009/2010

2010/2011

2011/2012

2012/2013

H High Season

$110,603,454

$136,102,223

$157,265,054

$173,435,348

B Low Season

$62,541,317

$74,565,311

$84,178,557

$95,479,217







DESTINATION ANALYSTS

Visit Napa Valley
2012 Napa Valley Visitor Profile
Report of Findings



Research Methodology:

Lodging Guest Survey

« Self-administered

« Distributed at 57 Napa Valley hotels, resorts, bed & breakfasts and vacation
rentals: April 24th through May 8th, July 23rd through August 11th and
October 1st — 15"

« Returned via business reply mail

- 835 completed surveys were returned by November 12th

Visitor Intercept Survey

« In-person interview of Napa Valley visitors

Administered by survey staff via iPad (respondent completed demographic
questions on his/her own)

Day-Trip and VFR visitor segments completed full survey

Conducted April 21st and 26th-28th; May 11th; July 26th — 28th; August
24th, October 4th — 7th

Locations around Napa Valley

924 visitors interviewed (637 Day-Trip and VFR visitors)



Napa Valley Visitor Volume—2012

Visitor Volume, 2012

Day-trip Visitors

Lodging Guests

VFR Visitors
Day-trip Total

visitors, 66.2% _
\
\"\

VFR Visitors, /
4.2%

1,962,299
875,650
124,585

2,962,535

“_Lod ging Guests,

29.6%




Primary Reason for Visit - Leisure

34.4 % Vacation

34.2% Weekend Getaway

11.7% Wedding or special event

7.6% Business, conference, or government travel purposes

Vacation

Weekend Getaway
Wedding or Special Event
Other personal travel

Business travel

Conference, incentive trip, corporate
or other group meeting

Just passing through the Mapa area

1 liwve in the Napa Valley

Government travel A Z

30%




Visits to Napa Valley in Past Twelve Months

Average 2.8 trips in past twelve months
® Day-trippers average 3.1 trips per year
® Lodging guests average 2.0 trips

® VFR average 1.9 trips

Leisure or personal

Business

Conference/fincentive
trip/group meeting




Napa Valley Towns Visited

St. Helena

Napa {city of)
Yountville
Calistoga
Oakville
Rutherford
Carneros Area
American Canyon

Lake Berryessa area

Angwin '*."/f / / .‘”/ /
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Activities & Attractions in Napa Valley

® 82.2% Wine tasting rooms
® 77% dining in restaurants

Wine tasting rooms
Dining in restaurants
Shopping

Winery tours

Art galleries fart walks,etc.
Spa visit or treatment
Bars or nightlife

Visit a farmer’s market
Visit a state or local park
Attend a festival or special event
Guided tours

Other culinary activities
Hiking

Mapa Valley Wine Train
Biking

Golf

Hot air ballooning
Performing arts
Canoeing/kayaking

Organized athletic event




Napa Valley Wineries Visited

® 4.1 wineries or tasting rooms on average
® Lodging Guests average 5 wineries per visit
® Day-trippers visitor average 3.5 wineries

Five or more

Mean =4.1




Visitor Average Spending in Napa Valley

Average $458.87 per day

® Lodging guests spend $708.47
®* VFRs spend $447.44

® Day-trippers spend $349.78

Restaurants

Lodging (before tax)

Tasting room fees

Retail purchases
Entertainment & sightseeing

Wine (bottles purchased at wineries)

Spa treatments

Gas, parking & other transportation i S Average —

Car rental | T $458 87

Other Ij / I# / I/
S0 52{} 540 S6e0 S80 510051205140




Number of Persons Covered by Spending

Average =
2.2 persons

Four or more




Average Daily Visitor Spending (Per Person)

Average $205.26 per day

® Lodging guests spend $355.28
®* VFRs spend $197.50

® Day-trippers spend $151.39

Restaurants
Lodging (before tax)
Tasting room fees
Retail purchases

Entertainment & sightseeing

Wine (bottles purchased at wineries)

S5pa treatments
Gas, parking & other transportation
Car rental

Other




Number of Persons in Hotel Room: 2.1 Guests

5.5%

' 4.8%
Four or more I I _
/ / ,x*/
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Average Days Spent in Napa Valley: 2.1 Days

