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Ideal Ways DMOs Promote the Economic Impact of the Region:
A Case Study from a Napa Valley DMO in California

Hideya INOUE* and Kanako TANIGUCHI
[ Department of International Tourism,
Faculty of Human and Social Studies, *Corresponding author(J

Summary
Three years have passed since the registration of the first Japanese DMOUO Destination
Management/Marketing Organization corporation candidate.C] The role and function of DMOs
are mainly non-profit activities.[] However, what is expected by DMOs is to draw out the region’s
“ Earning Power” through tourism and to produce a continuous economic result in the destination.
In addition, it is necessary for DMOs to secure stable operating funds for autonomous and continuous
activities as independent corporations.[J Therefore, this paper aims to grasp the overview and strate-
gies based on published data of the Visit Napa Valleyd Official DMOU of Napa Valley County in
Northern California USA as an advanced case study.[] Visit Napa Valley develops strategies which
target luxury class travelers making the most of Napa Valley’s strength as a“ Premier” region.[]
There is an arrangement for securing stable funding for their activities utilizing the TIDO Tourism
Improvement Districtl10 It is important to know that there is a mechanism which Visit Napa Valley
is set up as the center for all stakeholders in the region from the tourism perspective and that they
keep their position disclosing the goals and clearly showing the results to the public.00 This will serve
as a guideline for the future direction of DMO in Japan.

Key words
DMO, Economic Impact, Regional Tourism, Napa Valley
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0 @0 Key Objectives & Strategies
O Visit Napa Valley’s goal is to strategically
manage the growth of leisure and group
travel as well as spending in the Napa
Valley.o We develop marketing programs
aimed at specific consumers and participate in
events and trade shows targeting meeting
planners, agents and tour operators to build
overnight stays during non-peak time periods,
including November to Aprild Cabernet
SeasonJ and mid-week, Sunday through
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(5)0 Role of Destination Marketing Organ-
izationd DMOO
O Visit Napa Valley is embracing the shift
taking place in the destination marketing
industry.[J With the sharing economy, social
media and OTAs playing a larger role, it is
becoming more and more vital for DMOs to
act on behalf of their destination and part-
ners.[0 DMOs are evolving from booking en-
gines or agents to engaging in awareness-
focused efforts promoting the overall destin-
ation, more deeply engaging existing visitors
and reaching potential guests.[J Serving as the
organization that defines the brand, they
become the source of travel inspiration at an
early point in the consumer decision-making
process.UVNVUOUOOOOOODOOOOOOO
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