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2024/2025 Year-End Marke1ng Report 
 
 
KPIs for Yosemite.com (data from Noble Studios) 
 
The 2024/25 fiscal year ended strong, with YoY growth across key performance indicators.  
 
Primary KPI - Partner Referrals: 
  
Despite the challenges caused by Google’s search 
engine modificaJons (i.e. AI, zero-click answers, 
“people also ask”, and direct booking opJons from 
searches), Yosemite.com has conJnued to provide a 
significant number of lodging referrals. At 96% to 
goal and less than 1% decrease from the previous 

year, the 
results 
are 

remarkable. Adjustments are already being made to 
strengthen Yosemite.com as a source of informaJon 
for Google’s algorithms.  
 
Total Partner referrals (including lodging, things to 
do and dining) were also close to meeJng goal with 
98.23% and 2.2% over last year’s total.  
 

 
Primary KPI – Organic and InternaJonal Sessions: 
 
Organic Performance was a standout, exceeding expectations with organic sessions at 103% of 
our target and grew 7% YoY, despite declines in second half of the year due to shifts in the 
search landscape changes and attribution methods.  

 
 
 
 
 
 
 
 
 
 
  



This is a testament to the strong content and search engine opJmizaJon efforts that conJnue to 
impact posiJvely the amount of traffic to the site. In 2025/2026 we anticipate organic traffic 
will fluctuate drastically as AI-powered search tools evolve and the search landscape remains 
in constant flux. 
 
Our Paid sessions also exceeded goal at nearly 141%, a 21% increase YoY! 
 
The website continues to see technical and content-focused revisions to increase our efficacy as 
technology advances. We are currently researching potential AI-powered tools within our site. 
In 2024/2025, YMCTB set out to launch the new Wander tool to help visitors plan their trip 
which will go live in Q1 of 2025/2026. 
 
 

Search Engine Optimization 
 
As mentioned above, organic search was a top traffic source for Yosemite.com in FY 2024/25, 
even as AI-powered, no-click search results on platforms like Google made visibility more 
competitive. Overall, organic traffic grew 7% year-over-year (1.46M vs. 1.37M sessions), and 
Page 1 keyword rankings jumped 25% (177.9k vs. 141.8k), signaling strong SEO performance 
and content discoverability.  
 
However, lodging, camping referrals, and Book>Direct actions from organic search declined 
12% (278k vs. 317k), highlighting the need to adapt conversion strategies to evolving search 
behaviors and (search engine results page) SERP formats.  
 
We are working closely with Noble Studios to monitor these rapid shifts, particularly the impact 
of AI on search visibility, and are actively evolving our SEO approach to remain competitive in 
this changing landscape. 
 
 

Content Creation 
 
YMCTB’s content calendar has long been a valuable tool for planning timely, SEO-driven stories 
that drive website visitation. In 2025/26, we transitioned to an updated system that aligns 
closely with organizational goals, seasonal campaigns, and SEO strategy, with content now 
planned at least four months in advance in collaboration with Noble Studios.  
 
The new calendar functions as a centralized hub for website content, PR, social media, 
newsletters and video, streamlining workflows, preventing duplication, and saving valuable time, 
while supporting both new article creation and strategic rewrites. Quarterly planning meetings 
now map content two seasons ahead, ensuring alignment across teams and platforms while 
maintaining flexibility to adapt to crises and evolving travel trends, all with the goal of increasing 
engagement with Yosemite.com and delivering inspiring, brand-aligned stories year-round. 
 



With the introduction of Google’s new AI-powered search experience (SGE), we’ll also need to 
adapt how we approach content creation. Google’s evolving algorithm now places even more 
emphasis on E-E-A-T (Experience, Expertise, Authoritativeness, and Trustworthiness). Our goal 
is to consistently provide the best, most helpful content on the internet, something we’ve 
already worked hard to do. However, we still have room to grow, particularly by incorporating 
more local voices and subject-matter experts to further strengthen the authenticity and 
credibility of our storytelling. 
 
