January 2025 Marketing Report

KPIs: (data from Noble Studios)

With one half of the fiscal year completed, we are happy to report that all of our KPIs are up
YOY. However, we know that our partner referrals decrease during the winter as visitation slows.

If past is prologue, we expect that things will pick
up in spring and our partner referrals will increase Partner Referrals - Lodging

significantly.
351,093

¢ 4.3% from previous year #

Primary KPI - Lodging Partner Referrals

Our lodging partner referrals are up 4.3% from the
previous year with 351,093 referrals out of the
total goal of 823,972.

% to Goal

42.61%

FY Goal: 823,972

Primary KPIs — Organic and International Sessions

Our organic sessions are both exceeding goal at 52% and are 25.2% higher than last year. Paid
sessions including international are also significantly up over 50% YOY though lagging behind at
31% to goal.

745,641 385,187

¢ 25.2% from previous year ¢t 50.8% from previous year

% to Goal % to Goal

92.32% 31.86%

FY Goal:1,425,251 FY Goal: 1,208,860




Tracking: Non-Lodging Partner Referrals

We are also tracking partner referrals for Things to Do and Dining. Both referral areas are seeing
significant growth YOY!

Partner Referrals - Things To Do Partner Referrals - Dining

99,700 12,708

t 53.7% from previous year ¢ 14.0% from previous year

Channel Breakdown

Our largest source of website traffic continues to be organic, contributing 42% of the total
traffic. Paid Search (CPC) follows with 21.5% and paid social traffic (both Noble and YMCTB
managed) accounts for 21%.

December ‘23 December ‘24
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2 email © email
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@ Others @ Others

Note that “None” means analytics can’t determine an entrance source for a particular user.

We are also seeing our international market sessions YOY for the UK, Australia, Germany and
Scandinavia increase 65% YOY.



Traditional Print

While our budget is significantly smaller this year, we continue to take advantage of
opportunities presented to us for remnant placements requiring quick turnarounds. The
following includes a remnant ad for the Visit California Visitor Guide.
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Co-Ops

Overall participation in co-ops continues to be high. In addition to the print offerings, many of
our offerings are now focused on digital offerings.
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Search Engine Marketing (SEM):

As mentioned above, our paid search marketing is responsible for 21.5% of our website sessions
in December 2024. While we are seeing decreases in impressions and clicks, our overall Click
Through Rate (14.45%) and Conversion Rates (50.93%) are staying strong, especially in
comparison to benchmarks of 4.68% and 3.55% respectively. Despite the decreases in
impressions and clicks, the number of referrals for December 2024 also stayed level with
December 2023 (12,539 vs 12,534).

Digital Paid Media:

We are seeing a strong metrics for paid media. With a spend of $27,000 in December, we saw a
total of 19,374 lodging referrals that month, on pace with December 2023.

US Display, Demand Gen & PMAX

We continue to see Google’s Performance Max and Demand Generation campaigns (see below
for examples) perform very well. In particular, CTR for Performance Max is 16.51% (benchmark
is 0.47%) with a conversion rate of 47.25%. Display is still an important part of our strategy, but
additional resources will continue to be put toward maximizing the success of PMAX and
Demand Gen campaigns.

Display example: Demand Gen example: PMAX example:
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International Display

We had 893 lodging referrals from international display in December 2024. The top-converting
display campaign was Demand Generation targeting Germany. The results were a 42% increase
in CVR and growth in both clicks and impressions. Our creative remained the same as the prior
month.

YouTube

We saw exceptional results from targeting our “History and Culture” audience with our Winter
Video Ad. This audience had a 59% view rate (benchmark is 15%) and a 12% conversion rate.
YouTube is not a conversion-focused channel, but we still have 76 lodging referrals from the
platform. We are also seeing a decreased cost per view for our videos, demonstrating that our
targeting efforts are being efficient in reaching and engaging visitors.

httgs:[(www.youtube.com[watch?v=iL4Kgy7TfK8


https://www.youtube.com/watch?v=iL4Kqy7TfK8

Paid Social M Yosemite Nation

Noble-managed paid social posts are still exceeding From cabins to resorts—each with a peaceful
. winter view—lodging is aplenty in Yosemite
benchmarks for CTR (benchmark is 0.9% and our Mariposa County. Book your stay today.

average CTR is 1.34%) but we are seeing fewer clicks
and impressions overall. Similar to our YouTube
audience, we are seeing positive interaction from our
new History/Culture audience.

