
October 2024 Marketing Report 
 
 
KPIs: (data from Noble Studios) 
 
With the first quarter of the fiscal year completed, 
we are pleased to report that all of our KPIs are 
exceeding our target of 25% to goal and are all up 
year over year (YOY)! 
 
 
Primary KPI - Lodging Partner Referrals 
  
Our lodging partner referrals are up 9.4% from the 
previous year with more than 211,956 referrals out 
of the total goal of 823,972.  
 
 
 
Primary KPIs – Organic and International Sessions 
 
Our organic sessions are 25.7% higher than last year and 31% to goal. Paid sessions including 
international are also significantly up 37.2% YOY and 25.72% to goal.  
 

 
 
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!  



 
 
Channel Breakdown 
 
Organic search continues to be the largest traffic source, contributing 38% of the total traffic. 
Paid Search (CPC) follows with 28% and paid social traffic accounts for 11%.  
 

 
 
Note that “None” means analytics can’t determine an entrance source for a particular user.  
 
We have seen an increase in paid search as a driver to the website countered by a decrease in 
our paid social traffic accounts. However, paid social accounts managed in-house by YMCTB 
staff are continuing to drive a significant amount of traffic, up 457% YOY. 
 
We are also seeing our international market sessions for the UK, Australia, Germany and 
Scandinavia increase 10.5% YOY.  
 
 
Traditional Print 
 
Our traditional print strategies are directly tied into our co-op marketing. As the interest of co-
op partners in print media has been waning, we have included fewer print co-op options and 



more digital options. Thus our 2024/2025 budget for print is approximately half of prior year 
budgets. 
 

  
Sactown 

 
LA Times 

  
JRNY (a UK publication) Adventure Sports Journal 



Co-Ops 
 
Overall participation in co-ops continues to be high. As mentioned above, many of our offerings 
are now focused on digital offerings.  
 

 

 
SFGate (bottom section showing co-op partners  

featured in story) 
Dedicated email to Visit California List 

 
   
 
Traditional Radio 
 
We ran two radio campaigns geared toward fall visitation. The spots started running in mid-
August and continued through mid-October. 

• KOIT and KMVQ in San Francisco  

• iHeart Media local radio spots in San Francisco, with some coverage Sacramento. Other 
concurrent non-radio marketing included streaming video, a dedicated email and 
website banners in San Francisco, Los Angeles, San Diego and Sacramento. 

 



Collateral 
 
To support the work of Yukari Fowler at the September Tourism Expo in Japan, we published a 
Japanese version of our mini-DVP:  
 

 
 
As part of our community outreach at the Mariposa Fair 
and CoyoteFest, a new flyer was produced to explain 
what the Tourism Bureau is, who is involved, how the 
bureau is funded and why YMCTB’s marketing efforts 
aren’t seen by the local community.  
 
The flyer also focuses on the economic impact of 
tourism on Mariposa County residents. YMCTB staff 
have found that few residents have facts and figures 
about the value of tourism to the local economy and 
what TOT taxes cover.  
 
 
 
 
 
Search Engine Marketing (SEM): 
 
As mentioned above, our paid search marketing is responsible for 28% of our website sessions. 
Paid Search marketing in September resulted in a significant increase in our conversion rate YOY; 
our conversions increased 145% (from 20.20% to 49.58%)! Lodging referrals also increased 25% 
YOY (from 17,499 to 21,867). 
 



Digital Paid Media: 
 
Our digital paid media includes all digital placements made by Noble Studios, including social 
media (Meta and YouTube), display, Google Demand Generation and Performance Max, 
Connected TV (CTV), etc.  
 
US Display, Demand Gen & PMAX 
 
We use different types of Google ad products to create a high-performing mix of impactful ads, 
running display, Demand Gen and PMAX ads. While our spending in September was down 
slightly from the previous year, our total domestic lodging referrals increased 66%, from 1,493 
to 2,481. 
 
Display example:    Demand Gen example:                                         PMAX example: 

 

 

 
 

 
International Display  
 
Despite a decrease in spend YOY, our international display saw an increase in CTR of 77% and an 
increase in lodging referrals from 3,550 to 285. These referrals are a “bonus” as the goal of 
international ads is to increase awareness and stay top-of-mind for potential visitors in the UK, 
Australia, Germany and Scandinavia. We know that most travelers from these countries utilize 
travel counselors / agents and are not making bookings on their own.  
 