 
Digital Paid Marketing Overall 
 
Our digital paid media includes all digital placements made by Noble Studios, including search 
engine markeJng, social media (Meta and YouTube), display, Google Demand GeneraJon and 
Performance Max, Connected TV (CTV), etc. 
 
By the numbers, our paid markeJng achieved the following: 

• Total Spend: $996,289 
(note: this includes 
tradiJonal print costs)  

• Total Impressions: 
92,243,115 

• Total Sessions: 1,678,600 
(23% increase YoY) / 
Engaged Sessions (18% 
increase YoY) 

• Total Partner Referrals: 
150,965 (35% increase YoY) 

 

We targeted six audiences in 
2024/2025. These groups 
conJnue to have success in 
our markeJng efforts. The 
one addiJon for the year was 
the History & Culture 
audience. That audience was 
developed out of the updated 
HMA study from 2024 and 
proved to be very successful, 
omen outperforming several 
others.  



For 2025/2026 the audiences will get another adjustment, this Jme to reflect our specific 
messaging around midweek travel. The Shuoerbugs audience will be replaced by a “Midweek 
ReJrees” audience.  
 
 
Digital Paid Media 
 
Our largest annual investment conJnues to be in the form of digital paid media not including 
SEM spend noted below. With a budget of $442,000, the results for digital paid media were 
significantly improved in 2024/2025 vs the prior year. Here is how Noble Studios summed up 
the results: 

 
Search Engine Marketing (SEM) 
 
Our total budget for SEM in 2024/2025 was $216,000. With that budget, we were able to 
consistently deliver very good results. The industry average click-through-rate (CTR) for paid 
search is around 3.2%. YMCTB results significantly exceeded that figure, with Paid Search 
delivering a CTR of 17.73% and a conversion rate (CVR) of 42.64%, reflecJng both strong 
targeJng and compelling ad copy. 
 
Noble Studios summarized the final month of the last fiscal year with the following data: 



Noble performs a conJnuous assessment of our spending with each metrics presentaJon. We 
rely heavily on them to make sure that we are gepng the best click through rate (CTR) and 
conversion rate (CVR) with our paid search. 
 
Social Media 
 

 
 
  



2024-2025 Summary: Social Media Trends 
 
Last year, public opinion of social media became noJceably more negaJve, especially among 
younger users like Gen Z. Trust in plasorms has declined, with many ciJng concerns over mental 
health, misinformaJon, and privacy. A growing number of users reported acJvely cupng back 
on usage or quipng enJrely.  There was a rising desire for more authenJc, less algorithm-driven 
content. 
 
Conversely, social media conJnued to expand globally, with more users and more Jme spent 
online. People increasingly relied on social media as their primary news source. However, 
instead of tradiJonal news outlets, many now depend on influencers and commentary threads 
to interpret current events. World-wide, governments have responded with increased 
regulaJon, especially regarding youths. 
 
Public views on AI have also become more skepJcal, parJcularly regarding social media. People 
expressed distrust in how plasorms use AI for content curaJon, moderaJon, and user targeJng. 
Compared to other tech sectors, social media companies are less trusted to uJlize AI 
responsibly. Concerns include the spread of misinformaJon, loss of user control, and lack of 
transparency in AI decision-making. 
 
Year-End Highlights 
 

• The year saw a divergence of those KPIs based on Followers versus those based on 
engagement and link clicks.  Overall, it has been a very successful year. 
 

• Despite February’s loss of Facebook followers due to backlash regarding naJonal poliJcs, 
it was a short-lived event.  We ended our year with our Followers KPI at 366% above 
goal. 
 

• Our Instagram Followers KPI similarly ended the year at 258% of our yearly growth goal. 
 

• Our YouTube KPIs are all well above our yearly goals.  Our average percentage viewed 
KPI is almost double our ongoing goal. 
 

• TikTok saw the lowest channel performance. This is likely due to the extreme “virality” 
on the plasorm, where an excepJonally well-performing post can skew the enJre year’s 
results.  This makes gauging and projecJng results especially difficult.  We conJnue to 
learn and update our tacJcs as we grow on this channel. 
 

