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CTTC Leadership california

A Governor Arnold Schwarzenegger

A Secretary of the Business, Transportation and Housing
Agency and CTTC Chair

A CTTC Commissioners

JOHN WAGNON LOUIS MEUNIER
HEAVENLY MACY'S ANDY FICHTHORN
. MOUNTAIN RESORT CTTC VICE SEAWORLD OF

DALE BONNER CTTC VICE CHAIR CHAIR CALIFORNIA
SECRETARY,
CALIFORNIA
BUSINESS,
TRANSPORTATION
AND HOUSING
AGENCY

JULIE MAURER
LINA FAT BOOTH CREEK
FRANK FAT INC. RESORTS




Economic Impact of Tourism california
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CA Is # 1 Destination in U.S.

MARKET IMPACT OF TOURISM
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LocaL $2.0 billion $2.2 billion

SOURCE: DEAN RUNYAN ASSOCIATES, 2008




Tourism Supports the Economy california
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How's the economy in your hometown?
By Barbara Hagenhaugh, USA TODAY

ion the campaign trail and in homes across the USA, the dehate is unden
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offset housing gloom in states with large tourism industries,
Including California, Florida and Nevada, some of the very

places where the real estate downturn has been most
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Employment Comparisons — ﬂ"FSBEZQ,L:Z?

Outside the government Thousands of Jobs
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Source: California Employment Development Department; 20062007
California Tourism Research
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Guiding Principles california

A Do what the industry cannot do for itselfCTTC will provide a
statewide marketing platform to promote the California brand,;

A Leverage cooperative programs and focus on international and
new market development CTTC will introduce the California
brand to farreaching audiences and establish strategic alliances
with trusted inmarket brands;
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on major progrants CTTC will track and evaluate market
penetration and program impact on attracting leisure travelers;

A Focus on oubf-state and international audiencesCTTC
marketing programs will serve to attract new consumers to
California, while providing industry partners with opportunities
to reach new markets that are otherwise cgmbhibitive;




Guiding Principles california

A Support assessed businesseSTTC will be a resource to assesse
tourism businesses by providing marketing opportunities, a
technology platform to reach mass consumers, and tourism
research material vital to the success of their operation;

A Establish a technology platform for all program@STTC will use
technology and innovation to create targeted, timely and eost
effective brand messages for the industry, including assessed
businesses, travel trade, media, and consumers; and

A Align with key California CVBs to coordinate resources based or
high impact programs and initiatives.

Source CTTC 202813 Strategic Plan
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Brand Advertising — al'FQEIQ,tf

A Increase nosresident and resident
leisure travel visits

A Leverage "Diversity" positioning

A Communicate CA's core attributes and
compelling pointof-difference:

A "California Attitude"

A Desirable eclectic lifestyle

A Unique culture

A Diversity is woven together by spirit







