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San Diego’s tourism economy is without question essential 
to our city and enviable quality of life.  

Tourism put tens of thousands of San Diegans to work and 
generates hundreds of millions of dollars in tax revenue that 
is used to pave streets, build parks, hire police officers and fire 
fighters, and fund other public services across the city.  

It also provides funds to attractions like the San Diego Zoo, 
Balboa Park and the USS Midway Museum, which without 
tourism, might not exist for us locals to enjoy throughout the 
year.  

Today, San Diego is one of the most popular tourism desti-
nations in North America.  In fact, earlier this year, San Diego was named by Money magazine 
as America’s best place to visit in 2016, citing our combination of outdoor attractions, cultural 
landmarks, great weather and affordable hotels. A similar honor was given by National Geo-
graphic Traveler magazine, which selected San Diego as one of the “Best of the World” destina-
tions for 2016.  

Of course, being a top tourist destination doesn’t come easily – it takes a lot of work.  With 
so many competing destinations, we must continually market San Diego across the country and 
around the world. That’s why I support the mission of the San Diego Tourism Authority, whose 
sales efforts and creative marketing initiatives are producing recording-breaking results.

Last year, San Diego surpassed records in every major category, including the number of visi-
tors to our city, the amount of money they spent while here and the number of San Diegans who 
now work in tourism. 

On behalf of our city, I want to thank all the men and women who work in our wonderful 
tourism industry for all they do to keep our city and tourism economy thriving.

Sincerely,

Kevin L. Faulconer
Mayor
City of San Diego

Letter from the Mayor -
City of San Diego
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The year was 1888. San 
Diego entrepreneurs Elisha 
Babcock and H. L. Story had 
conjured up an idea for a new 
business enterprise while rab-
bit hunting on the sagebrush 
meadows of Coronado. They 
envisioned a world class des-
tination that would anchor a 
major new San Diego trade 
and draw people from around 
the world. Their vision of an 
idyllic tourist destination cul-
minated that year in the open-

ing of a marvel of its time – the legendary Hotel del Coronado 
— and an industry was born. Growing side by side, along with 
maritime and military development, San Diego’s tourism industry 
established itself as a key economic driver. Today tourism helps sus-
tain the region and has placed our city prominently on the global 
stage.

Business travelers and corporate meeting planners now can 
rely on easy access to the city by air, rail or roadway, along with 
every level of convention and meeting facility capable of hosting 
international conferences or Comi-Con confabs. 

Along with our pristine beaches and beautiful weather, cultural 
tourism has thrown a spotlight on our traditions in art and heritage. 
Balboa Park shines as the “Smithsonian of the West.” Major 
attractions from the San Diego Zoo to SeaWorld to LEGOLAND 
draw a worldwide audience. Our revitalized neighborhoods entice a 
new type of visitor eager to explore our renowned microbrew pubs 
and budding culinary scene.

Most importantly, San Diego’s tourism sector has always offered 
economic and employment opportunities. In times of shrinking 
defense budgets and a slowed economy, local hotels, restaurants and 
attractions have supported families, returning veterans and eager 
college students. 

We look to the future of this flourishing industry and to an even 
more pronounced positive impact on our local economy and our 
singular lifestyle.

Armon Mills
President & Publisher

Letter from The San Diego Business Journal
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SDTA Executive 
Committee

Thella Bowens 
San Diego County Regional 
Airport Authority 
Joe Eustice, Treasurer 
Wyndham San Diego Bayside
Dan Fullen, 1st Vice Chair 
Evans Hotels 
Fred Glick, Restaurant 
Association Representative 
Karl Strauss Brewing 
Company 

Marilyn Hannes 
SeaWorld San Diego 
Kevin Konopasek 
The Dana on Mission Bay 
Tuni Kyi  
San Diego Marriott  
Marquis & Marina 
Elvin Lai 
Ocean Park Inn 
Scott McGaugh 
USS Midway Museum 
Kris Michell, Secretary 
Downtown San Diego 
Partnership 

Ted Molter (FY 16 Chair)
San Diego Zoo Global 
Mike Staples, HMA 
Representative 
Catamaran Resort and Spa  

SDTA Board of Directors
Matt Adams 
Manchester Grand Hyatt  
San Diego 
Luis Barrios 
Hilton San Diego Airport – 
Harbor Island 

Ann Berchtold  
ART SAN DIEGO /  
BTB-ART, Inc.
John Blem
DoubleTree Golf Resort  
  San Diego 
Ann Callahan 
Ann Callahan’s Hillcrest 
House Bed & Breakfast 
Maureen Carew 
Courtyard San Diego  
Rancho Bernardo 
Dania Duke 
Hyatt Regency La Jolla 

David Hall
Paradise Point  
Resort & Spa  
Christof Luedi 
Fairmont Grand Del Mar 
Jennifer Miller 
ACCESS Destination 
Services 
Jim Oddo 
Four Points by Sheraton San 
Diego 
Anthony  Palmeri 
Yellow Radio Service  
 

Jimmy Parker
Productions by Parker 
Peter Ripa 
Farmers Insurance Open
Pedro Villegas  
San Diego Gas & Electric
Bruce Walton 
Competitor Group Inc. & 
Terramar Retail Centers
Tony Young
RISE San Diego 
Alan Ziter
NTC Foundation

LEARN  MORE  AT 
sandiegozoo100.org

And don’t miss the sights and sounds of  

our 100-year spectacular! This once-in-a-lifetime  

free event will be at the Spreckels Organ Pavilion  

in Balboa Park on May 14 at 6 p.m.

