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Our mission: 
Create desire for the 
California experience
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Selling California globally
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Source: Visit California
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Board leadership

A collection of premier hotels on California’s Central Coast



San Luis Obispo 
Leadership
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Professor
Cal Poly SLO

Chuck 
Davison
President 
& CEO
Visit SLO

Noreen Martin 
Vice Chair 
of Operations, 
Visit California
CEO, Martin Resorts



California is the land of
boundless opportunity.
A place where you don’t just 
dream, you dream big.
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Target Audiences
Strategic Framework

Global Brand Target
Adults 18+, Top 33% HHI, Travel Passion

Family Opportunity Target
Kids in HH

Super Affluent Opportunity Target
$250K HHI

California Experiences
Outdoor, Culinary, Entertainment, Culture, Luxury



‘Average Joes’



‘Dreamers’ Mexico



‘Dreamers’ China
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Content investment
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(SINCE LAUNCHING IN MARCH 2015)

37 MILLION
GLOBAL VIEWS

132 YEARS
OF CONSUMPTION
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SLO Earned Media
Reach: 31 million | U.S. value: $8.2 million
PRESS TRIPS:
• Leila Cobo (American

Airlines NEXOS) à
• Patti Nickel (McClatchy)
• Patricia Harris

(Boston Globe/Freelance)

FEATURED:
• “A Walk Around the World”

KBS Documentary
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Total tourism investment
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San Diego’s experience
When 
marketing 
stops, 
occupancy 
declines
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Occupancy rates respond to marketing
Change in occupancy rate, percentage points

Sources: STR, Tourism Economics

Defunding of SDTA

Sources: 
STR, Tourism Economics



China case study
CEO Mission — May 2016
Sales & Media Mission — April 2016



International visitation, spend
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2015 projections and 2018 forecast
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Source: U.S. Department of Commerce; CIC Research Inc.; BEA; Tourism Economics



Amgen 
Tour of 
California
May 15-May 22
Sponsored by Visit California
amgentourofcalifornia.com



TRAVEL MATTERS



Tourism’s economic impact

in annual travel-related consumer spending

Source: Tourism Economics, Dean Runyan Associates 

$122.5
billion

2015



Source: Tourism Economics, Dean Runyan Associates 

in state and local tax revenue

Tourism’s economic impact

$9.9billion

2015



Source: Tourism Economics, Dean Runyan Associates 

tourism-related jobs in California 

Tourism’s economic impact

1 million
2015



$20
Infrastructure investments

Source: Dodge Market Research

in tourism-boosting new builds and renovations

billion
2006-2015



industry.VisitCalifornia.com
Stay connected

Visit CA News

@VisitCANews

Visit California 

Search Team California in the 
App Store and Google Play



TravelMattersCA.com



Ryan Becker
Vice President of 
Communications
Visit California

Alex Vigil
CEO/Board 
Liaison
Visit California

Brittney Carter
Industry Relations 
Liaison
Visit California

Visit California staff




