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OUR MISSION:  
CREATE DESIRE FOR THE 
CALIFORNIA EXPERIENCE 
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DREAM BIG BUDGET 
CONTRIBUTIONS 



Commission leadership 



$117.5 

Tourism’s economic impact 

Source: Tourism Economics, Dean Runyan Associates  
 

in annual travel-related consumer spending 

billion 

2014 



Brand advertising effectiveness 
Marketing ROI 

Source: Tourism Economics, Dean Runyan Associates  
 

Every $1 spent on programs 

returns $327 to the industry 



Brand advertising effectiveness 

Source: Tourism Economics, Dean Runyan Associates  
 

in incremental spending 

Economic impact 

$8.5 billion 



63 
Source: Tourism Economics, Dean Runyan Associates  
 

aware target households  

Brand advertising effectiveness 
Awareness reach 

million 



Brand advertising effectiveness 
Incremental trips 

4.3  
Source: Tourism Economics, Dean Runyan Associates  
 

million 
generated in 2014 



15,300,000 
2013 INTERNATIONAL VISITORS SPENT 

$20,000,000,000 

15,300,000 
2013 INTERNATIONAL VISITORS SPENT 

$20,000,000,000 

15,300,000 
2013 INTERNATIONAL VISITORS SPENT 

$20,000,000,000 

15,300,000 
2013 INTERNATIONAL VISITORS SPENT 

$20,000,000,000 

16.5 MILLION 
 

2014 INTERNATIONAL VISITORS SPENT  
 

$23.3 BILLION 



Visit California’s global reach 



Visit California Marketing audience 
pillars 

VISIT CALIFORNIA  |  13 

VISIT CALIFORNIA MARKETING  
Consumer 
•  Brand Advertising 
•  Digital: Website, 

Email, Mobile, 
Social 

•  Printed 
Publications 

•  Co-op 

Press 
•  Media Pitches 
•  Media Events 
•  Press Trips 
•  Industry 

Initiatives  

Travel Trade 
•  Sales Mission/

Trade Shows 
•  Familiarization & 

Educational Trips 
•  Online Training & 

Content 
Distribution 

VISIT CALIFORNIA MARKETING 
AUDIENCE PILLARS 



Crisis 
Communications 

•  Task Force 
•  Wildfires 
•  El Nino 
•  Drought (Snow campaign 

as a strategic response) 



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 

Passions-Based Targets 
Outdoor, Culinary, Entertainment, Culture 



Global Target Audience 



California is the land of 
boundless opportunity, a place 
where you don’t just dream, 
you dream big 
  
 



Brand Refresh 
‘Average Joes’ 



Family Refresh 
‘Kids Unplugged’ 



Brand campaign components 

TV/OTV Commercials 

“Average Joes” “Kids Unplugged” 

Digital Video Content 

Foundational Digital New Multi-Channel 
Initiatives 

•  Super Affluent – ”California  
Laid Back Luxury” 

•  Family – ”Ultimate Family 
Playground” 

•  Outdoor – “Catch the Winter Wave” 





Culinary Family Outdoor Luxury Entertainment 



Culinary as a 
Trip Driver 
$30.1 billion - Total visitor 
spending on Food & Wine in 
2014  
 
15% of domestic visitors to CA in 
2014 included Fine Dining as 
part of their activities.  
 
77% of all leisure travelers can 
be classified as Culinary travelers 



Source: Mandala Research 
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Ethnic dining experiences 

Winery tasting room tours 

Wine and food festivals and events 

Local craft brewery tour 

Food truck experiences 

Float among the vineyards in a hot air balloon 

Farm-to-table dining experiences 

Wine tasting with the winemaker 

Harvesting experiences - handpicking your own 

Chef's table dinners 

Guided culinary tours (e.g. artisan cheese 

California restaurant month 

Cooking class with a celebrity chef 

Olive oil tasting/trail 

Pop-up restaurant dinners 

Bike tours through local wine trails 

Agritourism/local farm tours 

Foraging experiences - handpicking/gathering 

Other 

None of the above 

Most Appealing Culinary Experiences in California 



Where the Culinary Activities Can Be Found in 
California 

Regions	
  in	
  California	
   Wineries	
   Micro-­‐
Breweries	
  

Farm-­‐to-­‐
Table	
  Food	
   Farm	
  Tours	
   None	
  

North	
  Coast	
   49%	
   26%	
   28%	
   21%	
   26%	
  

Central	
  Valley	
   45%	
   26%	
   44%	
   37%	
   23%	
  

San	
  Francisco	
  Bay	
  Area	
   41%	
   53%	
   31%	
   13%	
   21%	
  

Central	
  Coast	
   38%	
   31%	
   30%	
   21%	
   30%	
  

Shasta	
  Cascade	
   37%	
   21%	
   34%	
   30%	
   30%	
  
Gold	
  Country	
   34%	
   22%	
   37%	
   27%	
   30%	
  
San	
  Diego	
   28%	
   45%	
   31%	
   16%	
   30%	
  

Orange	
  County	
   26%	
   37%	
   27%	
   14%	
   36%	
  

Los	
  Angeles	
   22%	
   44%	
   26%	
   10%	
   35%	
  

Inland	
  Empire	
   22%	
   24%	
   29%	
   23%	
   40%	
  

High	
  Sierra	
   22%	
   21%	
   24%	
   22%	
   44%	
  

Deserts	
   8%	
   13%	
   10%	
   8%	
   70%	
  

Source: Mandala Research 



Targeting the deliberate 
culinary traveler 

Culinary travelers can be divided into three segments based on the 
role culinary activities played in motivating their trips 
 
