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5 Core Strategies
A Protect and maintain volume in primary domestic markets

A Reach visitors within national opportunity markets through
awarenessbuilding brand programs

A Expand marketing beyond seasonal coverage to drive-year
round visitation
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72% of CTTC Marketing Spend Addresse

by Formal Return on Investment Studies
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Ad Brand Effectiveness and ROI

2007 Campaigns: Incremental Spend and RO|
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w%$2.92 billion
w$323 to $1 ROI
w$21 to $1 tax revenue ROI

0%$99.5 million
w$126 to $1 ROI
0w%$8.20 to $1 tax revenue ROI

%180 million

- 1318 to $3. RO

w$12 to $1 tax revenue ROI
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PROGRAM NAME AND
DESCRIPTION

BUDGET

Line item

Spend

Reason for variance

TARGET
Partners
Audience

Quantitative

Individual Program/Performance
Tracking

UK Brand Advertising
Start of Program End of Program
December, 2007 e, 2008

g:ﬂwlmmmw‘m TV and print campaign centered around "Work™ domestic TV ad

United Kingdom United Kingdom
UK Brand Advertising UK Brand Advertising
54,784 585 54,784 585

0 0
Consumes Consumes
35-54 year old; middle to upper dass 35-54 year old; middle to upper dass

7801V ad airings 780 TV ad asirings

22 miillion impressions 22 8 million impressions

50-60% ad recall 63% ad recall

HHs aware of print ads had 2 50% inarease in postive
awareness of CA attributes

Aware consumers 50% more likely to look for information on
traved toCA

Inarense s eness of CA attributes
Inarease action to learn about travel to CA

The state shares a number ofimage strengths with Florida,

To differentiate from Horida although Florida generally received highes ratings

Ad campaign met majority of stated objectives and enjoyed high recall (63% vs 55% domestic average)

Athough the areative did not recelve the high ratings seen in the USA, the scores were stilll in the “good to very good”™ range as
established by SMARI

n total 10.1 million travelers viewed the ad, and the cost to reach an aware housahold was quite low at £0.10 (50.19).

Maintain
Keep framework of progrim because of high recall, favorable impressions, and low cost

Foous new campaign on traved segments to fully leverage media buy- identification of segmenits pending research
Fvaluate and areate partnerships to distribute the “abundance™ message through secondary online and print channeds- try to

PROGRAM ASSESSMENTJAND  grass=s"reay

RECOMMENDATION
Maintain, modify, discontinu

PROGRAM MANAGER
AND RELATED PPOs

Leona Reed

Director of Marketing - Furope:

Kentily and develop strategies, sudiences, products and messages 1o inaease economic impact and visitation froen key
Furopean mavkets.,

Integrate strategies, products and messagesin core program areas.

Manage office planning, budgets and execution to ensure Rinandal accountability and performance.
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Criteria Target = Actual

Manage brand advertising to generate

1. Performance Objective: revenue from visitation as measured by
incremental & influenced travel

Print

Media

Internet

Manage research to support marketing activities:
Quality of work

ROI

PPO Rating
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CEO Report

President & CEO
Caroline Beteta
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Key Factors for the FY 08/09 Plan

AEconomic climate

Alnternational visitation/exchange
rate in Europe

ANational Policy Priorities
AYear two of $50 million
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Consumer Confidence Plunges
to A FiveYear Low
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Economic Forecast for U.S.

2007
Unemployment Rate +4.6%
CPI +2.9%
Real Disposable
Personal Income +3.1%

Tourism Trends

2008F
+5.2%

+3.9%

+1.9%

2009F
+5.3%

+2.3%

+1.6%
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$900 Travel Expenditures in U.S. Reached $740 Billion in 2C

$800

Billions of dollars of direct
spending by domestic and
$700 international visitors

$585.8
0 sa67 $555.7 45449 S560.1
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Spending Growth is Slowing

10.0 Percent Change From Prior Year

8.0 7.2 7.0
6.0 5.7
4.8
3.9

4.0

2.0 I

0.0

2000 - 2003 2004 2005 2006 2007p 2008f 2009f
(2.0)
(4.0)
p = preliminary f = forecast

(6.0)

Source: Travel Industry Association U.S. Department of Commerce, ITA, Office of Travel & Tourism Industries
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Opportunities in Inbound Market

Top Origin Markets for International Travelers

to the U.S. (2007 vs. 2006 & 2000)
07/06

(% change)

Origin of Visitor

International Total

1 Canada

2 Mexico (record)
Overseas

3  United Kingdom

4  Japan

5 Germany

6 France

/7 S. Korea

8 Australia

9 Brazil

10 ltaly

2007
(mill)

56.7

17.7
15.1
23.9
4.5
3.5
1.5
1.0
0.8
0.7
0.6
0.6

11%
11%
13%
10%
8%
-4%
10%

26%

6%
11%

22%

19%

07/00

(% change)

11%
21%
42%
-8%
-4%
-30%
-15%
-8%
22%
24%
-13%
4%

Sources: U.S. Department of Commerce, ITA, Office of Travel & Tourism Ind8Bstretariade Turismo(Mexico); Statistics Canada
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Still Not Back to 2000 Levels
The U.S. Welcomed 2 Million Fewer
Overseas Arrivals in 2007 than in 2000

Millions of Overseas Visitors

26.0

23.9
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Nominating

Committee
CTTC Chair

Cormach Qa 2 R K NJ

CIM Group
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Government Affairs
CTTC Vice Chair

LouisMeunier
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Finance Committee

CTTC Chief Fiscal Officer

Terry LWestrope

Ocean Park Hotels
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Marketing Advisory

Committee

CTTC Vice Chair &
Marketing Advisory Committee Chair

JohnWagnon

Heavenly Valley Limited Partnership
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CEO Report

President & CEO
Caroline Beteta
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Advertising Recap
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California
Attitude
(Brand)

AnWor ko T \WMG Inside Scoop Insert AYouodl |
TV

Vanity Fair Celebrity
Insider Print Campaign

Merin
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