LONG LIVE
ANIMALS
COME CELEBRATE ALL YEAR LONG!

Letter from the San Diego Tourism Authority
Tourism is a major 

economic driver and San 
Diego’s number one service 
export. The travel sector has 
a far larger footprint than 
many realize. More than 
transportation and lodging, 
travelers generate spending 
at restaurants, museums, 
attractions and retailers. 
Traveler’s spending is 
amplified through a ripple 
effect: as tourism employees 
spend their paychecks in 
other sectors of the regional 

economy and as vendors and suppliers receive contracts from 
travel businesses.

Travelers boost the economy, stimulate job growth and 
generate tax revenues. San Diegans enjoy the benefits of the 
tourism infrastructure and have civic pride in living in a top travel 
destination. We believe a strong tourism industry means a strong 
San Diego.

The private nonprofit San Diego Tourism Authority was 
incorporated in 1954 with the mission to drive visitor demand to 
economically benefit the San Diego region. Our board of directors 
is comprised of all sectors of the tourism economy and oversees 
a global marketing program. Through strong stewardship and 
award-winning programs, San Diego has risen to become one of 
the nation’s top travel destinations.

On behalf of the staff and nearly 1,000 member businesses of 
the SDTA, we thank you for your support of San Diego’s tourism 
economy.

Ted Molter
Chairman of the Board
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TOT generates 
more than $246 

million in the 
county for local 

services.

Following the Money from Tourism

More than 50 
years ago, 
San Diego’s 
T r a n s i e n t 
O c c u p a n c y 

Tax (TOT) was created to 
promote tourism. At only 
4 percent, it was a humble 
beginning.

Today, the TOT has 
grown to 10.5 percent, gen-
erating more than $246 
million in annual hotel tax 
revenues for local govern-
ments. The City of San  
Diego receives nearly $200 
million from TOT. The City 
of Carlsbad nets close to 
$20 million and the City of 
Coronado receives close to 
$14 million—vital sources 
to their municipal budgets.

None of the City of San 
Diego’s TOT revenues  
go to the San Diego  
Tourism Authority. Instead, 
the TOT supports an extra- 
ordinary array of local  
organizations, city services, 
and programs that bene-
fit both visitors and local  
residents alike.

National University  
economist Erik Bruvold 
points out that the spillover 
benefits of a strong tourism 
economy carry far-reaching 
ramifications. “San Diego 
residents benefit from tour-
ism-tax revenues in ways 
that might be surprising to 
many residents,” he noted 
recently.

“Great restaurants, top-
flight attractions, clean 
beaches, and public safety 
are some of the priorities of 
visitors when considering 
San Diego and other desti-
nations. When we provide 
those as a lure for tour-
ism, San Diegans benefit as 
well,” says Bruvold.

TOT funds finance a 
noteworthy portion of San 
Diego’s quality of life and 
public services. In fact, more 
than 175 community orga-
nizations, public programs, 
and capital projects are fi-
nanced by City of San Diego 
TOT funds. In 2016 more 
than $31 million in TOT 
funds also will be spent 
on significant capital im-
provement projects such as  
Mission Bay and Balboa Park 
improvements, PETCO Park, 
Qualcomm Stadium, and the 
trolley system.

Another $1 million 
will be spent on economic 
development programs, 
ranging from CleanTECH 
San Diego to the San Di-
ego Regional Economic 
Development Corpora-
tion. Public TOT support 
reaches small business as 
well, including the Great-
er Golden Hill Community 
Development Corporation 
(CDC), North Park Main 
Street, City Heights CDC, 
and Otay Mesa Chamber of  
Commerce.

“As widespread as the 
distribution of TOT funds 
is,” says Bruvold, “tourism 
is one of San Diego’s most 
heavily taxed industries, 
regardless of the current 
discussion about increasing 
it to one of the highest rates 
in the nation.”  

The military,  San  
Diego’s third-largest eco-
nomic driver, pays few 
taxes. The largest sector, 
innovation/technolog y, 
typically pays property, 
sales and wage taxes that 
are ultimately borne by 
customers.  In tourism, cus-
tomers ultimately pay for 
those same taxes, plus the 
TOT. Bruvold thinks that’s 
a distinguishing feature of 
the hospitality industry that 
often is overlooked.

Today, the San Diego 
Tourism Authority relies on 
Tourism Marketing District 
revenues generated by hotel 
self-assessments. More than 
40,000 hotel rooms are in 
the district, delivering more 
than $30 million annually.

“The ecosystem of tour-
ism is extremely pervasive,” 
says Bruvold. From jobs to 
economic development, from 
education to community ser-
vices, we all benefit from a 
robust and community-sup-
ported tourism economy.”

“San Diego residents benefit  
from tourism-tax revenues in ways that 
might be surprising to many residents.”    

