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CITY OF LODI
INFORMAL INFORMATIONAL MEETING
"SHIRTSLEEVE" SESSION
LOD! CONFERENCE & VISITORS' BUREAU
2545 WEST TURNER ROAD, LODI
TUESDAY, APRIL 25, 2000

An Informal Informational Meeting ("Shirtsleeve" Session) of the Lodi City Council was held Tuesday,
April 25, 2000 commencing at 7:00 a.m.

ROLL CALL
Present: Council Members — Hitchcock, Land, Nakanishi, Pennino and Mann (Mayor)
Absent: Council Members — None

Also Present:  City Manager Flynn, Deputy City Manager Keeter, Administrative Assistant to the City
Manager Hamilton, Library Services Director Martinez, Community Center Director
Lange, City Attorney Hays and Interim City Clerk Taylor

Also present was a representative from The Record.

TOPIC(S)
1. Discover Lodil Hands on tour of the new Lodi Conference and Visitors' Bureau (LCVB)
ADJOURNMENT

No action was taken by the City Council. The meeting was adjourned at approximately 8:20 a.m.

ATTEST:
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Winegrape

Total Effort LWWC/LCVB LWwWcC Growers Wineries Ag. Industry  Federal Grant Cal Poly State  City of Lodi LCVBPartners
$1,585,000.00 $75,000.00 $785,000.00 $100,000.00 $200,000.00 $150,000.00 $60,000.00 $60,000.00 $130,000.00 $25,000.00
City gc; Lodi LCVBPartners
o 2%

CalPoy State LWWCILCVB OLWWC/LCVB |

9 J

Federal Grant o mLWWC \

4% / OWinegrape Growers |

O Wineries ]

Ag. lggoustry LWWE W Ag. Industry
49% O Federal Grant

Wineries B Cal Poly State ‘

13% O City of Lodi |

‘ B LCVBPartners ]

Winegrape Growers
6%

* projected
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Lodi Conference « Visitors Bureau

Expanded Programs and Shared Costs

Program

Community Concierge
Lodi Wine Trail
Marketing Campaign

Advertising/Outreach

Partner Total

Lodi CVB

~$19,000.00
$6,000.00
$7,000.00
$38,000.00

Lodi CVB
$70,000.00

Partners cash & inkind

LWWC cash & inkind/

\

Winegrape Comm.

$7,500.00{

$2,500.00

$35,038.00

LWWHC cash & inkind
$45,038.00

Lodi CVB
47%

Expanded Program Partners & Cost Share

Partners/Others Program Total
$10,5Q0;OO $37,000.00
$7,500.00]. $16,000.00
$16,300.00 $23,300.00
|
$73,038.00
Partners cash & inkind
$34,300.00 $149,338.00
!
|

OPartners cash & inkindi‘i

iEILodi cvB
'BLWWC cash & inkind |

f

I
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Lodi Conference & Visitors Bureau

Expanded Program 2000-2001

Please see attached program details for each component.

1. Community Concierge

Total Investment $37.000
Lodi CVB $19,000
Winegrape Comm. $7,500
Partners/Other $10,500

2. Lodi Wine Trail

Total Investment $16,000
Lodi CVB $6,000
Partners/Other $10,000

3. “Lodi...life the way it should be.” Marketing Campaign

Total Investment $23,300
Lodi CVB $7,000
Partners/Other $4,650
Economic Dev. $11,650

4. Advertising Outreach Campaign
Total Investment $73.038 .
Lodi CVB $38,000
Winegrape Comm. $35,038

Total Program Investment $149,338
Partners/Other Investment Share $79,338 (53% of total program)
Lodi CVB Expanded Program Request $70,000 (47% of total program)
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Program 2.

i

The Lodi Wine Trail program will serve as both an image enhancement tool and
general visitor directional signage. Rather than a specific route, the Wine Trail will
serve to identify and direct visitors to focal wine tasting rooms and wineries. It
will also be a subtle reminder of the beauty and scenic value of the Lodi area,
which includes vineyards, but also features orchards, rivers, rural farming
communities, and nature areas and habitat.

Collateral marketing materials in the form of an appealing and usable map
brochure will provide an overview of the entire Lodi and Wine Trail area. Points
of interest (such as Lodi Lake, Downtown, and the SJ Historical Museum) will be
noted on the map. The map brochure will be available at the Discover Lodi! Wine
& Visitor Center, local wineries, Chamber of Commerce, as well as area
attractions and businesses.

The Lodi CVB is coordinating with the San Joaquin County Department of Public
Works on installation, and Wine Trail signs will be placed throughout the
countryside of Lodi. In addition, Lodi service clubs are being approached to
provide partial installation labar where feasible. The Lodi CVB will coordinate
with the City of Lodi Public Works Department to provide supplementary city
directional signage throughout the city, where appropriate, that will continue to
guide travelers.

Costs outlined are for 50 signs

Signs — including design/art and manufacturing $5000
Labor — estimated at $100 each, including pressure treated post $5000
Map Brochure — art design and printing $6,000
Total Initial Investment $16,000

Cost Share:

LCVB $6,000

Lodi Winery Association $2,500 (half of sign cost)

Lodi Sunrise Rotary $5,000 (estimated in-kind labor/installation)

Potential Marketing Sponsor $2,500 (for brochure map)
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it is imperative that Lodi develops and implements a strategic advertising
campaign in recognized major travel publications. As we all know, advertising
investment very often leads to high value editorial; publishers are happy to
support advertisers. Lodi has a story to tell, with a wide variety of high quality,
exciting and diverse programs and attractions to offer. We need to tell that story.

Currently there is little, if any knowledge, of Lodi outside our immediate
geographical reach. Results of a recent regional market study indicate that a
majority of respondents had minimal knowledge of Lodi, as well as an impression
of Lodi was not all together positive. We need to expand our outreach into target
markets and we must work to ensure that our investments in the community are
profitable and beneficial. Attracting visitors is one way to ensure this. We must
continue to position Lodi as a destination for this to happen.

BASIC ADVERTISING STRATEGY —~ YEAR ONE
California Visitors Guide
¥ page (full year) $15,500
Published annually by the CA Division of Tourism. 485,000 distribution. Reaches over 1.9
million inbound travelers. Includes reader response on postcard and a toll free request
number. Each month, the division mails a list and labels of interested visitors based on
responses. Ad rate includes enhanced listing in regional section of guide and a hyperlink
from the CA Division of Tourism Website. Full year publication. For the 2000 Guide, the
LCVB participated in 1/3 of a 1/3 page ad co-op with the Stockton CVB. Since the guide’s
release in February, the LCVB has received close to 150 requests for Lodi information from
potential visitors around the state, country and globe. We would like to expand upon Lodi’s
presence in the guide for the 2001 year.

Sunset

5” reader response ad @ 12x $20,640

Sunset has a circulation of 1,326,274 in the Western U.S. and of that, 759,000 are
California subscribers. Other U.S. circulation is 113,575 )

Sunset is the premier publication for travel, lifestyle, food and culture for the Western
United States. 78% of Sunset subscribers traveled to Northern California between 1994 and
1997. Average annual household income of readers is $81,900. The reader response
advertising program (readers circle a number on a postcard insert and send to Sunset)
includes a list of interested travelers and mailing labels sent to the LCVB each month. For
example: Ironstone Vineyards has begun advertising in Sunset’s Reader Response section
and receive, on the average, 1000 requests/labels per month from interested visitors. An
advantage to this program is that travelers have already been pre-qualified as interested in
the destination and desire more information about it. Because of this pre-qualified
component, this type of a program leads to a very cost efficient use of materials and
postage.
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Program 4, continued....

VIA Magazine (AAA)

Wine Country section @ 6x $23,898

VIA’s circulation is 2.6 million with an estimated readership of 5 million.

The Wine Country section means prime placement in every issue and includes a listing in
VIA’s Reader Response section, in which readers circle numbers corresponding to
destinations they would like to receive more information about. Each month, VIA will send
the LCVB a list of those interested in visiting Lodi, along with mailing labels. As stated
above (in Sunset information) this results in a pre-qualified list of interested visitors and a
good use of materials and postage. Reader response lists also become the basis for future
mailing lists for events, special promotions and so on. 43% of readers are age 35-54, with
an average household income of $75,000. More than 2 million drink domestic wines and
are frequent, educated travelers. VIA publishes an extensive calendar of events and is
widely utilized by readers for travel planning and travel decisions.

Lodi Website

Total Design and creation $13,000

The Lodi Website must serve as both an invitation to visit Lodi and provide travel planning
assistance. The current Website will be designed to serve as both an online visitors guide
and the foundation for the neww Community Concierge program. The design firm contracted
to design all wine and visitor center exhibits will also be creating the Websites for the Lodi
Conference & Visitors Bureau, the Winegrape Commission and the Discover Lodi! Wine &
Visitors Center, which will result in a consistent and integrated web presence for Lodi. The
Website will have tremendous impact as a site on the World Wide Web, and also serve as
the information source for the touch screen kiosk program. Future plans include utilizing
the Website to make reservations for rooms, shows and dining.

A recent conference speaker shared information about travel and the Internet: 42% of the
population has Internet access at home and 55% at work. 35% used the Internet for travel
planning and information and this will steeply increase in the next 3 years. People are also
seeking out destinations that are different and “untouched.” Lodi is in a prime position to
take advantage of this growing interest in new travel, and the web as a tool for marketing.

Website creation, content and design: $10,000

To include virtual tour footage, 360-degree digital photography of major attractions and
conference sites, audio files, auto-responder and e-mail capabilities, links to Lodi
community and businesses, expanded search engine registration.

Maintenance and update costs annually: $3,000

Domain name, search engines and content.

Total Advertising Outreach Investment $73,038
Cost Share:

Winegrape Commission $35,038
Lodi CVB $38,000
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WINEGRAPE OMMISSION

Dear Lodi City Council Members,

Since 1991 the Lodi-Woodbridge Winegrape Commission has proudly served the
interests of its 650 winegrower constituents. With the grower's vision, effort and
financial support the commission has developad innovative programs in regional
marketing and grower education. It has also created an award-winning integrated pest
management program that is known nationwide. In addition the commission is pleased
to have become partners with the City of Lodi in operating the Lodi Conference and
Visitor Bureau, whose goal is to increase tourism through regional marketing efforts.

Lodi growers are successfully making Lodi more prominent in the world of wine. Over
the last decade local acreage has increased from 45,000 to 75,000 acres of premium
winagrapes. The crop value has incraased from $75 million in 1991 to $242 million in
1999. The number of wineries designating Lodi on the label has expanded dramatically.
The commission has grown in scope and influsnce, and its grower-leaders now seek to
serve the local economy in an even more significant mannar.

In September 2000 the winegrape ccmmission will celebrate the opening of the
“Discover Lodi! Wine and Visitor Ceni=r' - 2 stunning new tourism venue to highlight the
Lodi region and its ebundance of visitor-related sights and activities. The center will be
primarily supported by grower assessments, howevar a broad base of financial support
has been generated from community and industry sources to shoulder the $1.5 million
establishment costs.

Over 2000 square feet of space at the new center will be devoted to exhibits and
interactive displays, exploring the nz'ure of one of the state’s mast famous food
products, wine. Since wine-tasting rcoms have proven to be an effective economic
development tool, a major focus of ths center will be consumer wine education. The
winagrape commission has partnergd with leading international wine experts to create a
first class wine and food program that will be offered on site, and will be cooperating
with all local wineries to increase visitorship in their tasting rooms.

The winegrape commission is proud to creztz this "bricks and mortar" approach to
ganarat2 tourism for the benefit of ths Lodi community. Wa are confident that the
exhidits displays. and educationa! c¥zrings 2! the center will provide a powerful magnat
1o ettractvisors tothe Led region iz 2njcy 2 that it oifers Ve loox forward to
contnuing 12 work with tha City ©f Loz 217 02 supson of a2 Lod Conference and

V,sior Burezu gs a2 panner in this 2«

)Y

Lodi \Weodoridge VW/inagraps Comm.3s.on Beerd
O
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Discover Lodil Wine & Visitor Center
Exhibits/Displays

Winery Hot Line & Community Corner

This inviting and dynamic area will contain comprehensive and current visitor
information. Visually appealing and interactive, the area will encompass a Winery
Hotline, where visitors can place calls to local wineries directly to set up
appointments and more. The Community Corner will feature a Virtual Concierge
which will direct visitors to the wide variety of dining, shopping and lodging
choices in Lodi, as well as up to the minute information on local and regional
events, attractions and activities. Craving Mexican food? Interested in the upcoming
concert at Hutchins Street Square? Searching for a unique antique? Ask the
Concierge! A scale version of a Downtown Lodi Kiosk and a Community Concierge
program — utilizing enthusiastic Lodi citizens as volunteers - will complement this
special feature.

Topographical Map & Virtual Lodi Tour

Showecasing Lodi’s unique geographica! position in California is a stunning
Topographical Map that illustrates the unique climatic attributes that separate Lodi
as a premium winegrowing region in the state of California. Nestled in the exhibit
is an interactive virtual tour of Lodi that takes travelers on a journey of discovery
througn the vineyards and wineries of this historic winegrowing district. Music,
sight, and sound drive the excitement as the tour unfolds itself to the traveler. See a
vineyard blossom in the spring, take a panoramic journey through the cellar of one
Lodli’s boutique wineries, watch the pracision of a mechanical harvester navigating a
vineyard. Join us for the Journey!

Vine & Soil Exhibit

Go down under as you explore the different soils of the Lodi region. Learn how soil
plavs a critical role in the quality of wine. See how the roots reach into the earth
and extract key nutrients and water. Tnis four-sided plexiglass exhibit will profile
four different soil types in the Lodi region, and illustrate their value in producing
quality Lodi wines.

Integrity Award Exhibit

Profitas o7 pastwinners, and tha i 2: ey [ead, How they exemplitiad integrity in
cz -zt dives, Tne California \Wo-a indusn wol @ not bewhere it s (oday
Loesotinesginipiranonal leaders ’ o -\Woodaridze \inegraps
Commvssion, the Integriy Award s2:24 ~2szindividua’swho pave snapad
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Historical Exhibit

Tipping our hat to history, this exhibit will feature the people, ideas, innovations
and events that have shaped the modern day Lodi. Rotating periodically, the exhibit
will allow us to work cooperatively with local historical resources and organizations
to recount the rich stories of our region’s most valuable industry and connect the
past to the present.

Virtual Winemaker

So you want to be a winemaker? Step up to this interactive dlsplay and try out your
skills at grape growing and winemaking. Using Lodi winegrapes, what are the
different varieties of grapes you could grow? Will you age the wine in French or
American Oak barrels? \What will you charge per bottle for the fruits of your labors?
Will the wine critics love your creation or not? Based on the latest developments in
wine education by WineQuest, Inc., this winery simulation game will provide an
exciting interactive exhibit that will be both entertaining and educational.

OAK FERMENTATION TANK
A large upright oak fermentation tank, split down the middle and separated by a 6-
foot walkway will provide the background to tell the story of grapes and wine.

IPM Exhibit

Explore the pioneering efforts being made by Lodi growers at sustainable farming
practices. Go inside an ow! box, learn the value of cover crops, drip irrigation, and
natural enemies. See how Lodi growers are using these strategies and others as theyv
strive to do the right thing in the rigntway.

A Year in the Vineyard
On this inside half of the oak tank take a journey through the season in the

vineyard. From budbreak to harvest, explore the seasonal lifecycle of a vine,

witness the multitude of decisions growers make as they cultivate the vine, see that
wine grow from ground to glass as you explore the seasonal journey of your favorite

grape.

A Year in the Winery

On this side of the oak tank learn how that wondearfu! grape becomes wine. From
2 chans of crush to the bottling [im2, witm2ss the art awd science of how grapas

comenin2. \Wnatis fermental 207 \Wratis fining and filiration? \\nﬂ $inis oas
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Barrel Exhibit
Vnatis this oak thing all about? Americar Oak, Frencn Oak, \Wnat's the difference?
Go insidz a wina barrel and learn tnar that are a lot more than just barral. From oex
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Sound off

Asked at Woodlake Plaza in Lodi.

“Yes, I think it will,
It's & great place,
and they have good
food, too.”

Pat Novinger, 41,
utility district
opcrator, Lodi

“It will take time to
qget to that point.
They have already
eslablished a protty
good presence; it
will cerlainly give
them more to offer
the community.”
Greg Smith, 49,
consultan, Lodi

Question: Do you think the
new Lodi Wine & Visitors Center
will become a tuurist attractiun?

“I think so. It has a
lot of potential. I's
supposed lo bo fab-
ulous.”

Bonnie Gillis, 59,
gracery checker,
Lodi

"Yes, | think it will.
Wine & Roses is a
nice place, and |
think it will attract
more people.”

Evelyn Woods, 45,
grocery checker,
Lodi

"Yeah, | think it's a
great idea. A lot of
people will come by
and chock out Lodi."

Mark Beecman, 19,
meal clerk, Lodi

"Iy tume it will; not
rigght olf the bat. But
owill grow over
time.”

P

Wes Lee, 48,
gencral contraclor,
Morada

—_ - —,



Visitor center to promote Lodi wine industry

By Liz Benston
Record Stafl Writer

LODI — There's more to wine-
making than can be put. into a
botde.

For the Lodi Woodbridge
Wincgrape Commission, - that
means packaging a mix of Lodi
history and viticulture into a new
visitor center it hopes will draw
more tourists to the arca and put
Lodi on a par with more popular
wine-(asting destinations such as
Napa and Sonoma.

“Many pcople have been to
Napa. ... Wc're offering an alter-
native. Lodi has its own charm
and character,” said Mark
Chandler, executive director of the
comimission.

" That character'will come in the

form of a 7,500-squarc-foot, old
world-style facility with a three-
story stone tower, 5-inch-thick
woodcen doors and a vine-covered
trellis. v

Visitors will be able (o sample

and purchase arca wincs at a

wine-tasting facility, buy Mower
arrangements and other souvenirs
and cat breakfast and lunch in a
calc adjacent to the visitor center.
The Discover Lodi! Wine &
Visitor Center and ncarby shops
will be located on the property of
Winc and Roses Counuy Inn on
West Turner Road in Lodi.
Construction will begin this
month with an opening date carly
next year. The $1 million visitor
center will featurce:
B Lducational displays about how

wine is made.

8 A conference room and enter-

tainment facility.

B Offices for the winegrape com-

mission and Lodi Conlerence and

Visitor Burcau.

B Winc-related books, apparel and

other merchandise for salc.

B Lodi maps and brochures on

area altractions, such as Lodi Lake

and Micke Grove Park.
Increasing competition in (he

wine industry also is prompting

development of the center,

Chandler said.

“ICs extremely important for
Lodi to create a name in the wine
industry.”

The winepgrape commission,
which had discussed o center lor
three years, decided (0 go ahead
with the project this year because
of the launch of several newer
wincries and the pgrowth more
recently of established wineries,
he said.

“The trend

is more toward

Please see WINE, FJ

— TN
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Conlinued from Fi

small wineries with tasting rooms.
Wed like to hiclp create wtraflle for
those wineries," he sald.

The commission office is the
only information hub scrving the
arca’s wineries, he said.

“People see miles and miles of
vineyards here but few places to
stop and find out about our local
wine industry,” he added.

Jeri Hansen, executive director of
the Lodi Conference and Visitor
Burcau, said the center will also
scrve to promote nonwine-related
activitics.

“People will come over and sce
that and ecnd up staying for a
while. (Wine) isn't all we have,”

.

she sald.

The center will be located along
a scenic drive of wineries and
other altractions that will be
marked by signs this fall.

The commisslon will be leasing
space for the visltor center from
Wine and Roses owners Del and
Sherri Smith.

In conjunction with the visitor
center, Wine and Roscs Country
Inn will be investing roughly
$5 million into an cxpansion that
includes adding 40 more rooms,
banquet and meeting facilitics and
a spa cenler.

The upgradce is intended to
remake the small country inn as
a central destinadon point for
area tourists, Del Smith said.

“Lodi has some of the best
wines in Callfornia. To properly
cxpose tiem, you need a facility

that promotes that level of qualilyﬁ,"‘.
The Inn has long promual?f

local wines in Its restaurant
by arranging tours of individy
winerics for customers, Smith'sy
But business was hindcn:d"
lack of rooms and cvent s;mcc‘
added. It
Scparalcly, the Lodi Woodb
Winegrape Conunission rec
clected a new board of dired
Joe Cotta, president of Joe A. €
Vineyards, succeeds Rog
Schatz as chairman. Cotta, a/
native, has served as a con
sioncr for the past six years.
Mark Shimozaki, Tony Fus
‘Bruce Fry were clected con
sioners scrving two-year ¢
Steve Quashnick, Tom Hoflma
Keith Watts were appolntec
chainan, sceretiry and tres
respectively, for the upcoming
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Wine and Roses partner Del Smlth polnts Tuesday to an area where the bed and breakfast will expand.
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Wine and Roses unveils plan for major expansior

“y Brian Ross .
:ws-Sentinel staff writer

. Wine and Roses Country Inn has been
sold out every night for the past three
years, says co-owner Del Smith.

Now relief is in sight for those who have
-been unable to book a reservation at the
rustic Lodi bed-and-breakfast. .
Wine and Roses partners Smith and
Russ Munsan announced Tuesday a major
expansion of the inn which will increase the
number ofgue:t rooms from 10 to 50.
The project is expected to be ﬁm:hed by
July, 2000, he said.
The total cost of the e*(panamn will run
around 85 million.
As a result, Wine and Roses will double
its current staff of 60.
Included in the expansion will be a new,
7,000-square-foot home for the Lodi-Wood-

bridge Winegrape Commission and Ledi
Conference and Visitors Bureau, which
have outgrown their current headquarters
off Mills Av enue, according to Mark Chan-
dler, the commission's executive director.

The new location will be known as the
Lodi Wine and Visitors Center.

Although the expansion'will mean some

- big change: for the inn, Smith and Munson
say the tranquil atmo:phere upon which-
- Wine and Roses founded its success will re-

main unchanged.

“We will remain faithful to the amblance
we've created here aver the past 15 years,”
said Smith, who said that he and Munson
see the expansion as an inevitable step to
the inn's coming of age.

The new design theme at the inn will call
to mind a winery, complete with barrels,
trellises and other icons of wine culture, he
said.

“The new design will reflect the charac
ter of the area, " said Smith.

The project is being designed by Stock
ton architect Mike Donaldson.

Also in the works are significant increas
es in banquet and meeting space, with the
addition of two new rooms, capable of seat.
ing some 360 additional gu%ta

Accordmg to Munson, this will enable
Wine and Roses to handle more large groug

" tours.

It will be a major step forward for Wine
and Roses, which i Is currently forced to lim-
it its dmmv room’s hours of operation dur-
ing peak months to accommodate various
local social events, Munson said.

The addition of 150 new parking spaces
on some of the inn's currently undeveloped
grounds will eliminate congestion during
large functions, he added.