We will focus our strategy on using audience
segmentation to leverage Meta’s algorithms. This will
allow us to more effectively allocate our budget and
make sure that top-performing audiences are
maximized.
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Email / eCRM

So far, this fiscal year we have added more than 8,000
subscribers to our consumer email list. We are 66% to
our annual goal of 12,000 new subscribers. We expect
to exceed the goal after our planned Meta lead

generation campaign is completed in March and April.

We continue to send consumer emails twice a month
with an overall open rate that regularly exceeds 50%
and an average click through rate of 1.7%.

Watch for a new creative refresh of our email template
in 2025. This new design is developed from the creative
brand refresh completed in early fall. The new look will
also be incorporated into the constituent, travel trade
and media emails.
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Yosemite.com Update

Overall traffic info

As mentioned above, the organic sessions for Yosemite.com are Organic Sessions
ahead of goal at 52%. Overall sessions, though not a KPI, are
also pacing ahead of last year by nearly 5%, primarily from
display traffic and cross-network sources.

745,641

¢ 25.2% from previous year

We have seen a decrease in traffic
from the homepage, but other
pages are balancing out that
impact. When the homepage
traffic is removed from direct 23 6,921
traffic numbers, sessions are up ¢ 4.9% from previous year
37% YOY.

% to Goal

92.32%

FY Goal:1,425,251

Overall Sessions

Content Creation

To impact the Holiday period as best as possible, we created new Yosemite.com content that
focused on encouraging families to visit during the holidays. Our new “Multi-Generational
Itinerary” and “Elevated and Eventful” story share the holiday-related things to do in the area.
We also wrote an article to encourage visitation of couples and solo adventure travelers with
our “Quiet Window” story, which turns the slowest time of year in the area into a positive for
those looking to experience solitude and save some money.

Published important holiday planning articles:
e Elevated & Eventful

Inspirational story focusing on all of the things to do in the Yosemite Mariposa
County region during the holidays.

e The Quiet Window

This story encourages visitors to plan a trip for the window between Thanksgiving
and Christmas, or the “Quietest Time of Year,” since fewer people travel, and prices
are lower during this window between the two holidays.

e Multi-Gen ltinerary

Encourages families to plan a trip to Mariposa County for multiple generations of
their whole family. This story is evergreen and can be used any time of year. It also
gives us more itineraries to help more visitors types of trip planners plan their
Yosemite Mariposa County Trip.


https://www.yosemite.com/yosemite-mariposa-stories/elevated-eventful-holidays-in-yosemite/
https://www.yosemite.com/yosemite-mariposa-stories/the-quiet-window-yosemite-between-thanksgiving-and-christmas/
https://www.yosemite.com/itineraries/vacay-for-the-ages-four-days-of-multi-gen-fun-in-yosemite/

Search Engine Optimization

SEO is a long game, and we look further out with what we choose to update. In the previous
period, we and our partners, Noble Studios, updated pages that will impact our Google rankings
for pages that will bring trip planners to Yosemite.com. Examples of those pages are:

e Yosemite Firefall 2025 Guide

This is a page we update annually in anticipation of visitors planning to see Firefall.
This year, Noble identified opportunities for our team to answer questions within
our page that people are searching for. This page also has information regarding
Yosemite’s Firefall Reservations System.

e Experience Yosemite Ski Lessons at Badger Pass

Previously, we had two pages on our website promoting Badger Pass Ski Area with
similar messaging. We updated this page to allow our Badger Pass Stakeholder page
to pull in search traffic for Badger Pass-related queries, while this new page focuses
on the Learn to Ski programs at Badger Pass Ski Area.

We also updated pages to capture more Mariposa and Mariposa County search traffic. Noble
completed an internal link audit to improve our site’s technical search engine strength.

Web updates

o We worked with Noble Studios to overhaul our website’s Privacy Policy, Cookie Policy, and
user opt-ins. The project replaced the old, clunky privacy policy page, which was managed
internally by YMCTB. With CookieYes software, Noble manages Cookie and Privacy Policy
opt-in/opt-outs and improves the website’s trust with its users.

YOSEMITE ‘MARIPOSA

COUNTY .

