
Destination Marketing Partnership



Tourism revenue is critical to the City’s economy.

We are doing our part to raise the TOT revenues beyond 
expectation year-over-year.

Marketing programs, especially success with restaurants, 
contribute to sales tax base.



Historical Occupancy   | Climbing YOY



Historical Occupancy   | Room to Grow  

Growth from 
69% to 72% 
occupancy 
would result in 
$500,000+ 
more in TOT 
revenue for 
the City



While the hotel and restaurant marketing 
programs (focused on overnight stays and 

elevating our culinary scene) are self-assessed 
and self-funded…

By being an investment partner in Visit Carmel, the 
City plays a significant role in overall destination 

marketing plans and decisions.



Let’s focus on other elements of our partnership 

Some have expressed concern that the City 
“doesn’t need to invest in more marketing.” 

So let’s make clear what the City’s funds are 
supporting.



City funds support visitor management

Chamber Visitor Center
● Visit Carmel invests $30,000 

to support and partner 
(since 2024)

● Engages with and 
enhances the Visitor 
Experience

● Drives Visitors to Local 
Businesses

● Personal contact = 
opportunity to direct and 
influence visitors positively



Official Visitors GuideCity funds provide key 
information to visitors 



City funds elevate historical & cultural assets 



City funds support local artist-owned galleries…  



as well as our local winemakers and wine tasting rooms 

4,000 redemptions 
in two years



City funds support a signature event 
promoting art, wine & walkability



● “Most common remark from locals is this is the one time 
a year they take time to come into the galleries.”

● “I met so many art curious people and connected to 
collectors and closed sales.”

● “Huge thanks to Visit Carmel for the organization, 
publicity, and support to all the art galleries!”

● “People were engaged, and the overall vibe was just 
right...The art lovers expressed how much they like the 
event, some returning year after and others a first time.” 

● “...Attracted a more sophisticated crowd, the 
atmosphere felt elevated, the crowd seemed more 
engaged and genuinely interested in the art and wine.”

…and it means a lot to our art galleries and winemakers



Primary Sources for AI

Visit Carmel is controlling the narrative



Taste of Carmel Poodle Day City Birthday Holidays in the Park

City funds promote community events & performances

Performing Arts



City funds support providing key information 
during our busiest time



City funds promote responsible travel

Cherish our natural beauty, be mindful of our 
community, and please visit responsibly.



City funds support vital “crisis” 
communications Power Outage 

Estimated 
revenue loss to 
the City of 
$341,000 just 
from hotels and 
restaurants 
(these are 
mostly visitor 
dollars) — does 
not account for 
retail losses.



We are a team and value the City’s partnership
to support the tourism economy, manage the visitor 

experience, and protect Carmel’s character.



THANK YOU



CITY FUNDED PROJECTS
Cover actual hard costs (printing, paid advertising, fulfillment) for projects classified as “City 
Marketing” expenses. Funds do not go toward paying for overall destination marketing or 
restaurant marketing programs. Neither do they fund professional management or graphic 
design time, public relations, social media, or any administrative costs – all of which are paid 
via retainer by Visit Carmel and have substantial value.

Hard Cost Expenditures for “City-oriented” Marketing Projects FY25-26:
Website Hosting and Tech Support $ 15,000
Chamber Visitor Center Support $ 30,000
Carmel City Guide & Map Brochure Printing $ 9,800
Destination Stewardship Digital ads $ 6,100
Meet the Makers event (Supports Art Galleries & Wine Tasting Rooms) $ 37,100
Wine Walk Marketing and Brochure Printing $ 18,250 
Art Walk Brochure Printing (not including design and distribution) $ 2,440
Car Week Brochure Printing (not including design and distribution) $ 1,660
Community Events/Performing Arts Marketing Support $ 3,050

$123,400

Side note: City also collects $25,000 in commission for HID and RID collection



Why Social Media Strategy Matters

75%
of travelers say 
social influences 
their destination 
choice

50%
of millennials look to 
social vs. a search 
engine to research a 
hotel or destination 

50% As of July
Nearly, of Gen Z 
shoppers have 
completely 
abandoned 
traditional search 
for TikTok and 
Instagram

Google now 
indexes from 
Instagram based 
on keywords