• The “Profile AcJons” KPI on Instagram was disconJnued late last Fall. The KPI total 
remains inconclusive and has been dropped from our tracked metrics for 2025-2026. 

  



Top Posts 
 

 

 
 
  

Lem: Top organic post on 
Facebook, an Instagram share 
of a reel focused on the beauty 
of winter in Yosemite.  27k 
engagements, 1,744 shares. 

Right: The top paid Facebook/Meta post was this 
one which informed travelers how easy it was to 
obtain a vehicle reservaJon to visit the park.  3.5 
million impressions, 31k link clicks. 

Lem: Top paid YouTube, 
spring 2025 30-second 
ad. 226k views for 
1,882 hours of view 
Jme. 



Email / eCRM 
 
Emails Sent: In 2024/2025 there were 81 emails sent. This is a drop from prior years due to the 
fewer number of crisis communicaJons sent. (93 in 2023/24) 

• Consumers– we sent out a total of 23 emails to consumers.  
• ConsJtuents – 47 emails were sent out to lodging and other businesses, including 5 

emails regarding board meeJngs, 5 AirDNA reporJng emails, and 7 crisis 
communicaJons regarding fires and potenJal government shutdowns. 

• Travel Trade – there were 11 emails sent during the year, including specific updates on 
criJcal informaJon for internaJonal travelers.  

 

 
 
Audiences:  
 
There are five audiences that are tracked within our service provider Mailchimp. Due to the 
increases in the number of subscribers, in spring 2025 we have had to increase our Mailchimp 
account to a higher level (75,000 to 100,000). 
 
Consumer List: As of June 30, 2025, the consumer list had 73,080 subscribers, an increase of 
15.5% over last year at the same Jme. Much of the growth of the list is due to our Meta lead 
generaJon. It is important to note that we have not completed a re-engagement campaign yet 
this year. 
 
ConsOtuent List: As of June 30, 2025, the consJtuent (local lodging and other businesses) list 
had 993 recipients, an increase of 49.5% over prior year. We have been more consistent in 
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adding consJtuent contact informaJon as we are now receiving regular updates from the 
County.  
 
Travel Trade List: As of June 30, 2025, the travel trade list has 1,458 subscribers, a 102% 
increase YoY.  
 
Media List: As of June 30, 2025, the media list has 205 subscribers, a 15% increase YoY. 
 
MeeOng Planners: We have a placeholder list for this type of subscriber and intend to populate 
this list within the next year.  
 
Open Rates: This chart for 2024/2026 shows the Open Rates for emails as well as the Click 
Through Rate (rate of clicks for all emails sent) and the Click-to-Open Rate (rate of clicks for all 
emails opened). Our overall CTR is 1.61%, right on target with industry standards at 1.6%! 
 

!
 
Consultant Added 
 
In Q4 of 2024/2025 we hired an email markeJng consultant. Once the content is wrioen the 
consultant manages consumer email design, tesJng and launching and will soon be handling 
our consJtuent, travel trade and media emails as well. Other strategies, such as re-engagement 
campaigns and drip emails to new subscribers are part of the consultant’s scope of work. 
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The Special Offers Page received over 253,032 visits this past fiscal year. The number of visitors 
to the special offers page has gone down compared to last year. The previous year’s special 
offers program ended with 347,566. The high amount in 2023/2024 was due to a huge spike in 
March -April during a meta leads campaign. This is the second year using our current paid 
campaign strategy via social media to drive traffic to the special offers page. While number of 
visits has decreased from prior year, they are sJll vastly above the pre-paid promoJon numbers, 
which were around 65,000 visits per year. 
 
We were able to maintain over 20 specials offers per month throughout the fiscal year. Keeping 
an offer running is more essenJal than ever with worldwide inflaJon. Our goal is to always have 
as many eyes as possible on consJtuent properJes. Those adverJsing in the specials secJon get 
far more visitaJon than those who are not. The success of the special offers program is only 
possible as long as partners parJcipate. Even if an offer is not one that a visitor can take 
advantage of, seeing the property on the special offers page can sJll lead to them booking due 
to interest in a property. 
 

