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ÅEconomic impact of tourism

ÅCTTC marketing efforts

ÅTravel trends

ÅSnow Coalition

ÅLooking forward



CTTC Leadership

ÅGovernor Arnold Schwarzenegger
ÅSecretary of the Business, 

Transportation and Housing Agency
CTTC Chair

ÅCTTC Commissioners

CTTC VICE CHAIR

CTTC VICE CHAIR                              



Economic Impact of Tourism

CA is # 1 Destination in U.S.

$96.7 billion in direct 

expenditures in 2007!



U.S. Domestic Travel Forecast

Source: Travel Industry Association; U.S. Department of Commerce,  Office of Travel & Tourism Industries; Tourism Economics
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International Travel Forecast
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Visitor Spending

% Change from Prior Year 

Source: Travel Industry Association; U.S. Department of Commerce,  Office of Travel & Tourism Industries; Tourism Economics



CA Tourism Budget: 

History and Outlook

ÅHistorically 
unpredictable 
annual budget
ï inconsistent 

legislative 
funding

ï inflationary 
pressures

ÅNew legislation 
beginning of 7 
years spending 
totaling $350 
million
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ÅBudget outlook 
with inflation 
effect for 2008 ς
2013



Destination 
Marketing 
Strategy

Target = Retail /Restaurant/Cultural Activities

Retail

Hotel

City/Town

California

USA

Region

Qozwt}¡|wo b}¤¡w¢{º¢ `}zs



Domestic Plan



Brand Advertising Budget

FY 2008/2009

ωTelevision - $13.5 million

ωPrint ς$1.5 million

ωWeb - $ 1.5 million

Gets Us:

ω14 weeks national cable (870 TRPs)

ω4 wks spot prime overlay (240 TRPs)

ω26 weeks Southwest Airlines overlay

ω7 print inserts

ωEst. national impressions = 1,054,162,000

ωEst. national reach = 66.5%

ωEst. national frequency = 13x

ω49% will be exposed 3+ times



ÅIncrease non-resident and resident leisure 
travel visits

ÅLeverage "Diversity" positioning

ÅCommunicate CA's core attributes and 
compelling point-of-difference:
ï"California Attitude" 

ïDesirable eclectic lifestyle

ïUnique culture  

ïDiversity is woven together by spirit

Brand Advertising
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California Snow Campaign

Continuing the snow 
campaign into its 
fourth year with a 
new spot airing as of 
September 2009



Snow Coalition 

(CA Snow Initiative) 

ÅProgram Objectives
ïIncrease awareness of California as a one-of-a-

kind winter/snow sports destination
ï{ǘŀǾŜ ƻŦŦ ŘŜŎƭƛƴŜ ƻŦ /ŀƭƛŦƻǊƴƛŀΩǎ ŘŜǎǘƛƴŀǘƛƻƴ ǎƪƛŜǊ 

market share
ïCapture market share from other well known ski 

destinations (UT & CO)