The following international display ads are currently running: 



 
 
 

  
 
 
YouTube 
 
We continue to have good responses to our video ads on YouTube. We saw a 45% increase in 
the number of clicks YOY but a similar decrease in overall video views. Our YouTube spend was 
reduced which would account for the decrease in overall views. 
 
Paid Social 
   
Noble-managed paid social is seeing a decrease in impressions, 
CTR and resulting referrals. The cost per click has gone up by 
nearly 50% perhaps due to the increase in election advertising 
on social channels. This CPC increase is also being seen in the 
paid social media managed by YMCTB. 
 
Note: Noble will be shifting towards new creative to help 
combat the decrease in Paid Social. 



eCRM 

Example of Consumer Email: Example of Travel Trade Email: 

THE TIME TO PLAN FOR AUTUMN IN

YOSEMITE IS NOW!
 

In just a handful of weeks, the Yosemite High Country aspens will begin to change colors,

signaling the first signs of autumn in Yosemite Mariposa County. Not long after, fall will have

made its way to Yosemite Valley bringing vibrant colors to the oaks and maples of the most

iconic region of the park, lasting until late November.

The time to plan to experience this incredible time is now! With lodging rates lower in autumn its

also a great time to visit Yosemite Mariposa County. This newsletter is a great place to start

planning! Take a look at our Fall itinerary and hikes in fall in Yosemite Mariposa County. Of

course, you’ll need a place to stay, so explore options that fit your visit including great pet-

friendly places to stay.

 

Pro-tip: Another great reason to visit in autumn is that Temporary Vehicle Reservations are only

required on Saturday and Sundays, meaning that mid-week visits are easy to plan for!

Pro-tip: Another great reason to visit in autumn is that

Temporary Vehicle Reservations are only required on Saturday

and Sundays, meaning that mid-week visits are easy to plan

for! Click here to browse reservation availability for fall.

FOUR DAYS OF FALL IN

YOSEMITE MARIPOSA

COUNTY

It’s easy to fall in love with Yosemite in fall.

Cooler temperatures and fewer people make

exploring easier and more comfortable.

Prices fall with the temperatures meaning

that this is a great season to look for deals

on lodging and more. If you’re thinking of

making a trip to Yosemite in fall (you

should), take a look at this amazing four-day

Yosemite itinerary.

Read More

GREAT YOSEMITE

MARIPOSA COUNTY

LODGING FOR EVERY

TYPE OF VISIT 

Style. Privacy. Convenience. Uniqueness. All

four characteristics – and many more for that

matter – can be found among Yosemite

Mariposa County’s vast lodging options.

Some artfully combine one or more

characteristics into a great package for the

Yosemite region’s best lodging experiences.

From convenient Yosemite hotels, to

comfortable vacation rentals, to bed and

breakfasts, to camping and glamping, there

are options for every kind of traveler.

Photo: Airstream lodging at AutoCamp Yosemite

Read More

GO HIGHER THIS FALL

IN YOSEMITE

Fall is known by Yosemite insiders as prime

time to be outside, when Yosemite Mariposa

County trails hold best-of-year appeal. It’s a

local secret that the weather actually gets

better after summer. The sky goes a deeper

shade of blue, temperatures trend lower, and

photographers rave over the golden Sierra

sunlight. Here are the best fall hikes in

Yosemite Mariposa County to share with your

favorite trailmates.

Read More

A WOOF OVERHEAD:

DOG FRIENDLY LODING

IN YOSEMITE

MARIPOSA COUNTY 

Traveling with pets can take some “boning

up” as they say, especially when it comes to

finding the right lodging. Fortunately, dog-

friendly accommodations can be found

throughout Yosemite Mariposa

County. Whether you and your sidekick want

to walk a pet-approved trail in Yosemite

Valley, play fetch in Lake McClure or explore

the surrounding National Forests, there’s a

pup paradise waiting just around the next

turn.

Read More

Ready to Book Lodging?

Special Offers Book Now

 

Find Lodging

Thanks for Reading

Questions or Comments? We would love to hear from you.
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Dear Travel Trade Partners and

Friends,

In this update:

Please comment on Yosemite National Park's restrictive
proposed Visitor Access Management Plan

Tenaya at Yosemite completes $7.5 Million USD Lodge room
renovation

Autumn (Fall) is here

Yosemite seeks trade and public input on the

proposed vehicle Visitor Access Management Plan

Please take action!

A week from now on September 30th, 2024, the public comment period

on the Yosemite National Park reservation system proposed plan will end.

