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State of the Chamber

January 31, 2012
6:00 PM
Tucker Room, Napa County Fairgrounds



HOUSEKEEPING

U Refreshments
U Restrooms
U Cell Phones (please mute them)

U Notes will be taken for follow up



MEETING OUTLINE

AReceive Presentation from Calistoga Public Works
ABoard of Directors & Staff Introductions

AFinancial Overview

ADestination Marketing Operations

AMarketing & Public Relations Updates

AUpcoming Events

AQuestions & Answers Period



Summer Paving Projects




Special Thanks to Circle of Investors
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BOARD DIRECTORS & TERMS

Name:
Bob Beck
J. Kirk Feiereisen
Dave Patel (Vice Chair)
Mark Young
Karen Cakebread
Georgi Carlin-Costello
Leonard LaBranche (Treas.)
Anne Steinhauer
Lil Ticen (Chair)
Andrea De Trinidad
Margaret Law
Don Lynch
Carlene Moore

Business Name: Category:
Beck & Taylor Realty Realty
Yo El Ray Roasting Cafe
Stevenson Manor Inn Lodging
Left Coast Restaurants Dining
Ziata Winery Wine

Carlin Country Cottages Lodging
Leonard LaBranche CPA = Accountant

Napa Valley Vintners Wine
Funke's Retail
Mount View Hotel Lodging
Chateau Ste. Shirt Retail
Solage Calistoga Lodging

Napa County Fair Grnds = Attractions

Exp.
2012
2012
2012
2012
2012
2013
2013
2013
2013
2014
2014
2014
2014

Term

N
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5.3 TERM. Elected Directors shall serve thyear terms, such terms shall commence on July 1st following their

election, and end on JunetBereafter. Directors are eligible to serve two (2) terms unless the Director serves o
Executive Committee, in which case the Director will serve until Executive Duties are completed. One third of E
members shall be up for election each year. The term of persons appointed to fill a vacancy in the voting memk

the Board shall run to the date of expiration of the directorship they were appointed to fill.

n
30
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YOUR CHAMBER SUPPORT TEAM

Resource allocation by job function

Destination
Name: Responsibilities Chamber Marketing
Chris Canning * Exec. Director 50% 50%
Allison Day Events & Membership 40% 60%
TBD PR & Marketing 10% 90%
Carolyn Hernandez Visitor Center 0% 100%
David Foster * Visitor Center 0% 100%

*: Indicates part-time employment status



The Health of the Chamber

Financial & Membership



Complete Financial Transparency Continues

Fiscal Discipline is the Key Driver to Improvement:

A Monthly monitoring by the BOD and Executive Committee
of financial results.

A Expense reduction while maintaining strong service levels
A All events analyzed for financial stability
A Implementation of revised membership dues program

A Active and consistent collection of receivables




Please Note

A The following financial information is being
presented on a calendar year basis for the
purpose of presenting up to date information for
this meeting.

A Our normal fiscal year is July 1stto June 30,

A All financials are available at the Chamber office
for review by any member at any time during
business hours.




Improving the Balance Sheet

$120,000;
$100,0007
$80,000+
$60,000+

M Assets
1 Liabilities
B Net Deficit

$40,000
$20,0001

$0
($20,000)
($40,000)
($60,000)

2009 2010 2011



Improving Statement of Activities

$500,00071
Partial
$400,000- Vear
Figures

$300,000711

B Ttl Expense
B Gross Profit
[1 Net Revenue:

$200,000+

$100,00011

$0

2009 2010 2011 2012 **

** . 2012 Projected for balance of this fiscal Year (June 2012)



Membership Continues to Grow
Even with Necessary Dues Increase

Total M
] Total

Loss

Gain 3 W 2011 *
(12010
0

50 100 150 200 250 300 350

* . 2011 reflects 26% increase in membership dues



Value Added Programming

A PG&E Partnership

I Free energy analysis and cost reduction
consulting

A Trip Advisor Partnership

I Seminar on maximizing the effectiveness of
listings and reviews by using free TA tools
to improve your business




Visitor Center Operations

Executing the Destination Marketing Contract



Calistoga Visitor Center: 2011

A Visitors 27,952
A Calls 16,513
A Lodging Referrals 2,346

(from visitor center)

