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• Governor of California
• Secretary of the Business, Transportation and 

Housing Agency and CTTC Chair

Visit California leadership

Ed Fuller
Vice Chair of Marketing

Kathy Turner
Vice Chair of Operations

Rusty Gregory
Chief Fiscal Officer
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Present Board Members:

Joe D’Alessandro
San Francisco Travel Association
(appointed to Bay Area region)

Tom Klein 
Rodney Strong Wine Estates
(appointed to North Coast region)

Jot Condie
California Restaurant Association
(elected)

Working Together…
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Visit california leadership

Caroline Beteta
President & CEO
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boosting tourism and travel
Orlando, Jan. 19, 2012

Joe Burbank/MCT
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•California travel-related spending rose 10%
last year to an estimated $104 billion.

•Visitor spending broke the $100 billion mark 
for the first time despite continuing 

economic headwinds.

$104 billion
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Visitor Spending in California
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• 90 international visitors = 1 job

• Every 1% increase in visitor spending = 8,730 new 
jobs

• Leisure & Hospitality added 27,000 jobs between 
December 2010 and December 2011

• This 1.8% increase outpaced the state’s overall farm 
increase of 1.7%

Tourism Means Jobs
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Tourism as an Export

• International tourism spending is greater than that of CA’s top 
4 export categories combined.



2012 Forecast
Domestic 2012

Total Visits +1.6%
Leisure +1.5%
Business +2.1%
Spend $88.3 B

International 2012
Total Visits +4.7%
Overseas +5.5%
Mexico +4.2%
Canada +3.9%
Spend $21.7 B

Source: Tourism Economics



OUR MISSION:
Create desire for the 
California experience



VISIT CALIFORNIA  | 

DESTINATION MARKETING 
STRATEGY

Bull’s-eye = 
Retail
Restaurant
Attractions



How do we 
accomplish this?
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California tourism investment



Tourism Promotion Spending





VISIT CALIFORNIA  | 

Strategic MARKETING PLAN

OBJECTIVE 1

Platform
OBJECTIVE 2

Brand

OBJECTIVE 3

Engagement
OBJECTIVE 4

International



Preserve & Innovate



Global 
PlatformS



California Food 
& Wine



Family Attractions



Music & Entertainment



Global Brand Approach
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Video: Misconceptions

26
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Video: The Good Life

28VISIT CALIFORNIA  |  
28
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Video: out there

30
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Global Brand Advertising: 2010
• REVENUE: $5.1 billion

• AWARENESS: 46.2 million households 

• TRIPS: 3.7 million

• ROI: $236

SMARI

Tangible results







Rob Lowe Videos:
1.“California    
Dreamland”
•“Ultimate Road Trip”
•“Favorite Eats”
•“Outdoor Adventure”
•“Family Attractions”
•“California Snow”
•“Go-to Getaway”
•“California Bucket 
List”
•“Recent Adventures”
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Global 
Engagement
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Visitcalifornia.com

Fresh Design & 
Added Content

Featured 
Activities



Mobile: Dream, Plan, Go
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CWC Locations
• Alpine
• Anderson
• Arcata
• Auburn
• Barstow
• Buena Park
• El Dorado Hills
• Mammoth Lakes
• Merced
• Oceanside

• Oxnard
• Pismo Beach
• Salinas
• San Francisco
• San Bernardino
• San Mateo
• Santa Rosa
• Truckee
• Tulare
• Yucca Valley



VISIT CALIFORNIA  | 

Publications



Global 
Programming 



VISIT CALIFORNIA  | 
U.K., Australia, Japan, Germany, Mexico, S. Korea, China, India, 

Brazil, France, Italy, Scandinavia

12 International offices
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Travel Trade Missions
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Launched and 
currently running in 
11 international 
markets

• 9,202 total 
registered travel 
agents across all 
markets

• 2,921 travel agents 
have completed the 
online training 
course

Online Training Program



Domestic Programming
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Industry outreach
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AMGEN Tour of California
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Important Dates

April 21-25: Pow Wow, Los Angeles
May 5-13: National Travel & Tourism Week
May 11: Spring Board Meeting, Sonoma
May 11: AMGEN Rider Presentation Gala
May 13-20: AMGEN Tour of California
Aug. 11-19 & Aug. 27-Sept. 2: America’s Cup World 
Series, San Francisco
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Marketing PROGRAM PLANNER
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• Visit California provides 
a great way for 
consumers to see your 
events, content & 
images! 

• Submit editorial content 
and destination listings 
through the submission 
tool. Thousands of 

editorials & events 
have made it onto 

the Web site!

http://industry.visitcalifornia.com



• Research

• Information 
on global 
markets

• Trade show 
calendar

• Presentations

Industry.VisitCalifornia.com
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Visit California Dashboard:
Trending Data 
Lodging 
Air Traffic & Overseas Arrivals 
California Welcome Center Traffic 
Domestic & International Travel 
U.S. Work Force 
Consumer Confidence 
Gas Prices 
Exchange Rates 
Flights & Seats on International Non-stops 
Projected GDP Growth for Top Markets 

Posted on 
industry.visitcalifornia.com/research 
Subscribe: 
research@visitcalifornia.com 



VISIT CALIFORNIA  | 

Find this presentation online!
http://tourism.visitcalifornia.com

Presentations

Travel Industry Tab



Find Yourself 
Here





Visit california
Wine Country Hospitality Symposium
March 27, 2012





California Restaurant Month 2012

28 Destinations
35.8 Million Impressions
$2.06 Million in Media Value



visit california
international markets            
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Non-Resident Leisure Travel

45 Million Person 
Trips

$31 Billion  
Spending

Domestic

Internation
al

2011 estimates based on data from D.K. Shiffet & Assoc., USDOC; Stats Canada; CIC Research Inc.; Dean Runyan A
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Print Advertising



66VISIT CALIFORNIA  |  

Rural Program 

Reviews & Industry Interviews: Key Takeaways
• Generally maintain current regional structure
• Maintain grant program but add flexibility
• Refine presentation of rural assets in overall 

marketing
• Increased communication with staff & 

commissioners
• Stronger links between state and regional 

marketing  efforts
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Total direct spending              $104 B

Tourism-supported jobs       890,000 

Local tax receipts                     $2.3 B 

State tax receipts                     $4.4 B
Sources: Tourism Economics, Dean Runyan Associates

California Travel Impacts, 2011(p)



Global View



CONNECTION



UPCOMING EVENTS



Music