After several years of staying neutral on this Yosemite vehicle

reservations system issue, Yosemite Mariposa County Tourism Bureau via

our majority board of directors is asking you to officially comment and

request that the National Park Service delay a final decision on the Visitor

Access Management Plan or VAMP.

The bottom Line:

With their proposed plan, YNP can implement or change any part of the

VAMP plan, at any time they choose in the future, including; limiting

public vehicle access to YNP, reducing how many cars are restricted or

allowed access, and restricting any months the system is implemented.

Again, nothing is specified or accountable in the proposed plan. The

proposed plan offers no specifics, no outline of the months the system is

implemented, how many cars are allowed, or any way the systems will be

measured. There is no accountability.

YMCTB requests that YNP delay the implementation of any plan until a

complete study of traffic flow changes and construction projects

implemented during the 2023 & 2024 seasons and the changes in

systems impacts are studied. YMCTB also requests NPS provide a

“complete” accounting of minimum vehicle allowances by month and

date of the year.

To read YMCTBs official comments to Yosemite National Park click here.

To comment and “request no system be

implemented until more studies are

completed, and the proposal includes

accountability” on the proposals, click here.

To read the YNP official proposed plans, click

here.

To read a shortened, unofficial breakdown of

the four proposed plans, click here. 

Tenaya at Yosemite completes major room and

public space renovation

Tenaya at Yosemite, formally Tenaya Lodge at Yosemite continues to

improve their products and facilities. Originally, Tenaya was just a 249-

room lodge. In 2008, 53 triplex rooms were added named The Cottages.

In 2018, more land was acquired, and 50 new two-bedroom upscale

Explorer Cabins & public spaces were added, expanding the overall scale

of this first-class resort.  The owners and management of Tenaya at

Yosemite seldom sit still, always improving the resort and amenities. In

2022, the main lodge received a $1.8 Million dollar restaurant and lobby

renovation. Overall, the resort looks modern, fresh, and in line with the

price-value relationship for the premium rates the resort commands.

To read the press release https://media.delawarenorth.com/tenaya-at-

yosemite-debuts-remodeled-rooms-and-new-guest-amenities/

To access and download pictures of the renovation, click here.

On a lighter note… Autumn has arrived in

Yosemite Mariposa County!

I’m often asked which is my favorite season Yosemite Mariposa County.

Although I love spring waterfalls and I look forward to winter skiing at

Badger Pass, Autumn is my favorite season. After a hot summer, I enjoy

the warm days of hiking sun-splashed trails, followed by pulling on a

warm jacket to look out at the cool night star-filled skies.

Here are a few autumn articles you can share with your customers or

read and dream about a Yosemite fall getaway!

Here is an article for a great four-day getaway:

https://www.yosemite.com/itineraries/fall-in-california-yosemite-

mariposa/

Never been to Yosemite Mariposa County? Here is a good article for first-

time visitors: https://www.yosemite.com/itineraries/first-time-itinerary/

As always, if you have questions or need assistance customer requests,

Yosemite staff product training, please feel free to contact me directly!

Jonathan Farrington

CEO/Executive Director

Yosemite Mariposa County Tourism Bureau

jonathanf@yosemite.com
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With nearly 3,000 subscribers added in the 

first quarter, our newsletter signups are on 

track to meet our goal of 12,000 new 

subscribers by the end of the fiscal year. We 

started a Meta Lead Generation campaign 

in September and will continue that effort 

through October. A second lead generation 

campaign is planned for the spring. 

 

We continue to send consumer emails twice 

a month and will soon be shifting to an 

updated look in line with the new YMCTB 

creative refresh. This new design will also be 

incorporated into the constituent, travel 

trade and media emails. 

 



SEO 
 
In the early part of the year, we’re ahead of where we were in organic search traffic to 
Yosemite.com by 25% and we are 31% to our annual goal. We are particularly pleased to see 
our search traffic trending so far ahead of where we were at this time last year because we fell 
short of our annual goal for the 23/24 FY. However, we are on pace this year to succeed our 
yearly goal. 
 

 
 
 
A major contributor to this success is that we have more than doubled our ranked keywords 
(search terms that show up within the first 10 pages of Google searches) from 2,700 to 4,500 
since this time last year. We also saw significant search increases to our Yosemite weather page, 
which we optimized several months ago.  
 
Content Creation 
 
This year we’ve set a goal of 24 new stories created for Yosemite.com and we are on pace to 
easily succeed that total with 10 new stories and itineraries already added to our site. Four of 
these new stories are itineraries. 
 
