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California Tourism Investment ﬁal'f@ﬂ.ﬂlﬁ:

3% 3%

¥ Passenger Car Rental
¥ Attractions

B Accomodations

¥ Transportation

W Restaurant & Retail
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California Brand Communications Ecosystem

A A A, A A, J—
Layering BOUGHT, EARNED and OWNED media channels to tell the cnmplete California story.
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BETH RODDEN Cahfm nian

World-Class Free Clim
For Elon Musk, not every day in California is a
drive in the park, but he fits them in where he can.
it should come as no surprise that the CEO of one
of America’s hottest (and greenest) car companies
calls the Golden State home. What js surprising is
how he’s been able to blend his passion for work
with his love for the open road. When away from

Tesla Motors’ headquarters in the Bay Area you
might find him road trippiy’ along Highway 1 on his
way to Big Sur, or cruising inland to Joshua Tree.

No matter where you find him, Elon will always have
his eye on the next big adventure.

Find out more about Elon Musk’s California at
visitcalifornls.com/elon

< 4
Beth Rodded”}gbesn’! mind gemng"ha
hands dirty, 'bgcause‘as a world-class free '
climber, It')‘fhar job. ClimbingHas glv,enw
Beth an amaiing perspect‘ive on life, ar{d on

California. She’s looked down on Yosemite

Valley after summiting Inspiration Point more
stimes than she can count. And when she’s
¢ not taking part in climbing you can probably
Ay \fiﬁd Her grabbing a bl!e at Strawberry Lodge
o\hsjde of Lake Tahoe before watchmg
:Ilmbéﬁ ascend Lover’s Leap.

J

Find out rriun aq\ut Beth Rodden’s California at

w.mc.%y::a .com/beth
X i
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Photographed near
Glacier Point in Yosemite National Park

Fhotographed In
Joshusa Tree National Park near Palm Springs, CA TS YOURELYF AR
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Encourage More lifArnia"
International Inbound Travel rallna

C. WMnkMM LYUGSNYFGA2YL
United Kingdom $ 6.5 million

PN

Canada $ 2.4 million
Australia $2.3 million
Japan $ 1.2 million
China $ 1 million
Germany $ 1 million
South Korea $ 800,000
Mexico $ 700,000
Secondary/Emerging $ 600,000.‘7 e
Global Programs $ 1.06 million +
TOTAL $ 17,560,00 ‘
; 4P,

Research= $337,000



Roles of Research cal; Fﬁrma

209 Produce core tourism research for the state
of California

40%: Strategic planning and marketing activities
for CTTC

20% Promote appreciation of the importance of
tourism to the state economy

10% Communications
10% Other special assignments and duties



The Big Picture

27.1 MILLION TOTAL NON-RESIDENT TRIPS
$14.0 BILLION TOTAL NON-RESIDENT SPENDING

PRIMARY WESTERN MARKETS
13.3 MILLICN ANNUAL TRIPS (49%)
$4.5 BILLION ANNUAL SPENDING (32%)

LONGHAUL US
12.8 MILLION ANNUAL TRIPS (51%)

Sources: DIShifflet & Assoc.; TNSravelsAmerica




The Big Picture |

International Visitor Volumes and Total Spending In CA, 2009

1,400,000 $1,800,000
1,200,000 - $1,600,000
$1,400,000
1,000,000 - $1.200,000
800,000 - $1,000,000
600,000 - $800,000
$600,000
400,000 - :
$400,000
200,000 - $200,000
0 - $0 . Lead

Mature

Visitors

Spending in Millions

Emerging

Secondary

Mexico Total
A6.3 million visitors
A$760 million spending

Sources: US Dept. of Commerce; CIC Research; Stats Canada; CTTC




The Big Picture
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Overnight Leisure Visitor

In-State Visitor
Non-Residential US Visit

Primary Western Marke!
Long Haul Markets

Overseas Visitor

Avg.Stay
2.7 nights

5.4 nights

4.3 night:
6.2 night:

10.6 nights

Avqg.Spend P
$230

$563

$35€
$77¢€

$1,028

Sources: US Dept. of Commerce; CIC Research; Stats Canada; CTTC
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Domestic Leisui Domestic LeisureOverseas Leisu

Resident Non-Resident
2009 4% 6% 47%
2008 5% 10% 47%
2007 5% 9% 42%

52YSaiGA0 RIGIF AyOtdzRSa graarda G2 a@akidds
Overseas data is only for national parks but includes visits during any part of the U.S. t

Sources: DKhifflet & Associates; US Dept. of Commerce; CIC Research;



Segmentation cali ,Fhrh';l

Uus (@Y CA Index

Family Trips

Adult Entertainment
Passive Outdoors
AdultIndulgence
Cultural Travelers

OutdoorAdventure



Segmentation ’CaJ-LFDLma

Passive Adult Cultural Family Adult
Outdoor Entertainment Travelers Trips Indulgence

Adult
Entertainment

CulturalTravelers
FamilyTrips
Adult Indulgence

Outdoor
Adventures
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Beyond LA
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Qualitative Research
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ABUNDANCE

« Awe-inspiring

« Everything
imaginable
in one place

« Ultimate playground

« Great range/choice
of things to see, eat,
drink, experience

OPPORTUNITY/DISCOVERY

- Anything is possible

- Pioneering spirit

- Place where many
trends start

- Place where one can
experience/ discover
new things

FREEDOM

+ Progressive place,
very open-minded
Where one can
express themselves
and behave a little
differently
Lifestyle and weather
combine to give
visitors freedom of
choice to do what they
want, when they want