We use cookies to help us improve, promote, and protect our services. By continuing to use the site, you agree to our cookie policy. MORE INFORMATION COTIT

e We also had to upgrade our hosting servers. Our web traffic has steadily increased over the
years, and to ensure our site’s stability and functionality, we had to improve our server
space with WPEngine. This does incur increased website costs for YMCTB but is an overall
positive reflection of our website success.


https://www.yosemite.com/a-guide-to-yosemites-natural-firefall-horsetail-fall/
https://www.yosemite.com/laid-back-winter-fun-at-yosemite-ski-and-snowboard-area/

Public Relations

Earned Media update

Our earned media for this year has already included 50 printed and digital stories in
publications located in the United Kingdom, Germany and Australia as well as the United States.
Here are a few recent examples:

e Yosemite Rocks
e Published in Take Five, one of Australia’s leading travel magazines.

e https://www.yosemite.com/wp-content/uploads/2025/01/yosemite-rocks-
article-au.pdf

e Five minutes in conversation with artist James Hart Dyke

e Article on YMCTB hosted a media event in London in which we worked with artist
James Hart Dyke who has done a series of paintings following a recent extended stay
in Yosemite Mariposa County. James Hart Dyke is a famous landscape painter in the
U.K. who shared his experiences with travel writers in the U.K. YMCTB is working to
host some of the writers from this event in Mariposa County.

e https://london.muddystilettos.co.uk/things-to-do/art-culture/john-hart-

dyke-interview/

e Chubby Diaries: Discover Yosemite - MARIPOSA COUNTY's treasure!

o Jeff Jenkins is a content creator whose mission is to help larger people travel the
world. In partnership with Visit California, YMCTB hosted Jeff for a trip to Mariposa
County.

e https://www.youtube.com/watch?v=gHWJoMsE4HY



https://london.muddystilettos.co.uk/things-to-do/art-culture/john-hart-dyke-interview/
https://london.muddystilettos.co.uk/things-to-do/art-culture/john-hart-dyke-interview/

YMCTB Social Media:

Website sessions Oct-Dec Total % to Goal
Aggregate session totals 112,974 213,050 97%
Facebook, National Oct-Dec Total % to Goal
Followers 1,212 147,730 64%
Link Clicks 146,331 316,020 18%
Engagement 272,546 553,819 18%
Facebook, Local Oct-Dec Total % to Goal
Followers 33 3,064 -
Instagram Oct-Dec Total % to Goal
Followers 2,664 103,280 169%
Engagement 259,467 499 003 58%
Profile Actions 480 1,054 38%
YouTube Oct-Dec Total % to Goal
Subscribers 207 3,419 101%
Total Watch Time (hours) 1,306 2,707 46%
Average % Viewed (YTD totals) 55.9% +20.10%
TikTok Oct-Dec Total % to Goal
Followers 163 20,196 18%
Engagement 2,386 21,432 35%
Pinterest Oct-Dec Total % to Goal
Impressions 86,850 147,230 --
Engagement 4680 7.910 -
Engaged Audience 2,890 4770 -
X Total % to Goal
Followers -530 43,525 -

Our social channels continue to grow, with some of our KPIs showing unexpectedly strong
results. This is a real achievement at a time when social media results are generally sluggish
across industries.



Our Facebook channel is experiencing a clear trend of lower engagement rates but very strong
follows/subscribes and ad-generated website sessions. Because our primary goal on the
platform is to send people to our website, we’re ultimately happy with the results. However,
with Meta’s ongoing algorithm and content changes affecting every user’s experience on the
platform, it’s difficult to know the cause of these KPI changes, or even how concerned we
should be when we're driving so much traffic to our website. Perhaps we’ll again need to
reassess our understanding of what KPIs best reflect success on the platform? This will certainly
be a topic of discussion as we are preparing to write our marketing plan for 2025/2026.

Instagram and YouTube are performing very well overall, while TikTok is lagging behind our
goals. TikTok is still a relatively new channel as far as our understanding of year-over-year
performance is concerned — which is made even more difficult to predict by the ability of this
channel to have posts go viral and greatly skew KPI results for an entire year. Overall, the
channel is growing and generates a steady flow of interaction. Again, this is a topic to examine
closely as we begin to think about our 2025/26 marketing plan.

The carry-over effects from the US elections may have affected people’s appetite for social
media on some channels, and the political effects may be shifting the social landscape.