Average 2.1 Days
® Lodging & VFRs: 3.0 Days

13.7%

Four or more i/
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Planning Resources Used After Arrival

® 27% Free winery maps and/or guides
® 24% Mobile device

Free winery map(s) and/or winery guide(s)
Other info. gathered on your mobile device
Free travel guide book(s) or brochures
User-generated contentfreviews websites
Official Napa Valley Visitors Guide
Mewspaper(s) and/for magazine(s)

Facebhook andfor Twitter

5.7%

Commercial guide boolk({s})

4.9%

Other travel websites or blogs
o
Official Visit Mapa Valley maohbile app 4.5%
4.4%

Official Napa Valley destination website
3.9%

Online travel agencies

I df d | e
Television and/for ra i:(: programming / r/
o /
3 - =

10% 20% 30% 40%




Enhancing the Napa Valley Experience

® 15% Great asitis
® 4.3% More affordable transportation
® 4.2% Less Traffic

Greatas itis
Mone
Affordable transportation
Less traffic
Free wine tastings
Cheaper |}
More arts & culture ]
Better signage
More diverse food options
Better roads
More winefwineries
More shopping opportunities
Hike/bike trails |}
Longerfmore hours of operation 1
MNightlife
Mo chains |
Guided tours
More accommodations
Kid-friendly activities
Affordable lodging ‘
Discountsfdeals

Mo tasting appointments




Likelihood to Return to Napa
® 92.9% Likely or Very Likely to return

Very likely
Likely
Neutral {(neither likely nor unlikely)

Unlikely

Very unlikely

Idon’t know (3/
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40%  60%  BO%
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Average Age

67% are older than 35 years or older
29.4 % are over 55 years old

Lodging guests 52 years

VFRs 45

Day-trippers 43

Under 20
20 to 34
35to 44
45 to 54
55 to 64

65 or above to answer

| prefer not




Average Annual Household Income

Half above $100,000

Lodging Guest earn $195,000
Day-trippers earn $154,000
VFRs earn$145,000

Less than $50,000
$50,001 to $100,000
$100,001 to $150,000

$150,001 to $200,000

$200,001 to $500,000

Over $S500,000

|1 prefer not to answer




Ethnicity

® 2/3 visitors Caucasian (65.4%).
® Day-trip: 1/3 other than Caucasian (34.3% versus 11.8%
of lodging guests and 10.8% of VFRs).

White/Caucasian

Hispanic/Latino

Black/African-American

Asian/Pacificlslander

1 prefer not to answer




Education

® Commensurate with their income, visitors well educated
® 3/4 bachelor’s degree including 1/3 graduate degree

Some high school or less

High school graduate

Attended some college

Bachelor’s degree

Completed graduate school

I prefer not to answer

B

10%6 20% 30% 40%




Point of Origin: State

® 60 % domestic visitors from California.
® 3.7% Texas, 2.9 % Florida, 2.5 % New York, 2.1 % Illinois

California

Texas 3.7%

Florida 2.9%

New York 2.5%

Minois 2.1%

Arizona 1.8%

Washington 1.7%

Pennsylvania 1.3%

1.1%

Oregon
= o
Ohio LA
Il 0.8%
Colorado ' o - A e L

-
1 T 1 T

0% 10%6 20% 30% 40% 50% 60% 70%




Point of Origin: MSA

® 37.7 % San Francisco-Oakland-San Jose metropolitan

statistical area (MSA)

®* 8.4 % Los Angeles-Long Beach-Santa Ana MSA

® 6.1 % Sacramento-Arden-Arcade-Roseville MSA

San Francisco-Oakland-5San Jose CA
LA-Long Beach-5anta Ana, CA
Sacramento—Arden-Arcade—Roseville, CA
MNY-MNorthern NJ-Long Island, NY-MNJ-PA
San Diego-Carlsbad-San Marcos, CA
Chicago-Joliet-Maperville, IL-IMN-WI
Phoenix-Mesa-Glendale, AZ