Please see Wine and Roses, Page 10

Wine and Roses

Continued from Page 1
A swimming pool, creatively
improvised from the basement of
an 1830s mansion which burned to
the ground in 1912, will be refur-
bishad to help guests fend off the
Vallzy's notoriously hot summers.
" The Wine and Visitors Center,
which will cost around $1 million
to build. will be instrumental in
atiracting a nationwide mix of vis-
itors to the area; according to Jeri
Hansen, of the Lodi Conference

- and Visitors Bureau.

“With easy access from both

Highway 99 and I-3, the center
should be able to attract a variety
of visitors” she said.

Chandler is also optimistic
about the potential of th2 naw cen-
ter.

“We will be in some very good
comparny,” Chandler said, in refer-
ence to the fact that only a hand-
ful of winemaking regions boast
their own visitors center — most
of them in California’s most pres-
tigious wine reglons, or in ‘Euro-
pean countries, Ch=nd‘e' said..

“This should help to'ele svate the

Lodi district in prestizs”

According to Chandler, the tim-
ing of the new center couldn't be
better, as Lodi enters an era of
higher wine awareness — and
greater competition for a share of
the expanding worldwide wine
marksat,

Munson and Smith, who had
been negotiating with Chandler
for approximately four years prior
to reaching their agreement,
couldn't agree more.

The pair say .they have necotl-

‘ated long and hard toma \e the ex-

pansion a reality.

Finally, they say, the time is
ripe to make the move.

“If the time is not now, it's nev-
er,” Munson said.



N LANRTD IUNY POSITION ON LOOGI TOUrisim

he San Francisco hotel in-
dustry isn't threatened nor
are reservations at Disncy-
land slowing ‘noticeably,
but several signs point to a sur-
prising new growth industry in Lo-

di — travel. , .
Wine tasting, once a dwindling
possibility, is making a big come-
back. The Pro Style Sports Com-
plex would do a lot more than just
slow down passing truckers on I-5.
The reborn Conference and Visi-
tors Bureau is.having some luck
getting the message out.
“."And Lodi’s finest hostelry — the
Wine and Roses Country Inn — is

about to place a big bet that the .

“visitor's trade will grow. In.fact,
say owners Del and Sherni Smith,
‘the business is already here if they
-Just had the facility to capture it.
They've got a handshake under-

standing with Stockton architect -

Mike Donaldson, a positive feel

from a local bank, a savvy partner .

waiting in the wings and a plan by
ADel. and local  designer' 'Judy
Schultz to expand the 10-room bed

and breakfast into a 50-room hotel
with a year-round banquet facility
scating 200.

In stock market parlance, the
Smith will seon take a $4 million
long position on tourism in Lodi.
And if you look at what else is driv-
ing this market, it may prove to be

‘a very well-timed buy.

An analyst would have to be im-
pressed by the Pro Style Sports
plan at Flag City. It's more than a

huge youth soccer complex now.

There’s.a hotel, cincma and a host
of other businesses planned as well
as a professional sports training fa-

- cility.

- The travel market here is.also

‘being lifted by Peirano’s new tast-
.ing ’facility ‘and the 'notoricty

gained by Phillips Farm's recent
gold ‘medal. Add to that plans by
Mondavi to open a tasting facility
at its Woodbridge Winery and Lu-
cas Vineyard's plans to remadel its
tasting room. .

And.then there's the broad ap-
peal of "the events envisioned at

- Hutchins Street Square — the Dra-

Marty
Weybret

ma Fest, the new Labor Day music
festival and others.Conference and
Visitors Burcau exec Jeri Hansen
said it's becoming easicr and casier
to sell Lodi as a destination. She's
just back from the California Trav-
c¢l Market trade show where
“everyonce was very surprised —
pleasantly” by whatl's available
here.

She said she enjoyed travel
agents’ and Lour operators' first re-
aclions: “The look in their eyes is,
“Ah hah, [ had no idea that . . you
fill in the blank — wine, the Delta,
the arts at Hutchins Strect Square.

It’s fun.”

IFor lunch at the show one day,
she uncorked 15 cases of local vin-
tage. Woodbridge zin, Phillips
Farms symphony, Peirano BEstale
shiraz, Clemenls  Vineyards
chardonnay and Lucas “zin blos-
soms” were great hits. Napa vint-
ners like Ravenswood and Bella Vi-
gna, who put Lodi on their labels,
arc adding to local credibility.

The symbiosis of having the vis-
itors burecau run by the Lodi-Wine-
grape Commission scems clear.
Look for the conuission’s national
magazine ad titled Discover the
Zins of Lodi; its great.

So with all that as encourage-
ment, the Smiths are going to cx-
pand their quaint bed and break-
fast with its fair-weather wedding
facility into a 6.5-acre showcase.
They've given architect Mike Don-
aldson a tall order; "The day we
finish, we want it to look like it's
been here a hundred years.”

The 40 new rooms will be on the
west side of the expanded property
— two-thirds of the rooms upslaivs,

one-third downstairs. There will b
lots of bench seats and balconie:
and the pool, built in 1912, will by
come a “lairly elaborate” vasis frol
Lodi’s suwmmer heat.

They plan a shop selling flower
and Lodi “things” — Del couldn’
quite bLring himsell to say sou
Venrs.

Much of the market they need t
make the investment fly is her
now. Fifty pereent of their booking:
are business travelers and guest:
of local corporations like Gencera
Mills and Mondavi's Woodbridg
Winery. When they have enougl
room for farge parties, they expec
these companies will stop sendiny

“them to the big chain hotel @

Stockton, The Smiths hope guest:
will prefer to enjoy the “valley” at
mosphere of the old Towne family
home.

“If you've just flown in from the
Marriott's in Dallas, this will be o
terrific surprise,” said Del.

Marty Weybret (s the editor and
publisher of the Lodi News-Sen-
tincl.
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New Lod1 Wlne Visitor Center to nghhght Wine and Tourlsm

Capping off nearly a decade of ambitious
promotional efforts, Lodi winegrape growers are
generating still more excitement by creating a
world-lass visitor center to attract tourists to the
Lodi region. The 4000 square foot facility will be
located on property owned by Wine and Roses
Country Inn at the northwest corner of Turner
and Lower Sacramento roads in Lodi.

"We are taking our promotional campaign to the
next level according to Joe Cotta, Chair of the

look of an old winery and feature an impressive
three-story stone tower visible from all approaches
to the property. It will contain state of the art-wine
and viticulture educational displays, a conference
room, and a cellar room” for entertaining and
special events, such as wine dinners. Wine related
memorabilia, books and apparel will be available
for sale.

Offices for the winegrape commission and the Lodi
Conference and Visitor Bureau will be on site.

Stone Tower
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Lodi-Woodbridge Winegrape Commission, who
will be leasing the newly constructed facility. Lodi
growers will greet the millennium with a real
showplace to hichlic’ht our region and the
wonderful wines we're producing. The world of
will stand up and rtake notice of this
facility, and Lodi's reputation for
quality wines will continue to grow.  Corta says
the many emerging boutique wineries in the region
will be served well by the growers’ efforts.

wine

The eye<atching building, designed by Lesovsky-
Donaldson Architects of Stockton, will have the

to launch a series of
consumer and grower wine education classes to be
conducted at the center. It will be exciting to add
this center to the many high quality tourist
oriented sites developing in the Lodi area, says
Jeri Hansen, Executive Director of the LCVB.

The commission intends

The winegrape commission has commined to 2
five-year lease of the premises with an option to
renew for an additional five years. Construction is !
to begin immediately with January 2000 the target |
date for opening.







LCVB Partner Program - as of April 13

Partnership Category

A&W Root Beer of Lodi

Marketing

Bank of Lodi Marketing
Bank of Stockton Marketing
Bella Vigna Vineyards Civic

Best Western Royal Host Inn

Marketing

City of Lodi Marketing
City of Lodi Economic Development Dept. Marketing
Friends of Lodi Lake Community
Guild Cleaners Civic
Gwin Paden Civic
Hoffman Vineyards Community

Hutchins Street Square

Marketing

Ironstone Vineyards

Marketing

Lakewood Drugs - Lakewood Gifts

Community

Lodi Comfort Inn

Marketing

Lodi District Chamber of Commerce

Lodi Historical Society

Community

Community

Lodi lrrigation

Marketing

Lodi Memorial Hospital

Lodi News Sentinel

Marketing

Marketing

i_o—a}:\«“\f’oodbridge Winegrape Commission

Marketing

Mazatlan Café

Naomi McCallum Carey

Civic

Civic

Peirano Estate Vineyards
Phillips Vineyards

Marketing

5 C(Eﬁty Historial Museum

Susan Hitchcock

Marketing

Community

Community

The Lucas Winery

Marketing

fhe r&f\usic Box

Vines to Wines

Wine & RroseﬁounAtry Inn

Woodbridge Winery

Civic

Community

Marketing

Marketing




Lodi Conference & Visitors Bureau

Partnership Program

The Lodi Conference & Visitors Bureau Partnership Program is available for companies,
organizations and individuals who possess foresight and leadership, who support a dynamic
and cohesive community, and who want to invest in our community’s future through the
cooperative promotion of our area as a desirable place to visit, conduct business and live.

CIVIC PARTNER

Annual Partnership - $50

The Civic Partner is the individual community member who supports the Lodi Conference

& Visitors Bureau’s efforts and programs, and who understands the positive impacts of

tourism through the community. The Civic Partner may be seen as an ambassador for the

LCVB, the community and the local tourism industry. Benefits of Civic Partnership include:

e Opportunity to participate in LCVB Partnership programs, activities and events.

e Current Partnership roster upon request.

e Connection and networking with other community members, organizations and businesses.

e Representation of the community by the LCVB at national, state, regional and local travel and
tourism industry trade shows and events.

e Recognition piece identifying you as a Lodi Conference & Visitors Bureau Partner,

COMMUNITY PARTNER

Annual Partnership - $100

Tne Community Partner is the non-profit organization, community group, service club or

event that wishes to gain visibility through the programs and promotions managed through

the Lodi Conference & Visitors Bureau, and that supporis the efforts and programs of the

LCVB. Community Partner benefits include:

¢ Opporiunity to participate in LCVB Partnership programs, activities and events.

«  Current Partnership roster upon raquest.

e Connection and networking with other community members, organizations and businesses.

o Representation of the community by the LCVB at national, state, regional and loca! travel and
tourism industry trade shows and events.

e Recognition piece identifying you as a Loci Conrerence & Visitors Bureau Partner.

e Ffree expanded listing on the Lodi Conference & Visitors Bureau Website = www.visitlodi.com

« Dissemination of marketing and promotional information or materials through the LCVB and the
Discover Lodi! Visitor Center {coming Summer 2000).

e MNledia ralations and event promotion assistance: statewide, regional and local media lists, LCV'B
Calendar of Events listings, assistance with public relations and press releases.

e zcess o Lodi Conference & \isitors Bu-2zu photo fil2 {27.use in presentations or commun sy

SN
[N S PIA]



Lodi Conference & Visitors Bureau
Partnership Program

MARKETING PARTNER

Annual Partnership - 5200 and above

The Marketing Partner is the business or facility that wishes to gain visibility through the
programs and promotions of the Lodi Conference & Visitors Bureau and, that wants to offer
its products or services through the efforts of the Lodi Conference & Visitors Bureau. A
Marketing Partnership is for all types fo business, as tourism impacts the community at
many levels. The benefits of a Marketing Partnership include:

Opportunity to participate in LCVB Partnership programs, activities and events.

Current Partnership roster upon request.

Connection and nebworking with other community membars, organizations and businesses.
Representation of the community by the LCVB at national, state, regional and local travel and
tourism industry trade shows and events.

Recognition piece identifyting you as a Lodi Conference & Visitors Bureau Partner.

Free expanded Directory listing on the Lodi Conierence & Visitors Bureau Website -
www.visitfodi.com with a link to present Website or custom LCVB Web pages.

A unique and specially designed two-page website for your company or business on the LCVB
website with your own sub-domain name and link (e.g. wwiw.visitlodi.com/your name). Photos
and custom design included. Free monthly updates. Those with existing websites can use
Partner benefit pages as easily updated additions, to promote special sales, events, etc.

Monthly re-registration of Website with major search engines and 300+ minor search
engines/directories for any present website. Plus, LCVB Partners receive a benefit from the traffic
and search engine positioning of the LCVB Website,

Lodi Conference & Visitors Bureau Partners raceive discount rat2s on full Website design and
hosting through the LCVB \Website designer.

Madia relations and event promotion assistance: statewide, regional and local media lists, LCVB
Calendar of Events listings, assistance with public relations and press releases.

Access to Lodi Conference & Visitors Bureau photo file for use in presentations or community
promotions.

Distribution of brochures or marketing materials to fuliill requests and visitor inquiries through
phone calls, mail and Website; and at travel industry and trads shows attended by the Lodi
Conference & Visitors Bureau.

Priority listing in community and destination marketing materials to conference and event
planners, and tour operators.

Preferred referrals to conference and event plannars, tour operators and interested visitors.
Dissemination of marketing and promotional information or materials through the LCVB and the
Discover Ladi! Visitor Center (coming Summer 20005,

Confidential Conference Calendar — listing upcoming events and meetings in the area that are
potential users of products or services.




=0 Partnership Program
] Application

Q) Civic Partner QO Community Partner O Marketing Partner

Organization/Business:

Principle Contact: Title:

Mailing Address:

Physical Address:

City: State: Zip:
Phone: Fax: £#800
E-mail Address: : \Website:

Description of Organization/Business:

Please enclose a copy of your brochure or other materials with your application.

\What do you expect to gain from a Partnership with the Lodi Conference & Visitors
Bureau?

Thank you for your investment in the community and,
for your support of the Lodi Conference & Visitors Bureau.

. E ;

Annual Partnership Investment OR LCVB OFFICE USE ONLY

S
O~2 time processing fee © Oujonec

S 1500
Torat fmvesiman: TR
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Lodi Wine Trail

. Image enhancement tool

o Dlrectlonalllnformatlonal signage
Xy Connects local tasting rooms

e N.otes local points of interest

H&onors “The road less traveled”

é-,tures scenic beauty of Lodi area
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MEDIA ADVISORY

For Immediate Release
Contacts: Jeri Hansen, Executive Director
Lodi Conference & Visitors Bureau: 800-798-1810

Lodi Wine Trail lauds the road less traveled

Lodi, CA - The new Lodi Wine Trail program is in the final development stages and will be
completed by May 2000. The trail will wind through the scenic countryside of the Lodi region and
encourages a journey of “the road less traveled.”

All but hidden by expansive stretches of vinevards and miles of lush orchards, the area beckons
travelers to discover Lodi. Nestled between the Delia and the toothills of the Sierra Nevada, Lodi
enjoys a Mediterranean climate with warm cays, cool nights and a soft bay Delta breeze. The unique
combination of water, soil and climate maks; Lodi one of the most fertile and productive agricultural
regions in the nation. The area is home to wa'nut, cherry and almond orchards as well as over
70,000 acres of vineyards. The Lodi region produces more premium Zinfandel, Cabernet Sauvignon, .
Merlot, Chardonnay, and Sauvignon Blanc winegrapes than anywhere in the United States. Lodi also
boasts nearly a dozen wineries and tasting rcoms — from the most familiar names in the industry to
smaller, more intimate boutique wineries.

“The Lodi Wine Trail serves several imporiant purposes,” says Jeri Hansen, Executive Director of the
Lodi Conizrance & Visitors Bureau. “Either by simply following the signs or by using the Lodi Wine
Trail map, the trail will link the wineries and tasting rooms of the area and illustrate where these sites
are in relation to one another. And, even ifwine tasting is not on the itinerary, it will allow visitors to
explore the charming and picturesque couniyside of the Lodi area.” The trail will continue to be
expanded as more wine tasting rooms opan in the area and additional scenic routes are identified.

The first phase of Lodi Wine Trail signs will b2 installed this spring, just as bud break begins in Lodi
vinevards, with the a final phase installation date set for May 2000.

Z57a preyiow tour of the Lodi VWine Tra'
G

Comrarance S\Visitors Bureaw at 800-797-
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Scenic drives
may direct
visitors

By Jennifer K. Morita
Record Staff Writer

Local grape grower and wine maker
David Lucas s Lodi the “jewel of the
Central Valley” and wants to preserve it.

So he and other members of the Lodi
Conference and Visitors Bureau have a
plan to develop scenic drives throughout
the Lodi area

Organizers are just beginning to talk
with officials from San Joaquin County
and the California Department of
Transportation about posting signs along
Intarstate 5 and Highway 99 that will draw
motorists into Lodi, visitors bureau
Executive Director Jeri Hansen explained.

As people get closer to the city, other
sizns will direct them to downtown, Lodi
Lake, Micke Crove Park or nearby winer-
{es. :

“We want to make sure when people do

rive around to places in Lodi, they go a
way that is educational, aesthetic and
enteridining,” Hansen said.

Members of the bureau are also talking
with some grape growers and farmers
alcut putung signs in the vineyards and
Eclds sa visitors know what they’re look-
ing ac

“The agriculwral base we have in this
area is something we all take for granted,”
Hansen said. “We see it so’ much we for-
got tiat people who live in the middle of
a cinv don't ofien get to see it”

Mixe Phillips of Phillips Farms in Lodi
said ke's already started to put up signs in
his vineyards.

"We've gotten a lot of positive comments
Eem people driving around in the area,”
Philips said. “The signs tell thern what
kinds of grapes they’re looking at, because
go: those questions all the time.”

But Lucas added that the signs will also
help locals appreciate what Ledi has to

“People will be coming to this arca and
saying how beautiful it is,” Lucas said.
“And soon pcople in Lodi will start to
appreciate what we have here, and they'll
want o protect and preserve that”

Another idea is to map out a scenic
route that connects several winerics, said
Dol Smith, a member of the visitors
bureau advisory board, :

“We vant to build a notoricty for our
wine regicn and the quality of wines we
tave bere” Snuith said. The signs may cost
Eatween S2C0 and 34C0 each, and Hansen
woes v have ol of them up by next




Seasor,

Have vou ever wondered as you're : ; 7 A T
driving past a field of blossoming trees HARVEST CALEN DAT

v.'na-‘.t ¢y were? Here are some ways to ) _FfUi[S & Nuts
identify the ditferent blossoms you'll see” Almonds ... ... ... .. Sept. - mid-0
around Fre:no, as well'as a chait that telis Apples mid-Aug -0
when the crops are harvested. . Apricots ... ..mid-jun2 - ju

4 Almond _blossoms have small, de[icgte_ Cherries . .................. ... . Ju:
pinx or white petals. Two or more varieties it Figs ... ... .. ..... June-o
raight be planted in the same orchard T "Grapes .o mid July - O«
for cross poliination by bees. Ten varieties LT Kiwi . o N
?ccoun:;i more than 90 percent of Ora%a\ \4\ el ________ \o\ - mid-M
heacreage. 0

ag o o ranges, Valencia ... April -

Plury bloszoms are white with a touch of 3 Nectarines .............. . Mf\ - 5]¥
pinX. At least two varieties will be planiad T Peaches -Mav - mid-Ser
inan orchard for ¢ross pollination. hMore 2 pears Aug - mid- Ser
250 01 - = Pears . 1
;:an‘;-LI'P um varieties are grown com Pistachios ... o Sept. - N¢

(RSN ) Wy ey -

N - . Plums & Prunes ... ... .. une - mid-At

-\pr,n: piossoms have white petals. Up to W alln;t . é; o ;: \M
six varieties are grown commercially in S ridSept - mid-Ne

Srasno County, incl: 1¢ing the popub

nand Fuji apples.

08s0ms ar2 white and have a
fragrance. Navel and
s

Vegetables, Berries and Melons
A< aragus C3-Aprl - mid-h
lower

> &mid-Sept - De
- ine & Aug. - De
“'d July r“id De

se: Tl lems ans ara? the nost
nin Fi c\no Counv
$ DOt requir 2 Crods

Eﬂ\.x.L inthe groves S“ Comn oo o midMay - mid-De
- LE;;LILC ................ Al :."I'I: - mid-De
ave pink petals. Faver . ) Melons ... SJune - mid-0.
rown conunerialiy STDoshrars prid Onions ............ .. .. Aug - O
blo»om) have pink ok Peas, Z:zas
1aithe same ,. <V
TS > b
'r qwed SO a singlz U7 Stra
in Bl e - Tomato
. “-. g - ‘ " -
v T 4 > SHIELDS
. o =
BLOSSOM TRAIL o Sk & g
BELIMONT < € o)
> w
4G g ENTERVILLE 3
= =4
MORTH } g 0
JEMNSEN w SANGER MINKLER o
- el * S, < I
<= > Bi
. ORJENSEN f
* l ANNADALE 1 At uf b
E - | .
A 1
N g = s]:
- 1" e 1z
< hLES R . = a)::
xR T : r 3 ' AMIT2AY =
e A 2.233CmTRAL =
~ SINTRAL
. iyl < ORANGE
- I oo 3 g COVE
oo - - o
L =S
xh
g




9;-Coo‘perative regional marketing program

. Encourage visitation to lesser known |
.reglonal destinations & attractlons
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For further program information:

Calaveras Visitors Bureau at 1-800-225-3764

Lodi Conference & Visitors Bureau at 1-800-798-1810
Modesto Convention & Visitors Bureau at 1-800-266-3282

Turlock Chamber of Commerce at 209-632-2221

\Your Guade From Fnelds To Foothllls

e st 0 v “"2’\‘

MEDIA ADVISORY

For Immediate Release

EXCITING REGIONAL TOURISM PROGRAM MAKES ITS DEBUT

An exciting new regional tourism pragram - The Compass...Your Guide from Fields to
Foothills - will be launched this spring.

The program, partially sponsored by Bank of Lodi and developed as a cooperative venture of
the Calaveras Visitors Bureau, Lodi Conference & Visitors Bureau, Modasto Convention and Visitors
Bureau and the Turlock Chamber of Commerce is an educational, interactive and entertaining
tourism program for families, individual travelers, and tour groups.

The program highlights a variety of agricultural, rural and historical locations throughout the
interesting and picturesque Central Valley and Foothill ragions of California. The guids itself is styled
after a simple passport, complete with descriptions for each sita.

The Compass will acquaint travelers and visitors with the unigue natural, historical and
agricultural sites of the featured regions. Most sites included in The Compass program are either not
the typical tourist attraction or are “off of the beaten path” in some respect ~ figuratively or
geographically! Through The Compass program, participants will have the opportunity to discover
these unique sites and to learn about the regions’ diversity, abundant agriculture, natural resources
and fascinating history.