 
 
2024/2025 High 2k 

 
2023/2024 High 4k 



 
Over the 2024/2025 FY, YMCTB had 28 parJcipants 
in the Special Offer program. These 28 partners 
garnered 8.6% of total referrals. This again goes to 
show that keeping an offer running really does give 
a property more visibility and opportunity for 
referrals.  
 
 
 
Traditional Radio 
 
In 2024/2025 our use of tradiJonal radio / audio media as an adverJsing channel decreased. 
The rise of digital audio – from music streaming opportuniJes to podcasts to digital radio – has 
significantly impacted how people interact with audio content. While tradiJonal radio conJnues 
to reach a larger audience, the ability to target specific audiences and track any resulJng ROI is 
not possible. Conversely, the digital audio plasorms provide more targeted opportuniJes that 
can also be tracked.  
 
 
Collateral 
 
The following projects were completed during the 2024/2025 fiscal year: 

• We updated and included emergency informa?on for visitors in the form of a QR code for the 
2024/2025 Mariposa Town Map. 

• We translated and printed our Mini Des?na?on Vaca?on Planner in Japanese. 
• We completed a flyer to be given to new TOT cer?ficate holders. 
• We began an “About Us” brochure to be provided for events like town halls, the Mariposa Fair 

and CoyoteFest.  
 

 

ヨセミテ／マリポサ・カウンティ観光局
お問合せ  1 (866) 425-3366

世界的に知られる岩壁、そこに流れ落ちる滝、陽光降り注ぐぶど
う畑、広大な西部の牧場、ゴールドラッシュの歴史を今に伝える
町々に囲まれて、他に類を見ないオアシスがあります。それがマリ
ポサ・カウンティで、ヨセミテ国立公園の拠点です。国立公園のす
ぐ外側には、アメリカ西部の開拓とゴールドラッシュの悠久の歴
史が刻まれています。

キャンプやラフティングなどのレクリエーションから、博物館めぐ
り、趣のある小さな町での食事やショッピングまで、マリポサ・カ
ウンティは、カリフォルニアならではの様々な体験ができ、ヨセミ
テを訪れる拠点として年間を通して最も適したところです。

ヨセミテ／マリポサカウンティは、新たなハイキングルート、水遊
びができる湖、まだ走ったことのないドライブルート、カリフォル
ニアのなかでも特にあたたかい人 と々の出会いなど、訪れる度に
嬉しい発見があります。

四季折々の楽しみ
ヨセミテ／マリポサ・カウンティは、季節ごとの美しさがありま
す。 訪れる方の好みや趣味によって、ヨセミテ／マリポサカウン
ティの旅のベストシーズンはそれぞれです。

冬
初雪が降ると、ヨセミテの美しさは一段と神 し々さを増し、
白い冬は国立公園に奇観を出現させます。 また、雪でヨセミテ
は最高の冬の遊び場となります。 カリフォルニアで最初のスキ
ー場、大人から子供まで楽しめる バッジャーパス・スキーエリア
では、スキー、スノーボード、スノーシューができます。 アイスス
ケートといった冬の山ならではの伝統的なアクティビティもお楽
しみください。

春
ヨセミテは、圧倒されるような迫力の花崗岩と、荘厳な滝で知ら
れますが、この象徴的な景色が最も楽しめるのが春です。
トレイルは800マイル（1287km）以上もあり、ワイルドフラワー
を愛でながらハイキングを楽しむのに最高です。 平坦なヨセミテ
バレーをサイクリングするもよし、 “激しく風光明媚な” マーセッ
ド川で半日、または終日のラフティング体験するもよし、 暑い夏
の前に、春のアドベンチャーの旅をご計画ください。