Below are some examples of articles we created so far this year.  
 



    
 
   
 
Public Relations Efforts and Results 
 
Our public relations campaign is off to an incredible start with an absolutely massive earned 
media inclusion to start the year as we earned an inclusion for Mariposa County as a great fall 
destination live on the Today Show, which averages five million daily viewers and is the most 
watched morning show in America. 
 
Watch The Today Show inclusion here. 
 
Another example of great secured coverage that we received in the year’s opening quarter was 
a 8-page spread in JRNY, one of the U.K.’s leading travel magazines. This story resulted from a 
FAM Trip which took place in May when we hosted the publication’s Founding Editor.  
 
Through our pitching efforts, we also received inclusions in The Telegraph, Outside.com and 
Outside Magazine and the New York Times brining our total for Tier I media outlet inclusions to 
7 on the year so far. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

https://www.today.com/video/best-travel-destinations-to-see-fall-foliage-and-colors-220434501656


 
Examples of coverage: 
 

• JRNY 8-page spread 
 

 
 

• (New York Times) You won’t be roughing it at these Outdoor Resorts 

• (Outside.com) The Best New Hotels with Easy Access to U.S. National Parks 

• (Outside.com) Fall is the Best Time to Travel. Go Here. 

• (The Telegraph) Your Ultimate Guide to Yosemite National Park 
 

 
 

 
 
 
 
 
FAM Trips 
 
We’ve had a busy start to the year when it comes to fam trips hosting 6 trips so far, four media 
FAMs and two trade FAMs. 
 
 
 
 

https://www.nytimes.com/2024/07/02/travel/glamping-outdoor-resorts.html
https://www.outsideonline.com/adventure-travel/national-parks/hotels-near-national-parks/
https://www.outsideonline.com/adventure-travel/destinations/best-places-go-in-fall/
https://www.telegraph.co.uk/travel/destinations/north-america/united-states/california/yosemite-national-park/yosemite-national-park-guide-map-animals-weather/


Below is a list of all of the FAMs YMCTB has hosted so far. 
 

• Travel Counsellors – United Kingdom – Tenaya at Yosemite 
o 8/24 – 8/25 
o Co-hosted three total Product Manager guests from Travel Counsellors 

• Jeff Jenkins 
o 9/8 – 9/11 
o We partnered to host Jeff Jenkins with Visit California. Jeff is a content creator 

focusing on showing that plus-sized people can travel and do things that may be 
out of their comfort zone. He is also the host of a travel show on National 
Geographic. 

o We have not received coverage from this visit yet. 

• MSI German Media FAM 
o 9/9 – 9/11 
o We hosted three journalists from Germany on this fam writing mostly for 

regional news outlets within the country. 
o Coverage not yet received. 

 
 

• Steffen Wagner 
o 9/10 – 9/13 
o We hosted Steffen, another German journalist, on a road trip focused itinerary 

that covered our entire county. Steffen was on assignment writing for Maranello 
World and Porsche Fahrer, two outlets focused on people who like to drive luxury 
sports cars on scenic drives. 

o Coverage not yet received. 
 
 
 
 
 



• MSI High Sierra Trade FAM 
o 9/18 – 9/20 
o We hosted five travel trade professionals buying and selling travel to German trip 

planners. Including American Unlimited, CANUSA, Dertour, Fairflight, and TUI.  

 
 

• GoPro Creators Summit 
o 9/24 – 9/25 
o We supported Visit California on this FAM trip which sent out content creators 

working specifically with GoPro throughout the state. Several stayed in Mariposa 
County at AutoCamp and went skydiving with Skydive Yosemite, which we 
facilitated on behalf of Visit California for this trip. 

 
Upcoming FAMs: 
 
Travel Trade – 
 
11/11 – 11/13/2024 
Gold Medal Trade FAM – 
Companies – Gold Medal, Anderson Travel, Travelosophers, Ocky White Travel, and Holiday 
Dreams. 
 
Media FAMs: 
 
Visit California Scandi Influencer FAM 
11/14/ - 11/16/2024 
Four Scandinavian influencers co-hosted with Visit California 



YMCTB Social Media: 
 

 
 

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.   

 



As expected, our Facebook results continue to follow the platform’s trend of decreased organic 

results while our advertising results remain strong.  All indications are that this trend will 

continue indefinitely.  Elections this fall may adversely affect our short-term advertising 

effectiveness both in terms of the congestion and thus higher price of the advertising space as 

well as public fatigue with advertising in general. 

