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California Tourism Investment  
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National Print Advertising  



5ƻƳŜǎǘƛŎ .ǳŘƎŜǘ C¸ Ωмлκмм 

Brand Advertising $18,000,000 

Web Interactive $  2,350,000 

Co-op Promotions $     840,000 

Publications  $     900,000 

Communications $  2,285,000 

Travel Trade $         60,000 

Research $       540,000 

Welcome Center $         30,000 

TOTAL $  25,005,000 

FY ô10/11 Domestic Market  
Coverage & Spending  



Encourage More  
International Inbound Travel  

C¸  Ψмлκмм LƴǘŜǊƴŀǘƛƻƴŀƭ .ǳŘƎŜǘ 

United Kingdom $ 6.5 million 

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 

Global Programs $ 1.06 million 

TOTAL $ 17,560,000 

Research= $337,000 



Roles of Research  

20%: 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 



Sources: DK Shifflet & Assoc.; TNS TravelsAmerica 

The Big Picture  
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International Visitor Volumes and Total Spending In CA, 2009 

Mexico Total  
Å 6.3 million visitors 
Å $760 million spending 

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

The Big Picture  



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

Overnight Leisure Visitors     

  Avg. Stay Avg. Spend PP 
In-State Visitor 2.7 nights $230  

Non-Residential US Visitor 5.4 nights $563  

Primary Western Markets 4.3 nights $359  
Long Haul Markets 6.2 nights $776  

Overseas Visitor 10.6 nights $1,028  
      

The Big Picture  



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

 

 

 

 

/ŀƭƛŦƻǊƴƛŀΩǎ bŀǘƛƻƴŀƭ tŀǊƪǎ ±ƛǎƛǘƻǊǎ 
 

  
Domestic Leisure 

Resident 
Domestic Leisure 

Non-Resident 
Overseas Leisure 

           
2009 4% 6% 47% 

2008 5% 10% 47% 

2007 5% 9% 42% 

5ƻƳŜǎǘƛŎ Řŀǘŀ ƛƴŎƭǳŘŜǎ Ǿƛǎƛǘǎ ǘƻ ǎǘŀǘŜ ƻǊ ƴŀǘƛƻƴŀƭ ǇŀǊƪǎ ŀƴŘ ƛǎ ŦƻǊ ǘƘŜ ƳŜǘǊƛŎ άǇŜǊǎƻƴ-ǎǘŀȅǎΦέ 
Overseas data is only for national parks but includes visits during any part of the U.S. trip. 

The Big Picture  



Segmentation  

US CA CA Index 

Family Trips 18.9% 24.4% 129 

Adult Entertainment 19.2% 21.3% 111 

Passive Outdoors 18.1% 15.5% 86 

Adult Indulgence 13.0% 14.0% 108 

Cultural Travelers 16.5% 13.9% 84 

Outdoor Adventure 14.3% 10.9% 77 



Segmentation  

Passive 
Outdoor 

Adult 
Entertainment 

Cultural 
Travelers 

Family 
Trips 

Adult 
Indulgence 

Adult 
Entertainment 

8.0 

Cultural Travelers 8.0 9.0 

Family Trips 7.3 12.3 10.3 

Adult Indulgence 7.3 13.6 4.7 8.0 

Outdoor 
Adventures 

7.0 7.3 6.0 10.6 8.6 



Qualitative Research  





Qualitative Research  



Advertising Research: 

Awareness  

71% 

21% 

44% 

20% 

Television Print Online Online without
video

Spring 2009 Ad Awareness 



Advertising Research:  

Creative Evaluation  

Attribute 2007 2008 2009 2010 

After seeing these ads I am more interested in visiting 

this state 3.7 3.6 3.6 3.4 

These ads show experiences and places that you are 

interested in 3.9 3.8 3.8 3.5 

These ads show a place with a unique attitude toward 

life 3.8 3.8 3.8 3.6 

These ads portray a place that offers vacationers the 

best life has to offer all in one place 
4.0 3.8 3.8 3.6 



Advertising Research: 

Information Gathering  

Activity Unaware Aware Difference 

Researched destination 16.8% 24.4% 7.6% 

Visited state website* 1% 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: 

Incremental Intent to Visit  

6.4 
5.7 

3.8 

Spring 2008 Spring 2009 Spring 2010



Advertising Research: 

Incremental Travel  
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Advertising Research:  

Return on Investment  

2009 

Trips 3,349,727 

Average Expenditures $1,248 

Economic Impact $4.2 billion 

Tax Revenue $268.4 million 

Campaign Expenditures $13.7 million 

ROI $305 

General Fund ROI $20 



44%

56%

Considering whether to take a vacation or leisure trip in California

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

Web Research:  

Purpose of Visit  



Web Research:  

Trip Information Sources  



Web Research:  

Evaluation of Site Attributes  



Web Research:  

What Does the Web Site Portray  



Total Unique Visitors to VCA.com 1,608,263 

X % Visits Originated in US 68.96% 

X % visits that did NOT bounce from the website 68.52% 

X % that visited for consideration of or planning of leisure travel to CA1 78.00% 

US VCA.com users who considered visiting CA for leisure 592,743 

X % who traveled to CA for leisure within 3-6 months2 66.20% 

Estimated # of VCA.com users that traveled to CA for leisure 392,396 

X Average Reported Spending in CA3 $1,360.40 

Estimated Leisure Travel Spend by VCA.com Website Visitors $533,815,147 

/ $ Annual Reported Website Related Investments $1,500,000 

Potential Annual ROI (Potential Travel $ Reached per Website $) 

$355.88 

or  

º $356 USD 

Web Research:  

Return on Investment  



VisitCalifornia.com 



Link to 

nps.gov 

VisitCalifornia.com 



VisitCalifornia.com 



VisitCalifornia.com 



VisitCalifornia.com 