One example of the effects of politics is evidenced by BlueSky’s sudden rise in popularity. This
may be a short-lived trend, such as was the case with Threads. In apparent response to national
politics, platforms such as Meta have also recently changed some of their rules regarding
gender identity and fact-checking. These are obviously very polarizing topics. As always, we’ll
have to wait and see if these changes in attitudes and policies are for the long term.

Social Media Examples
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This is our highest-
performing organic
Facebook post. 4,079
reactions, 227K views.

This is our most popular
Instagram post, an
inspirational user-created
video showing a hike to
Vernal Fall in the snow.
39,394 engagements,
9,070 shares.



Video Production
Highlights for the first half of the fiscal year:

e We completed Fall and Winter video ads.

e We've created more than 66 vertical videos promoting inside and outside of the park
visitation.

e We completed a Fall imagery Mariposa Moments video.

e We completed a short “winter night skies” ad for promoting a website article.

e Landscape videos (previously known as Mariposa Moments)

e Our new 8 regional videos will be finished soon. Five are completed and the other three
are nearing completion.

e We posted 43 vertical videos to YouTube, Instagram, and TikTok.

e We completed the HMA 2024 presentation video.

e Due to the evolving nature of vertical video content and the platforms it is shared on, we
are engaged in ongoing efforts with Backstory Creative to hone our vertical video style
and presentation.

This is our top
performing non-
seasonal ad video
on YouTube.
14,634 views last
quarter. People
collectively
watched this
simple 27 second
video for 47.7
hours.

inter Stargazing in Mariposa County

- D G




This is our top
performing organic
video on YouTube,
“Indian Village of
the Ahwahnee
(Mariposa
Moments)”. 8,622
views (87 total
hours of watch
time).

~ MARIPOSA
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E;- 42 e & '

Region Videos: https://www.youtube.com/watch?v=NbbjQLOmiNo
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https://www.youtube.com/watch?v=NbbjQLQmiNo

Special Offers

The Special Offers Page received over 177,000 visits in the first half of the fiscal year. The number of
visitors to the special offers page has increased exponentially over the previous year’s numbers. The
two-part reason for this growth is both an increased paid campaign via social media to drive traffic to the
special offers page, and an organic desire by visitors to find the best deals they can get while traveling.

We were able to maintain over 20 specials offers per month throughout the first half of the fiscal year.
Keeping an offer running is more essential than ever with worldwide inflation. Our goal is to always have
as many eyes as possible on constituent properties. Those advertising in the specials section get far more
visitation than those who are not.

OFFER VALID APRIL 25, 2023 - JULY 31,2023

BIG CREEK INN BED AND BREAKFAST

Special Offer Hub - /yosemite-hotel-deals/

Special Offer Hub Views click URL View Offer Clicks ~ VIEW OFFER =
1 77l 20 8 https://www.yosemite.com/places-to-stay/cabins/the-redwoods-in- 14399 -41.9%:
. yosemite/#offers Enter stakeholder domain
t64.2% YOY
https://www.yosemite.com/places-to-stay/bed- 4779  40.6%t
Special Offer Hub Link Click breakfast/blackberry-inn-bed-breakfast/#offers .
Click URL
3 8 5 3 7 https://www.yosemite.com/places-to-stay/hotels-and- 3948 400.0..
’ motels/tenaya-at-yosemite/#offers Contains
https://www.yosemite.com/places-to-stay/hotels-and-motels/the- 3,008
ahwahnee-hotel/#offers
https://www.yosemite.com/places-to-stay/wildhaven-yosemite- 2403 205.7%t

1-25/25 < >




FAM Trips

We’ve had an unusually busy late fall and winter FAM schedule, showcasing Yosemite Mariposa
County in the off-season. So far, we've hosted five trips, four media FAMs, and one large trade
FAM.

Below is a list of FAMs YMCTB has hosted between October through January.

e  Afrostylicity
e 10/7-10/11

e We hosted these paid influencers from Dallas on a trip to Yosemite in which they
explored in and out of park things to do. They stayed at Tenaya at Yosemite and
Autocamp and experienced Yosemite, horseback riding and dining in the region. We
were excited to work with Afrostylicty, two rapidly growing African-American
influencers which opened our destination up to a new, motivated audience.

e Coverage:

e Blog: https://www.afrostylicity.com/4-day-yosemite-itinerary/

e Their two Instagram reels that they produce were viewed more than
450,000 times on Instagram.