 

An interesting trend that we’ve seen over the last year or so is that while many platforms are 

generating lower than usual user engagement activity, Follower/Subscriber activity remains 

surprisingly healthy. 

 

We experimented with humorous and trendy memes in late summer in our efforts to motivate 

travelers to learn about the temporary vehicle reservation system and what their options were 

to visit the park during this period.   We posted this material to Facebook, Instagram, and TikTok 

with generally positive results.  One of them was a top post on both Instagram and TikTok. 

 

It's good to be able to take advantage of humorous and trendy content which engages viewers 

by causing them to pay attention to our message in order to “get” the joke or reference.   

 

On the negative side, that material tends to have a short shelf life – trends that are funny and 

timely today are likely to look tired and out-of-date tomorrow, so the reusability of those assets 

is very limited.  It is also notable that we have built our existing channels on a distinctly different 

style of content than the pithy memes we’ve experimented with.  While those memes 

generated a certain amount of interest and activity with people who appreciated the change in 

the tone, others followers voiced their disapproval.   

 

The social landscape is changing, and we will need to be able to adjust our strategies to fit with 

the platforms and with user sensibilities.  However, in the short term, we have put this kind of 

meme content on hold while we assess the opportunities and dangers presented by making 

changes to our current content strategy.   

 

 

 

 

 

 

 

 

 

 

 

 



Social Media Examples 

 

 
 

This is our top performing 
Facebook ad, featuring a 
6-day itinerary to visit 
places less traveled in the 
park.  18,436 link clicks. 
 

 

 

 
 
This is our highest-
performing organic 
Instagram post. This 
meme, based on the Men 
In Black movie, 
encourages people that 
it’s worth it to get up early 
to enter Yosemite before 5 
AM when a vehicle pass is 
not required. 51,979 likes, 
3,555 saves, 11,209 
shares. 
 



 

 
 
 
This same Men In Black 
meme really took off on 
TikTok, becoming out top 
organic post on the 
platform with 225.9k 
views, and 10.9k likes. 
 

 
 
Video Production 

• We completed the HMA 2024 presentation video. 

• We received more than 66 vertical videos promoting inside and outside of the park 
visitation.  This includes delivery of newer assets related to the temporary vehicle 
reservation system, as well as older assets that were determined to be of lower 
immediate priority due to seasonality of the material. 

• All 8 regional videos are in various stages of production with 4 of them nearing 
completion. 

• We have been working with our partners at Backstory Creative to create a series of video 
shorts to educate area visitors on the phasing out of the temporary vehicle reservation 
system and to promote lodging in Mariposa County. 

• We posted 23 vertical videos to YouTube, Instagram, and TikTok. 

• 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 organic 
video on YouTube. 
13,202 views last 
quarter. 
 

 
 
 
Special Offers 
 
The Special Offers Page received over 101,345 visits this past quarter. 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 past quarter. 
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.  
 
 

 
 

 



Remaining 2024 – 2025 Trade and Media Events 

CalTravel  Sep-24 

 IMEX  Oct-24 

 Brand USA Week - London  Oct-24 

Japan: TEJ 2023 Osaka Club California Japan  Oct-24 

 VCA LA Media Event  Oct-24 

 IMM  Jan-25 

 Scandinavia Sales Days  Feb-25 

 VUSA Australia  Feb-25 

 Swansons Oslo  Feb-25 

 Outlook Forum  Mar-25 

 Visit CA Euro Media/Trade  Apr-25 

 Visit CA Denver Media  May-25 

 Visit CA Mexico Reverse Trade/Media  May-25 

 IPW  Jun-25 

 PRSA Travel & Tourism Conference  Jun-25 

 

International Representation Recap 2024 – 2025 Deployment 

• Retained International continues to primarily focus on: 

• United Kingdom    Germany 

• Australia     Scandinavia 

• Secondary with no retained agencies include: 

• Mexico   Canada    France  China   India 

• Retained International Public Relations representation in: 

• United Kingdom – Black Diamond Agency 

• Germany – Msi Agency 

• Australia – Gate7 Agency (– removed in 24/25 due to budget – Gate7 providing 

some complimentary coverage) 

Trade Shows and In-Market Training, Events and Sales 

YMCTB Staff is adding key domestic and international markets trade and media events to the 

travel schedule. 