A Total Rooms Booked 519

New retall
New ipad



Visitor Interactions: International

A Figures below were compiled for all of 2011

A Figures compiled frommasdual guest
Australia 229  Germany 260 Peru 13
Austria 61 Greece 23 Phillipines 6
Bavaria 4 Holland 26 Poland 10
Belgium 25 Hungary 19 Russia 26
Brazil 46 Iceland 14 Saudi Arabia 2
British Columbia 132 Ireland 58 Scotland 63
Canada 755 India 26 Singapore 23
CZ Republic 8 Israel 32 Slovakia 2
Chile 20 Indonesia 22 Slovenia 10
China 20 Italy 66 Spain 71
Colombia 8 Japan 53 South Africa 65
Costa Rica 31 Korea 40 Sweden 177
Croatia 5 Mexico 24 Switzerland 137
Denmark 147 Netherlands 86 Taiwan 4
Fiji 12 Norway 26 Tazmania 2
France 128 New Zealand 31 United Kingdom 746
Finland 8 Pakistan 8 Venezuela 6




Visitor Interactions: Domestic
Alabama 32 Louisiana 49 Ohio 72
Alaska 33 Maine 51 Oklahoma 54
Arizona 125  Maryland 75 Oregon 252
Arkansas 14 Massachusetts 167 Pennsylvania 38
California 7,213 Michigan 64 Rhode Island 1
Colorado 167 Minnesota 65 South Carolina 29
Connecticut 73 Mississippi 13 South Dakota 26
Delaware 22 Missouri 28 Tennessee 13
Florida 335 Montana 48 Texas 196
Georgia 74 Nebraska 33 Utah 25
Hawalii 60 Nevada 66 Vermont 33
ldaho 20 New Hampshire 27 Virginia 94
lllinois 99 New Jersey 109 Washington 225
Indiana 38 New Mexico 37 Washington D.C. 20
lowa 16 New York 244  West Virginia 22
Kansas 18 North Carolina 66 Wisconsin 52
Kentucky 58 North Dakota 18 Wyoming 14
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Visitor Center Volunteers

Edna Costa
Rita Gatens :
Sandy Dickinson I, F
Sandra Bauman —
Rosemary Faulds ;-3
Chantel Wilkison o
Walt Kuesner e
Susanne Kuesner {
Dick Uschyk
Carol Uschyk
Michael Mullaney
Ellie Leake
Dennis Cuniberti
Diane Cuniberti
David Chapman

)



The Value of our Volunteers

A Our volunteers are an incredible asset
to the Calistoga Experience.

A Volunteers make it possible to operate
the Visitor Center full time for the benefit
of our guests.

A The cost of replacing the volunteers
with paid staff would be an additional
$37,670 per year in operating expense.




Why Do They Volunteer?

(@I = 7, R B S~ B S

t heir own wordséée

| | ove this town and want t
When | arrived I n Calistoga
as |livingéo

Because | |1 ke to tell vi si
| | ove people and | wanted

hare that knowledge with vi
Fun t o meet the peopl e who

hem find new places to eat

Forces me to get to know mo
ali stoga. o



Calistoga Visitors Website
www.calistogavisitors.com

New Look

New Fealures g

A Online Lodging ==
System =

A Special Offers Feature e

A Banner Advertising

Increased SEO

Google Gz

WWW @ www.calistogavisitors.com




Calistogavisitors.com
Web Traffic 2011

CalistogaVisitors.com
Visitors Overview

A 123,442 Absolute

Tins Feo$

- T
129,442 people visited this site

o1 163,168 ves

o1 129,442 avsoate Unique Visiors
il 476,871 Pageviews
e 2.92 average Pageviews
wdssmpie 00:03:05 Tme on s
st 30 94% Bounce Rate

T 78.03% new vists

Technical Profile

e Unigue Visitors




Digital Marketing Campaigns

-
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L WINES - WARM WEECH

Cabernet Season

In the Napa Valley, Winter has been reinvented as Cabernet Season, the time
after harvest when the pace slows, the wines are aging in cellars, and local
chefs cook heartier dishes that pair perfectly with Napa Valley's Cabernet Sau-
vignon and other world-class red wines.