e As part of our agreement, Afrostylicity also provided 10 images and
additional footage for use by YMCTB

e Nora Tarte
e 10/10

e Nora was hosted by Tenaya at Yosemite and we had the opportunity to connect
Nora with Sierra Cider to do an update on a previous visit she had to the property in
2021.

e Coverage: Not yet received

e Marni Patterson
e 10/14-10/17

e Marnie visited Yosemite Mariposa County working on Niche stories for Niche trip
planning blogs. She stayed at Tenaya at Yosemite and Yosemite Bug Rustic
Mountain Resort. She did a dive into Yosemite Mariposa County’s history. Her
focuses were on writing Multi-Generational trip planning stories.

e Coverage:


https://www.afrostylicity.com/4-day-yosemite-itinerary/

e https://travelbyvacationrental.com/tenaya-at-yosemite-perfect-for-
multigenerational-families-and-groups/

e Gold Medal Trade FAM — United Kingdom
e 11/11-11/13
e Coordinated with Black Diamond UK, six company representatives
attended this three-day and two-night FAM trip. They stayed at Tenaya at
Yosemite and Yosemite View Lodge, with meals and tours co-hosted with
Yosemite Hospitality. Companies Attending included Gold Medal,
Anderson Travel, Travelosophers, Ocky White Travel, and Holiday Dreams.

e Visit California Scandinavian Influencer FAM
e 11/14-11/16

e We worked with Visit California and Atlantic Link to bring three well-followed
influencers from Sweden, Norway, and Denmark to share Mariposa County with
their followers. We partnered with the NPS and Yosemite Hospitality on this
itinerary to showcase as much as we could in Yosemite Valley in a single day. These
content creators also stayed at AutoCamp.

e Coverage: Not yet received

2025 Upcoming FAMs:

Travel Trade —

e Scandinavia Trade FAM with Atlantic Link
e HelloWorld — Australia — Gate7
e Agnes Bremont (Individual) via Black Diamond

Media FAMs:

e Sarah Montoya (January 3-5)


https://travelbyvacationrental.com/tenaya-at-yosemite-perfect-for-multigenerational-families-and-groups/
https://travelbyvacationrental.com/tenaya-at-yosemite-perfect-for-multigenerational-families-and-groups/

e Andrea Gemmet (January 10-12)
e Run the Atlas (January 24-26)

Takeaways -

We will continue to drive FAM trip participation in the shoulder and off-season whenever
possible.

Jennifer Sweeney and our international partners continue to assist in vetting requests to ensure
the highest level of return coverage or travel trade impact.

More and more, FAMs are requiring YMCTB to help cover flight and travel costs, impacting
budgets. Airlines have reduced support as flight demand increases and open seats diminish.

Some FAMs YMCTB conducts are hosted by Content Creators (Influencers). The average cost is
$8,000 per paid influencer, so the number annually will be limited based on budget.



Trip/Travel & Trade Events & Conferences — Sales & Media

Remaining 2024 — 2025 Trade and Media Events

IMEX Oct 2024 | Tony
Brand USA Week - London Oct 2024 | Jonathan
Japan: TEJ 2023 Osaka Club California Japan Oct 2024 | Yukari
VCA LA Media Event Oct 2024 | Jennifer
IMM New York Jan 2025 | Jonathan
Visit CA media Day Jan 2025 | Jonathan
Scandinavia Sales Days Feb 2025 | Ellen
Swansons Oslo Feb 2025 | Ellen
Brand USA B2B Day Sydney Feb 2025 | Jonathan
VUS Australia Sydney Feb 2025 | Jonathan
IMM AU Sydney Feb 2025 | Jonathan
Visit USA AU Brisbane Feb 2025 | Jonathan
Visit California Trade Event Melbourne Feb 2025 | Jonathan
Visit USA Melbourne Feb 2025 | Jonathan
In-Market Media Reception - Sacramento Feb 2025 | Jonathan
Outlook Forum Mar 2025 | Jonathan
Visit CA Euro Media/Trade UK Mar 2025 | Jonathan
Visit CA Euro Media/Trade Germany Mar 2025 | Jonathan
Visit CA Euro Media/Trade France Apr 2025 | Jonathan
Visit CA Denver Media May 2025 | DOCC
Visit CA Mexico Reverse Trade/Media May 2025 | TBD
IPW June 2025 | Staff
PRSA Travel & Tourism Conference June 2025 | DOCC

Canceled

Complete

International Representation Recap 2024 — 2025 Deployment

* Retained International continues to focus on primarily:

* United Kingdom Germany

e Australia Scandinavia

* Retained International Public Relations representation in:

* United Kingdom — Black Diamond Agency




* Germany — Msi Agency

* Australia — Gate7 Agency (Contract was suspended mid-24 due to budget
concerns — Gate7 provided limited complimentary coverage) PR representation
will be reinstated in February 2025 due to favorable budget conditions.

