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What Is Cultural Tourism?

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 Preservatic
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really there is no other kind of tourism. It's what
tourism is...People don't come to America for our
alrports, 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."

GarrisonKeillor
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you are (and what you can be). It is the thing that
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real you And If you want to understand culture
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Nat Trimarchj Principal Consultant,
Rainwater Productions the MAQ State Conference,
1516 September 2001, Cairns
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A Cultural Tourism
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I Performing Arts
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Humanities

- Sciences & Technology
-~ Ethnic festivals/cultures

People
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Historic Sites
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I Historic Landmarks
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Historic Corridors

- Historic Districts
I Architecture

Places & Events
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California
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A CTTC Marketing [California Arts

A California Cultural Heritage Tourism /California Museums
Lo /Bureau of Land

A State Parks Management

A Sunset Publishing /National Park Service

A Shop California Packages A\Iatiopal Trust
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A U.S. arrivals should rebound in 200Thternational arrivals in
February 2007 up 9% from February 2006

A Asia is rapidly gaining on Western Europe as the largest globeé
outbound market

A The number of parents who bring their children on business tr
continues to rise travelers took family members on 14% of the
435 million business trips they made last year

A Long weekends sub for long vacatier@nly 14% of Americans
plan 6§O take a tweweek vacation in 2007, down from 16% in
200

Source:

1. Global Tourism Report 2007

2. D.K. Shifflet & Associates

3. Harris Interactive for Expedia.com
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A 65% of all US adults traveled for leisure in
2007

A 32% about half included at least one cultural
activity during their travels

A 14% about one in fiveclaimed to have a
cultural activity as a primary activity of their
travels
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A Cultural travelers are slightly older on average than
typical leisure travelers, 51 vs. 49

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

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

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

A Otherwise cultural and typical leisure travelers have
similar demographics (income, education, gender,
marital status)
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A Cultural visitors who travel to California come largely from the
western region of the US:

¢ San Diego52% from the West
¢ San Francise@d9% from the West
¢ Los Angeles37% from the West

A There is much overlap in visitation to CA gateways by cultura
travelers:

¢ Of cultural travelers to LA 48% also visited
San Francisco and 40% also visited San Diego

¢ Of cultural travelers to San Francisco 48% also visited
LA

¢ Of cultural travelers to San Diego 46% also visited LA



californis California Qualitative
Research

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

A Hollywood, food and wine, and select icons viewed as an inte
part of the California lifestyle

A ldeal 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 upol
place of residence

Al TEAT2NYAL Fa da. Sada 2F ! YSNI
wine, best indulgences (hotels, spas, etc.), best climate/sunsh
best and longest coastline

A Internet is key tool

Source: Smith & Company, for MeringCarson, May 2007



california Culinary Tourism Trends

A Culinary travel theme very pronouncefbod and wine seen as
integral part of California lifestyle

A 40% of leisure travelers sétfentify as traveling to learn about
or enjoy unique and memorable eating and drinking
experiences

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

A California and Florida dominate as locations for food related
travel, with New York and Texas following

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

A California dominates as a destination for winery travel, with Ne
York following

Source:
1. Smith & Company, for MeringCarson, May 2007
2. Online Culinary Survey of Leisure Travelers; Prepared for TIA by Edge Research, August 2006
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A Cultural tourists spend more than typical leisure traveler

A Their interests include:

I Historic sites/churches, museums, old homes/mansions,
gardens, etc.

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

Alttyzad KIFIEF 2F OdzZ O dzdEhbositigN
cultural/historical activity as primary activity

Source: 1 Plogs American Traveler Survey
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CA s # 1 Destination in U.S.
$96.7 billion in direct expenditures in
2007!

MARKET IMPACT OF TOURISM

DIRECT EXPENDITURES $93.4 billion $96.7 billion

SOURCE: DEAN RUNYAN ASSOCIATES, 2008




california  Employment Comparisons
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Year -over comparison

Outside the government 2006 -2007
sector, hospitality and Thousands of Jobs
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

Government

Prof. & Bus. Services

Source:California Employment Development Department;
California Tourism Research



california CA Tourism Budget
History/Outlook

A Historically
unpredictable
annual budget

I inconsistent
legislative
funding

I inflationary
pressures

A New legislation

0
1995 1997 1999 2001 2003 2005 2007 2009 2011 2013

BUDGET NEW RENTAL CAR ASSESSMENT



california Video: CTTC at WORK!
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fornia Brand Advertising Budget
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wTelevision $13.5 million
wPrint¢ $1.5 million
wWeb-$ 1.5 million

w 14 weeks national cable (870 TRPS)

w4 wks spot prime overlay (240 TRPS)

w 26 weeks Southwest Airlines overlay

w7 print inserts

w Est. national impressions = 1,054,162,000
w Est. national reach = 66.5%

w Est. national frequency = 13x

w49% will be exposed 3+ times




CcAlllornia. Brand Advertising
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A Increase nofresident and resident leisure
travel visits

A Leverage "Diversity & Abundance"
positioning
A Communicate CA's core attributes and

compelling pointof-difference:

| "California Attitude"
' Desirable eclectic lifestyle

I Unigue culture

' Diversity is woven together by spirit
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Market Coverage

A Finding the greatest opportunities

/~  Continue to provide
7 national media support
to reach the largest
number of potential
travelers, while adding
an overlay of support
in the Primary

Domestic markets to
address the current
economic climate and
stimulate near-term
travel.




cAalifornia FY 2008/09 Domestic US Media Plan
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