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ÅTravel Trends ςOutlook

ÅCTTC Marketing Highlights and 
Looking Forward

ÅTools for You



CTTC Leadership

ÅGovernor Arnold Schwarzenegger
ÅSecretary of the Business, Transportation and 

Housing Agency and CTTC Chair
ÅCTTC Commissioners

CTTC VICE CHAIR

CTTC VICE 

CHAIR                              



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



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%



Economic Impact of Tourism

Tuolumne County
Market Impact of Tourism

2007 2006 % DIFFERENCE

DIRECT EXPENDITURES$164.3 M $157.8M 4.1%

EMPLOYMENT 2,330 2,360 0%

EARNINGS $53.3 M $50.3 M 5.9%

TAX  REVENUE

STATE $5.9 M $5.7 M 3.5%

LOCAL $2.6 M $2.4M 8.3%



Economic Impact of Tourism

Mariposa County
Market Impact of Tourism

2007 2006 % DIFFERENCE

DIRECT EXPENDITURES$307 M $287.1M 6.9%

EMPLOYMENT 4,160 4,020 3.5%

EARNINGS $82.5 M $75.7 M 8.9%

TAX  REVENUE

STATE $7.5 M $7 M 7.1%

LOCAL $10.8 M $10M 8%



Economic Impact of Tourism

Calaveras County
Market Impact of Tourism

2007 2006 % DIFFERENCE

DIRECT EXPENDITURES$153 M $150.1M 1.9%

EMPLOYMENT 2,330 2,360 -1.3%

EARNINGS $58.1 M $56.1 M 3.5%

TAX  REVENUE

STATE $4.4 M $4.3 M 2.3%

LOCAL $1.4 M $1.3M 7.7%



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 2nd half of 2009 or 
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



US Travel Job Loss Accelerating 
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Current News

ÅCA room rates have followed occupancy 
rates in decline: RevPAR down 20% in 
February and March

ÅCA airport traffic down 10% in January and 
February ςdown 7% in Q4 alone

ÅInternational travel no longer the savior; CA 
POE arrivals in January down 12%

ÅUS consumer confidence at historic lows-
though up slightly in March



Leisure Travel Trends

ÅDecline since Q4 of 2008

Å¢ǊŀǾŜƭ ǎǘƛƭƭ ǾƛŜǿŜŘ ŀǎ ŀ άǊƛƎƘǘέ

ÅShorter, closer-to-home trips

ÅQuest for values and deals  
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ÅSustainable Tourism

ÅCustomization

ÅTransumerism

ÅBlur between Business and Leisure

ÅGeotourism

ÅValue ςValue - Value



ÅUS traveler intentions improve from fall to 
spring- especially from non-west to CA

ÅLower airfares could increase air travel 
demand

ÅGas prices likely to stay relatively low in the 
summer

ÅMost likely to see start of recovery in Q3 2009-
leisure travel to grow in 2010

ÅWord of better than expected bookings from 
Germany and Japan

Glimmers of Hope



California :
STRATEGIC 

MARKETING 



Strategic

Plan

Consumer/
Brand

Research

Media

Web Based 
Media/ 

Interactive

Travel 
Trade

COOP



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




