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ÅPromoting California

ÅEconomic impact of tourism

ÅMarketing highlights

ÅLeveraging the Investment



Leadership - Synergies

ÅGovernor Arnold Schwarzenegger
ÅSecretary of the Business, Transportation and Housing 

Agency and CTTC Chair
ÅCTTC Commissioners

CTTC VICE CHAIR

CTTC VICE 

CHAIR                              



Economic Impact of Tourism

CA is # 1 Destination in U.S.

Market Impact of Tourism

2008 2007 % DIFFERENCE

DIRECT EXPENDITURES$97.8 B $96.8 B O.8%

EMPLOYMENT 924,000 928,000 -0.4%

TAX  REVENUE

STATE $3.6 B $3.6 B 0.1%

LOCAL $2.2 B $2.2 B 0.7%



Å"When you're looking at stimulating the 
American economy, it doesn't get any better 
than bringing people into the country. They 
come, they leave their money, and they go 
home with a better impression of the United 
{ǘŀǘŜǎΦά

Geoff Freeman, Senior Vice President     
U.S. Travel Association 



Tourism Supports the Economy

ά{ǘǊƻƴƎ ƛƴŎǊŜŀǎŜǎ ƛƴ ǘǊŀǾŜƭ-related spending are helping to 
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 
ǎŜǾŜǊŜΦέ



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



Destination Marketing 

Strategy
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Guiding Principles

ÅDo what the industry cannot do for itselfτCTTC will provide a 
statewide marketing platform to promote the California brand;

ÅLeverage cooperative programs and focus on international and 
new market developmentτCTTC will introduce the California 
brand to far-reaching audiences and establish strategic alliances 
with trusted in-market brands;

Å9ǾŀƭǳŀǘŜ ǇǊƻƎǊŀƳǎΩ wŜǘǳǊƴ hƴ LƴǾŜǎǘƳŜƴǘ όwhLύ ŀƴŘ ƳŜŀǎǳǊŜǎ 
on major programsτCTTC will track and evaluate market 
penetration and program impact on attracting leisure travelers;

ÅFocus on out-of-state and international audiencesτCTTC 
marketing programs will serve to attract new consumers to 
California, while providing industry partners with opportunities 
to reach new markets that are otherwise cost-prohibitive;



Guiding Principles

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

ÅEstablish a technology platform for all programsτCTTC will use 
technology and innovation to create targeted, timely and cost-
effective brand messages for the industry, including assessed 
businesses, travel trade, media, and consumers; and

ÅAlign with key California CVBs to coordinate resources based on 
high impact programs and initiatives.

Source CTTC 2008-2013 Strategic Plan
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