UNIQUE LIFESTYLE

« Unique to California

and different than
anywhere else

« Happy, friendly,

open, welcoming,
laid-back, non-
judgmental, highly
individualistic, good
balance of work and
play, healthy, active,
beautiful




Advertising Research: califarnia
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Spring 2009 Ad Awareness

Television Online without
video




Adver_tlsmg Rese_arch: ﬁﬂhfﬁrni;qj
Creatlve Evaluatlon | FIND YOURSELF HERE

Attribute 2007 2008 2009 2010
After seeing these ads | am more interested in visit

this state 3.7 36 36 34
These ads show experiences and places that you i

interested in 3.9

These ads show a place with a unique attitude tow

life 3.8

These ads portray a place that offers vacationers tt 4 g
best life has to offer all in one place




Advertising Research: ~alifarnia:
Informatlon Gatherlng | FIND YOURSELF HERE

Activity Unaware Aware Difference
Researched destination 16.8% 24.4% 7.6%
Visited state website* 4.6% 3.6%

Called 800# 0.8% 0.3% -0.5%
Requested info from other
source 3.1% 6.4% 3.3%

Total gathered info 24.1% 34.4% 10.3%



Advertising Research: . califarnia
Incremental Intent to VlSIt | FIND YOURSELF HERE

Spring 2008 Spring 2009 Spring 2010



Advertising Research: : . .
__Incremental Travel @ Teeeweer Qrnia

Primary  Remaining Opportunity Remaining In-State
Domestic West Natl




Advertising Research: _na|ifnrniaj
Return On InveStment | FIND YOURSELF HERE

2009
Trips 3,349,727
AverageExpenditures $1,248
Economidmpact $4.2billion

TaxRevenue $268.4million

CampaigrExpenditures $13.7million

ROI $305
GeneralFundROI $20




Web Researgh_: california
Purpose Of VISIt | FIND YOURSELF HERE

W Considering whether to take a vacation or leisure trip in Califor

W Had decided to travel in California and was planning the details of a vacation or le
trip




Web Research:
Trl Informathn SOurceS FIND YOURSELF HERE

Family, friends, acquaintances, or co-workers
AAA or other travel club
Advertisingon TV, billboards, radio, newspapers, or magazines
Online full service travel website (Expedia, Travelocity, etc.)
Another destination website (official site of state, city or attraction)
Travelbook
Physicalbrochure, newsletter, catalogue or literature (mailed or picked up)
Travel provider website (airline, hotel, rental car, cruise, tour)
Article or news story on TV, radio, newspapers, ormagazines
Advertising on the Internet
Avrticle or news story on the Internet
Roadsidetravelbureau orrest area
Electronic brochure, newsletter, catalogue or literature (emailed or downloaded)
Wikipedia or Wikitravel
Blog, socialnetworking, etc.
Travelagent(in person, live online chat, or on the phone)
Traditionaltravel agency website (American Express, Carlson \Wagonlit, etc.)
YouTubevideo orvideos on other video sharing sites
Don'tknow
Other

No other sources




Web Research:

Evaluation of Site Attributes

m TopBox(5) m4 mBottom 3 Box

It presents a good impressionand sense of California 49%
It shows experiences and places that | am interested in 45%
ltis easyto use 42%
It clearly communicates California's main gualities, features, and benefits 0%
Effectively describes specific attractions/eventsfactivities 8%
The homepage helps me understand what the site has to offer 43%
Helps me choose attractions/events/activities 0%
lthas a good balance of video, pictures, and text 0%
Itis organized in a sensible manner
It has the right variety of information
Helps me tailor a trip according to my specificinterests
Maps on the site are useful
Theweb site's suggestions and tips are helpful
It helps me feel confident a trip would be a suUccess
Itis easyto forward web site information to others
It has good contact information, links, or access to other web
Helps me tailor a trip according to my time
Theinformation on this web site is detailed enough for my questions 33%
Helps me choose accommodations 26%
ltis easyto get feedback from a web site representative 25%
Otherwvisitors' experiences and opinions displayed on the web site are helpful 26%
Helps me tailor a trip according to my budget 22%
Helps me plan getting to and from California 26%
20% 34% 47%

Itis worthwhile purchasing/reserving services onling at this web site 20% 2% 49%

19% 29% 53%

Helps me choose restaurants

It helps me sawve moneay




Web Research:
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What Does the Web Site Portray

Is scenic and beautiful

Is a place with lots to see and do

Has a lot of family activities and theme parks

Is fun

Offers vacationersthe bestlife has to offerallin one place
Has excellentbeaches

Aplace where food andwine are part of the culture/lifestyle
Has a variety of outdoor activities- hiking/climbing/biking
Has large cities with exciting urban experiences- nightlife, shopping and dining
Has interesting historical sites

Is culturally diverse

Is unlike anyplace else

Has many quaint small towns

Provides a goodvalue for the money

Has friendly people

Place where people have a unigue approach to life

Is a goodplace for snowsporting

27%
22%
20%
18%
16%
15%
13%
11%
11%
8%
6%
6%
4%
3%
3%

5%



Web Research: ~= ‘Ili: rnia’
Return On InveStment FIND YOURSELF HERE

/ $ Annual Reported Website Related Investments $1,500,000
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VisitCalifornia.com california
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Maps

Trip Ideas
Visitor's Guide
Welcome Centers

View and download
maps for your trip.
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Regions

nmendations on
gs to Do

Arts & Culure
Beaches

Family Fun

Golf

Outdoor Recreation
Winter Recreation
Shopping

Spas & Welhess
Theme Parks
Wine

Nightlife

Welcome Centers
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