Download the FREE Award-Winning Visit Napa Valley Mobile App
to redeem the following Special Offers* at Napa Valley's Legendary Wineries

C A B E R N E T * Spedial offers available at participating wineries through April 30, 2012. Please show your Visit
= =. Napa Valley® Mobile App at the tasting room and ask for your special offer. One special offer per
@ gf "‘\* Q) §ﬁ Visit Napa Valley Mobile App.
LA

DACIN
LEGENDARY

Calistoga Spring Jazz Festival

Calistoga's Spring Jazz Festival returns again this year. This Jazz
Extravaganza features renowned musicians playing all weekend
long in different downtown venues. Stroll through the streets and
local establishments while tasting wines from our Calistoga wineries
and enjoying the sounds of great live music.

Napa Valley Restaurant Month

Launched DTC Emaill
Marketing Program

Email database of
over 5,000 including
more than 600
International

Average open rate of
24.23% (well above

avg.)




New Online Booking Engine

Search Results

CHECK RATES BY DATE CHECKIN YEERYN  CHECKOUT YRRV  GUESTS PN [ sencH

vy [T

Accommodations: Location: Amenities: Sort By:
FILTERBY [ view Al v View Al v W S O 08 Select an Option |
& 20| VG (y' | Bttt B
Select an Option

| Price (Low to High)
Price (High to Low)

45 results found based on selected dates Jame Eéii

Chelsea Garden Inn AVERAGE RATE /NIGHT
= Lodging Type: Bed & Breakfasts $ 00*
1443 Second Street 1 35
Calistoga , CA
Tel: (707) 942-0948
W
Yiew Map > | Yisit Website > BUUlereCt
Set among lush garden paths, Chelsea Garden Inn is a wonderfully [—] ;
unique Napa Valley inn featuring one-bedroom suites with private H1 VIEWRATES BY DATE >
entrances, private baths, and fireplaces.... More >
Calistoga Wine Way Inn AVERAGE RATE/ NIGHT
Calistoga , CA
The Wine Way Inn is Calistoga's oldest Bed and Breakfast Inn, [—]

Lodging Type: Bed & Breakfasts $ 1 59 0 0 o
Tel: (707) 942-0680
Situated in the heart of the Napa Valley the Inn offers the best of the -+ VIEW RATES BY DATE >

1019 Foothill Blvd,

M
View Map > | Yisit Website > BOOkDITeCt
original Craftsman architecture while... More

1436 Lincoln Avenue

Hotel d'4mici Calistoga AVERAGE RATE//NIGHT
Calistoga , CA

Lodging Type: Bed & Breakfasts $1 85 00*
Tel: (707) 942-1007

T
View Map > | Visit Website > BOOkDITECt

Hotel d'amici offers a unique package of wine tasting and lodging, The

newly renovated family owned winery is located in historic downtown H VIEW RATES BY DATE >
Calistoga on Lincoln Avenue. Many... More :

A Increased online
bookings

A Data collection &
reporting

A Minimal yearly fee

A NO commissions

A Improved guest
experience

A Since launch received
over 2,043 referrals in
since launch on Nowv.
15th!



Enhanced Exposure

4= c ‘www.calistogavisitors.com,

VoknteerMstch - Volu... () Calistoga Chamber M,

Circle of Investors

BookDirect™"

Platinum Level C TR .
Top billing on all = 3
publications and
website N | | B

Minimal yearly fee—No commissions

All Calistoga Lodging Establishments

Increase the guest experience

G O I d L eV e I . Circle of Investors Program

Platinum Level
Top billing on all publications and website

1 i I | Gold Level
e C O n I e r O n a W Second tier on all publications and website
Website Advertising

publications and — =2/ R

Direct traffic to your business and through

We b S ite . ﬁ(;uailclkt)ﬁ; consumer while in planning

stages




Soclal Media

A Facebook
A Twitter

A Increased
ans/followers

Promoting events In
Calistoga and Napa
Valley

dlistoga Vistars

€ C O wwwfacebookcom/Calstogavisiors

' volunteerMateh - Velu. . @ Calistoga Chamber M... 4y CSM Stares - Furritur... By Custom printed 100%.., (7 wehsite

I facebook

WINTER
in the
WINERIE

E wal

Hidden Posts
Ehui
&'3 Friend Activity (14)
@ Insights
Phatos
E Events
:l Hates
':. Videos
[2] R3ting
& Links

EDIT

About o Edt

Calistaga, CA GOOD Food, HOT
springs, FUN nights
i calistogavistars.com

1,522
[ this

Search

Calistoga Visitors

Han-Proft Organization* & Edit Info

)

RE

ALISTOG/ vion

wall Calistoga Yisiors * Everyone (Most Recent) v
share: [ Status [F Photo & Link ¥ video = Question

Write something, .