—Erik Bruvold, National University

Gaslamp Quarter

San Diego Convention Center Hornblower Cruises & Events

North Park dining San Diego Trolley

TOT generates 
more than $246 

million in the 
county for local 

services.
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Tourism by the Numbers 

The impacts of 
tourism, San 
Diego County’s 
second-largest 
traded economy, 

stretch into every corner 
of the region. More than 
34 million annual visitors 
generate more than $700 
million in tax revenues,  
including transient occu-
pancy, property, and sales 
taxes. More than 180,000 
San Diegans work in the 
tourism sector with thou-
sands more dependent on a 
robust tourism industry.

Here’s a look at how the 
fiscal impacts of tourism 
translate into the business 
of San Diego.

34.3 Million
Visitors

$9.9 billion 
Spent by visitors

$16.4 billion 
In regional impact

$705 million 
In total taxes generated 

183,000 
San Diego jobs

TOT Allocation to San Diego  
Tourism Authority

100%

75%

50%

FY65

59%

21%

13% 6% 0%

FY86 FY97 FY07 FY09

Facts about impact

9 in 10  
San Diegans 

equate tourism 
with jobs

Directly tipped 
$28.75 &  

indirectly tipped 
$16.66 per hour

25%
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Total passenger 
levels through 

San Diego 
International 
Airport have 

grown by more 
than 2 million 
since 2013. 

Tourism Drives Economic Development

There was a time 
when San Diego 
tourism officials 
wanted to fill the 
rear seats with 

tourists while local economic 
development leaders worked 
to fill the front seats of those 
inbound flights with busi-
ness travelers. Today, the 
San Diego Tourism Author-
ity and San Diego Regional 
Economic Development 
Corporation (EDC) believe 
the two are linked.

Business leader Malin 
Burnham and the EDC’s 
president and CEO Mark 
Cafferty both say that in 
some ways business deci-
sions and tourism are un-
extractable. When they are 
recruiting a business owner, 
community leader, or re-
searcher to San Diego, their 
job is made easier by tour-
ism.

“San Diego has a unique 
quality of life that other cit-
ies competing for new busi-
ness can’t offer,” says Burn-
ham. “Through a strong 
tourism program prospec-
tive companies already know 
that San Diego is the kind 
of place where their families 
and those of their employees 
would want to live.”

Cafferty agrees. About 
five years ago San Diego’s 
EDC and Tourism Author-
ity leadership realized they 
had similar objectives. Both 
were marketing in the same 
international markets. Both 
tourists and businesses had 
interest in San Diego as a 
bi-national region. Both had 
a vested interest in more air-
line service to San Diego. In 
fact, the San Diego County 
Regional Airport Authori-
ty had similar objectives. A 
new collaboration evolved 
as a result.

When they combined 
forces, increased air service 
to and from Japan and the 
United Kingdom resulted. 
Both are leveraging National 
Geographic Channel’s des-
ignation of San Diego as 
one of the smartest cities in 
the world. Today, Cafferty 
regularly updates the San 
Diego Tourism Authority’s 
board of directors and the 
Tourism Authority’s Joe 
Terzi does the same at EDC.

A key link between the 

two is the airport. “Strong 
tourism demand helped 
bring direct international 
flights from London and 
Tokyo, resulting in a nearly 
$200 million local econom-
ic impact,” notes Assem-
bly Speaker Emeritus Toni  
Atkins. “In fact, air ser-
vice is critical to growing 
San Diego’s gross regional 
product.”

“Today, we serve 60 
destinations with nonstop 
service and we are accom-
modating all-time high 
passenger levels of nearly 
20 million annually,” says 
the airport’s president and 
CEO, Thella Bowens.

According to Bowens, 
the average occupancy rates 
on British Air-
ways’ flights to 
San Diego are 
higher than the 
airlines’ over-
all occupancy 
numbers. She 
notes Japan 
Airlines flights to San 
Diego generate $90 million 
in annual economic impact. 
Today the airport is tar-
geting additional service to 
Europe, Central and South 
America and China.

“It’s never lost on us how 
much of San Diego new 
business is linked to tour-
ism,” says Cafferty. Burnham 
agrees: “In my conversations 
with top-level executives, 
more and more I see them 
placing a higher priority 
on work/life balance. San  
Diego’s tourism-driven rep-
utation makes our communi-
ty an easier ‘sell’ compared 
to other options they are 
considering.”

“It’s never lost on us how much of 
San Diego new business is linked 

to tourism.”
 —Mark Cafferty, San Diego Regional 

Economic Development Corporation

British Airways

Unconditional Surrender statue

Bonfire on the beach Brewery tour

Baycycle on San Diego Bay 

Thella Bowens
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20+ professional 
calling features

Unlimited nationwide 
long distance

XXX$ XX
mo*

for X months with a X-year agreement

with a 3-year agreement

If you’re ready for something different, make the switch.

Thousands of customers recommend 
us for a thousand different reasons.

COX BUSINESS HAS BEEN

GREAT SERVICE.

THEY CAN PROVIDE THE 

RELIABILITY
AND FLEXIBILITY

COX HAS BEEN ABLE TO PROVE THAT

NEEDED FOR US TO BE SUCCESSFUL.

THE SPEED HAS BEEN

IT’S BEEN FASTER THAN

WE KNOW WE CAN TRUST THEM

THEY’RE JUST A PHONE CALL AWAY.
TO KEEP US UP AND RUNNING...
TO GIVE US THE TOOLS

CRYSTAL CLEAR.