夏
夏はヨセミテが最も賑わう季節です。 冬の間、雪で閉鎖された
ルートも開通し、グレーシャーポイント、タフトポイント、タイオガ
パス、テナヤレイクといった、 ヨセミテやシエラネバダのより標高
の高いところへも行けるようになります。 1日は、ゴールドラッシ
ュの町マリポサやコールターヴィルでミュージアムを訪れ、開拓
の歴史にもぜひ触れてください。

秋
温暖な日が続き、夜は涼しく、過ごしやすい季節です。
日中の暖かさと美しい黄葉は、ハイキングや写真撮影に最適で
す。 夜はキャンプファイヤーの火のそばで、屋外で食事をしたり
星を眺めるのはいかがでしょうか。 観光客の数が少なくなるこ
の季節は、暑さと混雑を避けながらも 夏同様にロッククライミ
ング、ハイキング、サイクリングが楽しめます。

ヨセミテ マイル（km） 所要時間  
国立公園入口 
まで  

フレズノ 62 (100) １時間
マリポサ 32 (51) 45分
モントレー 187 (301) 3時間
ロサンゼルス 318 (512) 4時間45分
ラスベガス 342 (550) 5時間半
サンフランシスコ 197 (317) 3時間半
サンノゼ 183 (295) 3時間半

マリポサの丘陵地帯には牧場もたくさんあります。 写真／Charles Phillips

春のヨセミテ滝

ようこそ

冒険心を
呼び覚ます
ヨセミテ
マリポサ・カウンティ
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International Travel Trade 
 
The USA is seeing prolonged lower internaJonal traffic. A 
primary reason is the high value of the US Dollar and 
historically low exchange rates for our primary inbound 
internaJonal markets, cooling internaJonal travel demand for 
the USA. The lower exchange rate is exacerbated by the USA’s 
higher costs of restaurants, car rentals, and lodging, fueled by 
the USA’s own higher inflaJon. 
 

• We were accepted and exhibited at Brand USA Travel 
Week in London amer being turned down in 
2023/2024. We were required to share a booth space 
with Visit Madera County. We have also been 
accepted into the 2025 Brand USA Travel Week, where 
we will have our independent booth.  

 
• We aoended the Brand USA and VUSA Trade events in Sydney, Brisbane, and 

Melbourne, Australia, including IMM in Sydney. Historically, Australia has been our 
number two largest inbound tourism market behind the UK. Australia has not returned 
to pre-pandemic visitaJon levels, primarily due to limitaJons on airline seats; however, 
the Australian market is coming back quickly in 2024 and 2025 and will conJnue to 
rebuild into 2026. 
 

• Overall internaJonal visitaJon has failed to return to pre-pandemic levels, despite the 
opJmisJc forecasts by Brand USA and leading economists. Poor exchange rates against 
the US Dollar, inflaJon in the US and abroad, and now the poliJcal challenges all point to 
a longer, drawn-out recovery of inbound visitaJon to the USA.   
 

• YMCTB once again aoended IPW in Chicago, conducJng 84 trade appointments as well 
as 25 internaJonal media appointments. 
 

• We increased our trade sales trips in 2024/2025 and built support and increased our in-
market FAM trips. Going forward, the ExecuJve Director will support FAM trips during 
trade and internaJonal travel periods for the Tourism Development Director.  
 

• We conJnued parJcipaJon in co-op markeJng with travel partners in key markets with 
proven historical producJon. MSI Germany has been our most successful paid media 
partner. Black Diamond UK is our most successful co-op partner for in-market events: 
recepJons, meal-based promoJons, and training. OpportuniJes to improve partner 
programs exist, including Gate7 in Australia and AtlanJc Link in Scandinavia. AtlanJc Link 
holds its VUSA Denmark events, which we parJcipate in biannually. We aoended 
mulJple Brand USA and VUSA Australia Travel Trade events and a PR event in Australia 
this past February, YMCTB will also plan to be in the market biennially.  

 



• We held producJve monthly and quarterly meeJngs with our four GSR in-market 
representaJon firms to ensure that YMCTB receives the maximum coverage and work 
from these partners. 

