
January 31, 2012 

6:00 PM 

Tucker Room, Napa County Fairgrounds 

2012 

State of the Chamber 



HOUSEKEEPING 

üRefreshments 

 

üRestrooms 

 

üCell Phones (please mute them) 

 

üNotes will be taken for follow up 



MEETING OUTLINE 

 

 

Å Receive Presentation from Calistoga Public Works  

Å Board of Directors & Staff Introductions 

Å Financial Overview 

Å Destination Marketing Operations 

Å Marketing & Public Relations Updates 

Å Upcoming Events 

Å Questions & Answers Period 



Summer Paving Projects 



Special Thanks to Circle of Investors 



BOARD DIRECTORS & TERMS 

Å6.3 TERM. Elected Directors shall serve three-year terms, such terms shall commence on July 1st following their 
election, and end on June 30th thereafter. Directors are eligible to serve two (2) terms unless the Director serves on the 
Executive Committee, in which case the Director will serve until Executive Duties are completed. One third of Board 
members shall be up for election each year. The term of persons appointed to fill a vacancy in the voting membership of 
the Board shall run to the date of expiration of the directorship they were appointed to fill. 

Name: Business Name: Category: Exp. Term

Bob Beck Beck & Taylor Realty Realty 2012 2

J. Kirk Feiereisen Yo El Ray Roasting Café 2012 1

Dave Patel (Vice Chair) Stevenson Manor Inn Lodging 2012 1

Mark Young Left Coast Restaurants Dining 2012 1

Karen Cakebread Ziata Winery Wine 2012 1

Georgi Carlin-Costello Carlin Country Cottages Lodging 2013 1

Leonard LaBranche (Treas.) Leonard LaBranche CPA Accountant 2013 1

Anne Steinhauer Napa Valley Vintners Wine 2013 2

Lil Ticen (Chair) Funke's Retail 2013 1

Andrea De Trinidad Mount View Hotel Lodging 2014 1

Margaret Law Chateau Ste. Shirt Retail 2014 1

Don Lynch Solage Calistoga Lodging 2014 1

Carlene Moore Napa County Fair Grnds Attractions 2014 1



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 



ÅMonthly monitoring by the BOD and Executive Committee 

of financial results. 

 

ÅExpense reduction while maintaining strong service levels 

 

ÅAll events analyzed for financial stability 

 

ÅImplementation of revised membership dues program 

 

ÅActive and consistent collection of receivables  

  

Complete Financial Transparency Continues 

Fiscal Discipline is the Key Driver to Improvement: 



ÅThe following financial information is being 

presented on a calendar year basis for the 

purpose of presenting up to date information for 

this meeting. 

 

ÅOur normal fiscal year is July 1st to June 30th.  

 

ÅAll financials are available at the Chamber office 

for review by any member at any time during 

business hours.  

  

Please Note 



Improving the Balance Sheet 
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Improving Statement of Activities 
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Membership Continues to Grow 

Even with Necessary Dues Increase 
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* : 2011 reflects 26% increase in membership dues 



Value Added Programming 

ÅPG&E Partnership 

ïFree energy analysis and cost reduction 

consulting 

 

ÅTrip Advisor Partnership 

ïSeminar 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 

Å Visitors                     27,952 

Å Calls                         16,513 

Å Lodging Referrals      2,346 

     (from visitor center)      

ÅTotal Rooms Booked     519 

 
New retail  

New ipad NVDC 



Visitor Interactions: International 
Å Figures below were compiled for all of 2011  

Å Figures compiled from actual guest book ñsign-insò 

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



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

Hawaii 60 Nevada 66 Vermont 33

Idaho 20 New Hampshire 27 Virginia 94

Illinois 99 New Jersey 109 Washington 225

Indiana 38 New Mexico 37 Washington D.C. 20

Iowa 16 New York 244 West Virginia 22

Kansas 18 North Carolina 66 Wisconsin 52

Kentucky 58 North Dakota 18 Wyoming 14

Visitor Interactions: Domestic 



  

Visitor Center Volunteers 

Å Edna Costa 

Å Rita Gatens 

Å Sandy Dickinson 

Å Sandra Bauman 

Å Rosemary Faulds 

Å Chantel Wilkison 

Å Walt Kuesner 

Å Susanne Kuesner 

Å Dick Uschyk 

Å Carol Uschyk 

Å Michael Mullaney 

Å Ellie Leake 

Å Dennis Cuniberti 

Å Diane Cuniberti 

Å David Chapman 



The Value of our Volunteers 

ÅOur volunteers are an incredible asset 
to the Calistoga Experience.   