Calistoga Visitors
THE Dick Vermel, is who we're taking about, These days he's an expert on &
different type of field as partrier of Yermel Wines in The Napa Valey.

Pinat and pigskin together at last? Football struts its
[ stuffin the wine world
!, washingtonpost.com
§
What pairs well with your couch, a bowl of popcorn and the
Super Bowl? How abaut & wine with a genuine pigskin pediree?

ﬁl Like:* Comment * Share * Friday at 11:10am
11 7 people lie tis.
[ 1 share

Yirie & comment....

Calistoga Visitors

Calistoga Spring Jazz Festival — Saturday, March 10 at 10:00am with Lavender Hil
Spa at Downkown Calistoga,

Unlke * Comment * View * Join
1 You and 7 others ke this.

. Calistoga Visitors Details to come check i, calistogawistors.com

Welcome to the Calistoga Visitors Site

. calistogavisitars. com

Beautifulinns, hotels, and hot springs resorts, along
with s unigue shops, ga...

See More

January 17 & 12:20pm * Like €5 * Remove Preview

ke & commert....

‘olyn Hernandez

Home  +

Admins (4)

wflld

%) Use Facebook as Calistoga Yistors
|;] Wokfications 4 ¥

¥ Fromete with an 4d

B View old Insiqhts

A4 Invite Friends

You and Calistoga ¥isitors

Gez Al

A4t 79 friends like this.

Y Ervy Wines, Bothe-Mapa Valey Stake Park

Friend Requests See Al
St Helena Pof
11 mutual friends
<4 Confitm Friend

Sponsored Create an Ad

“Racheal Ray Lost 47 Pounds"

digt tip,

? i
) Like: 34,378 peaple e this,
Edmeades Winery

Pure fendocing
Trfandel,

) Like 451 peaple like this,

She lost & lbs | week by
following this surprising

Biold, Unpretentious, Wid,

Sue Grafton on Steroids
AMaz, Lo
nae Ain e dancer, & hormy

% X\

(T Other bookmar

Tony Lombardi » Ali
Archer Happy Birthday Afl
Cheers!

Tony Lombardi » Paul
Franson Happy Birthday Paul!
Cheers!

Michelle Romaine corimented
an'Wendy Fellermann's album:
"What a cute litle pumpkin®

FEA] Melanie Perks commertzd on

B Cathy Linde Hancock's post on
Ielanie Perks's wall: “That's right
Cathy!"

Middletown Florist & Gifts
RAIN - Love il Gave Tenae and
Ithe time ko spend most of the:
afternaan making ...

Lauren Wulff added anew
phato.

Alson Reirtbaum

Alzon Suzanng

Calistoga Plice Officers-As.
s Purdy

Daid Frakes
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Marketing & Public Relations

Maximizing the Return on Our Investment
Garnering Excellent Results




Thank you Eden!

T he

Chamber 0s
You will be missed.

| 0SS
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2011 Marketing & Publicity
Summary

ACal i stogads aggressive,
publicity efforts during 2011 showed positive
results in all areas (TOT, restaurant & sales tax,
visitor tracking, return visitor retention, attracting
first-time guests).

A Cross-promotional partnerships with members
and the Napa Valley Destination Council have
l ncreased Calistogads pt
Valley destination while upping our global
Internet impressions and expanding our network
of influential travel media outlets.



Significant Returns on
Minimal Investment

Destination marketing dollars spent:

Marketing & advertising, online/print: $15,000
PR firm fees: $25,000
Creative services: $ 9,000
Media events/expenses $ 1,000
Marketing/PR director salary $35,000
Total Spent: $85,000

Comparable Ad and PR value for Calistoga: $1 million +
($909,000 as of 9/2011)




Improved Programming
Results in More Business

Mustard, Mud & Music - rebranded: Calistoga Spring Jazz Festival

125t Anniversary Party reinforced Calistoga as a city which respects
and celebrates its history

Lighted Tractor Parade had record attendance (7,000+) and provided
record-breaking restaurant business for 2" year in a row.