For most - travel has become much more than a leisurely weekend getaway. With demands
on time from careers, community activities and other commitments, as well as an increase in the
number oi dual income families, travel and vacations need to be more fulfilling and stimulating than
ever. Travelers want to be engaged, entertained, and educated during their travels. In addition, as our
society continues to urbanize people feel a greater need to reconnect to the past. As a result,
agriculture and naturalist activities are growing segments within the travel industry.

ndividuals and groups may acquire Compass gJ idas through the participating Visitors
8;'%&;;:. CJ"-":D‘;:) participants mav travel (0 each or 2" of th2 lecations at any tima. Color-coded

~aTiwIt rauhing suggestions have been i ~io The Compass so participanis may easily
TsConer m2 nans sia The Compass weathar vane Ieg: will o2 prom nantly displaved at all sites ard
S22tz visitors” bureaus. Each locatior v have ¢ Stamp Depot d2sigratad by the weather

Lat=iogs. The Caompass guides will be va'idarad af eecn I5c2 ior with 2 unique color-coded stamp.

L p'eT2 i racord the date of visitwill b2 includad 1
piace to jof down “NMore Discoveries!” Compass valic
visit eacn location to have The Compass Guida s\a\we:'.

won it Tne Compas:, as well as a
free 0° charge but participants mus:

O
)
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San Joaquin County
Historical Museum
Agriculture - San Joaquin County's
newable gold is the focus of this
1y friendly 15-acre museum. Local
indian culture, early and delta agri-
culture, tractors and harvesters, transportation, hay and grain, grape and
wire, tree crops, textles, Children's Gallery, native plant gardens and the
collzctions of Stockton's founder - Charles M. Weber and family.
Open Wednesday - Sunday, 1:.00 p.m. - 4:45 p.m.
Admission: $2 Adults; $1 Children and Seniors
11793 North Micke Grove Road, Lodi, (4 95240
209-331-2053 = wiw.sanjoaquinhistory.org

S e TV e
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DhilipsQinegrds ™7™ {2

1
L., SSBus. .. Phillips Farms
2T INS T & Vineyards
A warm welcome awaits vou at
Phillips Farms and Vineyards. Family
owned and operated for over 40 years, we have a wide variety of offer-
irzs including wine tstng of our award winaing wines, farm fresh local
peaduce. fine gourmet producss and gift items, couniry stile café and
busers, lush and colorful gardens. a lovelv picaic areu and more!
Open daily 8:00 a.m. - 3:30 p.m.
43580 West Highway 12. Lodi. C4 95242
209-368-7384 « www.phillipsvineyards.com
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Map Key No.

The Nut Factory
Lont, Caumarsia The Nut Factory Retail Store
rened in 1988. [t specializes in f:
ms, nut packs, bulk nuts, bask
ol corporate gifts using fruits, nus
and candies. The Nut Fuctory offers
i eifis and souvenirs for any occasion. Uniquely nestled berveen
wertt production warehouses. the Nut Factory was once “the best kept
o beds Come see for vourselt, the seeretis ou!
Oper Monday - Friday. 10:00 aam. - 4:370 p.m.
tntnhor through December: Monday through Saturday.
< 300 pomn.

123175 Furnont Ave. @ Lodi CA 9510
Prire 1LL 1443 8 Toll Free UK-325-6437

S

“6—  The Compass

f ( ’ Map Key No.
~ r

R ':\ - :
@Jf_a_._: ) Discover Lodi! Wine
5R5)\\f~‘~ £ & Visitors Center
=T Reminiscent of an old winery - the
= scover Lodi! Wine & Visitors

nter features intriguing wine edu-
cation exhibits, interactive displays,
up to the minute travel and visitor information, Wines of Lodi tasting
room, and urique Lodi items, products and gifts. The center will also be
home to wine education clusses and special events throughout the year.
Lodi - life the way it should be.

Grand Opening - Summer 2000!

2545 West Turner Road, Lodi C4 95242

800-798-1810 « wiw.visitlodi.com

Lush and scenic, Lodi Like is
me to 1 wide variety of activites.
Ik the Interpretive Naure Trail,
°® it the Discovery Center and learn
about the plant and animal inhabitants of the park. Take a boxt tour
along the beawiful Mokelumne River; picnic under 2 tree near the water;
rent 4 cance. tike a swim; build a sandcastle; go fishing, or just relax.
Main Entrance is located on Turner Road in Lodi
Lake open April through September; Park open year round
Entry §3: Boat Launch $4. Entry fee daily, except Mondays.
From March 31 through Memorial Day, enlry fee Friday-
Sunday only. Phone Lodi Parks & Recreation at
209-333-6742 or Lodi Lake at 209-333-6890.
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Country Lake Ostriches
v ostriches really stick their heads
¢ sund? Come and see for yourself
at beawrul Country Luke Ostriches, the only working ostrich ranch in San
Joaquin Counz. Locaiad in the heart of Linden's tush cherry and walnut
orchards, we offer tours, classes, and farm stavs. On-site atractions
include an cducationdd petting farm, wildlife arca. gift shop and scenic
picnic zrounds. Adopt one of these regal and unique birds throuzh the
Adopt an Osirich program. Al gifts und purchises are tax deductble
S ur nosorofit foundation seriny disadhantased W
2909 N (ox Road. Linden, (L1 95236
Please call for an appointinent: 209-837-3070

Fomaiis ostrchl 2aatnet.net wicw.countrylubenstriches.com

R
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The Compass...A Guide from Fields to Foothills
4 _ ¢

< What is The Compass program!

The program was developed as a joint venture of the Calaveras Visitors Bureau,
Lodi Conference & Visitors Bureau, Modesto Convention and Visitors Bureau and the
Turlock Chamber of Commerce.

The Compass... A Guide from Fields to Foothills is an educational, interactive
and entertaining program for families, individual travelers, and tour groups. The program
highlights a variety of agricultural, rural and historical locations throughout the region.
The guide itself is styled after a simple passport, complete with photos, descriptions and
directions for each site. The Compass not only serves as a unique guide to these sites but
also becomes a personal keepsake of the journey.

The Bank of Lodi has generously agreed to be a partial sponsor for the program.

“+Why is The Compass program important?

Tourism development and promotion is a viable economic development activity
for communities, counties and regions because each one possesses sites and attractions of
potential interest to visitors. The broad economic impact of tourism is often overlooked
because it is made up of component parts such as dining and drinking establishments,
ground transportation, retail sales, accommodations, recreation and more. Tourism helps
stabilize and diversity rural economics - creating jobs and generating state and local tax
revenues. Within the regional reach of The Compass (Calaveras, Merced, San Joaquin and
Stanislaus counties) the tourism industry supports 175,400 jobs and travel expenditures
add up to more than $1.2 billion (figures from CA Division of Tourism — County Travel
Impacts 1997). Dollars spent by visitors go right back into the local economy via the sales
tax — which helps maintain the community’s infrastructure and fund a wide variety of
public services. Quite simply, travel and tourism is good for the economy and for local
communities. )

The Compass...A Guide from Fields to Foothills helps visitors to our region create
a positive travel experience through the easy and ready made itinerary and offers an
opportunity to discover the unique diversity of our area. The Central Valley region is
poised to capture travelers and visitors who seek more from their leisure time and hard
earned dollars.

The Compass program will attract visitors who will spend money in local
communities and will help to further enhance agricultural and historical preservation
efforts through awareness, education and appreciation.



-~What does The Compass do!

The Compass will acquaint travelers and visitors with the unique natural,
historical and agricultural sites of California’s Central Valley and Foothill regions. Most
sites included in The Compass program are either not the typical tourist attraction or are
“off of the beaten path” in some respect — figuratively or geographically! Through The
Compass program, participants will have the opportunity to discover these unique sites
and to learn about the regions’ diversity, abundant agriculture, natural resources and
fascinating history.

For most - travel has become much more than a leisurely weekend getaway. With
demands on time from careers, community activities and other commitments, as well as
an increase in the number of dual income families, travel and vacations need to be more
fulfilling and stimulating than ever. People want to be engaged, entertained, and educated
during their travels. In addition, as our society continues to urbanize people feel a greater
need to reconnect to the past. As a result, agriculture and naturalist activities are growing
segments within the travel industry.

4 How does The Compass work!?

Individuals and groups may acquire Contpass guides through the participating
Visitors Bureaus. Compass participants may travel to each or all of the locations at any
time. Color-coded maps with routing suggestions have been incarporated into The
Compass so participants may easily discover the next site. Tfie Compass weather vane
logo will be prominently displayed at all sites and participating visitors’ bureaus. Each
location will have a Stamp Depot designated by the weather vane logo. The Compass
guides will be validated at each location with a unique color-coded stamp. A place to
record the date of visit will be included for each location in The Compass. Validations
are free of charge but participants must visit each location to have The Compass
stamped.

A pull out map section is featured in The Compass guide. This map will illustrate
the geographic region of The Compass. Located around the border edges of the map is
information about the various lodging establishments available in each area (Lodi,
Calaveras, Stanislaus/Merced). This will encourage travelers to extend their stay in our
region, which is an important component of tourism and visitation.

The Compass guides will be distributed only through those four tourism
organizations that partnered to develop the program. As a result, a more consistent and
accurate method of evaluation, tracking and follow up will be possible. The organizations
will use The Compass to fulfill requests received via phone, mail, the Internet and
Websites, and through the various travel and trade shows attended by representatives of
each organization. The program development committee will continue to meet on a
regular basis once the program is launched to share information, leads and participation,
as well as to discuss the continued growth of the program.



Listing of
Compass Sites

Thel Compass;-

uYour Guide From Fields To Foothllls '
- Ch e e .,,v._u./“" \;.

Lodi...Region 1

Discover Lodi! Wine & Visitors Center
Lodi Nut Company/The Nut Factory
Phillips Farms & Vineyards

San Joaquin Historical Museum

Lodi Lake Park

Country Lake Ostrich Farm

Calaveras/Foothills...Region 2
Calaveras Big Trees

California Caverns

Get Gold Adventures

Ironstone Vineyards and Heritage Museum
New Melones Reservoir Visitors Center
Sierra Heritage Logging Museum

Merced/Modesto...Region 3

Beekman’s Honey

Blooming Camps

Hershey’s Chocolate Factory |
Hilmar Cheese Company & Visitors Center
Sciabica Olive Oil Companv
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Jefif Hood, Lodi Bureau Chief
Pnone: 367-7427

Fax: 367-7432

E-mail: lodi1 @sonnet.com

The Record

Tasty plan
fo tantalize
[OUTISES

ine, cheese and choco-
Wlate. INot a bad start for
a picnic.

ey also could be among the
highlights of a tourism program
being coordinated by officials in
the northern Cental Valley and
Sierra fcothills.

Representatives of the Lodi,
Modesto, Turleck and Calaveras
Ceunty visitors bureaus and others
are exploring a “passport” plan
that would promote tourism in the
rzgion by focusing on its strengths,
ramely agriculture and its signifi-
cance in California history.

Tourists — and that can
include us locals — would obtain
passports with a couple of dozen
sitzs highlighted, then have each
establishment stamp the becok
Gnce each area has been
stamped, the tourism boards
vould give the holder a git.

The tour could range as far
south as Hilmar, the site of a
massive cheese plant, and could
irciude the Hershey factory in
Oakdale, and wineries in the Lodi
2nd feothill appellatons, according
5 Jeri Hansen, head of the Lodi
Cenierence & Visitors Bureaw

Tae plan could lead to signifi-
sorndy more Bermuda-shoriad
—enand their wives in Lodi
Zluring the summer
i

urism is big business in the
v and Seonoma wine arsas.
s tie hos 2 32 million bud-
cvnrdlie hos 2 32 million bud
g+t surpius because of visitors.

accerding to Ledi winery owner

Diedd Lucas. Sure, it means
mere rafiic, but Lucas points
t it also has helped fund a
now community center.

March against car

By Jennifer K. Morita
Record Staff Writer

Peggy Schulz has had to watch
her mother, grandmother, aunt
and two nieces wither away and
die from cancer.

She herself has had three breast
biopsies, all of which were benign,
and may soon have to go through
another one.

“I'm a prime candidate for can-
cer,” the 60-year-old Acampo
grandmother said. “We have to
cure this, you know.”

So Schulz jumped at the

You can help

For information about the
Avon 3-Day Walk Against
Breast Cancer, call (888)
332-9286.

chance to help when her friend
Diane DeVault asked her to walk
in a three-day, 60-mile trek from
Santa Barbara to Malibu to raise
money for early-detection breast-

cancer programs.

DeVault, a Lodi resident, partic-




Lodi Faciliy

. e.Listof area meeting and conference
- Facilities and locations
i’ Amenities and features
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Lodi Dining Card'

. ConNenlent fold out business card size

| o Handy listing of all local participating
restaurants
4

od longevity of piece due as it’s packed
th info and easy to carry.




e Complete listing of antique and
collectible establishments in Lodi

oLocaI participation/support
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Lodi
Presence in Publications
As of April 2000

California Visitors Guide

Published annually by the CA Division of Tourism. Includes a hyperlink from the
CA Division of Tourism Website. Distribution: 485,000 domestic and international
visitors.

Central Valley Visitors Guide
Published by the Central Valley Tourism Association. Distribution: 30,000

Lodi Visitors Guide
Published by the Lodi News Sentinel. Distribution: 55,000

Comstocks Magazine
Distribution: 100,000. Co-op ad with four local wineries/tasting rooms.

California Visitor Review
Distribution: 1.6 million per year through 1075 distribution points from Oregon to
So.CA

Sierra Escape
Distribution: 120,000 throughout the state via Triple A offices, hotels, advertisers,
attractions, national forests and state parks.

Modesto Holiday Inn
In-room visitors guide cooperative ad. Average 1300 guests per week which does
not include special events and conferences. '

Table Talk
Placed on 100 tables in various area restaurants reaching 40,000 customers per
month.

Delta Chambers Visitors Guide
Distribution: 50,000

Lodi District Chamber of Commerce Map

Wagons Ho! Promotional Tabloid
42,000 total distribution pre-event and dav of event

Rainbow Yellow Pages Phone Book
Disiribution: 40,000 in SJ/Sacramento area cities. Banner ad’s below area maps

American Trade Show Directory
Free listing

Convene Magazine/\Western Association of CVB’s
2000 Meeting Planners Guide — free listing.




Pacific Bell Phone Book
Free Community Event Listing and Resource number

Discover Sacramento

Visitors Guide 2000. Distributed via insert in Sacramento Bee (138,000 readers) as
well as distributed at Sacramento International Airport, Chamber of Commerce,
CVB, real estate firms and major area outlets. Includes sacbee.com hyperlink.

2000 Sacramento Jazz Jubileee Program

Stockton/San Joaquin Visitors Guide

Sacramento Magazine
“The Other Wine Country” editorial feature

Wine X magazine
Distribution: 30,000 targeted 25-36 age wine drinkers.

“Discover the Zins of Lodi” campaign has appeared in the following wine
consumer and trade magazines:

Wine Enthusiast
Wine Business Monthly
Appellation Magazine

Wine & Spirits



_Launched March 1999 with 2,975 hits

ibe re-designed with exciting features
ivisual appeal to better serve and
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9 Access Stats 1 U Search Engme Stats:

O Page Summaries U Error Stats
H’tMO"’tor  Host Stats U Past Month Stats ;
O Referer Stats ) Last 12 Months
L) Browser Stats i Help

B
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Web51te Statlstlcs for visitlodi.com
Last Updated: 4/1/2000

Statistics for March 2000
Total Hits ™ | 23,511
Total Successtul Hits 22,984
Total HTML File Hits . 8,435
Total Cached Hits 1,771
Total KB Transferred | 199,316

Response Code 200 (Successtul) | 21213
Response Code 302 (Redirected) | 0
Response Code 304 (Not Moditiedy | 1,771
Response Code 401 (Unauthorized) | 0
Response Code 405 (Forbidden) 0
e Response Code 404 (File Not Found) | 397
Response Code 300 (Server Error) | 130
Most Popular Day 1,340 hits on 3/30/2000
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V\’ebsne Statistics for visitlodi.com

Last Updated: 4/1/1999

Statistics for March 1999
Total Hits 2,975
Total Successtul Hits 2,917
Total HTML File Hits 877
Total Cached Hits 403
Total KB Transterred 14,639
Response Code 200 (Successful) 2,507
Response Code 502 (Redirectad) 7
Response Code 504 (Not Moditied) | 403
Response Code 401 (Unautherized) | 6
Response Code 405 (Forbidden) | 0
b Response Code 404 (File Not Found) — | 25
Response Code 300 (Server Error) | 27
Most Popular Day | 314 hits on 3723/1999
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~ Last 12 Month Summary for visitlodi.com
April 2000 '
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I‘j SAN JOAQUIN FARM BUREAU FEDERATION

MEETING TODAY'S PROBLEMS / PLANNING FOR TOMORROW
’4
/4

October 1, 1999

Jeri Hansen

Lodi Conference and Visitors Bureau
1420 S. Mills Avenue, Suite K

Lodi, CA 95242

Dear Jeri,

On behalf of the San Joaquin Farm Bureau Federation, [ would like to thank you for your
assistance in obtaining educational information, wine, and winegrapes for the 1999 State
Fair exhibit. Your assistance and effort helped tremendously in making the official San
Joaquin County exhibit so successful. Over one million people viewed it during the 1999
California State Fair.

In appreciation of your hard work, I have enclosed a photo of our booth that was awarded
a first place award. Our exhibit was one of eight out of 53 counties in the state to win
such an award.

Thank you again for your help in making our exhibit equally as beautiful as the county it
represents.

Sincerely,

/
7
/ -

~"Russ Maithews

Executive Director
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Basic Event Strate
Seminar

¢ One day seminar for event planners,
non-profits, community volunteers

- EVent marketing & Sponsorship
Box office & ticketing

vent operations & logistics
ledia relations & publicity
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For Immediate Release ' November 22, 1999
Media Contact: Jeri Hansen, Lodi CVB 209-365-1195

“Basic Event Strategies” Comes to Stockton

Stockton —~ “Basic Event Strategies” a workshop and special events seminar will
take place on Thursday, December 2" from 8:00 a.m. until 12:00 p.m. at the
Stockton Radission Hotel.

The workshop, co-sponsored by the Stockton San Joaquin Convention & Visitors
Bureau and the Lodi Conference & Visitors Bureau, is $35 for advance tickets and
$40 at the door. Admission price includes breakfast and all materials and handouts.
\Workshop presenters include professionals and executives from the fields of
marketing, event planning and management, ticketing operations, graphic design,
sponsorship development and public relations.

\Workshop topics include

* Event Marketing

* Box Oifrice and Ticketing

* Event Operations and Logistics

*  Media Relations and Publicity

= Event Graphics and,

* Sponsorships from the Sponsors Perspective.

The workshop was developed for individuals and volunteers involved in special
event planning and management and fund-raising activities but is open to anyone
interested in event management. Jeri Hansen, Executive Director of the Lodi
Conference & Visitors Bureau explains, “We wanted to develop a workshop that
would give participants the tools and resources that they can use in the real world.”
Ann Sternal, Executive Director of the Stockton-San Joaquin Convention & Visitors
Bureau agrees, “Often, individuals with full time jobs and other responsibilities find
tnamselves in the role of volunteer event managers for whatever reason, whether
(~a: be ‘or church, children’s school activities or for tne community. This workshop
a3 deseloped with those volunteers in mind.”

T5- 2ven: information and reservations, please contact tha SSJCVB at 209-943-1987.
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« Karin Moss

« Sally MicKeag

« Terri Hopson

« Michelle Manos

« Dan Kowitz

« Traci Rockefeller-Cusacic
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| Topics Include: |

s Event Marketing & Sponsorship
« Box Office & Ticketing

.- Event Operations & Logistics
“* Media Relations & Publicity

- Event Graphics

» From the Sponsor’s Perspective !
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T
Stockton San Joaquin Convention
and Visitors Bureau and the
Lodi Conference and

Visitors Bureau
" g b AN W

Basic
Event
Strategies

Thursday, December 2, 1999
8:00 A.V1. to Noon

Radisson Hotel

2323 Grand Canal Boulevard
Stockton, California

Tickets (Includes Breakfast)
$35 in advance
%40 at the door

Limited Seating, malke your
reservations early!

Call 209.943.1987 for ticket
information and reservations

. ) . . 0
A bricl introduction  ur featured speakers:

IKARIN MOSS « Karn is o veteran manketing, profes-
sional with over 25 years of experience in all aspects of
event marketing, promotion, and sponsorship, She isa fea-
tured speaker at numerous seminars throughout the U.S.
and her work has been cited for exeellence by both national
and international associmions, She has been the Marketing
Director of the California and Oregon State Fairs, Portland
Memorial Coliseum, Lawlor Bvent Center at the Univer-
sity of Nevada, and Hollywood Park Racetrack.

Karin began her career in Los Angeles and served as Pro-
mation Director of Atlantic, Asylum, and Mercury Records,
As music coordinator of the film “American Grafliti” her

work was nominated for an Academy Award.

SALLY MCKEAG « Tor the past 16 years, Sally has
waorked in a variety of high-level positions for the federal
government in Washington D.C. and the California State
povernment in Sacramento, Ms. McKeag served as spe-
cial assistant to the Scerctary of the Interior in Washington
D.C. and asthe department’s Special Projects Officer. She
also held event planning positions for two Presidential In-
avgurations, Sally was site director of the 1990 Economic
Summit of Industrialized Nations in Houston, responsible
for the Main Plenary logistical planning tn hosting seven

world feaders and their stalls,

Ms. McKeag moved to Sacramento to work for Governor
Wilson as Director of Constituent Aftairs. During thistime
she played key roles in organizing numerous events such
as the Governor’s Crime Summit in Los Angeles as well as

many other events requiring the Governor's participation.

TERRI HOPSON ¢ Terri Hopson's carcerin Theater Arnts
and ticketing spans over 15 years. She has been the Ticket
Office Manager for the College of Fine Arts at the Univer-
sity of Oklahoma, Director of Ticketing Operations at the
Lawlor Events Center, and is currently Ticketing Services
Muanager at the Performing Arts Center at Cal Poly in San
Luis Obispo.. Terei has handled alt ticketing operations for
both University owned ticketing systems and Ticketmaster.

-/

MICHELLE MANOS « Michelle, currently General
Manager of Weberstown Mall, has over 25 years of man-
agement, administrative, and hands-on experience in mar-
keting, design, advertising, publications, public relations,
fund raising, and special event planning. Her work has
recetved numerous national, regional, and local awards and
has been published in American Corporate ldetity, The
New York Art Directors Show, Communications Arts Maga-.
zine, and is featured in the Library of Congress® Permancent
Poster Collection. She has served as Art Director for the
Ohio State University Office of Public AfTuirs, and Direc-
tor of Publications for University of the Pacific.

DAN KOWITZ « Dan is the Director of Sponsorship
Development as a consultant to Mervyn®s California. He
1s responsible for managing sponsorship events such as
Mervyn’s California Beach Bash 99 and an AVP Tour vol-
leyball event in Hermosa Beach. He started his career with
Ameritech where his responsibilities included contract ne-
gotintions, and event execution with the Taste of Chicago,
a 10 day event with over 3 million attendees, the Arts Insti-
tute of Chicago, ‘The Chicago Bulls, and Northwestern Uni-

versity.