Attendance was initially kept to trade shows, and travel was reduced when Q4 TBID revenues 

fell sharply due to the 2024 Yosemite vehicle reservation system. Now, as revenues have 



stabilized, the staff is adding events that will drive demand. Australia as an example has not 

been visited in more than 5 years. As the historic number 2 inbound market, Australia is finally 

making a post-Covid comeback, necessitating an in-person sales mission tied to Brand USA and 

VUSA Australia. Due to increased travel, all salaried staff regardless of the primary role will work 

at these events to spread travel and sales duties and increase productivity and experience.  

IPW will continue to be our largest investment of time and funds in promoting international 

visitation, keeping existing relationships strong, and creating new relationships in emerging 

markets. IPW will be in Chicago in 2025. Due to an East Coast orientation, YMCTB will 

slightly reduce our appointment books from three to two books, or 80 appointments vs 120 

appointments. 

• FAM Trips will continue to be a primary focus for immersion into YMC 

• International Trade Sales Travel - will be increased due to a stabilized budget. This 

work will also increase in-market FAM trips with retained agencies and well-

established/legacy travel companies. We expect our FAM budget will be 

significantly exceeded (overspent) as a result of winning more international 

business and attention, which is a great outcome. YMCTB has earned a 

reputation with Visit California as exceeding the expectations of the FAM guests 

and representing California tourism in the best way possible.  

Meetings and Incentives, MICE and Conference Industry  

YMCTB has not focused on the meetings industry since COVID. Primary meetings hotels and the 

park concession made the difficult decision to hold off on returning convention and group sales 

staff and resources until this industry made a firm return. Now, three years post-COVID, the 

meetings industry is strong again. This month, YMCTB attended IMEX in support of Happy Goat 

Farm. While we were primarily supporting Happy Goat answering buyers' questions on 

Mariposa County lodging options, it was clear through these interactions that YMCTB should be 

more active in the meetings industry, collecting and soliciting RFPs to be referred to the 

appropriate properties. Three RFPs were immediately received at IMEX and distributed to best-

fit lodging properties worth over $300,000 in room revenue. YMCTB will consider options for 

increasing meeting room revenue in the 2025/2026 budget, for paid media advertising, and 

trade show attendance.  



 

 

Visit California enters the group meeting market for the first time in over 10 years. Recognizing 

that both domestic and international meetings and MICE bookings are needed to offset lower 

international and domestic visitation, Visit California has hired key staff and budget to compete 

with states for these vital bookings. The meeting and conference business is needed to offset 

losses for convention businesses avoiding major urban markets such as San Francisco, which lost 

80% of the Moscone Center citywide conventions post-COVID. These continued SF booking 

losses are now due to societal changes, safety concerns, and policy. Rural locations such as 

Yosemite Mariposa County are perfectly suited to capitalize on small to mid-sized meetings, 

conferences, and incentive groups.  

 

2024 – 2025 International Visitation Forecast – Visit California 

As of September 2024, Visit California’s International travel spending and visitation forecast 

remains unchanged.  

California is forecast to nearly fully recover for visitation in 2024 (99% of 2019 spending), driven 

by Mexico, Canada, and key overseas markets.  

According to the June forecast, international visitor spending in the state will grow by 23% in 

2024 and reach $27.8B.  

Although not YMCTB and Mariposa County key markets: North American neighbors Mexico and 

Canada are forecast to be California’s largest spending markets, with visitor spending of $5B and 

$3.9B, respectively.  

 

 



 

 

Visitation as shown above is the most important indicator for improvement in Yosemite 

Mariposa County lodging improvement. Revenue has been a primary focus over pre-pandemic 

2019 levels, however with inflation and UDS exchange rates, comparing 2019 to 2024/25 is not 

apples to apples. With high inflation, 2019 to 2024/2025 spending levels would need to be 21% 

or higher as a true comparison. 

 

 



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.  

 

 

 



 

VUSA Japan “Expo” Trade and Consumer Trade Show – Toyoko – September 2024 

Yukari Fowler as a local resident and travel professional has been a great friend and supporter of 

Mariposa County and YMCTB. Yukari has, as a volunteer, represented YMCTB in Japan at various 

trade/consumer shows and several domestic IPW trade shows over the years.  

Yukari met with important trade partners such as JTB in Toyoko and provided a list of trade 

partners to be contacted, facilitated the creation of a new Japanese version of the Mini-Planner 

sales brochure, and having the brochure printing and distributed in Tokyo, saving significant 

shipping costs. 

Attendance at the show was: 
Total  - 182,934 
Day 1 & 2 (Business Days)    -    71,818 
Day 3 & 4 (Open to Public)   -   111,116 
 

 

 