 
Travel & Trade Shows – Forward Look 
6
YMCTB worked hard to be included in major Brand USA—Travel Week trade sales events. 
YMCTB is working hard to earn our inclusion in emerging markets and key trade events. Brand 
USA has approved YMCTB to aoend a Nordic Trade Mission this fall, followed by an 
unaccompanied sales trip to aoend events with VUSA Belgium and Joker in the Benelux region. 
As an example of our focus, combined events make the overall trip more effecJve by combining 
three separate trade efforts in one long-haul travel trip.  
 
IPW will be in Florida this coming year amer being held in Chicago in 2025. This is our largest and 
most effecJve trade, sales, and PR event to parJcipate in. Amer reviewing IPW in Chicago, we 
determined that having two appointment books, rather than three, was most effecJve. The 
appointments were of beoer quality, with fewer reverse sales appointments coming from 
technology and markeJng companies. The plan for 2026 would be aoended by just three staff. 
ExecuJve Director, Tourism Development Director, and CommunicaJons Director for the Sunday 
Monday PR events, deparJng on Tuesday, or possibly aoending and conJnuing appointments 
throughout the enJre conference 
 
We will parJcipate in GoWest in 2026. This trade show is somewhat redundant with IPW. The 
difference is that GoWest is focused more on Western USA recepJve operators. Currently, 
YMCTB plans to parJcipate in GoWest biennially 
 
Overall, internaJonal travel can be expensive and Jme-consuming. However, with 20% to 25% 
of the Yosemite region’s visitaJon coming from internaJonal travel, YMCTB must lead in 
internaJonal markets through direct sales, markeJng, and developing trade partnerships. It has 
been impossible for our small staff to “cover the world.” Hence, adding the new Tourism 
Development Director role will expand our ability to hold our regional posiJon as the leader in 
internaJonal travel experJse and lodging bookings.  
 

Travel Trade & PR Tradeshow & Travel (ParJal List)    
 2025 Discover America Nordic Roadshow   Nordics  
 Brand USA Travel Week - London   UK - Europe  
 Go West Summit   Las Vegas  
 IMM   New York  
 IPW   Florida  
 Japan Club California Japan   Japan  
 Scandinavia Sales Days   Denmark  
 VCA SF Media Event   San Francisco   
 Visit California - TBD   India  
 Visit California - TBD   China  



Traditional Sales, Groups & Meetings 
 
Year over year, YMCTB conJnued to provide accurate meeJng informaJon and resources to the 
meeJngs industry, meeJng planners, and represented Mariposa County lodging to increase 
conference and tradiJonal meeJngs use.  
 
This past year, we aoended IMEX in Las Vegas, supporJng Happy Goat Farm for the MeeJngs 
and IncenJve Industry (MICE), in an effort to secure significant corporate events for this 
emerging non-profit special events venue. The takeaway from aoending is that there is and 
conJnues to be substanJal interest in the Yosemite region for all segments of meeJngs and 
conferences. Happy Goat received several requests for proposals (RFPs). YMCTB received two 
RFP requests, which were both sent to Tenaya for tradiJonal meeJngs.  
 
Visit California (VC) has launched its first paid meeJngs and conference sales and markeJng 
effort. VC has hired a meeJngs director who is coordinaJng trade show events and a California 
meeJngs website with “California MeeJngs”. hops://www.californiameeJngs.com/  
Due to this new VC effort, YMCTB produced a new meeJngs sales video to be seen on this 
website and for use on our website hops://www.yosemite.com/meeJng-planners/ 
 
For the following reasons, the meeJngs industry focus by YMCTB has not recovered for 
Mariposa County, nor has YMCTB re-entered the group market paid media programs, nor 
worked to increase lead generaJon. 
 
We conJnue to limit paid efforts for meeJngs, as Aramark/Yosemite Hospitality works to fill 
their Director of Sales posiJon, with the necessary staff and resources to increase bookings.  
 
