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ÅMarketing programs and Return on 
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ÅTravel trends



Cultural heritage tourism is traveling to experience the 
places and activities that authentically represent the 
stories and people of the past and present.  It includes 
historic, cultural and natural resources.

National Trust for Historic Preservation

What Is Cultural Tourism?



Why Cultural Tourism?

ά²Ŝ ƴŜŜŘ ǘƻ ǘƘƛƴƪ ŀōƻǳǘ ŎǳƭǘǳǊŀƭ ǘƻǳǊƛǎƳ ōŜŎŀǳǎŜ 
really there is no other kind of tourism. It's what 
tourism is...People don't come to America for our 
airports, people don't come to America for our 
hotels, or the recreation facilities....They come for 
our culture: high culture, low culture, middle culture, 
right, left, real or imagined -- they come here to see 
America." 

Garrison Keillor



What is Culture? 

ά/ǳƭǘǳǊŜ ƛǎ ǘƘŜ ǘƘƛƴƎ ǘƘŀǘ ŘŜŦƛƴŜǎ ǿƘƻ ȅƻǳ ŀǊŜΣ ǿƘŀǘ 
you are (and what you can be). It is the thing that 
Ƴƻǎǘ ǇǊƻŦƻǳƴŘƭȅ ƛƴŦƭǳŜƴŎŜǎ ȅƻǳǊ ōŜƘŀǾƛƻǊΦ LǘΩǎ ǘƘŜ 
real you. And if you want to understand culture ς
Ƨǳǎǘ ƭƛƪŜ ƛŦ ȅƻǳ ǿŀƴǘ ǘƻ ǳƴŘŜǊǎǘŀƴŘ ǘƘŜ ΨǊŜŀƭ ȅƻǳΩΣ ȅƻǳ 
ŎŀƴΩǘ ǎǘŀȅ ƻƴ ǘƘŜ ǎǳǊŦŀŎŜΤ ȅƻǳ ƴŜŜŘ ǘƻ ƎŜǘ ǘƻ ǘƘŜ 
ǳƴŘŜǊōŜƭƭȅ ƻŦ ƛǘΦ !ƴȅ ǘǊŀǾŜƭŜǊ ǿƛƭƭ ǘŜƭƭ ȅƻǳ ǘƘŀǘΦέ

Nat Trimarchi, Principal Consultant, 

Rainwater Productions the MAQ State Conference, 

15-16 September 2001, Cairns 
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ÅCultural Tourism
ïVisual Arts

ïPerforming Arts

ïHumanities

ïSciences &  Technology

ïEthnic festivals/cultures

People

ÅHeritage Tourism
ïHistoric Sites

ïHistoric Landmarks

ïHistoric Corridors

ïHistoric Districts

ïArchitecture

Places & Events



California Cultural & Heritage 

Tourism Council

http://www.sfarts.org/


PARTNERS

ÅCTTC Marketing

ÅCalifornia Cultural Heritage Tourism       

Council

ÅState Parks

ÅSunset Publishing

ÅShop California Packages

ÅARES Booking

ÅNational Trails

ÅCALTRANS

ÅCultural Coalition

ÅCalifornia Arts

ÅCalifornia Museums

ÅBureau of Land 

Management

ÅNational Park Service

ÅNational Trust



Travel Trends to Watch

ÅU.S. arrivals should rebound in 2007 ςInternational arrivals in 
February 2007 up 9% from February 20061

ÅAsia is rapidly gaining on Western Europe as the largest global 
outbound market1

ÅThe number of parents who bring their children on business trips 
continues to rise ςtravelers took family members on 14% of the 
435 million business trips they made last year2

ÅLong weekends sub for long vacations - Only 14% of Americans 
plan to take a two-week vacation in 2007, down from 16% in 
20063

Source:

1. Global Tourism Report 2007
2. D.K. Shifflet & Associates

3. Harris Interactive for Expedia.com



Cultural Tourism Overview

Å65% of all US adults traveled for leisure in 
2007

Å32%- about half- included at least one cultural 
activity during their travels

Å14%- about one in five- claimed to have a 
cultural activity as a primary activity of their 
travels



ÅCultural travelers are slightly older on average than 
typical leisure travelers, 51 vs. 49

ÅCultural travelers also take 10% more trips annually than 
typical leisure travelers, 4.0 vs. 3.6

ÅCultural travelers spend 25% more annually than typical 
leisure travelers, $4,003 vs. $3,178

ÅCultural travelers participate more in shopping, dining, 
nightclubs/shows, zoos, and wine tasting than typical 
leisure travelers

ÅOtherwise cultural and typical leisure travelers have 
similar demographics (income, education, gender, 
marital status)

Cultural Tourism Overview



ÅCultural visitors who travel to California come largely from the 
western region of the US:

ςSan Diego- 52% from the West

ςSan Francisco- 49% from the West

ςLos Angeles- 37% from the West

ÅThere is much overlap in visitation to CA gateways by cultural 
travelers:

ςOf cultural travelers to LA 48% also visited 

San Francisco and 40% also visited San Diego

ςOf cultural travelers to San Francisco 48% also visited 
LA

ςOf cultural travelers to San Diego 46% also visited LA 

Cultural Tourism Overview



California Qualitative 

Research

ÅProminence of four consistent themes: abundance, 
opportunity/discovery, freedom, and unique lifestyle

ÅHollywood, food and wine, and select icons viewed as an integral 
part of the California lifestyle

Å Ideal Spring/Summer vacations revolve around the beach and 
the most ideal Fall/Winter vacations include snow, comfort 
(fires, comfort food, etc.) or escaping the cold, depending upon 
place of residence 

Å/ŀƭƛŦƻǊƴƛŀ ŀǎ ά.Ŝǎǘ ƻŦ !ƳŜǊƛŎŀέ Υ ōŜǎǘ ǎŎŜƴŜǊȅΣ ōŜǎǘ ŦƻƻŘ ŀƴŘ 
wine, best indulgences (hotels, spas, etc.), best climate/sunshine, 
best and longest coastline

Å Internet is key tool

Source: Smith & Company, for MeringCarson, May 2007



Culinary Tourism Trends

ÅCulinary travel theme very pronounced - food and wine seen as 
integral part of California lifestyle1

Å40% of leisure travelers self-identify as traveling to learn about 
or enjoy unique and memorable eating and drinking 
experiences2

ÅAn estimated 17% of American leisure travelers have 
participated in one or more culinary activities while traveling 
over the past three years2

ÅCalifornia and Florida dominate as locations for food related 
travel, with New York and Texas following2

ÅAbout 5% of total leisure travelers in the survey indicated that 
wine-related activities were a factor in choosing between 
destinations2

ÅCalifornia dominates as a destination for winery travel, with New 
York following2

Source:

1. Smith & Company, for MeringCarson, May 2007

2. Online Culinary Survey of Leisure Travelers; Prepared for TIA by Edge Research, August 2006



Cultural Tourism Trends

ÅCultural tourists spend more than typical leisure traveler

ÅTheir interests include:
ïHistoric sites/churches, museums, old homes/mansions, 

gardens, etc. 

ÅOf U.S. adults, 69% travel for leisure; more than half of these 
include cultural activities on trips

Å!ƭƳƻǎǘ ƘŀƭŦ ƻŦ ŎǳƭǘǳǊŀƭ ǘǊŀǾŜƭŜǊǎ ŀǊŜ άŜƴǘƘǳǎƛŀǎǘǎέ ςchoosing 
cultural/historical activity as primary activity1

Source: 1. Plogs American Traveler Survey



Economic Impact of Tourism

CA is # 1 Destination in U.S.
$96.7 billion in direct expenditures in 

2007!



Employment Comparisons

Outside the government 
sector, hospitality and 
leisure is one of only five 
employment sectors to still 
show gains over last year, 
ranking second, after 
Education and Health, and 
Professional and Business 
Services, with 18,900 new 
jobs

Source:  California Employment Development Department; 
California Tourism Research

Year -over  comparison 

2006 -2007



CA Tourism Budget 

History/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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Video: CTTC at WORK!





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 & Abundance" 
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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ÅFinding the greatest opportunities