TRAVEL & TRANSPORT

TO OUR GROWING NEEDS

PEPPERJAX GRILL

DESERT FAMILY MEDICINE

MCQUADE’S ACE HARDWARE

AND IS

LA MESA MEXICAN RESTAURANT

PHENOMENAL.

VERY RESPONSIVE

VERY CUSTOMER FOCUSED.

ANYTHING WE’VE EVER HAD.

CALL QUALITY IS 

TECHNOLOGY PLAYS A BIG PART

WITHOUT HAVING A

RELIABLE RELATIONSHIP

WE COULD NOT DELIVER THOSE SERVICES

WITH COX BUSINESS.

IN OUR BUSINESS.

DELAWARE RESOURCE GROUP

WE CHOOSE TO DO BUSINESS 
WITH COX BECAUSE THEY PROVIDE US

Featured Package

caLL 844-203-0027  OR  VISIt COXBUSINESS.COM TO SWITCH TODAY

*Offer ends 5/31/2016. Available to new commercial subscribers (excluding government agencies and schools) to Cox Business InternetSM 25 (max. 25/5 Mbps.) and VoiceManagerSM Essential with unlimited local and nationwide long distance calling in San Diego serviceable locations. Prices based on 3-year 

service term. Early termination fees may apply. One additional VoiceManagerSM Essential phone line with unlimited local and nationwide long distance calling may be added, for a total maximum of two (2) lines, at a rate of $25 per month, per line. Unlimited plan is limited to direct-dialed domestic calling 
and is not available for use with non-switched circuit calling, auto-dialers, call center applications and certain switching applications. Free installation requires a minimum 3-year service contract and includes standard installation of primary line on one prewired outlet; installation of additional line is not 
included. Additional costs for nonstandard installation, construction, inside wiring and equipment may apply. Prices exclude equipment, installation, taxes, and fees, unless indicated. Discounts are not valid in combination with or in addition to other promotions, and cannot be applied to any other Cox 
account. Phone modem provided by Cox, requires electricity, and has battery backup. Access to E911 may not be available during extended power outage or if modem is moved or inoperable. Speeds not guaranteed. Actual speeds may vary. See www.cox.com/internetdisclosures for complete Internet Service 
Disclosures. Rates and bandwidth options vary and are subject to change. Other pricing and terms available. Services not available in all areas. Other restrictions apply. ©2016 Cox Communications, Inc. All rights reserved.

COX BUSINESS INTERNET℠ 25 AND VOICEMANAgER℠ ESSENTIAl

Free PrOFeSSIONaL INStaLL.
Reliable Internet 
speeds up to 25 Mbps

20+ professional 
calling features

Unlimited nationwide 
long distance

125/mo*
$

T:9.825”

T:13.67”
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continued on page Tourism11

posure with advertising.
Another method to build 

a global presence is by 
hosting television produc-
tions. The San Diego Zoo, 
Old Town, Balboa Park, 
and SeaWorld are popular  
locations. Aboard the USS 
Midway Museum, “Good 
Morning Australia,” “Na-
tional Geographic Europe,” 
Germany’s “Next Topmod-
el,” a China Travel Network 
show, and Japan’s high-
est-rated comedy TV show 
have filmed episodes on the 
flight deck, showcasing San 
Diego.

 A major focus has been 
China’s travel market. The 
San Diego Tourism Author-
ity’s PR efforts generated 9 
billion exposures last year. 
The local impact has been 
obvious. In only three years, 
Mandarin has become the 
most-commonly spoken for-
eign language on Midway 
by a factor of two-to-one 
over Spanish.

San Diego Council- 
member Todd Gloria sees a 
direct benefit between pub-
lic relations and a strong 
tourism economy. “San  
Diego continues to be high-
lighted as a premier travel 
destination, standing out 
on a global scale. Fostering 
a healthy tourism industry 
requires marketing, which 
is why I thank partners like 
the Tourism Authority for 
keeping us competitive as a 
destination.”

National and interna-
tional marketing takes sev-
eral forms. When the air-
port landed Japan Airlines 
and British Airways non-
stop service, both airlines 
began marketing San Diego 
as a destination. TripAd-
visor recently ranked San 
Diego as the 6th most-pop-
ular destination in  the U.S. 
The Midway is the 9th 

“To compete to-
day, San Diego 
has to battle 
not just with 
the Silicon 

Valley or New York City, it 
has to compete with Lon-
don and Tokyo and Hong 
Kong,” believes San Diego 
business leader Malin Burn-
ham. 

“A global 
reputation lays 
the ground-
work for San 
Diego leaders 
committed to 
creating ex-
traordinary centers of ex-
cellence in San Diego,” he 
adds. Much of that begins 
with proactive national and 
international destination 
marketing. 

San Diego’s 
unique attri-
butes are lev-
eraged around 
the world. 
“When you 
think of San 
Diego, you think of palm 
trees, beaches, and the warm 
weather. The ideal visitor 
destination. We have what 
other cities would create if 
they could,” says Assem-
bly Speaker Emeritus Toni  
Atkins.

The San Diego Tourism 
Authority conducts a com-
prehensive national and 
international brand aware-
ness campaign, largely  
unknown to most San  
Diego business leaders. 
Public relations managers 
pitch and place articles in 
international travel publi-
cations; organize and host 
international travel writers, 
called FAM (familiarization) 
visits to San Diego; and per-
sonally visit editors of influ-
ential media outlets based in 
New York and elsewhere.

