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Economic Impact of Tourism california
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CA i1s # 1 Destination in U.S.

Market Impact of Tourism
2008 2007 % DIFFEREN
DIRECT EXPENDI $97.8 B $96.8 B

EMPLOYMENT 924,000 928,000

TAX REVENUE
STATE

LOCAL




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
[0 0Sada

/

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




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

Loths
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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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Outside the government Thousands of Jobs

sector, hospitality and s | ||| | [T
leisure is one of only five |- C
employment sectors to ~ juEEEEESEN
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still show gains over last

Professional and Business | T
Services, with 18,900 new |G- BE
jobs o7

Yearover comparison

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;

A9 @I fdzr &S LINRPAINIYAQ wSUdzNY hy
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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