Dan also directed Ameritech’s sponsorship and event in-
volvement with the 1996 Democratic Nationat Convention,
The Art Institute of Chicago’s 1997 Renoir Exhibit, the
WTA Tour tennis event, and the Ameritech Cup,

TRACI ROCKEFELLER-CUSACK - Traci joined
Fleishman-Hillard Inc. in 1998 as a Senior Account Ex-
ccutive. She devotes her organizational and marketing skills
to Pacific Bell Wireless, Pacific Belt Park, and KXTV-10,
Prior to joining Fleishamn-Hillard, Traci was the Promo-
tions Manager for KXTV-10 (the ABC affiliate in Sacra-
mento). In 1998, as the station’s liaison with the Oprah
Winfrey Show, she spearheaded the station’s participation
in Oprah’s “World's Largest Piggy Bank” project and was
identified as a leading affiliate nationwide. Traci devel-
oped and coordinated KXTV-10s “Coats For Kids Sake”,
an ongoing winter coat drive. .Since its inception in 1991,
more than 120,000 coats have been donated and distrib-

uted to needy families throughout the Valley.
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: Need to know

WEDNESDAY

The Economic Concerns com-
mittee of the Lodi District
Chamber of Commerce will meet
at 7:15 am. at General Mills,
2000 W. Turner Road. Informa-
tion: Susan Bagley, 367-7840.

THURSDAY

Basic Events Strategies, a
half-day seminar, will start at
8 a.m. at the Radisson Hotel,
2323 Grand Canal Bivd.,
Stockton. The seminar is spon-
sored by the Stockton San
Joaquin Convention and Visitors
Bureau and the Lodi Conference
and Visitors Bureau. The cost,
including breakfast, is $35 in
advance or $40 at the door.
Information: 943-1987.

Scott Clements will discuss
the Hotel Stockton/Cineplex
development when he addresses
the 8 a.m. meeting of the
Downtown Stockton Alliance. The
group will meet at the Hotel
Stockton, after which there will
be 'a tour of the hotel.
Information: John Fry, 464-5246,

The San Joaquin County
Office of Education Regional
Occupational Centers and
Programs will host an open
house to showcase course offer-
ings. The free events run from
10 am. to 2 pm. at the follow-
ing Stockton locations:

B Automotive technology: 302
Weber Ave.
R Biz tech: 2111 W. March
Lane.
B Child-care training:
e e, 6515

Inglewood Ave. J A-5.

y: 302 Weber Ave.
B Health academy: 2333 W.
Pv‘,afch Lane.

Port ready to g
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By Bill Cook
Record Staff Writer

Potentially the grandest gift in
San Joaquin County history is
about to be handed to the Port of
Stockton.

Within 15 years, the present
could be worth $190 million a
year in addidonal revenue to the
port and the community, the port.
staff estimates. That would equal
four-fifths of the current Stockton
city budget.

The gift is a 1,419-acre tract of
adjacent land called Rough and
Ready Island. The Navy has aban-
doned its international communi-
cations center there and is pre-
pared to hand the island over to
the port without charge as a.
“public benefit conveyance.”

Approximately 10 times bigger
than San Joaquin Delta College's
north-Stockton campus, Rough and
Ready Island will triple the port’s
size and give it 5 million square
feet of additional warehousing
served by 40 miles of railroad
track, plus myriad other assets.

“Most people don't realize what
a big deal this is,” interim Port
Director LeRoy Hieber said. “We're
really excited about it. It will pro-
vide major long-range benefits for
the port and the community.”

Hieber believes Rough and
Ready Island and its facilities can
be fully leased to new tenants by
2015. At that time, the port will
generate $350 million a year in
wages, tenant lease payments and
taxes, trucking charges, and other
direct inputs into the local econ-



~ @ Serve as local contact for visiting groups
e Resource for tour sites, programs and




e Coordlnatlng with Sacramento CVB
to position Lodi as a pre-conference
and spouselguest tour site for major




Vivian Thomas

161 California Avenue #K-204
Palo Alto, California 94306

Telephone 650.324.3739
Fax 650.688.8333
Email vivthomas@aol.com

July 7, 1999

Ms. Jeri Hansen

Executive Director

Lodi Conference & Visitors Bureau
1420 South Miles Avenue, Suite K
Lodi, CA 95242

" Dear Jeri,

This is a long overdue letter to thank you for the wine tasting you
provided for my French group (Ameritours) on May 27 at the
Robinson home. It was an unexpected pleasure and greatly enjoyed
by everyone.

Thank you again for a very special event.

Sincerely,

-~
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Vivian Thomas
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3984 Cheroxee Road
. . . P.0. Box 8070
Sierra-Bay Farm Credit Services Stocktan, Califarnia 35208
: . Tati 208-931-3770  FAX: 209-931-33553
S!erra Bay FederaI.Land Ba‘nk Asso.cra.tmn, FLCA B00-639-FARM (3275) >
Sierra-Bay Production Credit Association Email: info@ageredit.com

November 11, 1999

Ms. Jeri Hansen, Executive Director
Lodi Conference Visitors Bureau
1420 South Mills Avenue, Suite K
Lodi, California 95242

RE: Western Farm Credit Associations: Wine Tasting Event
Dear Jeri:

On behalf of the Western Farm Credit Associations, I would like to thank you for playing an
important role in our effort to host the Western Farm Farm Credit Associations this past Tuesday
evening.

Based upon the very favorable responses I received taroughout the evening, the wines were well
received and everyone enjoyed the event that you contributed to by your presence and
professionalism.

Most importantly, everyone had a great time!
As we discussed briefly at the close of the tasting, we would enjoy working with the Lodi
Conference and Visitors Bureau/Lodi-Woodbridge Winegrape Commission in sponsoring ag-
related events in the future. Please do not hesitate to contact me at- 931-3770.
Thank you Jeri.

Sincerely

L

Wiffiam S. Bensley
Senior Vice President

cc. Mark Chandler

1
(K}



Qutstanding best describes the O.W.A.C.conference hostad by Tower Park and
Delta Chambers, and mostly to J. Mills at Tower Park for ceordinating and planning
the conference, lodgings, meeting rooms, hosted dinners and hospitality. Lodging
was donated and provided by Delta Daze Inn, Hotel Del Rio, Rogelio's, Tower Park,
B&W Resort, Delta Bay Resort. Housebeat accommodations were providad at Tower
Park by Herman & Helen's, H20 To Go, Paradise Point, and Foraver Resorts. Over
50 people attended and really enjoyed the Delta.

Nicki Suard, Snug Harbor arrived in their sea plane and offarad rides to our visitors.
Many fast boats took guests to Bethel Island for a well planned day of activities
Craig Lundborg “rolled out the red carpet” in Bathel Island, with music, a wonderful
barbecue lunch at Sugar Barge (hosted by the Beathel Island Alliance), while viewing
demonstrations of fast boats and wake board ski stunts. Many went bass fishing and
fly fishing with top-notch professicnal fishing guides and they caught black bass and
striped bass.

Jeff Leonard form Harrison's Marine/Marine Max took visitars over in his Sea Ray
Cruiser and it was luxury on the water. Others who took our guests to the Island by
fast boat were Terry McDonald, Bob Cameron and Ron Coshe. Tom Wigham took
wildlife pnotographer, Bill Beebe on a bird watching excursion for the day and showed
the wildlife beauty of the Delta.

The last dinner mesting was held on Monday night and Robert Hafner was a
superb speaksr for the Delta Chambers. Jeri Hapsen from tha Lodi Confarance and
Visitors Bureau hosted a wine tasting table and guests had a1 opportunity to sample
our Delta wines. -

" J. Mills and Diane have had follow up responseas from many of the attendees.
Articles have baan written, a photo album was mailed to us with Delta photos, and
evzn some” thank you” e-mails. We look forward to the magazine and nawspaper
ariicles that will b2 writtan about the Delta.

(more photo's on page 6) I

Trey viewed aurbrcges...
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Western YWater Wavys
We nffer the v
Best deal'in the Delta

Cruiser Haven Marina
'3 Rps2r at AR By

Holland Riverside Marina
Hedand Tut at Bozk 3t
Mao Lae F.5

{3 634-3667
: Suos
Coverad 25 - 40 &

Urgivereg, 30 - 46 5.

\'ag Lac. G-3

{323) 6343822
Caverad Sips
30k ta3dh

Eacil';'e§: Restrooms, showars, laundry, eleciric
& (2iapnane hadkup, snack snNazk, ica & bant
Als3 at Hal Riversida, laureh rasp. pump out & fual
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SERVING DISCOVERY BAY
AND THE SOUTHERN DELTA

AMARAL & ASSOCIATES,
REALTORS®
“WE AT WHAT REAL ESTATE SHOULD BE. .CALL US NOW*

1520 Discovery Bay Bivd. 8250 Brantwood Blvd.
CISCOVERY BAY BRENTWOOD

KING = &
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Open & Covered Berths to 60°

! Launch Ramp * Fuel Dock » Engine Repair

General Store * Campground * Picnic Area
Delta Houseboars Rentals & Sules
Lacated at Dosppuintmeat Slough & Honher Cut—Just ¥ Miles
Fram Stachton on ¥ Ve Road

L (209) 951-2188 1 = R ST SECRUT NN

= \
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Towtd raak RESORT Qt

Open & Covered Berths to 90°
Fuel Dock ¢ Launching «
Bust Sales. Service, Rentals & Canvas Shap

Geavral Store
KV Campuround » Picnic & Event Facilitics
Sunset Grill Restaurant & Bar

raated o Liothe Potate Sjough just £ mides Westof 15 oa They 32

(209, 369-1041
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Let Us Hzlp You Plun
That Sp2:1a! Qccasion
Renae & Bob Watson

Casagrande’s Catering
Italian Delicatessen & Mercato
“Fine Htalian Food”

(2091 464-1492 Fav(209) 4641316
1010 Country Club « Stackron, CA 93204

SNUG HARBOR!

(914)775-1455 www.srughcrbor.net
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Tun, Trolics & Quirks

FoLodi is the birthplace of A&W Root Beer! Order a burger,
fries and of course a world famous A&W Root Beer Float.
See photos from the Worlds Record Root Beer Float event
- held in Lodi - over 2,500 galions of pure pleasure!

[X Visit the International Yo-Yo Museum and learn some crazy
yo-yo tricks.

I< Ride a roller coaster at Funderwoods Amusement Park.

[ See golden lion tamarin end other exotic animals at the
Micke Grove Zoo.

= Take part in a grape stomp. How many gallons of juice can
you crush....with your bare feet?!

= Enjoy the delectable “"Scoozi” at Hazel's restaurant in

charming downtown. What's a "Scoozi?” Come to Lodi and
find out!

More



"2 Svvegagvwce & Q e}uvewatlcw

€ Checkintoa charming bed and breakfast with vineyard views,
draw a warm bubble bath and.... relax.

~f . . . -

&€ Make reservations for an intimate dinner at a cozy restaurant
where the menu features locally grown fruits, vegetables and
premium wines.

-t

€ Treat yourself to a massage, facial or makeover at a day spa.

€ Take in a concert under the stars at Hutchins Street Square’s
outdoor amphitheater or, a play in the sophisticated and stately
performing arts center.

@

Shop for antiques, collectibles and unique finds in charmingly
restored Downtown Lodi.

€ Take your time to browse in an art gallevy made wup of works by
local artists.

& Tour Hill House Musewm and walk back in time.

Pack a picnic [unch and dine al fresco in a vineyard or, in one of
Lodi's twenty-six parks.

© Visit a (ocal tasting room and talk to the winemaker as you sip
fine Lodi appellation wines.

A 4




- AGRICULTURE EKPLORATIONS

®Vist the Discorer [od! Wine + Vistors Center ond
experience interactive wine educotion exibits and displa us,
viticulture Kistory winemcking imethods, seeciolt Y items and
more.

<3

-

Atterd o local festical honoring csriculture - view the
faimous srope rurcls of the Grope Festiral + Hurvest Four
sample delectable asparasus products of the ASPOragus
Festiral,

)

Visit the cren’s Cherr ¥ Blossoin Festirad ¢r the Strowoerr v
Festiral.
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ADVERNTURES €& EXCURSIONS

»>Delight in an early morning bike ride by miles of vineyards
and orchards.

»>Take a river raft tour of the lush Mokelumne River,
complete with wine and cheese tasting.

»>Sail, paddle, swim, water or jet ski on miles of gorgeous
and navigable Delta waterways.

» Boat to a restaurant on the water and enjoy riverbank
dining.

=>Splash, sunbathe and construct a sandcastle on the shores
of picturesque Lodi Lake.

2 Jump out of an airplane (wearing a parachute of course!) at
the Lodi Skydiving Center.

E+Take a shot at sporting clays at a nearby sport shooting
range.

=Play a round of golf at one of our picturesque golf courses;
or practice your swing and hit a bucket of balls at the
driving range.

B+ Bait your hook and cast your line into the Delta and spend
the day “Gone Fishing.”

»Enjoy a naturalist and bird watching tour and see elusive,
beautiful and rare species.

More
_—
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Awareness

LOCAL SPEAKING tNGAGELERTS

¢ Lodi Rotary
ey AL'odl Tokay Rotary
. 'Lod[‘Sunrlse Rotary
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CARREMN ANTGNCOVICH, Maws-Sentine!

A building foundation for the Wine and Visitors Center sits on the property of the Wine and Roses Country
Inn. The 2,000-square-foot center is expected to open next spring.

Wine & Visitors Center promoting city

By Joanna Corman
Naws-Sentinel staff writer

Lodi's leafy vinevards and nationally
cognized wines are well known to res-
=3

ad
know too, bureau Executive Director
Jzri Hanszen told the City Council Tues-
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she Lod: Distri
folded. Tha
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few results.

This year, the naw bureau has been
promoting the city and the az and wine
industries in order to maXke Lodi a trav-
el destination for nzighbors and world
travelers.

So far,
site, an onlire mazazl
this fall, developed a Visitor
planning a wine trail and ha
local events such as
and ths Warld Ps
even: which, H

than

set up a Web
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isitor'’s Guide, i3
romoted
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said, comes from its parinership with
the Lodi-Woodbridge Winegrape Com-
mission and the city of Lodi, both of
which fund its budget.The citv provided
$60,000 in its first year, $51,000 of
which was spent. The Wine Grape Com-
mission gave the bursau $33,700 in
cash and in-kind dora:zions, Hansen
said.

The bureau is developing Lodi's im-
age a3 a cultured, frisndiv and charm-
7 place with plentr w ¢<. Hansen




Visitors

Continued from Page 1

has no shortage of things to do —
often you just have to know where
to look. We set out to make sure the
residents of Lodi didn’t have to look
far”

Hansen has been working on
several projects to promote the city.

‘A tag line — “Discover Lodi ...
life the way it should be” — high-
lights this image on promotions.

Hansen estimates more than
852,000 people have been exposed to
Lodi within the past year through
the print media, including the Cali-
fornia Visitors Guide and the Cen-
tral Valley Visitors Guide.

In October, the bureau’s Web site,
www.tisitlodi.com, received 19,229
hits from as far as Australia. The
site launched last March with an
initial 2,900 hits.

In the spring, the bureau and
Winegrape Commission will relo-
cate their headquarters to 2,000
square feet of the Discover Lodi
Wine Visitor Center at Wine & Ros-
es Couniry Inn & Restaurant, a
5,000 square-foot space.

Exhibits, information on grape
growing. wine tasting classes, and a
d2monstration vineyard will be par:
of the appeal, said Mark Chandler,
exacutive director of the Winegrape
Commission. .

Five years ago, Chandler said.
when the idea for the new visitor's
center cane to fruition, Lodi didn't
have enouzh wines for a wine tas:-
ing room.

Now the center will stock 30
wines on a rotating basis “so there
won't be any undue gain by any one
producer,” Chandler said. “We'll
spread it around.”

Chandler said a consultant esti-
mates 20,000 to 40,000 wvisitors per
vear will visit the center.

According to Chandler, 10 mil-
lion people tour California wine
growing areas annually and gener-
ate more than $300 million in re-
tail, hotel and restaurant.

“We want a piece of that” Chaz-

(1

As we all know, Lodi has no shortage of things to do.
J)

Jeri Hansen, Visitor Bureau executive director

dler said. Councilman Phillip Penni-
no suggested Tuesday the city could
attract tourists by providing eco-
nomic incentives to bring more ho-
tels to town.

Dave Lucas, a local vintner who
sits on the bureau’s advisory board,
said that without a well-received im-
age, wine quality can't stand alone.

“Twenty-two years ago I start-
ed a small winery and put Lodi on
the label,” Lucas told the council.
“Others said not Lodi, not Lodi.
Put California or put America.
Look how far we've come ... The
type of energy we're seeing is real-
ly fantastic.”

jom Us On

VETERANS DAY

 Thursday, November 11 -
Emerson Park ¢ 11:00am-1:00pm

Hutchins at Elm Swreet

To honor and show appreciation =
to Lodi area veterans
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Present colors * Touch A Truck for Kids
, Pledge of Allegiance
National Anthem ¢ Invocation
Remarks by Mayor Keith Land =
Lodi High School Drum Corps M
FREE BARBECUE LUNCH =

Benediction * Honor Guard (Gun Salute) * Taps | g+
YEW Posts 1968 (Lodi) and 9009 (Lockeford) -

Bring your oun lawn chairs

For morz information call: Cynthia Haynes at
3336301 or Michacl Reese at 3336742
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ipped in bureaucratic”’
sonation?

cobuwebs. Defying common sense, DMV
§5 leaders insist phone interviews
can sift the good drivers from
nfit. Employees can tell if they are talking to an older person,
-ding to a department spokeswoman, “because they have grav-
/oices.”
rere’s more.
1e department says such interviews last for 75 minutes. Our
arch showed they may be much, much shorter.
“officers request it, the DMV must notify them regarding the
sting results. Yet officers interviewed by Stein said it’s a hit-or-
5 proposition. Sometimes they hear back; often, they do not.
his is intolerable. ‘
'ew states do telephone retesting. None rely on it to t‘:e logic-
ding extent Celifornia does.
‘es e number of such drivers flagged for retesting in Califor-
6. JO last year, is substantial. But substantial resources are
sady being devoted to the task of retesting these motorists.
#hy not do it right? Why not do it in person and on the road,
ere it counts? Why not make sure officers are notified, no ex-
e3?
More importantly, why not save some lives?
State Sen. Tom Hayden is pushing legislation aimed at getting
ngerous older drivers off the road. A pr1nc1pal co- author 1s our
‘n representative to the State Senate, Patrick Johnston. Our As-
mblyman, Anthony Pescetti, is also interested in this issue.
These representatives should act together, in a non-partisan
anner, to investigate the ruse and stop it.
If the departm=nt lacks the resources for proper testing, it
k the Legislature for those funds. Lawmakers should lis-

Lives of the young and old alike are at stake.

Lodi News-Sentinzl’
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Lodi’s tourism
reputation grows

Editor:

In response to the following let-
ter I received, I would like to say
that Lodi is fast becoming a city
reaching out for its'destiny.

I hope we can continue to grow
and expand our tourism hospitality
along the way.

Ken Sasaki

Dear Mr. Sasaki:

I am writing this letter on be-
half of Yamagata Agricultural
Commissioner Tour Group to ex-
tend our deepest appreciation to
the following: City of Lodi, Mayor
Keith Land and his lovely wife,
Marcia, City Manager Dixon Fly-
nn, Leodi-Woodbridge Winegrape
‘Commmission - ‘executive” Director
Mark Chandler.

Upon our visit to the city of Lo-
di, we were overwhelmed by the
beautiful welcoming dinner at the

Win2 and Roses Inn. We had not
expected such a warm welcome and
hos pitality from the city of Lodi
and city officials.

Ve were also able to strengthen
our cherry industry's relationship,
but, most of all, the presentation of
local wine tasting created encour-
azement for marketing in Japan
with vour wine industry.

Ve are hoping that we can con-
nusoour H.a Lomhlp with wu
2 agriculiurs bus al-
LTCE3, e,

Media coverage
having an influence
on students

annct 09'1“ to express
T TTTTT et vaar nawspanar a
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where do you think we could mo
and still feel safe? Between t
arrest earlier this week and t
continual lock-downs of our st
dents and staff can anyone ¢
swer her question please? Enou

is enough!
: Merri Cunninghe
Le

Why aren’t there
more letters from
people in Lodi?

Editor:

Each day we receive our !
News-Sentinel. For those in
family reading is confined to !
news and letters to the ed
Though we may not agree
the opinion of all, we like to
what others think or believe.

Today, there were no l=
but opinions of those who :
their living writing. About
each week there are no lette
it the people in Lodi have n¢
ions or have fear to express -
All newspapers have news
Associated Press or United .
We receive the Windham J:
published in Windham, N.Y.
ed in the Catskills. Many
the letters to the editor tak
page or more.

Charles Jo

Bomb informatic
on Internet cove
is overdone
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[azel’s expansion opens up new possibilities for downtown Lodi

<‘/
v Andrea Miller

; here is an old adage that says
Iyou can't get enough of a good

thing. Downtown Lodi’s Ha-
:I's restaurant has risen to that chal-

lenge. The popular eating establishment
which is known throughout Northern
California for its California-style cui-
sine, recenitly added a new banquet room
to its facilities.

" The staff of the well-known and popular eating establish-

ment, Hazel's.

Having already owned the building,
Hazel’s owner Bill Sandeen decided to
expand when the lease on the beauty
shop next door expired. “We have al-
ways believed downtown was full of
possibilities,” Sandeen offered. “We felt

" that a banquet room would offer down-

town a pleasant alternative for hosting
meetings, receptions and company par-
ties. We can even accommodate small
wedding receptions.”

“The expansion at Hazels has
opened up great possibilities for
downtown businesses. Confer-
ences, meetings and company par-
ties often require more privacy and
greater space accommodations than
regular restaurant seating allows.”
Jeri Hansen,

Director of the Lodi Conference
& Visitor's Bureau

" The Vintage Gracious Retirement Living - (209) 339-1500

" T

ey e T

For many downtown businesses, the
additional meeting location is a wel-
come addition. Able to accommodate
52 comfortably, the banquet room boasts
a state-of-the-art, microphone equipped,
sound system and a separate dining
menu. The separate room can be re-
served for seminars, large meetings,
company parties and other events.

Few local meeting places exist
Continued on page 6
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" SISTER CITY COMMITTEE

LODI, CALIFORNIA
KOFU, JAPAN
LODI, ITALY

September 23, 1999

Jeri Hansen

Lodi Conference and Visitors Bureau
1420 S. Mills Avenue, Suite K

Lodi, CA 95242

Dear Jeri

The visit by our guests from Lodi, Italy, was made perfect with all your help.
The visitors felt so welcome and comfortable with everything.