As a result, in 2015 the 
Tourism Authority hosted 
approximately 300 nation-
al and international travel 
writers, bloggers, and pho-
tographers. More than 9.86 
billion impressions were 
generated around the world 
about the allure of San  
Diego as a leisure, confer-
ence, and business desti-
nation. It would have cost 
approximately $30 million 
to purchase that level of ex-

Building the Global San Diego Brand
More than 
9.86 billion 
impressions 

delivered about 
San Diego last 

year.

“34 million visitors a year bring…
an overall better quality of life in 

our communities.”   
 — San Diego Councilmember Todd Gloria

Promoting the San Diego story around the world

San Diego Tourism Authority advertising campaign features SoCal fun

Malin Burnham

Toni Atkins

2
National 
Geographic 
Traveler

3
January

  2014

圣地亚哥优越的地理位置让圣地亚哥成为美国最适合居住的城市之一，但这里
拥有的不仅仅是财富、阳光、美味的海鲜，或是混搭着墨西哥风情的城市景观，
更多的是像这座城市的口号“Happy Happens”一样的快乐

圣地亚哥 乐所在
SAN DIEGO

 文 / 阿蕾 图 / 陈群

FEATURES 专辑

圣地亚哥优越的地理位置让其成为美国最适合居住的城市之一，但这里拥有的
不仅仅是财富、阳光、美味的海鲜，或是混搭着墨西哥风情的城市景观，更多
的是像这座城市的口号“Happy Happens”一样的快乐

圣地亚哥 乐所在
SAN DIEGO

 文 / 阿蕾 图 / 陈群
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in Balboa Park
2001 Pan American Plaza • San Diego, California • 92101 

619.234.8291 • sandiegoairandspace.org

most-popular U.S. museum 
of any type on TripAdvisor. 
National Geographic Trav-
eler also recently ranked 
San Diego as a top interna-
tional destination.

On a parallel course, 
Tourism Authority sales 
missions to major interna-
tional tour operators, trav-
el publications, and others 
generate enormous global 
awareness. Current prior-
ities are Canada, Mexico, 
United Kingdom, China, 
Japan and Australia. Sec-
ondary markets include 
G e r m a n y , 
South Korea 
and Brazil. 

Often times 
r e presenta -
tives from 
San Diego’s 
top attractions accompa-
ny Tourism Authority rep-
resentatives to make San  
Diego’s case as a one-of-a-kind 
destination. “We’re commit-
ted to participating in these 
vital sales missions,” says Mac  

Cabrillo National  Monument

Mac McLaughlin

McLaughlin, president and 
CEO of the USS Midway  
Museum. “We see the results 
of those efforts every day 

aboard Midway and along the  
Embarcadero.”

Gloria also sees the  
results every day. “San  

Diego’s estimated 34 million 
visitors a year bring in dol-
lars that the city can spend 
on freshly paved sidewalks 

and streets, clean beaches, 
and an overall better quality 
of life in our communities.”
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500 students 
at SDSU have 
a hospitality 

industry-related 
major.

Tourism: A Springboard for Higher Education

Carl Winston sees 
it every day. The 
executive director 
of the L. Robert 
Payne School of 

Hospitality and Tourism 
at San Diego State Univer-
sity sees how the tourism 
industry transforms lives 
and families. He believes 
the program is an invest-
ment in both San Diego’s 
tourism economy and in the 
potential of hundreds of San  
Diego students.

Conceived in 1999, 
Robert Payne’s $1.1 million 
gift launched a $10 million 
campaign largely funded 
by leaders in the San Diego 
hospitality industry. That 
launched the acclaimed 
program that now has about 
500 students enrolled. 
Winston was one of the 
program’s founders and has 
shepherded its development.

Over the decades, as San 
Diego became more na-
tionally and then globally 
known as a travel destina-
tion based on its quality of 
life, extraordinary talent 
moved here and set San  
Diego on a different course. 
E.W. Scripps and Ellen 
Browning (health care re-
search) were among the 
first. Charles Lindbergh 
(aviation pioneer), Reuben 
H. Fleet (aircraft manu-
facturing), Roger Ravell 
(UC San Diego), Irwin Ja-
cobs (Qualcomm), the Blue 
brothers (General Atomics /
national defense) and Den-
ny Sanford (regenerative 
medicine) were among 
those who followed. Tour-
ism and San Diego’s quality 
of life has always attracted 
talent and students to San 
Diego.

Tapping into hospitality 
-major students at SDSU 
is a priority. “Our program  
emphasizes a practical, 
hands-on approach. Our 
students take a variety of 
business classes and most 
must work at least 400 
hours in the industry. They 
can find that work only if 
the local tourism industry is 
strong,” said Winston.

“In a way, San Diego 
is our ‘lab,’” he contin-
ues. “With a strong tour-
ism economy, employers 
need dedicated hospitality- 

related majors as seasonal 
employees and our students 
gain invaluable real-world 
experience.”

Phil Blair, co-founder 
of Manpower San Diego, 
agrees. “It’s extraordinary 
that we have such a diverse 
visitor industry that young 
people can forge a meaning-
ful career path if they take 
initiative without going to 
college. They can opt for a 
well-grounded college ed-
ucation in hospitality while 
working in the industry at 
the same time.”