Market Coverage



FY 2008/09 Domestic US Media Plan

CTTC Fiscal Year 2008-09/SStewart/Desktop/A&E.Tattoo_2-08.avi
http://images.google.com/imgres?imgurl=http://marilynfenndesign.com/images/comedy_central_logo_page.jpg&imgrefurl=http://marilynfenndesign.com/animation.html&h=380&w=300&sz=24&hl=en&start=2&sig2=FFgsvK3Zz3gTkZrpm6uFAQ&tbnid=G3nFqgZg-rkjCM:&tbnh=123&tbnw=97&ei=-EORSIrxFYGaoQSFm_XCBw&prev=/images?q=Comedy+Central+network+logo&gbv=2&hl=en&safe=strict&client=dell-usuk&channel=us&sa=X&ad=w5
http://images.google.com/imgres?imgurl=http://i81.photobucket.com/albums/j240/d2d2_2006/Discovery_Channel_logo.png&imgrefurl=http://tehparadox.com/forum/f73/discovery-channel-panic-ring-fire-15371/&h=214&w=450&sz=77&hl=en&start=5&sig2=TRy9CfrN-wf6bwyDJfn4VA&tbnid=5btYl3yvdm227M:&tbnh=60&tbnw=127&ei=AkWRSMmyJ4GaoQTpmvXCBw&prev=/images?q=discovery+channel+logo&gbv=2&hl=en&safe=strict&client=dell-usuk&channel=us&ad=w5
http://images.google.com/imgres?imgurl=http://www.onscreenasia.com/agimages/E-LOGO.jpg&imgrefurl=http://www.onscreenasia.com/ag-detail.asp?id=88&h=657&w=567&sz=73&hl=en&start=3&um=1&tbnid=07BN9O4bMpZDyM:&tbnh=138&tbnw=119&prev=/images?q=e!+entertainment+logo&um=1&hl=en&sa=X
http://images.google.com/imgres?imgurl=http://imgsrv.1230thefan.com/image/kzym/UserFiles/Image/espn_logo.jpg&imgrefurl=http://mattwintersfootballblog.blogspot.com/2008/05/australian-football-broadcasting-part-2.html&h=248&w=887&sz=27&hl=en&start=1&sig2=zHte8yQIrmDHywxl5Jq9DA&tbnid=yOaggA9H-XWfVM:&tbnh=41&tbnw=146&ei=fUORSNi_CIWmpASmtvjABw&prev=/images?q=espn+network+logo&gbv=2&hl=en&safe=strict&client=dell-usuk&channel=us&ad=w5
http://images.google.com/imgres?imgurl=http://deadspin.com/assets/resources/2007/02/espn2.jpg&imgrefurl=http://deadspin.com/sports/espn/the-last-days-of-espn2-233272.php?mail2=true&h=170&w=150&sz=15&hl=en&start=2&sig2=3q7b8mq0i-P31x0F9srsfw&tbnid=h_Z-SAFSBc_8IM:&tbnh=99&tbnw=87&ei=mEORSIyMApWuoQSUhqi-Bw&prev=/images?q=espn2+network+logo&gbv=2&hl=en&safe=strict&client=dell-usuk&channel=us&ad=w5
CTTC Fiscal Year 2008-09/SStewart/Desktop/FLN Smart Tips Getting Away SM-Use.wmv
http://images.google.com/imgres?imgurl=http://mowaa.org/upload/Food Network.JPG&imgrefurl=http://ultimatefoodie.com/kitchen-challenged-the-food-network-wants-to-help/&h=297&w=302&sz=40&hl=en&start=1&sig2=HTEzl70HWmHF_gbpL9DJQA&tbnid=sMp--uGXN1wZ-M:&tbnh=114&tbnw=116&ei=-UKRSKKcJ6eIpATi2YzNBw&prev=/images?q=food+network+logo&gbv=2&hl=en&safe=strict&client=dell-usuk&channel=us&ad=w5
CTTC Fiscal Year 2008-09/SStewart/Desktop/FX.M3-6789-INSIDEFX-InsideNipTuck-Navigon.wmv
http://images.google.com/imgres?imgurl=http://business.transworld.net/files/2008/04/24/fuel_logo.jpg&imgrefurl=http://business.transworld.net/2008/04/24/2008-roxy-pro-gold-coast-on-fuel-tv-april-24/&h=144&w=150&sz=35&hl=en&start=48&sig2=uijFPF_YaQOOFV6TdhUIyg&tbnid=UZb57FEJIw3bfM:&tbnh=92&tbnw=96&ei=MkORSOnPMoPQpgSZ0rjOBw&prev=/images?q=fuel+network+logo&start=42&gbv=2&ndsp=21&hl=en&safe=strict&client=dell-usuk&channel=us&sa=N&ad=w5
CTTC Fiscal Year 2008-09/SStewart/Desktop/HG_2008_Dream_Home_Vacation_Never_Ends_Jeld-Wen_Evergreen_SM.wmv
http://images.google.com/imgres?imgurl=http://www.lyngsat-logo.com/logo/tv/ll/lifetime.jpg&imgrefurl=http://www.lyngsat-logo.com/tvpack/dish119_10.html&h=99&w=132&sz=7&hl=en&start=8&sig2=soHq1izI89dl5fNzi1GqHQ&tbnid=jK1eNPHcn0q9DM:&tbnh=69&tbnw=92&ei=4LiQSNzqHKfuigGVvr3yBg&prev=/images?q=lifetime+network+logo&gbv=2&hl=en
http://images.google.com/imgres?imgurl=http://planetgreen.discovery.com/images/_temporary/logo-319x209.jpg&imgrefurl=http://planetgreen.discovery.com/about.html&h=209&w=319&sz=43&hl=en&start=2&sig2=-MhW-RNSgvKNVSXIYmnjLw&tbnid=sUpnrhQCqxdo8M:&tbnh=77&tbnw=118&ei=vwOSSNHfCabceoX9yOAG&prev=/images?q=planet+green+logo&gbv=2&hl=en&safe=active
http://images.google.com/imgres?imgurl=http://www.tvsquad.com/media/2006/03/spike-tv.jpg&imgrefurl=http://www.tvsquad.com/2006/03/26/spiketv-all-thats-missing-are-rippling-biceps/&h=167&w=200&sz=22&hl=en&start=7&sig2=sCCrsMNm5cI6Hr1BHiSBKA&tbnid=3ZY3-OobhvWHgM:&tbnh=87&tbnw=104&ei=v0ORSKp0gZqhBOua9cIH&prev=/images?q=spike+network+logo&gbv=2&hl=en&safe=strict&client=dell-usuk&channel=us&ad=w5

