


IN BRIEF:

CALIFORNIA REMAINS THE TOP TRAVEL DESTINATION IN THE NATION.

OVERALL CALIFORNIA VISITATION WAS DOWN IN 2025 COMPARED TO 2024.

INTERNATIONAL VISITATION FELL ABOUT 9.2% STATEWIDE - WE DEFINITELY FELT THIS IN CALAVERAS.

PARTS OF LOS ANGELES FELL AS MUCH AS 50%.

CANADIAN VISITATION ALONE DECLINED AROUND 18-38% DEPENDING ON THE REGION.

- THE SILVER LINING -

DESPITE FEWER VISITORS OVERALL CALIFORNIA STILL SAW TOURISM SPENDING REMAIN STRONG

BECAUSE TRAVELERS SPENT MORE MONEY PER TRIP.

VISITORS SPENT $266,000,000.00 IN CALAVERAS IN 2025 WHICH WAS UP 2.7% FROM 2024.

OUR T.O.T. TOTAL FOR 2025 WAS JUST OVER WHAT THE COUNTY ANTICIPATED $2,700,000.

THE CVB GREETED OVER 13,000 VISITORS FACE TO FACE IN 2025

AND

FIELDED THOUSANDS OF PHONE CALLS.

CONTINUE TO INVITE TRAVEL WRITERS AND INFLUENCERS INTO THE COUNTY.

LESS PRINT ADS AND MORE DIGITAL MARKETING.

RADIO PRESENCE AND OF COURSE SUPPORTING OUR LOCAL EVENTS.
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ANGELS CAMP FIRST SIX MONTHS OF 2026



ANGELS CAMP LAST 6 MONTHS





Digital Marketing - The goal is to build a modern destination marketing organization capable of competing 

effectively in today’s digital tourism landscape.

Tourism behavior has fundamentally changed -Travelers no longer discover destinations the same way.

Travel planning is now heavily influenced by digital content and social media. Digital visibility now directly 

impacts destination competitiveness.

Visitors move between Google, Instagram, Facebook, TikTok, YouTube, Pinterest, and Maps while planning trips.

Over 60% of travelers use social media for travel inspiration -Over 80% of travelers use digital platforms 

during trip planning.

•40% of younger users now use social platforms as a search engine.

A strong marketing and content strategy now supports both SEO and destination discovery on all digital channels.

Average person scrolls 300 feet of content daily - about the height of the Statue of Liberty. (Wired, 2025)

Average person sees 6,000-10,000 ads every single day (compared to 500-1500 in the 1970’s). (Lunio)

Average attention span per post = 1.7 seconds. (Meta IQ Study)

Facebook advertising CPMs have nearly doubled since 2020 averages

• Social media allows the CVB to:

• stay connected with past visitors and inspire repeat travel

• build emotional connection with our destination

• encourage sharing and word-of-mouth visibility



The museum currently maintains a 4.9/5 rating from visitors on Google-based local listings and 

a 4.7/5 rating from 117 reviews on Tripadvisor.





THANK YOU