Winston points out that 
about 80 percent of his  
students also study abroad, 
about 50 percent self- 
identify themselves as non-
white, and many are the 
first in their families to at-
tend college.

He also notes that San 
Diego’s stature in the tour-
ism industry at the national 
level enables him to recruit 
top-level instructors who 
are unmatched elsewhere. 
His instructor lineup in-
cludes former presidents of 
Marriott and Interconti-
nental (Holiday Inn). And 
as the program’s reputation 
spread internationally, it has 
begun attracting mid-career 
hospitality industry profes-
sionals to continue their 
professional development at 
SDSU.

“San Diego is investing 
in a human resource  — 
people — through the 
partnership between the 
hospitality school and the  
hospitality industry. That 
will drive down the cost of 
talent acquisition as we con-
tinue to invest in the future 
of tourism in San Diego,” he 
adds.“With a strong tourism economy, 

employers need dedicated 
hospitality-related majors.”

— Carl Winston,  
San Diego State University

San Diego State University

Lecture hall

Hospitality students Student classroom
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550 J Street, San Diego, CA 92101     /     + 1  619  738  7000     /     sales@pendryhotels.com     /     www.pendryhotels.com

Opening Fall 2016
Introducing the new brand from 
Montage Hotels & Resorts  

—  Located in the heart of the Historic 
      Gaslamp Quarter
—  317 rooms including 36 suites
—  14,500 square feet of flexible meeting space
—  6,300 square feet of pre-function foyer space
—  Roof top pool bar and lounge
—  Poolside Cabanas 
—  Three Blocks to Convention Center
—  Two Blocks to Petco Park
—  4 Miles to San Diego International Airport
 —  Room Service
—  Spa and State-of-the-Art Fitness center 
      with 4 treatment rooms
—  Six unique bar and restaurant concepts
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Local Tourism: A Realm of Opportunity

How many careers 
offer extraor-
dinary upward 
mobility for a 

teenager, perhaps with no 
prospects of college, work-
ing part-time and attending 
high school?  A strong local 
tourism economy creates 
such opportunities in the 
hospitality and related in-
dustries.

Manpower San Diego’s 
c o - fo u n d e r, 
Phil Blair, be-
lieves there 
are myths sur- 
r o u n d i n g 
hospita l i ty- 
industry jobs. 
“Those jobs can be a gate-
way to careers for those 
willing to make the most 
of them,” says Blair. He 
notes that more than half 
of all tourism employees 
earn a middle class salary, 
even though some may have 
started out as bussers and 
servers.

Blair points out that 
savvy hospitality indus-
try personnel interviewers 
hire entry-level employees 
not for the job at hand, but 
they hire applicants if they 
believe they have potential 
to move upward. That can 
include the high school stu-
dent working summers just 
as it can include the hospi-
tality industry major at San 
Diego State University.

“They are looking for 
the ‘soft skills,’ the ability 
to work with people, think 
on their feet, and take ini-
tiative. How many career 
paths offer that opportu-
nity without the absolute 
requirement of a college 
or technical degree?” asks 
Blair.

He adds that according to 
the U.S. Travel Association, 
a young person who starts 
in hospitality at minimum 
wage has a maximum salary 
potential of $81,900, signifi-
cantly more than non-tour-
ism industry workers who 
start at the entry level. In 
addition, minimum-wage 
restaurant employees who 
directly receive tips earn at 
least triple the state mini-
mum wage. Those who in-
directly receive tips earn 
double the state minimum 
wage on average, according 

to the National University 
System Institute for Policy 
Research.

“We have a lot of people 
who need entry-level jobs 
and students who need in-
ternships,” notes Blair. The 
tourism industry provides 
those opportunities and the 
notion that they are mini-
mum-wage jobs is largely a 
myth.”

He also points out tour-
ism generates jobs outside 
the restaurant industry 
as restaurants account for 
only 22 percent of visi-
tor spending. Attractions, 
shopping, conferences and 
transportation account for 
36 percent, creating job de-
mand in those sectors. 

San Diego’s hospitali-
ty industry supports more 
than 180,000 jobs, many 
of them held by employees 
of vendors, suppliers, and 
contractors who work with 
hotels, restaurants and at-
tractions. For example, an 
independent economic im-
pact analysis of the USS 
Midway Museum in 2014 
demonstrated that the mu-
seum directly contributes 
to 350 local jobs, and that 
the 1.3 million museum 
visitors’ spending in San 
Diego generated 791  jobs. 
More than eight in 10 of 
those museum visitors are 
tourists. 

To make that point, the 
U.S. Travel Association 
quotes President Barack 
Obama: “Tourism is the 
number one service that 
we export. Number one. 
And that means jobs.”

More than half 
of all tourism 

employees earn 
a middle class 

salary.

“Tourism is the number one service that we 
export…and that means jobs.”   

 — President Barack Obama

 Helicopter tour Housekeeping team at The Lodge at Torrey Pines

Javier Plascencia at Bracero Cocina de Raiz

Photo San Diego Beer Week
Craft beer capital of America

Café Coyote tortilla maker

Rod LaBranche of Old Town Trolley Tours

Gondola tour

Phil Blair
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WE’RE KAISER PERMANENTE OF SAN DIEGO, and we’re committed to helping you achieve 
total health. We have over 20 facilities throughout San Diego, including North County, and we’re 
continuing to grow – adding a new state of the art hospital and new medical offices – to provide 
San Diegans the best care possible, close to home. We’re also staffing those facilities with some 
of the brightest medical minds in their fields. In fact, you can choose from over 1100 amazing 
physicians across 90 specialties. Plus, we provide online tools that make it easy and convenient 
for you to manage your health. When it comes to helping you live well and be well, we’re going 
the extra mile and then some. To learn more, visit us at kp.org/sandiego.

