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What we will 
cover today

1. State of  tourism + Placer County 
impacts 

2. Visit California’s international 
approach

3. California – the Ultimate 
Playground

4. Placer County at play – features 
in Visit California content

5. Statewide programs & support 

6. Q&A



Lynn Carpenter

Senior Vice President of  
Marketing

Visit California



• Officially formed in 1996

• Nonprofit 501(c)6

• 16,500+ assessed businesses

• Mission: create desire for the 
California experience 

• 37-member board of  directors



Board Leadership

https://www.aimbridgehospitality.com/
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State of Tourism 



California 
Tourism Month

• Economic impact of  tourism 

• Data by legislative district

• Keep travel spending in 
California

• Support Los Angeles post-fires



Visitor Spending

BILLION

1.2Jobs

MILLIONState and Local
Tax Revenue

BILLION
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$12.7



Hotel indicators are strong…

Source: CoStar (2024)
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California room demand

Source: CoStar, 2024
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California Travel Spending Forecast
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Total California Travel Spending (billions)
and YOY Growth Rate

Source: Tourism Economics (February 2025 and March revision)

FORECAST

 -0.8% in room 
nights in 2025

 -5.1% fewer 
inbound visits in 
2025



Visitation Levels - 2024
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International Market Share (2023)
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Visitor Spending: International Markets (2023)

Source: Visit California/Tourism Economics/Visa Destination 
Insights

California High 
Sierra

Gold 
Country

Markets Spending 
($B)

% Share of 
Int’l Spend

% Share of 
Int’l Spend

% Share of 
Int’l Spend

Mexico $4.069 18.0% 11.1% 16.7%
Canada $3.556 15.8% 5.9% 20.3%
China $1.424 6.3% 3.2% 7.2%
UK $1.321 5.9% 9.8% 5.6%
Australia $1.260 5.6% 7.6% 5.3%
India $1.205 5.3% 4.0% 5.7%
France $1.049 4.7% 11.4% 3.6%
Germany $0.983 4.4% 12.6% 5.0%
South Korea $0.952 4.2% 1.1% 2.9%
Japan $0.822 3.6% 0.6% 3.0%
Italy $0.419 1.9% 3.1% 1.5%
Nordics $0.342 1.5% 2.4% 1.4%
Middle East $0.275 1.2% 0.4% 0.5%
Rest of  World $4.868 21.6% 26.8% 21.4%
TOTAL $22.549 100% 100% 100%

June 2024



Placer County Tourism



Regional/County Travel Impacts

https://industry.visitcalifornia.com/



Placer County 
Economic Impact







Driving Global Demand for 
California



$25.1 billion
incremental spend 



Priority international markets

Direct-to-Consumer 
Brand Advertising

Distributed-to-Consumer 
Partnerships & Content

Business-to-Business
Market Development



FY24/25 Global Paid Media Plan

MARKET CAMPAIGNS RUNNING JUL AUG SEP OCT NOV DEC JAN FEB MAR APR MAY JUN INVESTMENT IMPRESSIONS

Domestic U.S.

Let's Play, Childhood 
Rules, Road Trips, Meet 
What's Possible (PME), 

Crisis Recovery (LA Fires)

OTV, Digital, Social
Linear TV, OTT/CTV, OTV, Digital, 

Social, DOOH
$43,908,900 1,931,814,737 

Dynamic Foundational, SEM, Leverage Media Base, Co-op Matching Funds, PCD

Mexico
Let's Play, Childhood 

Rules, Road Trips
Dynamic Foundational, SEM, Leveraged Media Base, Co-op Matching Funds $2,225,000 245,074,219 

Canada
Let's Play, Childhood 

Rules, Road Trips

Local Market Plan: CTV/OTV, Digital, Social, 
Cinema, OOH

$3,900,000 355,828,637 

Dynamic Foundational Layer: Digital, Social, CTV, SEM, Leveraged Media Base, Co-op Matching Funds

U.K.
Let's Play, Childhood 

Rules, Road Trips
Dynamic Foundational, SEM, Leveraged Media Base, Co-op Matching Funds $2,000,000 185,001,864 

Australia
Let's Play, Childhood 

Rules, Road Trips
Dynamic Foundational, SEM, Leveraged Media Base, Co-op Matching Funds $2,000,000 166,116,540 