Winter in the Wineries Passport program expanded to two-month
window, improving Dec.-Jan. 21% & 16% respectively compared to
previous year.

Successful new events co-promoted by Chamber: Napa Valley Film
Festival, Flavor! Napa Valley




Trip Advisor

Restaurants
Things to Do
Travel Forum
Travel Guide
Photos

Map

Es: @3 Cruise Critic

‘trlpadwsor

Calistoga Vacations, Tourism and Travel

L Lo L T I K

Calistoga Tourism

Calistoga Hotels
Vacation Rentals
Flights to Calistoga

Calistoga Hotel Deals

More On Calistoga

Interested in Calistoga?

We'll send you updates

- SeatGuru

Sign in with Facebook = Signin = Register Now! [ FREE Mobile App  ~ g

Home - United States » California (CA) + Napa Valley » Calistoga Tourism

Visiting Calistoga, CA FX

City tel nam

fc SEARCH

147}

ors Bureau photo

All traveler photos

Top-rated hotels All 15 hotels
1 Calistoga Ranch, An Auberge Resort 142 reviews

hﬁ Family Vacation Critic =~ See all sites

Calistoga Visitors Bureau

Website | E-mail
Download Official Guide

O

CALISTOGA

MOT SPAINGSI - COOL WINES - WARM WELCOME

Calistoga’s mud has worked its

magic for over 125 years.
Napa Valley’s original hot springs town welcomes you.




Media Breaks 2011
fLos Anaeles Times

examiner.
CAPE BRETON PoST =

Ix7

Napa Valley Napa Valley
Marketing Shifts RBSIStBI' @ '}1
iInto High Geatr, HUFFINGTON

Ly
Napa Valley Register R
ty ?dStd)t/NpVIIngt THE

by Clay G g ry and his
Valley Destination Counc
with the local TBID com
A GANMETT COMPANY




Strategic Plan Implementation:
Marketing Committee Launched

Role:

Work with Chamber staff to provide direction and review on marketing activities,
concepts and expenditures in the developmental stages with an eye towards
expanding the destination message of Calistoga.

Responsibility:

Support the Calistoga Chamber of Commerce and its destination marketing annual
program of work and continue to identify new marketing strategies on behalf of
the destination.

The Marketing Committee and it's designated Sub-Committees must operate in a
fiscally responsible environment. With focus towards those activities that can
demonstrate a measurable positive outcome and a overall return on investment.




Strategic Plan Implementation:
Marketing Committee Launched

Objectives:

|dentify new marketing strategies based on best practices that can support and
further the destination message of Calistoga and the Napa Valley.

Support and work with staff in creating an annual Program of Work that is then
supported by a line item budget and then approved by the Board of Directors.

Ildentify unique and key aspects of the "Calistoga Experience" that can support an
overall destination brand strategy. Facilitate a brand process that will include,
community forums, online and in person surveys and available research and
visitor data.

To continue to support and work with staff in collaborative marketing with its
members, other chambers, the Napa Valley Vintners Association and the Napa
Valley Destination Council in strengthening the Calistoga destination message.

Goals:

The Marketing Committee of the Calistoga Chamber of Commerce goals are to
broaden the destination marketing message with the end result of increased
visitors to the destination while increasing the overall quality of the guest
experience.




Marketing Committee:

Talented and Diverse Group

Name

Aphrodite Caserta
Ashley Settle

Chris Canning
Daniel Sarao

Felipe Barragan (Chair)
George Blanckensee
Jennifer Mickey
Kelly Coudert

Lana Richardson
Margaret Law

Mark DeWitt

Page Monte

Renee Risch
Yvonne Lerch

Affiliation

Safari West
WestAmerica Bank
Chamber of Commerce
Brannan's Grill
Chateau de Vie
Chateau Montelena
Lavender Hill Spa
CalMart

Casa Lana

Chateau Ste. Shirts
Safari West

Baths at Roman Spa
Solage

Calistoga Balloons




Partnering Events
2011/12

EXPLORE THE COLLE

CTION

.