HERE’S TO 
GOING 
TO GREAT 
LENGTHS.



MAY 2, 201616TOURISM  SAN DIEGO TOURISM: SPECIAL SUPPLEMENT TO THE SAN DIEGO BUSINESS JOURNAL

continued on page Tourism17

 P
ho

to
 K

ev
in

 M
. C

on
no

rs

Sun, Sand, Surf…and Stage

It’s been said that 
a beach is a better 
beach with ballet. 
That’s the case in San 
Diego.

Cultural tourism does 
more than simply support 
San Diego’s thriving arts 
and culture community. It 
enhances a quality of life 
that benefits local resi-
dents as well. Although the 
Transient Occupancy Tax 
(TOT) was created years 
ago to promote tourism, 
today it is distributed into 
almost every corner of the 
San Diego region.

In the City of San Diego, 
$12.5 million will be dis-
tributed in 2016 to various 
arts and culture organiza-
tions as well 
as community 
festivals. Two 
arts-commu-
nity leaders, 
Alan Ziter, ex-
ecutive direc-
tor of the NTC Foundation, 
and Victoria Hamilton, arts 
and culture advocate at the 
Jacobs Center for Neighbor-
hood Innovation, agree that 
a vibrant arts community is 
both an investment in and 
return on tourism.

“The arts provide a sense 
of authenticity that visitors 
are looking for,” says Ziter. 
“The arts provide an ele-
ment to our quality of life 
that benefits both San Di-
egans and those who visit 
us.”

Hamilton points out that 
TOT funds are critical to 
San Diego’s quality of life 
and diverse arts and culture 
community. Organizations 
that will receive TOT rev-
enues this year include City 
Ballet, Diversionary The-
atre, La Jolla Music Society, 
Pacific Arts Movement, San 
Diego Master Chorale and 
the San Diego Museum of 
Man. Events that are sup-
ported by TOT include the 
La Jolla Wine & Food Festi-
val, Cabrillo Festival, Point 
Loma Summer Concerts, 
and the San Diego Quilt 
Show.

Nearly 150 community 
arts and culture organiza-
tions and event organizers 
will receive TOT funds this 
year.

“That helps us avoid a 

‘brain drain’ where local 
creative talent can stay in 
San Diego and develop their 
ability. They don’t have to 
leave for opportunities else-
where,” says Hamilton. She 
notes that organizations 
must match TOT grants 
with at least three times as 
much in other support, and 
receive TOT funds only on 
a reimbursement basis. 

Ziter points out TOT- 
supported arts and culture 
not only retains local talent, 
it creates an exportable 
product. He points out that 
San Diego is second only to 
London among cities that 
take locally produced plays 
to Broadway in New York 
City.

Yet the fiscal impacts of 
tourism on the $191 mil-
lion-a-year arts and culture 
community are far great-
er locally. Arts and culture 
organizations employ more 
than 2,000 San Diegans. 
The total number of jobs 
supported by arts and cul-
ture in San Diego exceeds 
6,200.

TOT funds also fi-
nance growing communi-
ty outreach programs into 
schools. Nearly 100 local 
nonprofits make more than 
11,000 community and 
school visits a year, serv-
ing more than 450,000 San  
Diegans.

Meanwhile the San  
Diego Tourism Authority 
recognizes the value of “cul-
tural tourism.” Part of its 
marketing program focuses 
on the appeal of San Diego’s 
arts and culture communi-
ty, in part because cultural 
tourists tend to spend more 
and stay longer when in San 
Diego. They also have more 
motivation to return to see 
new shows, exhibitions, and 
other offerings. 

As a result the Tour-
ism Authority’s “Nine Arts  

12 percent of  
San Diego tourists 

participate in 
arts and culture 

activities.

“The arts provide a sense of 
authenticity.”  

— Alan Ziter, NTC Foundation

Photo Chris Rov Costa
Members of Sure Fire Soul Ensemble

Photo Chris Rov Costa
Jazz at the Jacobs Center Market Creek Plaza

Photo Chris Rov Costa
Yoga in Chicano Park

Victoria Hamilton
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• 34 million visitors

•  16 billion economic impact

• Top 5 domestic destination

• 11th most visited city for  
international travelers

• 1 in 8 San Diegans are  
employed in tourism sector

Parks
Firefighters

Infrastructure
Police

City Services
and more that contribute to our 

renowned quality of life

The Community of Business
Supports Tourism
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Photo Chris Rov Costa
Museum of Contemporary Art 

Districts, One Vibrant City” 
initiative taps into the po-
tential of cultural tourism 
in San Diego. About 12 per-
cent of San Diego’s tourists 
participate in arts and cul-
ture activities. The appeal of 
those activities is pervasive. 
Nearly 60 percent of the 
visitors supporting the local 
arts traveled to San Diego 
from outside California and 
Arizona.

