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Thank You!
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ÅEconomic Impact of Travel

ÅTravel Trends ςOutlook

ÅCTTC Sustainable Marketing 
Highlights and Looking Forward



CTTC Leadership

ÅGovernor Arnold Schwarzenegger
ÅSecretary of the Business, Transportation and 

Housing Agency and CTTC Chair
ÅCTTC Commissioners

CTTC VICE CHAIR

CTTC VICE 

CHAIR                              



Todayës Situation 

Analysis:



Economic Impact of Tourism

CA is # 1 Destination in U.S.

Market Impact of Tourism

2008 2007 % DIFFERENCE

DIRECT EXPENDITURES$97.6 B $96.8 B O.8%

EMPLOYMENT 924,000 928,000 -0.4%

EARNINGS $30.6 B $30.4 B 1.0%

TAX  REVENUE

STATE $3.6 B $3.6 B 0.1%

LOCAL $2.2 B $2.2 B 0.7%



U.S. Domestic Travel

1. 2008 US Domestic vs. 2007:
ÅTotal down 2.6%

ÅBusiness down 5.4%

ÅLeisure down 1.6%

2. Led by decline in business travel

3. Trip spending affected more than 
volume

4. Recovery in 1stƘŀƭŦ ƻŦ нлмлΧƳŀȅōŜ



International Travel

ÅInternational growth since 2003

Å2007 and 2008 especially good years

ςStrong world economy

ςFavorable exchange rates

Å2009 to be down for most major markets
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ÅValue ςValue - Value

ÅCustomization

ÅTransumerism

ÅBlur between Business and Leisure

ÅGeotourism

ÅSustainable Tourism



Sustainable Trends

ÅU.S. travelers are more familiar with 
sustainable travel terminology than two 
years ago.

Å/ƻƴǎǳƳŜǊǎ ŀǊŜ ƭƻƻƪƛƴƎ ŦƻǊ άƎǊŜŜƴ ǘǊŀǾŜƭέ 
choices at the right price.

ÅMajority of consumers will continue to 
ǇŀǘǊƻƴƛȊŜ ϦƎǊŜŜƴ ǘǊŀǾŜƭέ ǎŜǊǾƛŎŜ ǎǳǇǇƭƛŜǊǎ 
regardless of an economic downturn. 

Åпп҈ ƻŦ ¦Φ{Σ ǘǊŀǾŜƭŜǊǎ ŀǊŜ άƎǊŜŜƴέ ǘǊŀǾŜƭŜǊǎ



California :
STRATEGIC 

MARKETING 
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Guiding Principles

ÅDo what the industry cannot do for itself

ÅLeverage cooperative programs and focus on 
international and new market development

Å9ǾŀƭǳŀǘŜ ǇǊƻƎǊŀƳǎΩ wŜǘǳǊƴ hƴ LƴǾŜǎǘƳŜƴǘ όwhLύ ŀƴŘ 
measures on major programs

ÅFocus on out-of-state and international audiences

ÅSupport assessed businesses

ÅEstablish a technology platform for all programs

ÅAlign with key California CVBs to coordinate resources 
based on high impact programs and initiatives
Source CTTC 2008-2013 Strategic Plan



Destination Marketing 

Strategy

Target = 
Retail
Restaurant
Cultural Activities

Retail

Hotel

City/Town

California

USA

Region

le



2009 -10:

Market Coverage & Spending
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Brand Advertising $ 16,000,000

Web Interactive $ 2,800,000

Co-op Promotions $      870,000

Publications $   1,025,000

Communications $   2,090,000

Travel Trade $         70,000

Research $       540,000

WelcomeCenter $         15,000

TOTAL $  23,410,000