We, Lodi Sister City, want to thank you for planning the tour and taking the time
to be with us on Thursday. It was great; your hospitality was wonderful.

Again, thank you for your generous kindness shown to all of us.
Sincerely
- 7
f//»;%x/ TR
Y

Angie Ferrero
President

HOME OF THE FLAME TOKAY GRAPE




Record

.- Stockton « San Joaquin = Mother Lode

Carrie M, Sass 530 East Market Street
Community Relations Manager P.O. Box 900
Phone: (209) 546-8245 Stockton, CA 95201
Fax: (209) 547-8182 209-943-NEWS

March 15, 1999

Ms. Jert Hansen

Lodi Conference & Visitors Bureau
1420 South Mills Avenue, Suite K
Lodi CA 95242

Dear Jeri,

A “much over-due” thank you note for the wonderful lunch at Hazel's and the
opportunity to get to know you and Mark. It was very interesting to hear about all the
wonderful things going on in Lodi - and since I met with you I have found when people
are talking about events and projects going on up north ... well I sort of feel like I am a lot

"+ more informed.

Let’s do keep in touch. I would like to arrange to get together with my new north
county friends, at least on a quarterly basis. Please let me know if opportunities arise that
The Record should be aware.

Thanks again. It was a delight meeting you.

Sincerelv,

Carrie M. Sass
Community Relations Manager

AF Ormaha World Herald

oemran



DISTRICT

CHAMBER OF COMMERCE

January 10, 2000

Jeri Hansen

Lodi Conference & Visitors Bureau
1420 S. Mills Avenue

Lodi, CA 95242

Dear Jeri:

On behalf of the Lodi District Chamber of Commerce and the Leadership Lodi Steering
Committee, I would like to congratulate you on being selected to participate in the 2000
Leadership Lodi Program.

Enclosed you will find an agenda for the Orientation Meeting scheduled for Tuesday, January 25,
2000, 5:30-6:30 p.m. at the Chamber of Commerce, 35 S. School Street, in the conference room.

Please call to confirm to confirm your attendance at the Orientation.

This will give you the opportunity to meet your fellow classmates and to review the quidelines of
the Leadership Lodi Program.

The dress code is business. We have scheduled a class photo to be taken that evéning. The photo
will be placed in the Chamber publication "Lodi Business".

Please RSVP your attendance to Sandi Somers at the Chamber office, 367-7840.
Sincerely,

el

Patti Bates
.Office Manager

Enclosure

ACCREDITED

35 8. School Street « Lodi, CA 95240 « PHONE (209) 367-7840 « FAX (209) 334-0528 =R
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New visitor bureau promotes Lodi’s hounty
PL'Cfu‘Oin a \;ineyarq while sipping award winning WULBJ savar the agricultural bounty

atthe Farmmeyrs Mavket browse for antiques in charmingly restored
dDWﬂfZ)WMnd dine in casual or upscale surroundings. Enjoy a play or concertin a

wurld-classlbeiﬁlfwu'ig ar'ts centter Visit the zoo, Japanese garden, an
amusement park or take step into the past at the county #LUSELLAL Rent a pedal hoat or

aqua cycle at the /ak&,traverse over 1,000 miles of nearby waterways by boat, catch a
glimpse of a Sandhill Crane or a greatBlue tHevor, go for a swim,
cast a rod and reel for a fish or, simply re[a/x and unwind.

Hopefully, by now you've
realized that you can do all this
in Lodi. You might also imagine
there are ‘p:opl: who don't live
here that would enjoy the list of
activities above as well.

As of October of last year,
travelers interested in visiting the
Lodi area for business or pleasure
have a new resource for receiving
informarion. Local businesses
incerested in the benefits of chose
travelers also have a new allyw.

This promorer of the bounty
of the Lodi area is the newly-
formed Lodi Conference &
Visitors Bureaw, begun last year
as a collaborative effort by the
City of Lodi and the Lodi-
Waoodbridge Winegrape
Commission.

Last fall. the Ciev Counail
approved and finalized the plan
for the burzau. providing
S00.000 which was added to over

by the

o g;‘f

and running
swon chas
: new LL‘ B iy Jert
h;:s:n. Shz was chosen o

efort based on her

which includes a

a\_ with

‘Kzround

degrer in Agsicultural Business

from Cal Poly San Luis Obispo,
plus stints in fair managementand
ac the Farm Bureau. Her skills will

be valuable in convincing more of

the traveling public to enjoy the
wonderful bounty of Lodi.

“The mission of the Lodi
Conference & Visitors Bureau is
to extend and enhance the
hospitalicy of the Lodi area to all
visitors by promoting local events,
arts and cultural acrivities,
actractions and businesses,” said
Hansen. “We will

to coordinarte the efforts of:hos\

alsa be working

encities to achieve che greatest
return for the Lodi area and chose
who live and work here.”

The LCVB

developed an advisory

recently
board
consisting of communiry leaders,
representatives from  visitor
relared businesses and services, arts
and culture. recreation. wineries
and che Civ of Lodt.

Accordine

to Hansen. this
group of 11 will be responsidle for
serting goals and objectives,
establishing LCVB programs and
5. "The
board will also serve as a bridge
between the LCVB and the
"And

thev will also be working to

evaluaring buresu acoivizie

community,” said Hansen,

mobilize local resources -
financial and physical. They are
in a sense the bureau’s tourism
ambassadors.”

The LCVB will also need a
number of volunteers incerested
in promoting tourism activities to
work with subcommicress char are
formed to include

and

being
marketing local event
planning.

LCVB projects underway
include the development of an
exciting and inclusive website,
and — ar the heare of che Lodi
Conference & Visitors Bureau
website ~a communiry calendar,
which will list arts acrivicies,
events, festivals, concerts, plays
and more. The website will
include links to communiry
organizations, as well as visicor
refated services and businesses.

The websice will also derail

the arez:’s atcractions and
opportunities tor culrure,
recreation.  naturalist and
agr uI Lre tours, Wing-usting
e d

and more. all with relaced links
should the visitor need more
informuation.

These interested in geuing
involved with the LCVB conract
Hansen ac (209) 363-1193.

i Gy of Lodl m in eﬁort‘

FO N R

Eto prep re it

tat Carnegne Forum begmnmg at
»6 p.m. Detalls about the first two
meetmgs are ||sted below. .'
Subsequent meetmgs will
cover alr travel mllmes (water,
ewer gas telephone and cable
), pohce services, gas and oil
nd other :

T
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Harkins Outstanding Citizen of the
Year Award (see sidebar for a
complete listing of award winners).

According to Chamber President
Bob  Andosca, the evening
illustrated a show of support for the
Chamber from many different parts

Stockten and the surrending area,”
he said. The City of « was also
well represented with a large turn-
out which included Mayor Keith
Land and councilmembers Susan
Hitchcock, Steve Mann and Phil
Pennino. City staff in attendance in-
cluded everyone from the city man-

e e ey
well attended,” Lodi Police Captain
Jerry Adams said. “I thought the
Chamber did a great job.”

A special feature of the evening
was classical music by pianist Tom
Hoffman and dinner entertainment
by singer LaDena Newhall.

LCVB Launches New logo

P8 She Lodi Conference &
Visitors Bureau (LCVYDB)

_%A, recently unveiled

its new logo ata

public meeting.

The art was

created 1o reflect

e
the various “@:).{P‘\‘
aspects, and assets, 70

of Lodi. According to
LCVB Executive

2

\\/

tional items.
“The image conveys the area’s
beautiful climate, proximity of
water and the many opportu-
# nities for recreation,” Hansen
said. Features of Lodi, like
Hutchins Street Square and the
arts; the newly renovated
charm of the downtown area;
pastoral farmlands and, Lodi's
exciting and flourishing wine

Director Jeri Hansen, === industry are all represented in
the image will lend == ~ our logo

© Ry NG oneeneENnCcE o 50 .
ttself well o VISITORS BUREAU A.Qu][el snmply\ the Lodi

placement in advertising, posters,
flyers, banners and other promo-

Conference & Visitors Bureau
logo captures the very essence of our

area and represents that which makes
Lodi such a unique and wonderful
place to live - and to visit.”

“The image conveys
the area’s beautiful climate,
proximity of water and the
many opportunities for
‘recreation,”

You can reach Jeri Hansen
and the LCVB at

= (209) 365-1195.

Chamber Award Winners-
DR ———————

Deanna Encight Volunteer of the Year
Ed Marchese

Ray C. Hirming Street Faire Volunteer
Marie Rodriguez

James W. Pinkerton. Jr. Indusiry Award
General Mills,Inc.

Agribusiness Person of the Year
George Barber

Wiltiam T. Harkins Outstanding Ciizen
Janice Roth

The Vintage Gracious Retirement Living-(209) 339-1500 |




World Record |
Root Beer Float

e Event Planning Committee
® __.0<_w managed event media strategy
® O<m_. 7,000 attendees for 3 hr. event

o _Nmom_<ma local, regional and national
. ma_m attention (news, radio, TV)

ﬁm_ cooperative community spirit
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Mecha Release :

For Immechate Release - ]une 15, 1999

Media Contacts:

Peter Knight, A&W Restaurant, (209) 327-1797

Jert Hansen, Lodi Conference & Visitors Bureau, 800-798-1810
Cynthia Haynes, City of Lodi (209) 482-LODI

Worlds Largest Root Beer Float in Lodi

Sweet concoction gets a taste of World Record

Lodi, CA - A world’s record will be broken and a new one set in Lodi on Saturday, June
19" with a 2500-gallon A&W Root Beer Float. The event honors the $0* Anniversary of
ASW and will cale place in downtown Lodi from 11:00 a.m. until 2:00 p.m. Lodi is the
birthplace of A&W and the site of the first glass of A&W Root Beer ever sold.

A special world record ceremony and dedication will be held at 12:00 noon, with comments
from Lodi Mayvor Keith Land. All evenr artendees will be treated to a complimentary glass of
the glant root beer float. In addition, the event will feature an auction for those that msh to
bid for the first glass of the record-breaking beverage.

The world’s record celebration will also feature a classic car show, a kid's midway and

carnival games, food vendors, live music, live radio remote, a special performance from the

Lodi Community Band and exciting yo-yo and karate demonstrations. A special A&W Root
eer Trivia contest will be held with prizes awarded at the conclusion of the event.

The colossal root beer float will be created from 2133 gallons of root beer and 400 gallons of
ice cream. Float construction will begin at approximately 11:CC a.m. on the day of the event.

Ore hot day 1n June of 1919, an entrepreneur named Roy Allen mixed up a batch of creamy
root beer and sold the first frosty mug for a nickel at the original A&W stand in Lodi. States

eter Knught of A&W, “Lodi is the ﬁmno place for this exciting world’s record event.”
Proceeds from the World s record event, as well as from the auction of the first glass of the
record root beer float, will benefit Lodi community youth groups. The event is being
coordinated by the City of Lodi, the Lodi Conference & Visitors Bureau and the Dov» ntown
Lodi Business armer:hlp in cooperation with Lodi’s A&W Family Restaurant. For more
information log-on to www.anrootbeer.com.

- : : cersmony, auction of
st glass of the record bredkinz ro - oan event AT Tdees sharing the 2322 gallon

DAt 531"" s F"“‘”“c‘ )8"{‘%1?‘;

[rmo opportunities: Root

,vouth cl 105 and groups
1331300g AT e event, entertuners and demonstranons, the '"Cv'el P\OOE Beer Bear” ch.lmcter
mascot wich attendees.



WORLD RECORD ROOT BEER FLOAT

“PRESS PARTY:

5:00 PM
THURSDAY.,JUNRE 17,1999

A&W Restaurant
216 Yast Lodi Ave. Lodi

FREE! A&EW Root Beer Floats

for all members of the press and media
PLUS |
Don’t miss up-to-the minute information about the
RECORD BREAKING ROOT BEER FLOAT
to be constructed in Lodi on
Saturday, June 19

Join us and become a part of world record histor_y!

——

PHOTO OPPORTUNITIES:
Classic Car Show; Root Beer Bear mascot; the making of a regular sized
root beer float for close-up shots; special guests, kids and families
enjoying root beer floats; real carhops on real skates!

INTERVIEAW OPPORTUNITIES:
Tnougnis on, and comments about, tin2 GIGANTIC float and the world
record breaking event rrom A&V repraieniatives, event sponsors and
Coorarnators, special guests, Kids ana ramilies.

Please RSVP to: Jeri Hansen, Lodi CVB:209-365-1195 or to
Cynthia Haynes, City of Lodi: 209-482-LODI.



Hope floats: Lodi tackles world’;ﬁggest sip

By Reed Fujii
Record Staff Writer

If the sunbaked, gravel-covered
maintenance yard of a Stockton
trucking company — the air
tinged with dust and a hint of
diesel fuel — seems an unusual
place to prepare a root beer float,
we're talking about an unusual
root beer float.

With San Joaquin County
Weights & Measures officials
painstakingly monitoring the pro-
ceedings, a BJJ Trucking Co.
tanker truck was loaded Thursday
afterncon with 15,300 pounds of
water as the first step toward pro-

,ducing a world-record, 2,500-
‘gallon, ice cream-and-root beer
concoction that will be finished
Saturday around noon in down-
town Lodi.

The world’s largest root beer
float will contain more than 6
million calories and welgh more
than 12 tons when complete.

Admission to its construction is
free, and all-vou-can-drink por-
tons of the massive treat will be
given away.

The root beer float event, which
will benefit Lodi youth groups, is
being staged to celebrate the 80th
anniversary of AXW Root Beer,
which was invented in June 1919
in Lodi, where the first A&W
stand was built at 13 W. Pine St.

“This is not the original loca-
tion,” said Steven Rhea of Wood-
bridge, who was eating Thursday
afternoon with his wife at the
existing A&W restaurant at 216 E.
Lodi Ave. “My wife and I come in
here about once a month.”

“We come in for the root beer,
yeah,” Rhea said. “You don’t come
in here for fries or onion rings.”

Carla Rhea said she hoped to
be able to return Saturday for the
giant rcot beer float’s completion.
“We're going to try real hard” to
attend, she said.

Weights & Measures inspector
Austin Erdman and other county
officials are taldng great pains to
certify the Lodi root beer float as
the Guinness Book of World
Records record breaker, meeting
strict criteria set down by
Guinness Media Inc.

Today, the truck will be driven

to the C&H Sugar plant in
Crockett where the seals will be
broken and 275 gallons of liquid
sugar will be added to create the
needed 2,100 gallons of root beer.
After being resealed, the truck will
return to Stockton to await the
final assembly of the root beer
with 400 gallons of vanilla ice
cream — also certified by officials.
The local effort could top the
cuwrrent record holder, a 2,166.5-
gallon brew whipped up by
Thomas Kemper Soda Co. of
Seattle on May 16, 1996.
Activities will take place at Pine
and School streets between 11
am. and 2 pm. and will include
live music, a classic-car show, auc-
tioning of the first drink from the
float, as well as yo-yo demonstra-
tions, children’s activides, food, a
karate demonstration and more.

Information: Peter Knight, A&W,
327-1797; Cynthia Haynes, city of
Lodi, 482-LODI; or Jeri Hansen,
Lcdi Conference & Visitors Bureau,
(800) 798-1810.




Juwar sppos e jo und ag diay
sl Aoy, pans ay
A jo wed uare sdosd s
BUNUIRAUNAO Avju
umors Lyun aqr paged nyHiny

RN TS Plo-eak-gp
ur suaddey Bunpawos Ajje
UMOUMOP
UStU pep sopapew A pres zaumg)
aeog aeaq o el v oo

U PIOY SPULY [RIDADS aapy
IS DS L UAMO)

~nop adoad jo o) © nEnug 1y,
oaasde ey

unyEnep pro-1eak-gq Sdezuony
:.—5::—_231 RIEIIN)

01 uosear v oAy o) 108 dAhox,
HE SHUAUI0N) AL 10jumjoa prs

L3O Aipmwiwed g 198 1.,
k0]
SO SRIpEAL WEnq uaan M opres
SHPUALL pue s1a) A JuTinesy
3 MBV pue diystaunieg
o7 umoiumoq]
A pue dduaiajuny

.:_5‘:5 $10)

T e R T R e Tl
oy K oap Aq paeurploo) PAAUEOI w ap g CPUW J2AD 100 102q 1001 1s0bae) a4y ssoupm O o

nnos

RRHBUAT RIS LB ITRIN]
huaax) ap aus
stayand jo SUIZ0p POosn 300Ut

OWURIES YUON pus aut] s e
yue

A JpUn. paex| yum - uojed
e s
WU} OF PABUL UM ap
NIDAY Sananioy A
WA I
Aoy mauasdanua

A piet Aunod A up plos 4% 100
Jo sseid sy o jo ans s e ey
na uiod o) ypmb wan suaauedio)
ueRusip AL wey uopexpap pue
Auowruay praxds v papnpur Aywy
Jo Liesaaa e :.D: .J_: paiauoy
OSIR1IYAL IUAA wootwane g,
U
241 pPYy poy ey suopped
R PUE 26T pUR sInoy awg

]

PI033I el 1934 1001 sdms mory

Wy g pres
Ay sAUOPXg puosy sppos a

IO IR o 1aieg
Mo — Aol
i Aepuiieg vo
OL PO} SILappsy §
Ok L 1

XY | UMmOpaop
U K'01 ueys
P
00 pue
ot

SPUOXU IDIIMS S PHOM
JO auo spioy mou ipo jo Ao oy

IMUAL IRIS fuaog)
M THUA Y] ) s Ay

uesaq ureyd alaym
123K 108 S910] MgV

UMOIUMOP IO S1PO7T 0) ¥00y) ajdoad Jo spursnoy | DNV ONIHIMOL
VOO TR An




Lodi A&W Root Beer Float Talking Points

How many calories does the world’s biggest root beer float
have? More than 6 million calories and, it weighs over 12 tons!

ATl participants will become part of the world record root
beer float.

I'REL Admission to all.

FREL all you can drink of the world record root beer f'loat.
Lodi is the birthplace of A&W Root Beer, June 1919.

The original location: 13 Pine Street, Lodi CA.

June has been designated A&W Root Beer month by a City of
Lodi Proclamation.

The colossal root beer float will be made {rom 2100 gallons of
root beer and 400 gallons of ice cream.

The giant root beer mug measures 27 feet in circumf{erence, 8
{eet in diameter, and 13 feet tall.

Proceeds to benefit Lodi youth groups who are volunteering at
the event.

The first glass of the record-breaking beverage will be
auctioned of f with proceeds going to the youth group of
choice.



LODI

The Birthplace
of AW

11AM - 2PN

Downtown Lodi Pine & School Streets

All Proceeds Support Lodi Youth Groups

* YoYo Demonstrations
KWN by WNational Champion
Live Radio « Face Painting * Food
Remote * Kids' Midway Games
Sponsarned bey O Tt 3

« Karate Demonstration

Ongoing: Live Music on 2 Stages
11:00: Building of the Float
11 -2: Classic Car Show
12:00: Mayor-Opening Ceremony
Auction of First Drink
2:00: Root Beer Trivia Contest Drawing

/w
peci"'ﬂ T Mendocino Ice Cream  City of Lodi
SF BJJ Trucking Ogrens Auction - United Rentals
Bear Creek Winerv LDBP & LCVEB C&H Sugar
TUp A&W Garv's Signs Chamber of Commerce

For more information call:

Peter Knight, A& Restaurant (209) 327-1737 + Cynthia Haynes, City of Lodi (209) 482-LOD!
Jeri Hansen, Lodi Coniference & Visitors Bureau (800) 798-1810

BEINTING COURTESY OF §MINUTI VAN PRESS « HAMLES RANCH CENTER « STOCKTON
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Great Root Beer Float
an Be Plain or Fancy

o find out how to make a

great root beer float, we

went to two experts: the chef
at Aqua, a San Francisco restau-
rant renowned for sophisticated
food and decor, and the owner of
an A & Wrestaurant in Lodi,
home of the nation's first A & W
root beer stand.

At Aqua, a decidedly upscale

root beer float is a signature das-
sert. Chefs layer small scoops of

house-made root beer sorbet and -

sassafras-flavored vanilia ice
cream, then pour on Thormas
Kemper root beer. A crisp choco-
ate wafer and two chocolats
straws top it off. The $3dessareis
served with two homey, warm
chocolatz chip cookies. .

In Lodi, Peter Knight takes 2
simplerapproach. Knight owrs
the A & Win the town where the
nation’s first A & W root beer
stand opened in 1919. Knizht
started working for A & \Win
1972 and figures he's pourad
more than a couple of miliion
floats.

He starts with anice-cold
ed mug right from the freez
He pours the root beer first,
down the side of the glass to pre-
vent building up too much foam,
then addsa scoop or two of local-
Iy made butterfat-rich vanilia ic2
cream. ’

The kevisthe ice ¢cream, b2
says. “Refrain fromusing a chaan
ice cream. It won't stand up to
the sweetness and the vanilla of
the root beer.”
 tha nation's top-;

DASAINIrz

il
ae
27

irost-

Aqua, too. Chef Michael Mina
and pastry chef Jason Gingold
tasted several root beers befora
deciding on Thomas Kemper,
made by Pyramid Brewery in
Berkeley.

“It's not too sweet,” Mina says,
“Sometimes root beer can be too
sharp or too sweet, like a cream
soda.” )

The alternating scoops of sor- -
bet and sassafras-flavored ice
cream based on creme anglaise
provide contrast.

Unfortunately, the mixis hard
to duplicate at home. The root
beer syrup used in the Aqua’s sor-
bet is a commercial product, un-
available to consumers. In testing
the accompanying recipe, we
used Torani root beer syrup,
which will be in markats next
month. But with thissyrup, the
sorbet takasa longtime to freeze.
Analternative isto eliminate the
sorbet entirely. That's not trus to
the Aquarecipe, butwe found
thatthe richice cream and the
root beer alon2 made an out-
standing float.

Knightwill test hisskillson a
grand sczle June 19in Lodi when
hzand his crew attempt to make
the world's bigzest float.

‘Thomas Kemper Brewing Co.
set the record in 1996, with a
2,166-gallon concoction. To
smash the record, Knight will
mix 400 gzilons of ice cream and
2,100 gallonsof root beerina
wing vat during a daylong cele.
bration. The float isexpacted to
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AQUA'S ROOT BEER FLOAT

Soan INGREDIENTS: IMSTRUCTIONS: For ea
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DOWNTOWN LODI TARMERS MARRET & TESTIVAL
It's the place to be!

Savor the tantalizing local abundance of fresh fruits, vegetables
and flowers every Thursday night at the Farmers Market &
Festival in Downtown Lodi. Each week features a fun and
exciting festival theme, music and, a special salute to one of
our local agricultural crops. Whatever the week or the theme -
you can bef you'll have a great time at the Farmers Market
and Festival.