China Let's Play, Road Trips
Digital, Social, OOH, 

Cinema, OTT
OTAs

Digital, Social, OOH, 
Cinema, OTT, OTV

$6,120,000 584,641,690 

$60.2 Million 3.5 Billion 



California Brand 
Evolution



Visit California research highlighted
the importance of play in our everyday 
lives



People are feeling depleted, 
detached, and uneasy

Source: Wunderman Thompson Intelligence, The Age of Re-enchantment: Emerging Trends and Opportunities 
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67% 58%

61%

77%

46%

People seem to have less time 
for one another these days

I am anxious about the state 
of the planet

Technology makes us more 
detached from the real world

I feel tired and 
burned out all the time

I just want to feel something,
to feel alive

I feel there is something
missing from my life

I feel like life is less exciting 
than it used to be



Consumers are 
yearning for...

Source: Wunderman Thompson Intelligence, The Age of Re-enchantment: Emerging Trends and Opportunities 

I actively seek out experiences that bring me joy and happiness

Awe-inspiring experiences make me feel more connected to the world

When something is magical, it allows me to escape from the mundane

I prefer to spend time in places that spark my imagination

83%

78%

73%

68%

ÇÇ
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And are 
seeking more 
emotion in 
their lives...

Source: Wunderman Thompson Intelligence, The Age of Re-enchantment: Emerging Trends and Opportunities 
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People want more emotion in their lives (% agree)



We celebrate 
diversity

We encourage you   
to be you

All dreams are welcome 
here

Our vibe is fun & 
free-spirited

We champion being    
open-minded

The power of 
possibility lives 

here



California inspires travelers to pursue playfulness in their lives.

“A California vacation/holiday encourages me to 
express my individual form of play…”

PLAYFUL/OPEN-MINDED (EMOTIONAL BENEFIT) VAST/DIVERSE OFFERING (RATIONAL BENEFIT)

(BRAND POSITION)



The Ultimate Playground
General Brand Family Road trips



Early indicators showed Let’s Play 
was rated higher in every market 
and every generation

+7
+8

+7

+2
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+10

GenZ Mill GenX Boomers

85% 82% 77% 76%

Positive Reaction By Market 
(vs. previous brand campaign)

Positive Reaction By Age Segment 
(vs. previous brand campaign)



ROAS results validated...it’s working
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 & Media/Website Investment (millions)

Media Spending (millions) Incremental Visitor Spending (billions)

• Source: SMARInsights



‘Let’s Play’

• FY 24/25 Media plan
• $24 Million media buy
• 1.53 Billion impressions





‘Childhood Rules’

• FY 24/25 Media plan
• $12.1 Million media buy 
• 705 Million impressions





Road Trips Evolution



Road trips 
continue to 
resonate

• Highway 49

• Route 66

• Highway 1

• Historic Route 395

• Pacific Coast Highway



Road trips align with the latest travel 
trends

A sense of 
nostalgia

Culinary as a 
taste of place

Localization/
Off the 

beaten path

Set jetting/
Gig tripping/

Sports

Indigenous 
peoples

Nature/
Wellness



‘Up Around the 
Bend’ 

• March 3 launch

• $12.6 million investment

• March 3-June 30







E-News

CAL

U.S
.

U.K
.

Audio

‘California 
Now’ 
Podcast

Print International 
Visitor’s Guide

‘California 
Visitor’s Guide’

‘California Road 
Trips’ guide

California Official 
State Map

Digital Paid content 
distributionInternational

VisitCalifornia.com

‘California Now’
Travel Stories

YouTube

CA

MX

AUS

Social x

Pinteres
t

Instagram

X

Facebook

WeChat
Weibo

TikTok

Threads

23 million 
 consumers reached

California Now Network



Placer County in Print Publications 





Placer County on VisitCalifornia.com



Placer County in podcast



Placer County in social media



Travel Stories



Resources Available to You

industry.VisitCalifornia.com



California 
Welcome Center - 
Auburn
• Welcomed over 6,300 travelers in 

2024



Stay Up to Date on the Latest News



Submit Story Ideas and Content

• Submit content

• View editorial calendars

• Review research

• Access marketing plans

Industry.VisitCalifornia.com/SubmitContent



Stay in Touch

Kristine Tsusaki-Reddick
Director of  Associate Client 
Relations
Kreddick@VisitCalifornia.com

Kristen Horstman
Director of  Client Relations
Khorstman@VisitCalifornia.com



Thank you!
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