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VISIT CALIFORNIA MARKETING
AUDIENCE PILLARS

VISIT CALIFORNIA MARKETING

Travel Trade
« Sales
Mission/Trade
Shows

Consumer Press
« Brand Advertising » Media Pitches
» Digital: Website, * Media Events
Email, Mobile, * Press Trips
Social « Industry

« Familiarization &
Educational Trips

* Online Training &
Content
Distribution

 Printed Initiatives
Publications
« Co-op

VISIT CALIFORNIA | 8



STRATEGIC

FRAMEWORK
\#

Strengthening and broadening
foundational Dream Big brand
activity to increase California’s
competitiveness and consumer

appeal

EXPERIENCE PILLARS

PILLAR CAMPAIGN Enhancing and

INITIATIVES expanding targeted
programming to
better capitalize on

“"ALWAYS ON” opportunity areas and

PROGRAMMING provide industry
support



Global Target Audience

CANADA

INFORMATION AND
SPORTS JUNKIES

Median Age: 46
Light on social
networking - big on
interaction

Gain fulfillment by
experiencing and
disconnecting

TOTAL POPULATION 18+ TOTAL POPULATION 18+

TARGET AUDIENCE

2.8 MILLION

% OF TOTAL
POPULATION

12%

TOTAL POPULATION 18+

TARGET AUDIENCE

% OF TOTAL
POPULATION

J
AUSTRALIA

CONTENT
ABSORBERS &
CREATORS

Median Age: 37

Most active online

- heavy consumers of
online video as well
as content creators

Mobile is a means
to share their life,
in the moment, with
their connections

TOTAL POPULATION 18+

16 MILLION

TARGET AUDIENCE

1.3 MILLION

% OF TOTAL
POPULATION

8%

Calirrae Warldwida < 201°

BRAZIL

INFORMED
CONNECTORS

Median Age: 41
Heavy involvement in
social networks
Higher propensity

towards heavy media
consumption

TOTAL POPULATION 18+

19 MILLION

14%

TOTAL POPULATION 18+

TARGET AUDIENCE

% OF TOTAL
POPULATION

Source: Worldwide CCS 2012
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Culinary as a
Trip Driver

$29.6 billion - Total visitor
spending on Food & Wine in
2013

15% of domestic visitors to CA
in 2013 included Fine Dining as
part of their activities.

77% of all leisure travelers can
be classified as Culinary
travelers




Most Appealing Culinary Experiences in California

Ethnic dining experiences . 56 %%

Winery tasting room tours I S 4%/
Wine and food festivals and events IEEEEEEEEEEEEEEEEEEEEEEEEEE——————_—_ 3 0 %

Local craft brewery tour G 4%/
Food truck experiences I 2 %/
Float among the vineyards in a hot air balloon I _ ? %/,
Farm-to-table dining experiences I 0%/
Wine tasting with the winemaker GG 1O %0
Harvesting experiences - handpicking your own... GGG 1 9%
Chef's table dinners IEEEEGN—EE 1 S %
Guided culinary tours (e.g. artisan cheese... GG 1 5,
California restaurant month IEEEEG—G_N————— 14 %
Cooking class with a celebrity chef HEEE—————_ 13%
Olive oil tasting/trail T 1 1%

Pop-up restaurant dinners G 11%

Bike tours through local wine trails —— e 10°%
Agritourism/local farm tours I . 9 /o
Foraging experiences - handpicking/gathering... mmmm 5 %
Other m 1%
None of the above IR 4%

Source: Mandala Research



Where the Culinary Activities Can Be Found in
California

Regions in California Wineries Brlzlngi-es T:E:;n;:)c:d 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
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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.



i CULINARY PERSONA

NOT LIVING

WELL, &

I'M NOT REALLY
LIVING. PERSONAL MOTTO ;

MEDIA CONNECTIONS

| seek the best in life.

WHAT MOTIVATES? _

| keep up appearances.

'm more than a foodie.

1 I'm the master of my life. |

ON DEMAND

SOCIAL NETWORKS 7




Culinary Integration

make your INSIDE | THEME PARKS | FRESHEST FOOD FINDS | TRIP IDEAS sm»a'

NINE COUNTRY
T GETAWAYS
BARA LUXURY

A SURFER'S
MAGIC
WORLD

come tr_ue

lr;..
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HOLLYWOOD
and the

MOVIES
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When it comes to
culinary expesi
from farm , farmers
mark nd farm-to-fork
dimiers, to food and wine

stivals and wine tasting
ou s, California is
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easy access to lush, local produce,
the city is a haven for the state's
restaurateurs like chef Tony Baker
of Montric Bistro. Chefs in Monterey
create dishes that are jam-packed
with Golden State flavors, made
possible by California farmers whe
— annually turn out more than 400

: fgﬁ]o‘i’ing‘ Monterey, with farmer Troy Boutonnet crops of fouils; yegetables.and nuts,
of Ocean Mist Farms and artichoke devotee
Chef TOnY quer of M_ontrio Bistro at our doorstep,” says Tony. Many

i - ; - of his favorites come from fourth-

“So many great ingredients are grown

generation farmer Troy Boutonnet

waleh the ccesmpanying video
of Ocean Mist Farms, whose crops

W ot fosdandwine.comfcalifornia
: . | . T thrive in the Mediterranean climate

of the Salinas Valley, just a few miles
inland from the Monterey Coast.
Bright, sunny afterncons that cool

as the evening fog rolls in are ideal

for growing artichokes, the farm’s signature crop. The

abundance of local produce and a constant supply of
fresh seafood from the bay are a boost to Monterey’s
burgeoning culinary scene—which, along with the world-
renowned Monterey Bay Aquarium, beachside hotels
and the Big Sur coastline, make Monterey Bay a vibrant,

California, Always In Season

 $1 million partnership with CA GROWN

« Media buy with Time Inc.
 Print spreads
 Video vignettes
« Robust digital activation
« Event activations




California,
Always In
Season

Year 1 included six

videos shot across
the state







ADVERTISING IMPACT

No recall Recall Delta
Image of California
Wineries v s o2
Fine dining 4.0 4.6
California-grown crops (e.g., almonds, 3.9 4.4
grapes)
. 3.7 4.5
Local cuisine
Farmers markets 3.3 el
. 2.9 3.8
Breweries
2.7 3.9 1.2
Farm tours

\J






COMMUNITY OUTLOOK FORUM

visitcalifornia.com _ MEDIA TRAVEL TRADE
DA< § f Y°" SIGNOUT MY ACCOUNT

.. Visit . . Industry Website
: The marketing resource for “ g
Califarnia | pzresmere, ‘Search industry Site Q
ABOUT VISIT %

IMAGES & TRAVEL

GROWYOUR RESEARCH MARKET WHY TRAVEL  PUBLICATIONS
BUSINESS VIDEO INDUSTRY  CALIFORNIA

STRATEGY MATTERS

ot s g B

L)

Industry. Vls'tCallfornla com

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