Why this is important: Most of the incoming meeJng and conference RFP leads will be sent by 
meeJng planners to the park concession first, regardless of the markeJng that created the 
original interest. Once YMCTB increases meeJngs-based markeJng, Aramark leadership & staff 
may choose to refer non-bookable meeJng leads to other hotels, preferably in Mariposa 
County. 
 
The region's top meeJng properJes include Tenaya at Yosemite, Aramark/Yosemite Hospitality, 
and Autocamp, which is ideal for retreats and smaller meeJngs. Yosemite Resorts is 
substanJally increasing its meeJng and conference space and is in the process of developing 
teams and processes to provide the required services, including conference services, 
audiovisual services, and catering. 
 
Yosemite Resorts has reopened its 8,000 square foot meeJng venue at Cedar Lodge. Although 
the conference space has limitaJons, it’s one of the largest meeJng spaces in the region.  
 
AutoCamp has added a regional group sales team. Regular meeJngs have been held with the 
director and regional sales manager. AutoCamp is successful in booking small execuJve-level 
meeJngs and retreats.  
 

https://www.californiameetings.com/
https://www.yosemite.com/meeting-planners/


Tenaya at Yosemite conJnues to successfully work the group market with its dedicated group 
sales team. Tenaya’s parent company, Delaware North, has hired two new regional directors to 
oversee meeJng and conference sales across its US porsolio. Stephanie Grey will oversee the 
Western US, and YMCTB has had several meeJngs to consider various ways YMCTB can support 
this vital consJtuent. The Tenaya sales managers aoend trade shows and events and parJcipate 
in SIC/industry-focused segmented industry memberships. YMCTB has provided RFPs for 
CalTravel and several other associaJon meeJngs and board meeJngs, which Tenaya has 
responded to. 
 
Yosemite Hospitality – Aramark background is covered at the beginning of this plan. Their 
engagement is vital to the region's success. Because the NaJonal Park Service contract restricts 
meeJngs in Yosemite NP to the period from October through the end of March, meeJng 
requests during restricted periods should ideally be referred to regional hotels.  
 
In the past, YMCTB had offered financial support for tradiJonal meeJngs and trade show 
aoendance. The new Tourism Development Director will evaluate one or more trade shows 
YMCTB might aoend, covering exhibitor fees, and invite consJtuent sales staff to collaborate 
with YMCTB staff. 
 
 
Public Relations 
 
In total, YMCTB completed 16 in-market press familiarizaOon trips (FAM). These visits included 
domesJc media contacts as well as media from the UK, Germany, France and Scandinavia. As a 
result, we received fantasJc media coverage.  
 
Earned media placements included key outlets both domesJc and internaJonal such as 
2/H,%/0)3$,;(/+D5IJ)2$K)C,(L)75>$-J)*M)3/&$J)*/%)M(/%I5-I,)4D(,%5I0$J)*,%,>/):/;/<5%$J)7D$)
7,"/F)*D,K)on Air and A5-5&)4/056,(%5/.  Below are a few examples of media coverage:  

Park it right here: World famous naOonal aXracOon opening all of its campgrounds for first 
Ome since 2019  hops://www.independent.co.uk/news/world/americas/yosemite-naJonal-
park-campgrounds-b2771040.html 

10 places to stay while you're at Yosemite NaOonal Park 
hops://www.naJonalgeographic.com/travel/arJcle/best-places-to-stay-yosemite-naJonal-park 

One Fine Weekend in Yosemite NaOonal Park hops://www.diablomag.com/travel-
places/day_trips/one-fine-weekend-in-yosemite-naJonal-park/arJcle_1b282262-3cd8-4ef7-
ae4e-a3b86663edaa.html 