Deliberates: those took one or more trips where the availability of culinary 
activities was a key reason they took a trip or where the availability of 
culinary activities helped them choose between potential destinations (30% 
of all Culinary travelers). 
 
Opportunistics: Those who took one or more trips where they sought out 
culinary activities, but who say those activities were not a factor in choosing 
between destinations (26% of all Culinary travelers). 
 
Accidentals: Those who took one or more trips where they participated in 
culinary activities simply because they were available (19% of all Culinary 
travelers).potential destinations. 





Culinary Integration 



In partnership with Department of Food & 
Agriculture, Buy California Marketing Agreement  

and Visit California awarded $1 million  
to promote California’s bounty 

+ 



When it comes to  
culinary experiences, 
from farm tours, farmers 
markets and farm-to-fork 
dinners, to food and wine 
festivals and wine tasting 
tours, California is 
always in season 



•  $1 million partnership with CA GROWN 
•  Media buy with Time Inc.  

•  6 Print spreads in Food & Wine 
•  2 Print spreads in Sunset 
•  6 Video vignettes 
•  Robust digital activation 
•  Event activations at Celebration Weekend & Savor 

the Central Coast 

 

California, Always in Season 



Current Print Spreads/Episodes 

FARMER CHEF & RESTAURANT REGION 

2013/14	
  

Santa Barbara Farmers’ Market Brandon Hughes of Wine Cask Central Coast (Santa Barbara) 

Paul Muller of Full Belly Farm Michael Tusk of Quince San Francisco Bay Area (San 
Francisco) 

Mike Sanders & Chris Ambuul of 
Rancho Santo Tomas 

Trey Foshee of George’s at the Cove San Diego (San Diego) 

Troy Boutonnet of Ocean Mist 
Farms 

Tony Baker of Montrio Bistro Central Coast (Salinas/Monterey) 

Berton Bertagna of Bertagna 
Orchards & Son Kissed Vineyard 

Leigh Ann Byerly of Farwood Bar & 
Grill 

Central Valley (Chico) 

Kevin Herman of The Specialty 
Crop Company 

Chris Mariscotti of The Vineyard 
Restaurant & Bar 

Central Valley (Fresno) 

2014/15	
  

Jeff Colombini of Colombini 
Farms 

Evan & Sarah Rich of Rich Table Central Valley (Stockton) & San 
Francisco Bay Area (San Francisco) 

Joe Turkovich of Joe Turkovich 
Farms & Nick Micheli of Micheli 
Enterprises Inc. 

Evan & Sarah Rich of Rich Table Central Valley (Live Oak & Yuba City)  
& San Francisco Bay Area (San 
Francisco) 

Karl & Christine Wente The Restaurant at Wente Vineyards San Francisco Bay Area (Livermore) 



Wowona 
Peaches & 559 
Local Brewery, 
Central Valley 
(Clovis) 

Enzo Olive Oli & 
Animal 
Restaurant, 
Central Valley 
(Fresno) & Los 
Angeles (LA) 
 

Houweling’s 
Tomatoes & Animal 
Restaurant, Central 
Coast (Camarillo) & 
Los Angeles (LA)  

New Episodes 



ADVERTISING IMPACT 

Image of California 

No recall Recall Delta 

Wineries 
4.4 4.7 .3 

Fine dining 
4.0 4.6 .6 

California-grown crops (e.g., almonds, 
grapes) 

3.9 4.4 .5 

Local cuisine 
3.7 4.5 .8 

Farmers markets 
3.3 4.1 .8 

Breweries 
2.9 3.8 .9 

Farm tours 
2.7 3.9 1.2 





Dream Eater pilot episodes 

Bacon & Butter 
Biscuit sandwich 

Frank Fat’s 
Banana crème pie 

Magpie 
Pork belly 

Kru 
Sashimi tapas 



Crowd-
sourcing 
approach 

Region à City 
Restaurant à Dish 



Crowdsourcing results 

Donut Bar 
Galaxy Taco 
Whisknladle 

The Attic   
Egg Slut 
Guisados 

Sandy’s 
Sancho’s 
SeaLegs 
Wine Bar 



Northern 
California 

Consumer Submissions: 
•  January, 2016 

Shooting Window: 
•  March, 2016 









WORKING WITH 
VISIT CALIFORNIA 



Industry.VisitCalifornia.com 
Find:  

Co-opportunities | Research  
VCA Marketing Plans | Images & Video  



Thank you! 