Trade Shows and In-Market Training, Events and Sales

Brand USA Travel Week
Participated in Brand USA Travel Week - London

It was challenging to win a spot at this 2024 hosted buyer event. We succeeded, but doing so
required YMCTB to share an appointment table with Yosemite Madera County. We could not get
a place in 2023, so attending was an important step forward. This Brand USA event replaced ITB
in Berlin and WTM in London, so having a sales presence was critical to our long-term
international strategy.

This four-day sales event had one day of education and three full days of 42 20-minute
appointments. The show was excellent. That said, we see an overlap between this trade event
and IPW here in the USA.

That Baiong To Us 1l
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Because every place has a story.

In-market PR and Travel Trade Event — James Hart Dyke — UK Galley Reception

Thirty-seven media and travel trade guests were invited to a YMCTB-hosted reception in London
on November 26™, represented by staff from Black Diamond. Renowned artist and writer James
Hart Dykes Yosemite art was on display as a backdrop to promote Yosemite Mariposa County in

the UK, our number one inbound market.

https://www.artworkersguild.org/news-1/james-hart-dyke-yosemite/



https://www.artworkersguild.org/news-1/james-hart-dyke-yosemite/

EXHIBITION OPEN

JOHN MITCHELL
INE PAINT

Sales trainings:
Australia — Via Gate7 Monthly highlight training

December 3rd, Jonathan virtually presented a destination training on Yosemite Mariposa covering the
regions and lodging product
Agents trained virtual: 72

Travel Counsellors conference

November 2025, attended the annual Travel Counsellors conference in the UK
With Visit California being the headline sponsor, Black Diamond met over 150 passionate agents eager to
learn and develop their knowledge of Yosemite Mariposa County. Many agents reported how they are
selling the destination and how it is very popular with their customers as part of a California fly-drive.

o Agents Trained: 150



Visit California December 2024 Forecast

Prior Period's October report showed a higher 2024 growth rate, with December reducing the
yearend projection from 18% to 17.5% for 2024’s year-end finish.

Visit California Forecast as of December 2024

California International Visitation Forecast

The chart below shows the current international visitation forecast and annual growth rate.
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Visit California October 2024 Forecast

California Int’|l Visitation Forecast

The chart below shows the current international visitation forecast and annual growth rate.
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Markets Travel Planned (International Leisure)

The chart below shows international leisure travel planned in the next 12 months by market.

Planning to Travel in the Next 12 Months: International Leisure Trip (% of pop age 16+)
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YMCTB and Retained Agency support continues in the UK, Germany, Scandinavia, and Australia.
Due to significant Yosemite.com website engagement from Mexico, YMCTB is adding a paid
media campaign for Mexico to increase lodging conversions.

California Int’l Market Visitation Forecast

The table below shows the international visitation forecast for California and recovery index broken out by international market.

2024 Visitation Forecast (Millions) & 2024 Recovery Index

8,192
7,512
1,828
34

680 . 8 652 569 470 454 447 443 428 207 145 68
Il N s - ... .
Mexico Mexico Mexico Canada China  United India Australia Japan  South Germany France ltaly  Nordics Middle
Land Air Kingdom Korea East
2024 Recovery Index: 107 105 126 106 81 87 135 79 81 92 99 93 101 59 73

Source: Tourism Economics (October 2024)



Rural Tourism Impacts

The following shows that rural regions have fallen behind metro and gateway locations for
California lodging consumption. This change is attributed to increased international business
travel and a flattening seasonal leisure tourism travel. Leisure travel is down slightly due to
inflation. Overall spending on leisure travel in the USA and California is up per person due to
inflation, but fewer actual travelers are in the market.

Gateway & Other Regions Hotel Occupancy

The charts below show average monthly occupancy rates and percent changes for the Gateway and Other/Rural tourism regions.

Gateway Region Occupancy Other/Rural Region Occupancy
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