Many political lead-
ers outside San Diego and 
across the country see the 
value of well-funded arts 
and culture programs. “Pol-
iticians don’t bring people 
together. Artists do,” said 
Richard Daley, the former 
mayor of Chicago. Ziter 
agrees. “The arts help cre-
ate a diverse community. 
That’s still another benefit 
of a financially strong arts 
and culture community in 
San Diego.”
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Tourism: Survival of the Fittest

About 20 years ago 
the State of Col-
orado eliminated 
its tourism mar-
keting budget. In 

one year it plummeted from 
1st to 17th in summer re-
sort tourism. In three years 
it lost nearly one-third of its 
tourism market share. Tax 
revenues dropped by more 
than $130 million.

When former San Diego  
mayor Bob Filner halt-
ed the flow of San Diego 
tourism-promotion dol-
lars two years ago by more 
than 80 percent, the results 
were nearly as disastrous. 
More than $200 million in  
regional hotel revenues was  
forfeited, along with more 
than $550 million in to-
tal visitor spending. Over-
all, $1.3 billion in regional  
impact was lost.

The lesson was clear.  
Despite San Diego’s renown 
as a tourist destination, San 
Diego tourism industry is 
locked in a never-ending 
battle with its competitors, 
most of whom are far bet-
ter funded. Threats abound  
 everywhere.

In Anaheim, a portion of 
room taxes are refunded to 
developers who build four- 
and five-star hotels. The 
city council has eliminat-
ed entertainment taxes on 
Disneyland properties for 
30 years in return for Dis-
ney’s commitment to invest 
at least $1 billion in resort 
expansion over the next six 
years. Anaheim also is in-
vesting heavily in redevel-
opment to serve tourists. 
Councilmembers are quoted 
as saying their tourism in-
vestment helps “secure our 
residents’ and the city’s fi-
nancial future for the next 
20 or 30 years.”

San Diego faces massive 
family-tourism competition. 
Universal Studios recent-
ly opened its $500 million 
Wizarding World of Harry 
Potter attraction. A $300 
million Great Wolf Lodge 
hotel and water park opened 
this year in Garden Grove. 
Disneyland is developing a 
14-acre Star Wars attrac-
tion. The Aquarium of the 
Pacific in Long Beach is 
planning a $53 million ex-
pansion that will feature an 

“immersive theater.”
The lucrative convention 

business also is heavily com-
petitive. Anaheim is adding 
200,000 contiguous square 
feet to its convention center. 
Los Angeles is planning to 
expand its convention cen-
ter complex in a single con-
tiguous area. Meanwhile, 
San Francisco is investing 
$500 million in its conven-
tion center facilities toward 
the same effort. 

The contiguous space 
will be increased by 42  
percent. “If you don’t have 
contiguous space, then the 
clients don’t want to be 
there,” said Joe Ballesteros, 
vice president of public pol-
icy for the San Francisco 
Travel Association recent-
ly in that city’s Business 
Times.

Ted Molter, chairman of 
the San Diego Tourism Au-
thority’s board of directors, 
shares that view against a 
backdrop of potential San 
Diego ballot initiatives 
that could threaten the ex-
pansion of the convention  
center.

“Any proposed increase 
to the transient occupan-
cy tax that threatens the 
ability of the San Diego 
Tourism Authority to com-
petitively market the desti-
nation or meet the needs of 
convention customers with 
a contiguous expansion of 
the San Diego Convention 
Center will harm the health 
of the tourism economy and 
impact the quality of life 
for all San Diegans,” he an-
nounced recently.

“Proactive tourism marketing puts 
San Diego on the global stage and 

attracts visitors, events, resorts, 
transportation services and other 

economic development that benefits 
the entire community.”   

— Joe Terzi, San Diego Tourism Authority

Photo Paul Nestor
Little Italy Festa

Photo LEGOLAND California
LEGOLAND California

Elephants at the San Diego Zoo Safari Park Photo Dennis Millette
Beluga Interaction Program at SeaWorld

USS Midway Museum 

Universal Studios 
is investing  

$1.6 billion in  
attraction 

development.

Disneyland is 
investing more 
than $1 billion 
in attraction 
development.
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Meanwhile, Colorado 
learned from its mistake. In 
2006, $19 million was re-
stored to its statewide tour-
ism promotion budget. The 
following year the state set 
an all-time record when 28 
million visitors spent $9.8 
billion.

“Since 1954, the mis-
sion of the nonprofit San  
Diego Tourism Authority 
has been to stimulate tour-
ism demand that benefits 
the community,” says Presi-
dent and CEO Joe Terzi. 

Building Business
Beyond Borders
South County Economic Development Council

• A young, diverse and growing population

• A dynamic, skilled multinational and 
multilingual workforce

• A rich cross-border cluster of innovation, 
technology and manufacturing

Discover South San Diego County

Learn more at SouthCountyEDC.com
1111 Bay Blvd, Suite E, Chula Vista, CA 91911  |  PHONE  619-424-5143  |  #SoCountyBusiness

South County Economic Development Council, a 501c3 nonprofit corporation, was founded in 1989 and is funded in part by grants from the Cities of Chula Vista, Coronado, Imperial Beach, San Diego, National City, County of 
San Diego, Port of San Diego and our members. 
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La Jolla’s Windansea Beach
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Director of Marketing
USS Midway Museum
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