California’s Coffee Shop Gems 
hops://media.visitcalifornia.com/story-inspiraJon/discover-story-ideas/californias-coffee-shop-
gems 

https://www.independent.co.uk/news/world/americas/yosemite-national-park-campgrounds-b2771040.html
https://www.independent.co.uk/news/world/americas/yosemite-national-park-campgrounds-b2771040.html
https://www.nationalgeographic.com/travel/article/best-places-to-stay-yosemite-national-park
https://www.diablomag.com/travel-places/day_trips/one-fine-weekend-in-yosemite-national-park/article_1b282262-3cd8-4ef7-ae4e-a3b86663edaa.html
https://www.diablomag.com/travel-places/day_trips/one-fine-weekend-in-yosemite-national-park/article_1b282262-3cd8-4ef7-ae4e-a3b86663edaa.html
https://www.diablomag.com/travel-places/day_trips/one-fine-weekend-in-yosemite-national-park/article_1b282262-3cd8-4ef7-ae4e-a3b86663edaa.html
https://media.visitcalifornia.com/story-inspiration/discover-story-ideas/californias-coffee-shop-gems
https://media.visitcalifornia.com/story-inspiration/discover-story-ideas/californias-coffee-shop-gems


 

Content Creators 

 
FAM trips with paid content creators combine authenJc storytelling with targeted reach, 
leveraging trusted voices to showcase desJnaJons through a relatable, first-person lens. Below 
is a list of content creators we hosted in 2024/2025. 

 

Alec Outside – An adventure photographer, naJonally 
syndicated columnist, and content creator. 

 

Dan Bernstein – An outdoor enthusiast and creator with 256K+ followers, 
who curates inspiring hiking guides and travel content. 

 

Wandering Jessica – Jessica empowers women to embrace 
wilderness leadership and turn outdoor aspiraJons into acJon. 

 

Run the Atlas – Run the Atlas engages young, tech-savvy travelers with 
informaJve, entertaining, and pracJcal “how-to” travel content. 

 

Sarah Montoy / Bay Area Moms – Shares insider travel Jps and 
stories on best ways to visit 

 

Afrostylicity –A husband-and-wife travel duo who explore and showcase 
desJnaJons with a disJncJve blend of adventure, charm, and style. 

 

 



Community Relations: In the Community  
 
Ellen, Kim, and Maddy headed up to the park to 
volunteer for the annual Apple Picking Day, an event 
dedicated to saving bears and keeping visitors safe. 
By removing the apples, we take away the 
temptaJon for bears to wander through the old 
apple grove in search of a sweet snack. 
 
The Yosemite Mariposa County Tourism Bureau 
conJnues to prioriJze being an acJve, visible part of 
the community. These efforts help strengthen 
relaJonships with residents, foster local pride, and 
ensure our work reflects the values of the 
community we serve. In the coming year, YMCTB 
plans to expand this outreach through more event 
parJcipaJon, conJnued educaJonal presentaJons, 
and deeper partnerships with community groups to 
keep residents informed and engaged in promoJng 
Mariposa County.  

 
Video Production 
 
Highlights for the fiscal year: 
 

• Completed the eight region videos:    
o Yosemite Valley   
o Glacier Point Road   
o Northern Yosemite   
o Southern Yosemite   
o Central Mariposa County   
o Northwest Mariposa County   
o Northern Mariposa County   
o Southern Mariposa County 

 
• Completed a video to highlighJng the opJons for holding meeJngs in Yosemite 

Mariposa County. 
 

• Completed 17 verJcal videos for TikTok, YouTube shorts and Instagram Reels.  
 



• Created 30-second and 15-second ads for Fall 2024, Winter 2024, Spring 2025 and Peak 
Season 2025 in verJcal, horizontal and square formats. Peak Season ads also included 
some specific versions for targeJng some of our digital audiences. 
 

• Captured addiJonal footage with Backstory and David Boomer. 
 

• Began the producJon of a new version of our anthem video. 
 

 
 
 
 
 

 
Top organic video on 
YouTube, showing the 
growing popularity of 
verJcal shorts on the 
plasorm.  94k views 
for a total of 851.9 
hours of watch Jme. 

 
Top paid video that is 
not a seasonal ad – 
our Firefall guide 
conJnues to be quite 
popular, with 73k 
views for a total 
watch Jme of 2,259 
hours. 