The Farmers Market & Festival also features a variety of arts and
craft vendors as well as an array of scrumptious foods.
Experience shopping and dining in a quaint and unique
atmosphere. It's the place 1o bel

Downtown Lodi Farmers Market & Festival every Thursday night
from June 24 - September 9. Located on School Street in
Downtown Lodi. For further market or vendor information
contact the Downtown Business Partnership at 3469-8052.



fzas-Senhnel e photo

2nuel Lutz, of Ledi, hands some bell peppers to Luis Campuzano for weighing while shopping at the Lodi Farmers Market

! Festival in July 13898. This years first market is scheduled for Thursday night.

odi farmers market kicks off Thursday

v after work with
Havnes, commu-
for the city of Lo-

Joanna Corman

mmeriime farmers market kicks off
with a twist.

ar, the Saturday Lodl Export mar-
ran on Main S:reet, and the cit:'s

All produce — ranging from bing cherries
to a local specialty, the purple potato — will
be fresh picked, according to the coordinators.

“It’s important to support vour local agri-
culture and local products” said Dave

LU

-
9

ined the two fars

“Full Bloom.” which highlizhts different pro-
duce on itz Sunday TV show, will host a cher-
ry cooking demonstration.

Festival-goers can enjoy everything from a
wine-tasting blues night to a “peaches and
cream” 1950's night, to a Latin night featur-
ing the tomazo.

Kids can jump on a Mognbounce, g
for adopting pets from Animal Frieads Con-
rection. and watch Karate cemonstratl

Loca! dance troupes will
free ev

“Wha:
show g

C

call Lou wvan
=« Downtown
|

5
[
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Thank you to all who contributed toward
the success of the g, 3rd Annual

iR e Uy

1999 Festival Sponsors and Supporters
+Farmers and Merchants Bank of Central California
+Lodi News-Sentinel -
© +Sebastiani Winery -
+The Inn at Locke House «
* Kiwanis Club of Greater Lodi -
+City of Lodi -
*Lodi Conference and Visitors Bureau -
+Lodi Arts Commission -
Lodi Arts Center
« Lodi Unified School District -
+Lodi-Woodbridge Winegrape Conumission -
*Sanndoatuin County Department of Parks and Recreation
+East Bay Municipal Utility District (EBMUD) -
+ California Department of Fish and Game -
+ USDI- Bureau of Reclamation -

1999 Sandhill Crane Festival Steering Committee |

| Jay Bell Kathy Hieh Bob Padrlen
. BruceForman  EstherMilnes  Vicky Randall
Jert Hansen ren Nieland Nora Shetlenbarger |

Oursincere appredation to the Festival presenters tour
feaders artiste exhihitor< volunteoi~ Flutchins Street
Square staft and o the man participantswho cante to
cnjoy the sandhill cranes. and the 1 od: communit
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June 20, 1999
Contact: Jeri Hansen, Executive Director

Lodi Conference & Visitors Bureau
209-365-1195

Something for everyone as Sandhill Cranes return to Lodi

Lodi = The third annual Sandhill Crane Festival is slated for November 5-7, 1999 in Lodi.
The festival celebrates the return of the elegant and often elusive Sandhill Crane, a
threatened species, as well as over 100 different kinds of birds found in the region.

The three-day event features a variety of field trips and wildlife workshops including a Delta
cruise and canoeing, a Raptor Ramble and expert-guided excursions through Lodi Lake,
Cosumnes River Preserve, the new Stone Lakes and San Joaguin River Refuges, Grizzly
fsland Wi s. Transportation will be provided
for most trips and, tours will be customized for beo'nmna birders and those more advanced
in avian appreciation.

The festival also features family and children’s programs and exhibits such as a hands on
“Cranium,” live bats and bird of prey programs, origami, a crane fine art show and
cnildren’s art show, videos, and a giant crane maze.

Special guest speakers include Kent Clegg, who is nationally known for leading his family
of sandhill and whooping cranes on an 800 mile migration using an ultralight aircraft} and
David Yee, expert Central Valley birder and co-founder of the Central Valley Birding Club.

The crane species is a living relic of ancient times. Early fossils date back 40 million years
and Sandnill Cranes are thought to be at least 8 million years old. \WVith their distinct red
crown, majestic size (five feet tall with a seven foot wing span), rhyvtnmic formations,
haunting calls and amusing dances - these birds are among the most popular species for
viawing in the world.
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Media Advisory

August 20, 1999
Contact: Jeri Hansen, Executive Director

Lodi Conference & Visitors Bureau
209-365-1195

Artists invited to celebrate return of Sandhill Cranes

Lodi - Artists are being invited to participate in the third annual Sandhill Crane Festival Art
Exhibition, slated for November 3-7, 1999 in Lodi. The festival celebrates the return of the
elegant and orten elusive Sandhill Crane, a threatened species, as well as over 100 different
kinds of birds found in the region.

Tne theme of the 1999 Sandhill Crane Festival Art Exhibition is the flora and fauna of the
wetlands of Central California, the habitat of the Sandhili Crane and, other migratory fowl.

Tre art exhibition is open to all artists living in Northern California and each artist may
enter one or more works. Artists may also sell their work during the event. Art works for the
exnibition will be selected through a jury process based on artistic merit. All visual art forms
ara welcome. For further art exhibition information, contact exhibition coordinator Nora
Snallenbarger at 209-745-1722.

Tn= three-day event features a variety of field trips and wildlite workshops, as well as family
and children’s programs and exhibits. Spacial guest spezkers include Kent Clegg, who is
nationally known for leading his family of sandhill and vwhooping cranes on an 800 mile
myigration using an ultralignt aircrait; and David Yea, expert Central Valley birder and co-

‘ounder of tne Central Valley Birding Club.

Tn= crane species is a living relic o7 ancient times. Early fossils date back 40 million years
and Sandhill Cranes are thought to be a: l2ast & million vears old. With their distinct red
crown, majestic size (five feet tall with a saven 100t wing span), rhythmic formations,
na_nting calls and amusing dances - th=:= birds ar= ame~g the most popular species for

Ceedngin tna waorld,
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Media Advisory

August 20, 1999

Contact: Jeri Hansen, Executive Director
Lodi Conference & Visitors Bureau
209-365-1195

Kids and families to celebrate return of Sandhill Cranes

Lodi ~ The third annual Sandhi}l Crane Festival is slated for November 5-7, 1999 in Lodi. The
festival celebrates the return of the elegant and ofian elusive Sandhill Crane, a threatened species, as
well as over 100 different kinds of birds found in the region.

The testival features a wide variety of femily and children’s programs and exhibits. Kids can have fun
in the “Crane-ium,” a room packed with activitias, nature games, art projects and learning centers
and, explore the anatomy and behavior of birds through the “A Bird Can Fly and So Can I, Except
That....” educational program. In addition, kids and families will be treated to captivating story telling
by Lodi Librarian Dorothy Maas, face painiing, a children’s art show, videos, and live bat and bird of
prey programs.

Participants are also invited to make origami cranes for the Augusi WWomen's Peace event. Each
specially made crane will then travel to Japan and be on display at the 1,000 Cranes Festival in
Hiroshima Peace Park.

The three-cay event also features a varieny of field trips and wildlite workshops including a Dekia
cruise and canoeing, a Raptor Rambie and expert-guided excursions through Lodi Lake, Cosumnes
River Preserve, the new Stone Lakes and Sen Joaquin River Refuges, Grizzly Island \Wildlife Area and
the wild Sacramento Bufierlands. Transgoriation will be provided for most trips and, tours will be
customizad ior beginning birders and thos2 more advanced in avian appreciation.

Special gues: speakers include Kent Clez2z. who is nationally known for leading his family of sandhili

and whooping cranes on an 800 mife m g-a7ion using an uliralight aircrait; and David Yee, expert
Central Va'ley birder and co-founder of th2 Central Valley Birding Club.

living rel'c of anz 2
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Media Advisory

September 20, 1999

Contact: Jeri Hansen, Executive Director
Lodi Conference & Visitors Bureau
209-365-1195

It’s a bird and a plane!
Wildlife adventurer featured at Sandhill Crane Festival

Lodi — Tickets are on sale now for a feature presentation by renowned wildlife researcher
and adventurer Kent Clegg during the third annual Sandhill Crane Festival, November 5-7
. in Lodi.

Mr. Clegg is best known for his work with Sandhill Cranes and endangered \Whooping
Cranes. Clegg developed a method of “imprinting” cranes on humans for the purpose of
migrating behind an ultralight airplana. The metnod he developed was a huge success and,
in a birdiike ultralight plane, Clegg led his family of Sandnill Cranes and \Whooping Cranes
on a dramatic journey oi 800 miles. The movie “Fly Away Home” was partially based on
his work and research. Mr., Clegg will share his extraordinary experience and his research
during his presentation.

Mr. Clegg's presentation takes place on Saturday, November 6, at Hutchins Street Square.
Tickets for the feature presentation are S5. The tnree-day event features a variety of field
trips and wildlife workshops for the beginning bircar and those more advanced in avian
appreciation. The festival also features family and children’s programs and exhibits, as well
as a fine art show. General admission to the event is free to youth 18 and under, $5 for

adul's and S8 for the weakend (tours fees are additional, as is the feature presentation).
Tna crane species is a living relic of ancient times; early fossils date back 40 million years
and Sandnill Cranes are thougnt to be at least

t2ir distinctive red cap, grav plumage and imy
dances, craceiul flight and prolong=d, moumiu! ¢ 2s Tre Lodi Dela area is ia the middia

s Dacin Bl
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Sandhill Crane Festival Start: Immediately

Stop: November 8, 1999
Contact: 209-36S8-6444

ATTENTION!
The unique and haunting Sandhill Crane call may be downloaded as a WAV. File by
visiting www.visitlodi.com and clicking on Sandhill Crane Festival. Use this
distinctive audio to introduce or conclude the PSA spots below.

15-Second Audio

DONT MISS THE THIRD ANNUAL SANDHILL CRANE FESTIVAL

AT HUTCHINS STREET SQUARE I'N LODI

FRIDAY, NOVEMBER FIFTH THROUGH SUNDAY NOVEMBER SEVENTH.
WORKSHOPS, FIELD TRIPS AND TOURS

CHILDRENS GAMES AND ACTIVITIES

SPECIAL FINE ART SHOW

CALL 368-6444 FOR EVENT INFORMATION AND TICKETS!

32-Second Audio

THE CRANES RETURN TO LODI FOR THE SANDHILL CRANE FESTIVAL
AT HUTCHINS STREET SQUARE

FRIDAY NOVEMBER FIFTH THROUGH SUNDAY NOVEMBER SEVENTH
VWORKSHOPS, TOURS AND FIELD TRIPS

CHILDREN ACTIVITIES AND FAMILY PROGRAMIS

SPECIAL FINE ART SHOW

SPECIAL FEATURE PRESENTATION. “IT'S A BIRD AND A PLANE!”

BEY RENOWNED WILDLIFE ADVENTURER KENT CLEGG ON SATURDAY.
HURRY AND RESERVE YOUR SPOT!

CALL 368-4444 NOW FOR TICKET?S 2ND INFORMATION!
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SANDHILL CRANE ~ FESTIVAL
November 19, 1999 ——_ — —

Jeri Hansen, Executive Director

Lodi Conferance and Visitors Bureau
1420 South Mills Avenue, Suite K
Lodi, California 95242

Dear Jeri,

The 1999 Sandhill Crane Festival Steering Commitiee recently met to wrap up this year's event. By all
measures the Crane Festival was a success, reaching well over 1000 participants who enjoyed the Festival's
tours, exhibits, programs and presentations.

Your sponsorship of this year's Sandhill Crane Festival was genuinely appreciated. Thank you! With your
support the Crane Festival Steering Committee was able to provide a variety of activities and ensure a quality
experience for the individuals, families and groups in attendance.

The Steering Committee has been committed to a number of objectives which | have included as an
attachment. Every objective for the Crane Festival was achieved and we look forward to continued success
and improvement in the future. The mission of the Festival - to increase public awareness, appreciation anc
conservation of Sandhill cranes and other Central Valley wildlife - was well-served by the 1999 event. Among
the results:
over 80 nature tours with over 800 tour registrants
29 educaticnal family pregrams, children's activities and presentations
17 exhibits representing local, state and federal agencies, arza non-profits and commercial exhibitors
ar: exhibit and reception featuring work inspired by cranes and other wetland species
renormances reflecting the influence of cranes on art and culture
ccceeration among saveral lecal, siate and federal agencizs in Festival planning and implementaticn
promotion of the lccal economy through wildlife-related tourism

e 86% of registrants wera from outside Lodi

o 73% of registrants were from outside San Joaguin County

e virtually all visitors from outside the area engaged in local commerce (restaurants, gas. ledging.

shopping)

B 2 high level of participant satisfaction as ragistered by survey respondents

2 I o RS 0

Tne financial bottom line is critical to the success of any activity, no matier how interesting, exciting or
inspiring the program. From this standpoint | am pleased to report that the 1999 Sandhill Crane Festival
ashieved iis financial goals, mzaeting all expenses and estzblishing a fund to assure that the 2000 Sandnill
Crans Festiva! planning can bagin on a solid financial footing.

None of this would have been possible without your suppori. Again, and on behalf of the entire 1388
Sardnill Crz~z Festival Steering Commiiige. thank you.




SANDHILL CRANE © FESTIV AL
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March 2, 2000

Jeri Hansen, Executive Director

Lodi Conference and Visitors Bureau
1420 South Mills Avenue — Suite K
Lodi, California 95242

Dear Jeri,

On behalf of the Sandhill Crane Festival Steering Committee, thank you very much for the
considerable time and energy you dedicated toward success of the 1999 Sandhill Crane Festival.

1999 marked the third year for this event, which provided a quality experience for participants and a
wonderful opportunity to welcome guests to our community. Through programs, tours, exhibits and
special presentations, the Sandhill Crane Festival engaged these guests in enjoyable, educational
experiences that advanced the Festival mission to increase public awareness, appreciation and
conservation of sandhill cranes and Central Valley wildiife.

None of this would have been possible without the support of many organizations and individuals.
Your commitment to the Sandhill Crane Festival, as a member of the SCF Steering Committee and
through coordination of Festival publicity, was critical to the success of the event. Appreciation for
your efforts is sharad by all who worked with you ... and by those who came to Lodi to enjoy the
sandhill cranes and our community.

Once again, thank you for being such a major part of the 1999 Sandhill Crane Festival.

For the SCF Stesring Committee, sincerely,
Kenneth C. Nigland
1298 SCF Stezring Committee Chair

)
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Industry Membe

e Western Association of Conference &
V|S|tors Bureaus (WACVB)

e ‘Callfornla Travel Industry Association
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CALIFORMNIA \_

TRAVEL MARKET

916.443,.3703 » Fax 916.443,8065

CALIFORNIA 95814 US A »

SACRAMENTO,

240 -
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SN S Y REF T,

1730

March 7, 2000

~Mark Chandler

Executive Director

Jeri Hansen

Lodi Conference & Visitors Bureau
1420 South Mills Avenue, Suite K
Lodi, CA 93242

Dear Mark:

On behalf of the Board of Directors and members of the California Travel
Industry Association (CalTIA) and our California Tourism (CalTour)
partner, we would like to thank you for your generous sponsorship of the
2000 Catlifornia Travel Market (CTM) held February 8-11, 2000, in San

Jose.

The 2000 CTM was a spectacular success and your participation helped
ensure this event’s future! The 2000 CTM experienced a 12 percent growth
of buyer delegates with buyer and press participants representing 15
countries, and 119 exhibiting organizations representing all of California.
Santa Monica and Palm Springs will be our host cities February 19-22,
2001.

Thank you again for your contribution. [t demonstrates, once again, your
willingness to support the efforts of CalTIA and CalTour, and is genuinely
appreciated.

Sincerzly,
WMichae! Gellaghe: Caralivie Belole Diane faihorion
Michael Gallagher Caroline Beteta Diane Paskerian
CTM Co-Chair CTM Co-Chair Sponsor Chair

CalTIA Board Member

MG/CB/DP:ut



Opening Welcome Reception,
Dinner, and Entertainment
San Jose Convention & Visitors Bureau

Welcome Refreshments
Great Mall Of The Bay Area

Closing Dinner
Palm Springs Tourism
The Pulm Springs Resores Convention

& Visitors Burcau

Bricfcases and Totes on Wheels
Prime Qutlets

Program Advertising
Allpoints Communications
Mariposa County Visitors Burcau

Yoscemite National Pack

Program Tab Page Advertising

San Francisco Convention
& Visitors Bureau

Transportation
Aluska Airlines
American Eagle/American Airlines
Amtrak

Beverages for All Events
Cryvstal Gevser Water Company

Table Gifts
Corona-Lotus, Inc. / Gourmet Center

Cookics
See’s Candies

Golf Tournament Conatinental
Breakfast
Santa Monica Convention

& Visitors Buceau

Golf Box Lunch Sponsor
Alimo Rent A Car. [nc.

Golf Beverage Cart
Newport Beach Conterence

& Visitors Bureau

~ Thanks To Our
_ 2000 California |
Travel Market Sponsors

Golf Tournament Hole Sponsors
Amerak
Buena Park Convention
& Visitors Office
Comfort Inn/Quality Inn & Suites.
Downtown Hacborview San Diego
ContacTours & Charter Services
Grunada Inn-Silicon Valley
Hornblower Cruises & Events
LEGOLAND Calitocnia
The Roy Rogers-Dale Evans Museum.
Victorville
santa Barbuara Conference
X Visitors Bureau
sunBay Suites
Universal Studios Hollvwood
Vigjas Casino & Turt Club/Viejus
Outlet Center
Winchester Mystery House
Yosemite National Park Lodging
Wines
Beringer Wine Estates
El Durado Wineny Association
Lodi-Woodbridge Winegrape
Commission & Lodi Conference
& Visitors Bureau
santu Clara Valley Wine Growers
Assoctution
CTM Lapel Pins
The NEW Wax Museum
at Fishermun's Whaet
Neck Wallet Badge Holder
Best Westerns of California
City Pass. Inc.

Ao
SPONSOR

Five Star Sponsors
Great Mall Of The Bay Arca
Prime Outlets

[PSRERER FEMDROEEH




Our Thanks to the Generous
California Travel Market Sponsors

Opening Welcome Reception,
Dinner, and Entertainment
The Disneyland Resort
Anaheim/Orange County Visitor

& Convention Bureau

Tuesday Welcome Refreshments
Red & White Fleet

Tuesday Educational Breakfast
Session
Viejuas Casino & Turf Club
Viejas Outlet Center

Tuesday Educational Luncheon
ScaWorld California

Wine for Tuesday Educational
Luncheon
Lodi Conference & Visitors Bureau
Lodi Woodbridge Winegrupe

Commission

Bella Vigna Vinevards
Clements Vinevards
Kenwood Vineyards
Lucas Winery
Woodbridge by Mondavi
Pcirano Estate Vinevards
Phillips Farmis Vinevards
Ravenswood Vinevards

TuesdayLunch Table Gift
Herman Goelitz Candy Company, Inc./

Gourmet Jelly Belly

Tucesday Afternoon Energy Break

Sacrumento Convention & Visitors
Burcau

Tuesday Reception. Dinner. and
Entertainment
Knott's Berry Farm

Wines for Tuesday Reception
Robert Monduavi Family of Wines

Caliterra
Robert Mondavi Coastal

Wednesday Educational Breakfast
Bubba Gump Shrimp Compuny
Cannery Row Company

Monterey Bav Aguarium
National Steinbeck Center

Wednesday Educational Luncheon

World-Fumous San Dicgo Zoo and San
Dicgo Wild Animal Park

Wine at Wednesday Luncheon
Temecuta Valley Vintaers Associztion
Baily Vinevard & Winery

Calliway Vinevard & Winery
Cilurzo Vinevard & Winen
Filsinger Vinevards & Winen
Hart Wineny

I\'\\\ u\\ inevard & Winen

Conch Dars
W L‘dhk_wd‘l_\ Afternoon Energy Break
Calmornn Sh Indesic Assoctation

Closing Reception
Blue & Gold Fleet
PIER 39
Wine at Wednesday Reception and
Dinner
Santa Clara Valley Wine Growers
Association
Cooper-Garrod Vinevards
Emilio Gugliclmo Winery
Fellom Ranch Vineyards
Fortino Winerv
Hecker Pass Winery
J. Lohr Winery
Jory Winery
Kirigin Cellirs
Mirassou Champagne Cellars
Mirassou Vinevards
Pedrizzetti Winery
Picchettt Winery
Rapuzzini Winery
Sarah’s Vineyard
Solis Winen
Svaamore Creeek Vinevacds
Thomas Krause Winery
Troquato Vinevards
Zanger Vineyards at Casa de Fruta
Closing Dinner and Entertainment
San Jose Convention & Visitors Burcau
Closing Dinner Centcrpiccc Flowers
Great Mall of the Bav Aren
Table Gift at Closing Dinner
See’s Candics
Thursday Coffee and Sweet Rolls for
Dt.p.lr'[ul” Delegates
Glendale Galleria
Beverages for All Banquet Events
Crystil Gevser Water Company
Bricfcases and Totes on Wheels
Prime Qutlets
Press Room
San Jose Convention & Visitors Burcau
Press Reception Wines
El Dorado Winery Association
Boeger Winery
Chuteau Rodin Winery
Coulson Winery
Fitzpatrick Winery
Gold Hill Vinevard
Granite Springs Winen
Jodur Vinevards & Winery
Latcham Vinevards
Lava Cap Winery
Madronu Vinevards
Churles B. Mitchell Vinevaeds
Oakstone Winen
Pern Creek Vinevards
Sicrr Viste Winens & Vinesard
sele Lead Winer & Vinevand
VW mer N Vinevand
Mondsealser Ve asds
Nir Transportation
Aisha s N Horizon A
Aneriy criedn Eale ing
Remo A
nited Airie
Motorcoach Transportation
AirporiBos
AmericanTours |
Pactiie Couss
=1 Diregs Min

Nenes:

srernationgt (oo
hecing
i Tours-ContuacTours

Program Advertisin
Allpoints Communication
Coach USA Companies:
Antelope Valley Bus/Gray Line.
Los Angeles
California Charter/Long Beach.
Sun Diego
Grosvenor Bus Lines/Gray Line,
San Francisco
Pacitic Coast Sightseeing/Gruy Line,
Anaheim
Valen Transporctation & Tours
Mariposa County Visitors Bureau
Yosemite National Park
United Airlines
Program Tab Page Advertising
Best Western Stovall's Hotels of
Anaheim
Long Beach Area Convention &
Visitors Bureau
Los Angeles Convention & Visitors
Bureau
Planet Hollywood
Ramada Management Association of
the West
Personalized Neck Bands
CityPuss, Inc.
CTM Lapel Pins
Redding Convention & Visitars Bucceuu
Shasta Cascade Wonderland Association
CTM Badges
South Coast Plaza
Shipment of Brochures—Buvers and
Press
DHL Worldwide Express
Golf Tournament Sponsors
Continental Breakfust
Santa Monica Convention & Visitors
Bureau
Golf Balls
Califoraia Tourism Publications
Beverage Cart
$an Diego Convention & Visitors
Bureau
Jox Lunches
Alamo Reat A Car
Rccertion
Infund Empire Tourism Council
Hole Sponsors
Amtrak West
Best Western John Muic Inn
Buena Park Convention & Visitors
Office
Hanford Hotel
Holiday tnn
Medieval Times
Wild Bill's Wild West Dinner
Extravaganzi
Catalina Bshand Visitors Burcau
Santa Catalina [stand Company
Central Valley Tourism Association
Choice Horels taternational
ConticTours & Churter services
Granada [nnailicon Vibier
Hilmar Cheese Compuss
Center
Helvon san Francisco X Towers
Hornblower Cruises & Freais
Inhan Empire Tourism Coanal
LEGOLAND Calitorin
Pacitic Park on the Sani Monicu Prer
santt Burbara Conference X Visttors
Burcau
Viefds Castno & Turt Chn
Vicjas Outlet Center
Yosemite Concession denices

Sisitor
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Western Association of Convention & Visitors Bureaus

1730 [ Steect, Suite 240, Sacramenco, CTA 95314-3017
O 2164439012 Q 216.443.30n3 @ infowacvb.com

September 16, 1999

Ms. Jeri Hansen

Executive Director

Lodi Conference & Visitors Bureau
1420 South Mills Avenue, Suite K
Lodi, CA 95242

Dear Jerti:

Congratulations, you have been selected as a recipient for 2 1999 WACVB educational scholarship,
Sponaored by the Western Association of Convention & Visitors Bureaus! The members of the
Scholarship Committee join the Board of Directors in offering their congratulations to you.

