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Visit Yolo TBID Overview

* Funded by 2% assessment collected from overnight guests

* YCVB is official Management Association with 1.5 staff

* Board of Directors = 12 seats/4 jurisdictions, min 6 hotels
 Each jurisdiction = marketing committee/40% assessment funds
* YCVB BOD = oversight of jurisdiction marketing committees

 After initial five year activation, renewal required. Current TBID
expires June 30, 2022

 Seek feedback and/or endorsement today to begin petition drive
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Submit Petitions totaling over 50% of assessment to County Late March 2022 County, Steering Committee

Board of Supervisors — Resolution of Intention

April 26,2022 Coun
Resolution of Intention to Renew District (Can be on Consent Calendar) s v
Mail
. Notice of Public Meeting/Hearing - Should be mailed 1 day after ROI is adopted. Must be mailed 45 days before April 27,2022 Civitas, County
public hearing. Clerk certification of mailing is required.
Consenting jurisdiction presentations
May 2022 VY

*only if required by jurisdiction; not required by law

Board of Supervisors — Public Meeting
Public Meeting—No action required - Must be held at least 10 days after Notice of Public Meeting/Hearing is mailed and [REN R VPIV7Y] County
at least 7 days before Public Hearing is held.

Board of Supervisors— Public Hearing
Public Hearing & Adopt Resolution of Formation - Must be held at least 45 days after Notice is mailed.

June 28, 2022 County

District renewal passes 30-day challenge period July 2022
District begins collecting new assessment July 1,2022




Impacts of Tourism in Yolo County

Travel Marketing and Promotlon Increased Visitor Trips 1
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TOURISM IN YOLO COUNTY
GENERATED $23.1 MILLION
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New Jobs & Tax Revenues Additional Visitor Spending

IN STATE & LOCAL
TAX REVENUE IN 2020

VISIT CALIFORNIA
ECONOMIC IMPACT REPORT




Where We Were and Have Been
October 2018 - Today

Stagnant after restructure, needed professional leadership

Hired marketing agency, rebranded, built new website www.visityolo.com

Initiated introduction and education process with local groups and partners such as Visit CA, Visit
Sac, Central Valley Tourism, Wine Association, University, Ag Commission, Farm Bureau, other

Assisted local destination marketing committees in establishing own brand under Visit Yolo

Facilitated site visits by film crews, photographers, influencers, domestic and international travel
trade sellers, meeting planners, event producers, other

Executed regional, statewide and national promotional campaigns

During Covid, pivoted all marketing energies around support of local businesses and, when
appropriate, planted the seed of visiting Yolo County including a 6 month SEM recovery campaign
featuring lodging cleanliness practices and safety protocols

Pursued events that can drive room nights into individual jurisdiction or county wide


http://www.visityolo.com/

Produced experience passes to enhance each LDM’s unique characteristics: wine pass, Davis, Woodland and
Winters

Launched variety of social media campaigns celebrating the people and places that make Yolo County special

Developed campaign landing pages to highlight seasonal ag bloom periods (sunflower, grape harvest, almond
blossom), informing visitors of where to go and what to do while respecting farmer property and lands

Exposed Yolo County and each district to the masses at the Sacramento Farm to Fork Festival, receiving accolades
from organizers as having the best exhibit area

Re-established Hwy 128 partnership with Yolo County Wine Association, Mendocino, Sonoma and Napa County
tourism organizations

Took leadership of Central Valley Tourism Association, elevating the region’s visibility on the domestic and
international travel front

Supported many events (Dinner on Main, Zombie Bike Ride, Reggae Festival, Tractor Parade, Art Walks, other that
provide appeal to draw overnight visitation

Secured visibility in global arts and culture docuseries

Working with sellers of travel in Germany as the only ag tourism/wine destination within the Visit CA Germany
representation mix groups/parties

Secured global exposure through Visit CA “locals” program featuring Juan Barajas of Savory Café who profiled his
favorite Woodland favorites
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TASTING PASS

SRTNGERS

ALL-INCLUSIVE 6 WINERY TASTING
PASS

$49.00

National Ad Campaign Launched Experience Passes

This is Juan Barajas, the Yolo County food whisperer, a farm to table Reach Ad

enthusiast, a friend to all and the owner of SavoryCafe in historic 431,084 Impressions | $1.63 CPM | 178,562 People Reached
downtown Woodland. Juan shares with us his story, how food takes Visit Yolo
center stage at Savory Café and also discusses his top insider tips for 4 ed-@
exploring the Yolo County he calls home.