 

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

 

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



In their own wordséé 

üñI love this town and want to give back to help it thrive.ò 

üñWhen I arrived in Calistogaé I wanted to know all about where I 

was livingéò 

üñBecause I like to tell visitors about my home.ò 

üñI love people and I wanted to learn more about Calistoga and 

share that knowledge with visitors.ò 

üñFun to meet the people who visit Calistoga.  Feels good to help 

them find new places to eat and visit!ò 

üñForces me to get to know more of all the things to do in 

Calistoga.ò 

 

 

Why Do They Volunteer? 



Calistoga Visitors Website 
www.calistogavisitors.com 

New Look  

New Features 

ÅOnline Lodging 

System 

ÅSpecial Offers Feature 

ÅBanner Advertising 

Increased SEO 

 

 



Calistogavisitors.com 

Web Traffic 2011 

 

Å123,442 Absolute 

Unique Visitors 



Digital Marketing Campaigns 

ÅLaunched  DTC Email 

Marketing Program 

ÅEmail database of 

over 5,000 including 

more than 600 

International 

ÅAverage open rate of 

24.23% (well above 

avg.) 

 

 



New Online Booking Engine 

ÅIncreased online 
bookings 

ÅData collection & 
reporting 

ÅMinimal yearly fee   

ÅNO commissions 

ÅImproved guest 
experience 

ÅSince launch received 
over 2,043 referrals in 
since launch on Nov. 
15th! 

 



Circle of Investors 

 

Platinum Level  
Top billing on all 

publications and 

website 

Gold Level   

 Second tier on all 

publications and 

website 

 

 
 

 

Enhanced Exposure 

 



Social Media 

ÅFacebook 

ÅTwitter 

ÅIncreased 

fans/followers 

ÅPromoting events in 

Calistoga and Napa 

Valley 



Marketing & Public Relations 

Maximizing the Return on Our Investment 

Garnering Excellent Results 



Thank you Eden! 

The Chamberôs loss is the NVFFôs gain! 

You will be missed. 



2011 Marketing & Publicity 

Summary 

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

ÅCross-promotional partnerships with members 
and the Napa Valley Destination Council have 
increased Calistogaôs profile as a unique Napa 
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 
Å Mustard, Mud & Music - rebranded: Calistoga Spring Jazz Festival 

 

Å 125th Anniversary Party reinforced Calistoga as a city which respects 

and celebrates its history 

 

Å Lighted Tractor Parade had record attendance (7,000+) and provided 

record-breaking restaurant business for 2nd year in a row. 

 

Å Winter in the Wineries Passport program expanded to two-month 

window, improving Dec.-Jan. 21% & 16% respectively compared to 

previous year.   

 

Å Successful new events co-promoted by Chamber: Napa Valley Film 

Festival, Flavor! Napa Valley 

 



Trip Advospr 

Trip Advisor 



Napa Valley 
Marketing Shifts 
into High Gear, 
Napa Valley Register  
Be sure to read Sunday's Napa Valley Register 
story on recent destination marketing efforts 
by Clay Gregory and his team at the Napa 
Valley Destination Council, working in concert 
with the local TBID committees.  

Media Breaks 2011 



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: 

Identify 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. 

Identify 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    Affiliation 

Aphrodite Caserta  Safari West 

Ashley Settle   WestAmerica Bank  

Chris Canning   Chamber of Commerce 

Daniel Sarao   Brannan's Grill 

Felipe Barragan (Chair)  Chateau de Vie 

George Blanckensee  Chateau Montelena 

Jennifer Mickey   Lavender Hill Spa 

Kelly Coudert   CalMart 

Lana Richardson   Casa Lana 

Margaret Law   Chateau Ste. Shirts 

Mark DeWitt   Safari West 

Page Monte   Baths at Roman Spa 

Renee Risch   Solage 

Yvonne Lerch   Calistoga Balloons 



Partnering Events 

2011/12 