The scholarship is for attendance at the 1999 WACVB Annual Meeting, October 14-17, at the
'Hotel Capitain Cook in Anchorage. The scholarship includes Annual Meeting registration, travel,
three nights of lodging, and group meals during the meeting. A copy of the Annual Meeting
brochure is enclosed for your review and use,

Please check tlight schedules and contact me with your desired flight dates and times. If Alaska
Airlines services your destination, your carrier will be Alaska Airlines (www.alaskaair.com).
WACVB staff will have your roundtrip airline ticket forwarded to you under separate cover. Your
room reservation at the hotel will be listed under your name. The reservation covers room and tax
charges only (incidentals such as telephone calls are not included). If you wish to stay more than
three nights in Anchorage, the extra night(s) are your responsibility.

Also, please complete an Annual Meeting registration form and send it to the WACVB oftice. If
you wish to go on the Sunday cruise, please send the cruise fee along with your registration form.

If, for any reason, you are unable to participate in the scholarship program through attendance at the
Annual Meeting, please contact me immediately at (916) 443-9012.

Again, [ am pleased that you have been selected for this Association-sponsored scholarship, and
look forward to seeing you in October at the Annual Meeting.

Sinceraly

e e

Teresa Stephenson
Exeourive Director

Sme

—1

Enclosure



Scholarship Recipients
at Annual Meeting

ACVB’s scholarship program ment opporcunities and continuing edu-
enables CEOs and staff mem- cation to their staff and CEOs, thereby
bers of member bureaus to at- raising the level of professionalism in
tain a higher level of performance and our industry.
industry knowledge by participating at Thanks to Meeting News for its support

the Annual Meeting.

of this year’s scholarship program. v

Three scholarship re-
cipients attended che mid-
October Annual Meetin:
in Anchorage.

Congratulations to this
vear's scholarship program
recipienis:

Jeri Hansen, Executive
Director, Lodi (CAY CV'E;
Janet Jones, Group Sales
Manager, Carson City
(NA) CVB; and Tonna
MeTee, Sales Manager,
Ogden/\Neber (UT) CVE.

The purpuse of the
scholarship program is to = -
assist Fureaus with the coss Scholarship recipients at the Annual Megiing
of offering quality professiona sl in Anchoraze—(left w right) Tanna McTee.

= ’ Jert Harsen, and Janet Jones.

[#9
n
w
]
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SAN JOAQUIN
CONVENTION & VISITORS BUREAU

August 22, 1999

Geri Hansen

Lodi Woodbridge Winegrape Commission
1420 South Mills Avenue, Suite K

Lodi, CA 935242

Dear Geri:

Thank you for donating the scrumptious gift basket for the drawing at our Annual
Installation and Awards Reception.

Allin all, the event was a great success, largely because of the many individuals and
organizations ready to lend their support. We appreciate the role you played in helping
us install our new officers and honor those who promote tourism in our community.
Sincerely yours,

L

Ann Sternal
Executive Director

f f y 7 /
Yot Andb sccre abeul Qbauka.,
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September 29, 1999

Jeri Hansen

Executive Director

Lodi Conference & Visitors Bureau
1420 South Mills Avenue, Suite K
Lodi, CA 95242

Dear Jen,

The first California Rural Tourism Conference in recent history has been completed
and by all accounts seems to have been a big success. .. due in large part to your
participation.

['can’t begin to thank you for taking time out of what has to be a busy schedule to
participate in the conference and make a presentation at one of our sessions. The
feedback ['ve heard from those in attendance was that each and every session was a
valuable experience. The most frequent comment was that the sessions were specific
and to the point, with material presented that can be used in a very practical manner.

[hope vou enjoyed the time you spent with us and in Palm Springs, and that you wil|
return again some day soon.

Warmest regards,

-

/7
f’\_{é}lbélawson
999 Conference Chair



CALTIA

Califonnia Taavel Industay Associarion

November 12, 1999

Jeri Hansen

Executive Director

Lodi Conference & Visitors Bureau
1420 S. Mills Ave, Suite K

Lodi, CA 95242

Dear Jeri:

On behalf of the CalTIA Board of Directors and Rural Tourism
Conference Planning Committee, we extend our sincere
appreciation to you for speaking at the 1999 California Rural
Tourism Conference on Tourism, held September 26 & 28 in Palm
Springs, California.

As you well know, speakers play an important role in the overall
program. Thanks to your participation, this year's Rural Tourism
Conference was a resounding success. Your presentation was well
received by conference attendees, who expressed great
satisfaction on an outstanding event. Enclosed, for your review is
a summary of the attendee conference evaluation. You’ll find that
the conference delegates were pleased with this year’s event.

We thank you again for contributing your time and expertise. It
is because of dedicated professionals such as you that associations
such as CalTIA are able to continue to be of service to their
members.

erely /

/ N
C[ AN / P P

——Bill Clawson Terri Tavlor-Solorio, CMP

1730 “1” Srreer, Suite 240 & SsacrauentO,

1999 Conterence Chair CalTIA Executive Director

Caviroryia 93814 o 9146/443.370% FAX 916/443.8065



Rural Tourism Conference Speaker Profiles

Jeri Hansen

Jeri Hansen is Executive Director of the Lodi Conference & Visitors Bureau {San
Joaquin County). The bureau was created in 1998, through a partnership berween
the city of Lodi and the Lodi-Woodbridge Winegrape Commission, to promorte the
area’s wine-related tourism, attractions, events, and facilities through tourism
marketi'ng and collaboration with communiry and business organizations, recre-

ation associations, and cultural service organizations. Prior to her appointment

with rhe Lodi CVB, Hansen was Program Director for the San Joaquin Farm Bureau, respon-
sible for agricultural policy issues relating to land use, water, and environmental affairs, and the
development and implementation of the Farm Bureau's media relations and agricultural
educarion programs. She previously held positions in exhibit and program management within
the fair industry. Hansen is a member of the Agri-Tourism Working Group through the Univer-
sity of California’s Small Farm Center, whose central mission is to carry out applied research
and educational activities in support of agri-tourism; the Public Relations Director for Califor-
nia Women for Agriculture, which focuses on legislation, education, and public relations for
the agriculture industry; and on the University of California President’s Advisory Commission
for the Department of Agriculture and Natural Resources. Also active in the Lodi communicy,
she recently helped develop the Lodi chapter of the Wine Brats, a national wine enthusiasz and
education organization. Hansen holds a degree in agriculture business management and

agriculcure policy from Cal Poly Sar Luis Obispo.

Eileen Hook

California Tourism's Rura! Tourism Liaison, Eileen Hook, coordinates the Califor-
nia Countryside grant program by assisting rural communirties with development of
tourism potential and promotion, and tracking of trends in the rural tourism field.
She also serves as the CaliZornia Tourism Director’s Alternate to the California
Roundrable on Recreation, Parks, and Tourism. Additionally, Hook is Research

Analyst for California Tourism, analyzing tourism statistics—demographics,

economic factors, visitor volume and expenditures, and trends in the tourism and travel
industry—for both domestic and international visitors to California. Previously, she worked for
many years as a State Park Interpreser for the California Department of Parks and Recreation.
While in that position she developed interpretive plans for visitor centers and exhibirs, and
preparad general plans for wide varizov of Stare Parks. Hook holds a bachelor of science degree
in recreation and park administranion, with a spc:i:‘.izﬁ:ion in environmental interprazation,

trom CSU Sacramenco.
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OFFICE OF THE GOVERNOR

October 1, 1999

Jeri Hansen

Executive Director

Conference and Visitations Bureau
1420 South Mills Avenue, Suite K
Lodi, CA 952:12

Dear Jeft; i

It was nice to see you. Ilook forward to working with you on issues
pertinent to the Central Valley and will be available to discuss any potential
CONCErnSs.

If [ can be of any further assistance, do not hesitate to contact me at my
office.

ﬁncerely,

“Chad Condit
Assistant to the Governor

Chov e Crinay I av s o S aacan st Cor sy Y3STE o LGl 4esD
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EcoNomic IMPACT oF CALIFORNIA WINE

HIGHLIGHTS

FULL ECONOMIC IMPACT* OF WINE ON THE CALIFORNIA ECONOMY

$ 33 Billion

The Number 1 Finished Agricultural Product from California

(retail value)

Number of Wineries 847
Number of Grape Growers 4,400
Full-time Equivalent Jobs 145,000
Wages Paid $4.3 billion
Wine Produced (750ml Bottles) 2.6 billion
Retail Value of California Wine $12.3 billion
Wine Sales Growth Rate 12%
(Compound Annual Rate 1994-1999)

Tourism Expenditures $1.2 billion
Number of Visitors 10.7 million
Taxes Paid (Catifornia “ Total) S1-billion / S3.1 billion
Charitable Contributions S62 million

* Sum of total spending

MKF RESEARCH
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EcoNomic IMPACT OF CALIFORNIA WINE

WINE CONSUMPTION AND PRODUCTION

Table 1.8
The Top Ten Counties in Number of Wineries.

County Number of Wineries
Napa County 232
Sonoma County 172
San Luis Obispo County 63
Mendocino County 41
Santa Cruz County 35
Santa Barbara County 35
Monterey County 23
Alameda County 22
Fresno County 19
Amador County 18
Top Ten Counties 660
All Other Counties 187
Total in California 847

v

Source: MKF Research.

Wineries mean tourists. (This linkage is quantified in Appendix 3.0.) Napa County has the most wineries
of all the counties in California, and this large number of wineries within a concentrated area makes Napa

a worldwide tourist destination. The wine industry in Napa County has created opportunities for
restaurants, spas, and resorts. Further, the high concentration of smaller wineries creates additional
employment from services provided to business travelers working with the wine industry, and the
spillover benefits to Napa County are enormous. The county with the second largest number of wineries
is Sonoma County, which also has the second most winery tourists in California. Pockets of other
counties also benefit substantially from wine industry related tourism. For example, Stanislaus County
has a smaller number of wineries than Napa and Sonoma, however, those few wineries in the county are

all very large and also attract large numbers of business travelers who contribute to the impact on tourism.

The 847 wineries in California attract 10,700,000 tourists who spend $1,200,000,000 in California each
year.

Distribution of Capacity

The size of the wineries in California is distributed over a broad spectrum. There are a very large number
of small family-owned wineries, distinguishing California wine as a cottage industry. Over 60% of the ? 7/~

wineries produce less than 25,000 cases, and 92%¢ produce less than 100,000 cases.

Trerz arz also 2 cumber of Jarger, publiclv-ownad companies. Wineres traded on the NASDAQ stock

exchanzs include Bernger Wine Estates, Robert Mondavi Corporatior, Chalone Wine Group,
Ravenswood Winery, R.H. Phillips, and Golder Starz Vinmers. Other California wine brands are par: of

E4e8)
larger publicly-owned conglomerates. For examplz. Canandaigua Brands owns many wine brands,

MKF RESEARCH
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GRAPE CULTIVATION

Distribution of Grape Sales Revenues in California

The total dollars from grape sales increased 140% from 1988 to 1998.

Table 2.5
Top Ten Counties in Grape Sales Revenue.

County Total Sales in 1988 Total Sales in 1998
Sonoma County $81,366,146 $230,518,333
San Joaquin County 113,778,871 222,080,668 ke
Napa County 97,935,116 195,103,220
Monterey County 57,002,448 168,970,808
Fresno County 51,804,565 110,649,083
Madera County 56,084,493 105,506,571
Mendocino County 21,567,824 83,155,493
Kem County 41,078,012 81,822,377
Sacramento Countv 13,770,544 76,578,697
San Luis Obispo Co. 14,969,308 70,183,017
Top Ten 549,357,332 1,344,568,275
Total California $666.476,563 $1,598,613.654

In the past ten years, the value of the California wine grape crop increased 140%. The total value of
Sonoma County wine grapes is the highest for any county in California. The tota! value of Sonoma
County grapes increased 183% from 1988 to 1998. This change is driven by two factors: Sonoma
County has significant vineyard planting and the county grows grapes for the highest price segment of the
wine market. Due to the high price of grapes from the coastal counties, Sonoma is able to obtain very
high total dollars from fewer acres planted. As with acres and tons, the top ten counties in terms of grape
sales revenue account for over 80% of the farming income from wine grape: Appendix 2.2 details
returns for all the counties growing wine grapes.

Count of Growers by Acreage Size Group

Appendix 2.3 shows total acreage by farm size for each county. For example, in Alameda County,
individuals whose total holdings fall between 5 and 25 acres farm 178.6 acres of wine grapes.
Throughout the State of California, the largest group (140,703 acres) of wine grape growers is those that
= more than one thousand acres. The next largest group is wine grape growers that farm betweer 300
' 1.000 acres. accounting for 76,423 acres. Appendix 2.3 also sporiizhis the fact that thers ar2 2 larze
noer of smaller wine grape growers. For example, Mendocize Counry is a significant wine grape-
owing region, bus it does not have a single entizy that farms more then 1.000 acres. This dichotorm is

'_ﬂ

Jrlr

an
3!

jo]

cT
primarily due to the fact that in regions where the average price per ion is lower, higher produc ior [evals
and acreage are required to operate efficiently azd profitably

MKF RESEARCH



Economic Impact of California Wine

Tourism Statistics

Number (Millions) Winery Tourist Winery Tourist  Winery Tourist ~ Winery Tourist ~ Winerv Tourist
County of Wineries Number of Tourists Winery Tourists Expendiwures Payroll Employment Local Taxes State Taxes

(jobs)
Napa County 232 5 5,000,000 437,076,000 90,312,000 6,672 11,000,000 19.792,000
Sonoma County 172 52 2,000,000 201,858,462 34,833,077 2,553 3,712,692 9,476,923
San Luis Obispo County 63 58 696,000 100,220,4C0 16,931,200 1,138 1,897,200 4,437,600
Mendocine County 41 18 450,000 §4,363,000 16,432,500 1.238 1,575,000 4.335.000
Santa Cruz County 335 26 230,000 41.963.260 8,120,800 516 895,200 1,746,400
Sant Barbara Counry 33 8.5 680,000 77,212,000 14,170,400 916 1.871,200 3.248.300
Monterzy County 23 6.6 264,000 46,663,500 7,780,200 542 1.223.100 2.011.200
Alameda Counry 22 [ 400,000 43,146,3C0 9,087,600 530 704,800 1,386,000
Fresno Counry 19 4.4 48,400 9,117,240 1,436,600 107 147,510 353910
Arnacor County 18 3 50,000 11.739,0C0 1.805.000 133 116,000 §43.000
El Darado Cournty 17 41 41,000 1.054,7C0 1,195,900 99 122,000 320.800
Riverside County 16 153 195.000 10,360,630 1,705,350 119 190,020 487710
San Joaquin Courzy 14 13 66,000 8,500,600 1.279.000 100 110,800 392.200
Santa Clara County 12 9.7 29,100 5,756,8-0 1.132,940 85 140,440 232,400
San Diego Counsy 1 30.4 51,680 10.055.620 1,954,507 120 235.603 403.000
San Matzo Cournty 11 1.9 40,000 §.411,7¢0 4,352,200 131 181,600 323,680
Humboldt County 8 20.000 3,255,000 516,700 40 43,000 164.700
Marin County 8 20,660 2.216,030 453330 23 37,100 93,300
Los Angdles Counny 7 36.6 20,000 1,324,460 W2,677 13 26,453 41,685
Nevada Couny 7 20,000 1,243,850 203.700 17 14,530 60,630
San Benito County 7 20,066 926,706 133,400 9 13,400 42.300
Ventura County 7 35 20.000 2422530 421,350 27 38,700 169.230
Yolo Councy 7 20,0C0 1.035,450 156.050 12 12,850 43,900
Lake Counrty 6 20.00Q 1187350 134,550 13 11,650 57,850
Calaveras Counn: 6 20.000 1.318.8C0 138,200 12 7,530 43,300
Kzm Counry 6 6.1 20.000 733,959 114,230 9 11.220 33.390
Mariposa County 4 50.600 293,049 53,140 4 6.6350 12.020
Solano Councy 4 33 10.6¢0 336228 53.930 N 4,580 15.300
Tulars County 4 23 10.000 406,539 60,080 3 5.810 19.140
Stanistaus County 4 26 10,000 333,760 43,720 4 4.500 16.340
Burz County 3 21 10.000 235,319 42,640 3 2.990 13370
Tuolumnz County 3 10.000 266,400 43.260 3 2,490 19.720
Madera County 2 12.6C0 229.950 34,750 3 3320 12.570
Sacrarnznto Counz 2 1.3 50.000 4.312,43¢ 764,200 50 93.205 135,535
San Bernardino County 2 10,000 633,613 108,012 8 9,823 31443
Corra Costa County 1 3 40.000 2015523 382.700 37 39.400 96.625
Glean County I 2.500 50.220 7,020 1 570 2610
Lassen County 1 2.500 74,220 11,630 1 780 3.560
Merced County 1 2.6 2.560 117,073 13,543 1 1,295 6.370
Modoc County 1 2.500 29,630 4.250 Q 310 1.530
Placer Courty l 10.060 671,350 117.830 8 9440 27100
Shasta County 1 2.1 2.500 191,855 29.430 K 2.593 9.163
Trimity County t 2500 13.030 | 740 4,500
Yuta County 1 2.5C0 14,570 ! 780 3.010
San Frarcisco Counn 0 (1) 433.260 24 90.935 =3 49%
Totls 34 1323 19.573.530 1743 13343 24.521.833 $6.7E

froAcsecding o ne San Francisco Conventien and Vistzors Bursae 27 percemt of the + 1502005 10 San Frandisc 1050 150 % Ine Jounmy

MKF Research
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ECONOMIC IMPACT OF GALIFORNIA WINE

SUMMARY

The preceding report amply demonstrates that the full economic impact of the California wine industry is
tremendous, totaling $33 billion dollars in spending. The magnitude of this impact highlights several
important wine industry attributes.

Wine is California’s most valuable agricultural product. Itis a highly capital intensive industry that
requires significant human and physical resources to deliver the finished product to the consumer. From
vineyard development and grape cultivation to the sale of wine through the three-tier system, the
production and ultimate sale of wine is a highly complex process that involves numerous suppliers,
distributors and service providers throughout the value chain, compounding the economic impact. The
high degree of physical assets required generates significant investment in property, facilities, and
equipment and increases overall financing and tax revenues generated by the industry. As a branded
consumer product that is integrally tied to rerroir, consumers frequently become tourists. Moreover,
some loyal consumers even become investors in publicly traded wineries. The unique aspects of the
California wine industry have far-reaching economic impacts.

As the California wine industry continues to grow and mature, its structure will inevitably change over
time. The nature of the industry will also be affected by changes in its operating environment, from the
emergence of the intemet to shifting demographics and consumption patterns. While the ultimate impact
of any potential changes in the dynamics of the California wine industry cannot be predicted, the full
economic impact of the industry on the State of California will undoubtedly continue to be important.
Armed with the extensive knowledge provided by this report, key government officials and industry

~advocates can protect the health of the California wine industry and ensure that the significant economic
benefits it provides continue unabated in the future.

MKF RESEARCH -






dining
Care Luna—Tucked back. as itis, off
Placerville’s Main Screetin a quiet court-
vard, you would never know Café Luna
existed. This attractive establishment s
one of Placerville’s best kepe dining se-
crets. The moss-green walls of this restau-
rant are enlivened by vibranc arowork,
and delicace fairy lighes hang from the ceil-
ing. On a warm day, ask to be seated ar
one of the patio tables—they look outonto
a creek below. If you're a salad lover, go
for cthe Nicoise—it's one of the best ['ve
had. The Greek chicken salad sandwich,
filled wich fera cheese, capers, lemon zest,
black olives and actichoke hearts, is an-
other greac choice. (530-642-SG69)
logding

Tue HisToric Cary HOUSE Ho-
TeL—Escablished in 1857, Placerville’s
CarvHouse Howel claims to have housed
Black Bare, Mark Twain and Ulvsses S,
Grant. These days ity splendor is a bic
wedry, bur ies historical value makesica
fun plice to spend an evening. Admize
the hand-cratted mahogany and cherry-
wood lobbvand the handsome staircase,
and be sure to check our the antique pic-
wure hatlway Roomsare simple and many
have old carved beds. The hotel s locar-
ed in downrown DPlaczrville.

and it
surrounded by fur lictle shops and restau-
rants. (330-622-4271)

lodi

o o 5. s 1 1 5 o e
Lodinusurprise vou. As the leading sup-
plier to California’s wine industry, che re-
gion grows more zintandel. caberne

sauvignoa. chardornuy and merlocgrapes
<. Lodi

mane-

than any other region in che szt
is also corsiderad a leader in tipl
tng environmenzally friendty farming
technigues. [os wineries are noz pareieu-

larls showy or tourtsoy—which is whae

N -}
MLIXTY

ndlvand approachable,

SooANI N TS DN s s e Ny
voCLo o Avel Loog

ERTEE SRR ST ER N

LUlday it

buried in the old brandy room of che

industrial-stvle former Guild Winery.