Yolo County invites you to come explore & make small moments larger

In our newest blog series, This Is Yolo, we're introducing you to the than life this summer!

people and places that make Yolo County such an authentic

. . From authentic local flavors to charming small towns, there are
experience. We hope you love it as... See More
P PeY! activities for everyone to enjoy. Visit Yolo County. Plan your visit today!
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1,967 305 ) Visit Y;Io C;)umy - Where Good Times Learn More
People Reached Engagements Boost Unavailable Grow!
Storytelling Campaign: Social Campaign with Hearst Media: Sunflower Campaign: 50k website

5 unique Yolo storytellers 1.9M impressions & 60k engagements hits during 3-month period
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visitcalifornia @ Nothing quite says summertime like these
cheery sunflowers & & ! Catch them from the roadside in June
and July at #Woodland in @visityolo. If you're planning a trip,
follow the #RespectCalifornia code: fields are often on private
property so please only view safely from the roadside, and do not
pick or trample the flowers.

When you're done feasting your eyes, feast your stomach too at
the foodie mecca that is Woodland's historic downtown. We
recommend @theburgersaloon or @las_brasas. Insider tip: While
you're there, see if you can count all 13 cat sculptures and

artworks in #DeadCatAlley. a1
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#VisitCalifornia #Woodland As the owner of Savory Café in his native
o s Woodland, Juan Barajas has turned his passion
o for fresh produce into a career. “In this area, you
can’t turn around without bumping into fields of
food with a variety of different products,” he says.
“Our wish is to have a direct connection with
the individuals growing our food, and to educate
people about what we use in our kitchen."
Delicious food, bucolic farmland, and a
tight-knit community are only a few of the
reasons Barajas loves his hometown: “You'll
find a variety of things to do—the only limit
< is figuring out what you're looking for”
With a downtown that has boomed over
the last 10 years, he says there’s nightlife,
architecture, museums, events, and award-
winning wineries if you go a bit farther
afield. Explore Barajas’ favorite spots to eat,
drink, and play around Yolo County.
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Proposed New District

10 year duration (versus 5) leverages legal costs to renew

Retain 2% assessment + language to provide limited TR AT e
increases if deemed necessary by Board of Directors

Embrace voluntarily assessed West Sacramento hotels (2
currently)

Removal of non-participating Woodland hotels

(voluntary assessment can occur any time) \\\/W/// H NJ T E \SS

Offer Woodland non-lodging businesses low cost CURLL I 0 R A
membership (S150-S300 per year)

Create partnership opportunities for events, groups, WEST SACRAMENTO
associations, other currently not assessed ik L i o RN A

Monetize Visit Yolo brand through sponsored content,

banner ads, co-ops, advertisements, etc. to allow
elevated messaging
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New District Budget Breakdown

TEID Reve nue

Davis TBID 5200, 19554
Winters TBID 562 995 90
Yol o County TBID SRS, 25229

TOTALTBID  $348,444.73

Additional Revenue

West S5acramento %150,000 7B into Marketing & PR/30% into Admin
Advertising/Contributing

Partners 525,000 100% into Marketing & PR

Woodland Membership 510,000 100% allocated to support ExperienceWoodland.com

Voluntary Advertising  Woodl and

Revenue Allocations % TBID Revenue TBID Allocation Assessment  Partnerships Membership Total

Local Destination 40% %139,377.R9 50 50 50 $139,377.%00

Marketing & PR 40% £139,377.89 5105, 000 525,000 50 %269,377.99

Administration 15% 552, 266.70 545,000 50 50 %97, 266.70

Contingency 5% 517,422.23 50 50 50 517,422.8

Woodland Membership D% .00 50 50 510,000 %10,000.00
TOTAL 533,404, 71

Local Destination Marketing (40% Total TBID)
Revenue % Allotment

Davis 57.45% 580,075.00
Winters 18.083% 525,198.00
Yolo County 24.47% 534 101.00

TOTAL $139,378.00
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