Dallas-Fort Worth-Arlington, TX
Houston-Sugar Land-Baytown, TX

Portland-Vancouver-Hillsboro, OR-\W A

10%

20%6

30%




Napa Valley Visitor Profile — Brief Summary

® Highly Educated
* Affluent

® Visiting Primarily from California and other Key Wine
Markets (Texas, Florida, New York and lllinois)

® Visit Four-plus Wineries per Visit

® Wine/Wine Tasting/Wineries are Driving Reasons for
Visitation

® Over 90% of Visitors are Very Likely or Likely to Return!
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Visit Napa Valley

2012 Visitor Industry
Economic Impact Overview

April 2013

Summary Results from a study prepared for Visit Napa Valley by Destination Analysts, Inc.
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2012 Visitor Industry Performance

*Industry size (Total direct visitor spending)
Employment effects (Jobs supported & payroll)

*Fiscal impact (Tax revenues generated)

Destination Analysts, Inc. April 2013



Methodology — Data Sources

Proprietary data Secondary data sources
*Napa Valley Lodging Survey *State of California
*Visitor Intercept Survey *Bureau of the Census, Dept. of

*Telephone Survey of Napa homes Labor

*Survey of Napa Hoteliers *Hotel occupancy data

Survey of Napa Meeting Planners *County tax collections

Destination Analysts, Inc. April 2013



DESTINATION ANALYSTS ))_

For each segment

(Napa lodging facilities, Napa private home, Day trip visitation)

# of Visitors
(& Visitor
Days)

Total
Spending

Spending
per day

\ 4
Employment
. 4

Tax generation
Destination Analysts, Inc. April 2013



DESTINATION ANALYSTS ))_

VISITOR VOLUME,
2012 pivate

(In Millions) a0 days

residences,

4.2%
\

Day trip
visitors,

Visitors to Napa (thousands) s
Napa lodging 857 1 day
Private Napa residences 125

Day trip visitors 1,962 3.0 days

Total 2,944

Napa
lodging,
29.1%

2.94 million visitors

Destination Analysts, Inc. April 2013



DESTINATION ANALYSTS ))_

VISITOR DAYS IN
NAPA, 2012

ks Napa
(In MI”IOnS) $355 res\iic?;l:é'es 2198
Napa [ 14% ’
lodging,
52.5%

Visitor Days Spent in Napa (thousands)
Napa lodging 2,571

$151
Private Napa residences 361 -
Day trip
. .. visitors,
Day trip visitors 1,962 40.1%
Total 4,894

4.89 million visitor days

Destination Analysts, Inc. April 2013



DESTINATION ANALYSTS ))_

DIRECT VISITOR SPENDING BY
TYPE, 2012

(In Thousands) n—
lodging,
73.6%

Direct Visitor Spending in Napa (thousands)

Private
Napa
Valley

' _residences,
5.1%

Napa lodging $1,026,264
Private Napa residences $70,857

Day trip visitors $297,063

Total $1,394,185 Day trip

visitors,
21.3%

$1.39 billion

Destination Analysts, Inc. April 2013



DESTINATION ANALYSTS ))_

DIRECT VISITOR
SPENDING, 2012

(In Thousands)

Retail, 35.4%

Restaurants,
21.6%

SPENDING CATEGORIES

Lodging $328,755
Restaurants $301,445 Entertainment &
Retail $493,945
Entertainment & Sightseeing $81,087
Local Transportation $21,652
Car Rental $47,078
Other $7,300
Meeting & event related spending $112,921
Lodging, 23.6%
TOTAL SPENDING $1,394,185

Meeling & event
related
spending, 8.1%

$1.39 billion

Destination Analysts, Inc. April 2013
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Jobs & Fiscal Impact, 2012

*Tax revenues = $51.7 million
*Total payroll = $300 million

*Jobs supported = 10,500

Destination Analysts, Inc. April 2013



In Perspective

*Visitors in Napa on an average day = 13,409
Visitor spending in Napa on an average day = $3.82 million
*Annual visitor spending per Napa Resident = $10,027

*Taxes collected per household = $1,053

Destination Analysts, Inc. April 2013
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