Owners Tim and Bacb Spencec have con-
centrated their effores in the past few
vears on an award-winning barbera, sev-
eral intriguing port wines, a very Hordd
roussanz (a2 Rhone-stvle white) and an

old-vine zinfandel. Only 3,000 cases of

Se. Amant wines are produced annually.
and most are sold on the East Coast, 50
a visit may be vour only chance to try
them. The tasting room lacks the tana
amenities of some other wineries, buthas
a wonderful barrel room thart also hous-
es the Lamily’s fermentors (old duiry
tnks) acouple of funky plastic wine hold-
ing tanks and a rustic-looking grape
crusher. (209-367-0646) Don't miss: N:

A bk["[’}(r{l: S.’. Airans roussane

PEirRaNO EsTATE: 21831 N.
HicHway 99

Peirano Estace is che perfect spoc Foraro-
muantic picnic in the Lodi wine region. L
tables are scactered o lush Liwns among

old zinfandelvines and wall shade tres

picnic arens ontw drawback is s provin-
i o Highwar 99, bucifvou pusvour bk
to the road and concentrace on the seren-
ity of the grounds vou will feel as it vou've

cen tramsported back to a gentler and
more relaxed era. The tsting room s well
equipped to handle vour hurger pang.—
ic’s stocked wich evervthing trom ch

summer sausages and erackers to salsas. fams
andgarlicaioli. Pairvour cepastwith a bot-
tle of Peirane Estate’s old-vine zinfanded
and vou'll bein picnic heaven. (209-307-
it

Lod? sinfndel: Peininng Estare Lodi shinis

OAK RIDGE VINEYARDS: G100 E.-

Hicrway 12, Lobt

Ouk Ridge Vinevards wins the “ouiov
wsting mom” prize—locazed inan old
rediood wine vaz that once held 49,429

galions of wine, the rounded. snue space

dining

Hoazer s —Sleek clegmsand maseuline,
Haselsis aoprims dining destination
downrown Lodi Wich i black and whice
ledian macble Hoor wood -paneled walls,
crisp whice ablecdachsand aall windows
framed with long. crean-colored drapes,
the restaurant is undeniably upscale. ver
it aho munages o feel warm and wel-
coming. Ovwner Bill Sandeen characeer-
e the food ac Hazel's 1 “condunencal.”
butchere are also creacive selections avail -
able for more adventurous diners. Spe-
cialties include a pumpkin seed-crusted
rack of lamb and a classic French omon
soup. {209-309-0470)

Woopesribur Fred & Fuet—As
old-fishivned s Huzd s smodern, Wood-
beidge Feed & Fuel is locazed i a beau-
titul old building char was construcred tn
o Ainddimbvinand resicdesold brack

walls tearure angue guns and kicchen

e



equipment. Wild West Aigurines and cow-
boy paintings. There’s even a miniacure
stagecoach hanging from che ceiling. The
\Western-sevle bar dominates the froncof
the house, with dining rooms to the side
and at che back. Menu specialties include
blackered prime rib, sole almandine and
sauceed sweertbreads. (209-369-0266)
lodging 7

WiNE & ROses COUNTRY INN—
This lovely lictle Lodi inn is surroundad
by macureshade trees. fowersand springy
green lawns. [fvou keep vour eves peeled
vou'll even see bunny rabbics hopping
through theshrubbery. The rooms are ac-
vractively decorated and faicly quiet. and
many have garden views. The inn's din-
ing room is considered one of the Anesc
in the arew. teacuring such specialies as
vegetables Napoleon, honev-roasted rack
of lamb and fresh poached salmon. \erv
popular, the innisbooked tull every weck-
end. so plun ahead. (209-334-6983:

nevada county

oty S
OneotNorthern Calitornias oldest wine-
growing regions, Nevada Counn-hasbeen
cultvating grapes and producing wine
for moce than 130 vears. Plan vour wine-
tasting excursion around an overnight
visit to historic Nevada Ciry or Grass Val-
lev—yvou'll hind many wonderful ways to
spend your afrernoons. There are dozens
of mouncain lakes and creeks in the area,
as well assome greachiking and shopping
opporunities. You'll alse find many fine
restaurantsand colorful local nightdife, in-
cluding community theater productions
and live music pertormuances. Take Inter-
state 80 eust toward Reno and pick up
Highway 49 nocth to Nevada Cigy.

NEvany CIty WINERY: 321 SPRING
St Nevapy Cory

Housed tn che old Miners Foundry

Gt

Garage, Nevada Ciey Winery isn'tmuch
to look ac from the sereet. But step in-
side and you'll be charmed by the tiny
tasting room, which is perched like a
bird's nest directly above the wine pro-
ductionarea. The fermentation tanks are
close enough to touch wich your hand
from the balcony. and ic’s fun to wacch
people scurry in and out down below
while you're sipping vour wine. There’s
also a small selection of specialey gifes
like flavored oils, unusual wine holders,
salad dressings and mustards available
for purchase. (530-265-9463) Don'
miss: Nevada Cizy Winery Sonomt Coun-
ty gewurzeraminer; Nevada Cey Wonery
Nevada Councy Late Harvest whize
riesling

INDIAN SPRINGS VINEYARDS: 303
Broap ST, Nevapa Crry

Indian Springs Vinevards haslocared ics
tasting room in the cencer of Nevada Cicy,
although the winery itself lies about 13
minutes out of town. Therefore. it is
very convenient for tourists who are ex-
ploring the lovelv streets of the ciov to
drop in fora taste or rwo. You won't find
a more actraceive space in which to try
wine: [csaspacious, airy brick room with
old hardwood floors and scarred wine
barrels stacked in the eaves. Music plays
lightly in the'background, and there are
T-shires, wine glasses, pottery. apronsand
loes of fun wrinkets for sale. (530-478-
1068) Don's miiss: Indian Springs Vine-
}'m‘z{f vivgiier: [udian Spring; 17;:{‘,’1!‘(1’;‘
j/"m/.'

STARRVINEYARD AND WINERY: 11179
GiBsoN Dr., GRass VALLEY

Buried in a forestof manzanita, oakand
pinetrees, Starrisavery tiny winerv with
big aspirations. Wich a production of
750 cases a vear. the wine is scanzilvavail-
able, but there are plans o0 expand o
1.500 cases in the near future. The win-

erv claims o have the only "cave -stvle

wine cellar in Nevada Counsv and we

L
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edcetlor v oy comnarand
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A tour group of Canadian farmers inspects a barrel room during a recent

visil to Mondavi

JENMFUR BMATTHE WS aemee oo e

's Woodbridge Winery in Acampo.

Lodi quickly becoming a hot destination for wine tourism

By Brian Ross
News-Sentine! stalf wnter

A red-tailed hawk circles high
above the vineyard, scanning the
preenery below for a meal of the
plump, nimble-footed field mice
which make Lhux homes amony the
Vings.

Spotting his prcy, the raptor
streaks to carth, disappearing from
sight beneath the gray skeletons of
the dormant winter vines.

“That hawk is onc ol our best em-
pluyees,” cracked Dan Barnes, who
runs the  tour program al Wouod-
bridge Winery. A {ew among his au-
dience understand English, and be-
pin o chuckle before their iater-
preter has a chance to deliver the
punch line.

Today, Mondavi's Woodbridge
Winery is hosting a group of aboul
30 French-speaking farmers from
Quebee. At one time, Lodi was about
the last place anyone would associ-
ate with tourism,

Mark Chandler, executive diree-
tor of the Lodi-Woodbridge Wine-
srape commission says that the
number of wine-related visitors to
San Joaquin County has swelled in

recent years Lo ibs current level of
about 86,000 annually — and con-
Linues to grow.

“Most of those visitors are com-
ing to Lodi," he said. According Lo
Chandler, the intense publicity
campaign waged in recenl years by
the commission, coupled with the
mcreasingly frequent mention of
the Lodi growing appellation on
wine labels is largely responsible
for the new attention being paid o
the area by wine devolees.

But since the inception of the
Woodbridge Winery's visitors cenler
last June, groups like this are be-
coming an increasingly common
sight in Lodi, industry insiders say.

Barnes says that since dJune,
Woodbridge has entertained groups
from 18 countries — including visi-
Ltors from every continent vn carth,
“Iixcept that frozen one down al the
bottom.”

“This place, she is so grand,”
quipped Marcel Dumond, who rais-
¢s oals back in Quebec. IUis perhaps
this grandeur that is quictly pul-
ting Lodi on the map as a tourist
destination.

The Lodi grape-growing district,
with more than 70,000 acres of pre-
mium varictals, is coming into ils
own for a variely of reasons, says
Jeri Hansen, of the Lodi Conference
and Visitors Burcau. “With so much
production, word was bound to get
oul sooner or laler,” she said.

Hausen said another reason fuel-
ing Lodi’s rise is the fresh, authen-
lic experience visilors can cnjoy
here. “You're very likely to get to
meet the winemaker face to face in
Lodi, unlike other places,” she said.

Lodi has alse been hard at work
for years developing the infrastruc-
ture to support tourism, said
Hansen. Downtown Lodi will soon

sport i new mulli-sereen movie the-
ater, and has been spruced up Lo
lure shoppers and diners; and a new
train station and parking struclure
ke i more convenient than ever
to visit, Hansen said.

Al the same time, construction of
a new $2 million Wine and Visitors
Center is underway near the inter-
seetion of Turner and Lower Sacra-
mento Roads. The building will
house the offices of the Lodi-Wood-
bridge Winegrape Commission and
the Conference and Visitors Du-
red,

1L will also hold a wealth of edu-
cational exhibits o inform the pen-
eral public on wine's importance to
the stades history and cconomy. The
center is scheduled W open by suin-
mer, Hansen said.

Until recently, aboul the only
rroups which visited Lodi were
teams of wine industry spectalists
sceking the wealth of techniceal
know-how possessed by area grow-
ers, who are happy to share freely
wilh foreigin colloagues,

According to Barnes, Lodi's ellort.
Lo promote tourism is beginning to
pay dividends — “In the form of
tour groups which are visiling just
for tun.”

That's goud news for Lodi winer-
ies, which Tace bristhing competition
[romy wineries in Napa and Sonoma
Caunties — afong with o joowing
nmumber o overseas winemakers.

Wineries e also responding Lo
the changing times. A number have
recently opened tasting rooms for
the public. In addition to Wood-
bridge, Bucas Winery, Jessie's Grove
and others have also juined the

trend te promole wine tourism heree

winemaker David Lucas e
been at the forefront of efforts ta e
tablish a new sel ol county ord
nances gm'cuung Lasling vovine,
which would BIVe winery owners
more ftexibility in their archifectu
al chwices, and streamline the per-
mit process for serving wine on
their praperty.

According to Lucas, the propesal
has been well-recetved by the San
Joaquin County Board of Superv
sors, and may become a reality “he
fore years end. "I looks pood af th.
point,” he sad.

Lucas sind that another hey
predient mocaltivating the foured
e here will he cooperation
amoyr wineries, “Ldeally,” sad L
cits, “We will share proups amony:
ourselves.” In that way, he saud, the
entire industry will enjoy the re
watrds of increased tourism, whiie
establishimy an imayge of Lodi's wine
culture that will in tarn attraet
more visilors,

A consortium ol six local winer
ies hosts aseries of annual event s
juintly — like the Vines to Wines
cducational program, the Weehend
Wine Wanderer and the Lodi Wine
& Chocolate Weekend. In recent
years, the number of visitors
tracted by the events has bheen
sharply on the rise as word gets ont
about. what Lodi has to ofler,

David Stein, s tour pruide from
San I'rancisco who accompanied the
Canadian group to Woadbridpe, sad
he'd never taken a group to Lody be-
fore. “But based upon this expen
ence,” said Stein, “IlL delinitely e
back.”
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Paris, London, Napa, Capay
. After They've Seen Paree, We're Gonna Keep "ent Down on the Farm

BY ADRIENNE ALVORD

alifornia farming is distinguished and wildlife hunting preserves to dude
not only by its variety, productivity,  ranches and bed-and-breakfasts. On-farm
X and innovation, but also by the tourism is formally established in several
tand’s spectacular natural beauty and mild European countries—notably England,
climate. The coastal valleys from San Diego France and Irtaly—as well as Australia and
to Sonoma, the vast Central Valley strercched New Zealand. Some states in the U.S,,
out berween two mountain ranges, the including California, are now looking at
grassy foothill terrain—all this the feasibility of helping farmers establish
countryside offers superb natural  agrotourism activities on their farms.
vistas as well as proximity to ur- Farmers benefit from agrotourism in a
ban and wilderness recrearion. At number of ways. Besides providing addi-
z a time when many small-scale rional income, hosting visitors for a day or
: facm operations are looking for longer increases goodwill and understand-
2 wavs to increase income, some ing between farmers and consumers, and
are beginning to use their loca- may create a farm and product identity
tions to entice visitors with agrotourism. thar will help sales in the long run, Some
Agrotourism is a rerm that encompasses farmers have spoken of the need for agro-
recreational and educational activides ona tourism to help urban residents understand
farm or ranch. Thesz can include every- the challenges of farming, so that political

thing from farm tours, u-pick operations, _
Contined on page r8




Paris—Continued front page 1

support for farmers’ needs mav
increase. And the diversification from
tourist-related activity helps increase
employment and local sales for the en-
tire community.

An Idea Whose Time Has Come
There are indications that the general
public is ready for agrotourism. On-
farm events are increasingly popular
For example, Full Bellv Farm's annual
Hoes Down event to benefir the Com-
mictee for Sustainable Agriculture at-
tracts thousands of people.

NMany tourists are becoming bored
with package tours and typical destina-
tions. Vacationers looking for something
difterenc are increasingly interestad in re-
connecting with the land and sezing how
their food is produced. Agrotourism also
attrasts people who grew up on tarms or
kad faems in the familv. Spending tme
on a working farm brings them home to
a way of lite they still value.

Bu: like a lot of good. simple ideas,
developing agrotourism s a lor more
complicated than it might seem. As
soon as the public is invited to a farm,
issues of liabilicy, health and safery
come to the fore. Goveramenc ragula-
tions desiznead to protect people can be
extremely daunting. and can prevent all
but the most intrepid farmers from de-
veloping agrotourism on their places.

Just ask George and Elaine Work.
The Works are family ranchers with a
spectacular spread in southern
Monterey County. Afreratriptoa
New Zealand farm stav inspired them,
thev set out to establish an agriculiural
horntestay business on their tacm. With
their tive grown children out of the
[ § .

Rowse, the Worke
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guests eating with vou, even if thev’re
eating with the familv—the same food
at the same table—the Health Code

savs vou're a restaurant and vou have
to follow restaurant requirements, in-

cluding a separate building.” George
recounted recently. “We couldn’t justify
building a restaurant on our property
Just so we could have some guests. Qur
primacy business is our ranch.”

To deal with this problem, Work set
abour finding ways to conform to state
and local health codes. As a result of his
efforts, CAFF and the Calitornia Farm
Bureau Federartion are co-sponsoring legis-
lation, AB 1258, to establish ceritication
for California Agricultural Homestays
that will exempr farm guests who eat wich
the family and stay in the farmer's home
from some of the requirements that are
more suitable for restaurants and hotels.

Interest in the potential of agro-
tourism s strong and 2 number of ef-
forts are springing up simultaneously to
help develop it in California. Michael
Dimock, former president of CAFF's
board of directors, received an award
in February from the California De-
partment of Trade and Commerce for
his work to promore agrotourism 1n
Mendocino County. Efforss are also
being coordinated in several counties,
mctuding San Diego. El Dorado,

Marin. Sonoma, and Monterey, to
increase cooperation betveen local
businesses. tourism promoters, local
governments and farmers. The Univer-
sitv of California Small Farm Center
ecently received a S2o¢.220 grant
from USDA to study the issue, and Ellie
Rilia of UC Cooperative Extension in
Marin Couney is also orzanizing effores
to coordinate agromurism in the coun-
ties north of San Francisco.
CAFF v

1
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Cultivating Agri-tourism

alifornia is more than a land of

beaches, mountains and sunshine. lts

fertile soil and excellent climate help

make it the largest food and

agriculture economy in the nation,
according to the California Department of
Agriculture. More than half of the nation’s
fruits and vegetables come from bountiful
California—and some crops, such as
artichokes and olives—are grown
exclusively in the Golden State. With all
this luscious variety available
throughout the seasons, it's no wonder
that people flock to festivals, farms and
wineries to experience a taste and
colortul display of nature.

It's a Festival

From succulent
strawberries to
gigantic
pumpkins,
California
features an
abundance of festivals in every area of the
state devoted to produce. "Every fruit and
vegetable in California is celebrated
someplace,” says the California Festivals
and Events Association.

Habuit Holimas

Wild Over Wine Tasting

According to the
Wine Institute,
roughlv 10
million peogle
visit California
winegrowing
areas each vaur
generating moare
than $300
million in salss
for restaurants. hotzls and other retail
establishments. The Golden State boasts
approximatzly 820 commercial winerizs,
many of which are open o the public,

Art Meets Agriculture
Not only do
Californian’s eat
their vegetables,
they even create
art with them!
At Penryn’s
annual Agro Art
Festival, artwork
is created by
professionals
and amateurs
from a palette of
fresh fruits and vegetables. 1¢s another
reason for families to come by and enjoy
the fun.

K. Suttes

Foundation of Famous
"California Cuisine"

Chefs like Alice Waters of Chez Panisse in
ca A Berkeley have long
' B emphasized the
2. connection of the farm
{8 10 the dining table by
P naming special dishes
“ on the menu after the
farm from whence the ingredients came.
Unusual, fresh ingredients, regionally
(and many times organically) grown, have
become the foundation of what is now
known as "California Cuisine," and
established the Golden State as a culinary
mecca for residents and travelers alike.

Identify with Agriculture

Some destinations—such as Gilroy and its
tasty garlic—are synonymous with an
agricultural product. Now in its 21st year,
the Gilroy Garlic Festival is still packing
them in from around the world. Nearly
130,000 people
sampled the
bulb this year
in everything
from main
dishes to
desserts—and
attendance
shows no signs of slowing.

Agri-tourism on the Web

An excelleat source of agri-teurism
information can be found at the
University of California Small Farm
Center site at wwwisfe.ucdavis.edu. From
operating definitions to publications,
uniquz niches and related links—its a
corrucopia of informatian.

Hoben Holmes



Agri-tourism—

Our Authentic Stories

By Mas Masumoto® 1999
Farmer and author’of Epitaph for a Peach
and Hawvest Son

b gri-tourism—the term conjures

b images of visiting California’s rolling
=1 hillsides of grapes and orchards,

B! waking up to early morning dew
kissing the luscious produce along
the coastal and inland farming areas,
staying where the aromas of ripening
fruits hug the earth during evening walks
in the Central Valley:

Teaa,,

Y

But the image runs much deeper because
at the heart of agri-tourism lies authentic

stories—a tale of people working the land.

On our farm, our story necessarily

Agri—tour‘ism contintied from page |

The phrase "we are what we eat” suddenly

comes alive on our farms as my guests
walk the fields, feel the subtle changes in
weather, and taste the nuances of nature.

The power of stories
distinguishes agri-
tourism. Farmers like
myself and my
neighbors live on an
edge, exposed to nature,
isolated from controlled
environments. Yet this
landscape promises a
story about the
transformation of
barren land into a lush
garden, the legacy of
people from many lands, transplanting
the culture along side of their crops,
growting produce along side of traditions.

\We speak a special language in
California’s rural communities. Through
our words and actions, th power of
culture and nature2 fuse withabond Lo a
special place. In California, people cam
and staved put, our farms were at the
of the continent. the final place to plant
roots. This toe becomes part of the story
to be shared and ld.

dge
s

On our family farm, we have hosted
dozens of events du ring special umes of
the season, invited guests in small groups

includes the hard physical work where
sweat becomes mixed with hope and an
unfolding drama of partnering with
nature, a precarious balance between
forces that can produce some of the
richest bounty in the world and sweep it
away within minutes of a violent weather
front. These are not dramatic
reenactments—I am not an actor not a
stage character—the strength of agri-
tourism remains physical and direct—
visitors can see, feel, touch, hear and taste
the meaning of my farm life.

Visitors who venture out of the cities have
the opportunity to connect with the most
basic of our needs—the culture of foods.

continued on page 14

with the intent to share intimate
conversations. What we have found is this:
people long for a connection with food,
with a place, and the human element that
is required to grow juicy
peaches and sweet grapes.
The farm provides the
stage, our story creates
the experience.

1f done right, our work
touches the guests
memory—my peaches stir
the memory of family on
the land, the scent of
drying raisins conjures the
image of a family kitchen
and baking cookies. Agri-
tourism done right connects with and
elevates personal experience. From my
farm a guest takes home a story, their own
tale that is told and retold like a good story:

Agri-tourism offers visitors something real
and honest. Farm families don't have a lot
to hide, our fields arz not secluded behind
walls. our work is not conducted privately
in office buildings. When told as a story,
this authenticity conveys the real nature
of our land. 1t remains an experience
people long for—something 1 try to
capture both in my writing “and in my
peaches and grapes. It can also become a
new golden harvest in the fields and farms
of our Golden State. =
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Agricultural Tourism:
Emerging Opportunity

Excerpted from a presentation by Desmond
Jolly, agricultural economist, UC Davis, at
the Agritourism Workshop, Walker Creek
Ranch, Marin County, May 27, 1999.

hough agriculture in general, and

particularly “heartland” agricul-

ture, is in decline, some parts of ag-
riculture are holding their own. Some spe-
cialty ¢rops and more entrepreneurially
driven parts of agriculture are not simply
Surviving.'but thriving. We are in a new
set of circumstances, and smart people who
aave the necessary skills and vision are de-
veloping a new agriculture. This new agri-
culture is more consumer-focused, and re-
sponds quickly and directly to an emerg-
ing set of interests, needs, and demands
by consumers. ltis also more closely linked
to domestic consumers.

This teend started back in the 1970s,
with an increased interest in fresh, nutri-
tious, and health-oriented products. Dur-
ing that decads, we also witnessed an up-
surgz of environmental concerns about
protecting natural resources and biologi-
cal diversity: Along with this increased con-
cern about our biological heritage, a cor-
ollary concern has evolved with regard 1o
our social heritage, which includes the in-
stitwtion of the family fary. These concerns
gave rise to the development of a host of

Petting 200 residents await visiters of an agri-tourism farm.

institutions to address them, including the
University of California Small Farm Pro-
gram.

The New Agriculture

Opportunities for farmers to respond
to emerging consumer needs came in the
form of programs like the California Cer-
tified Farmers® Market program, which
necessitated exceptions to California Az-
ricultural Code requirements to enable the
kind of packaging and merchandising that
takes place at farmers' markets.

Farmers' markets facilitate a direct ex-
change of values between consumers and
producers. Originally. farmers’ markets ca-
tered to the emerging demand for farm
fresh, diverse, flavorful produce that con-
sumers were beginning to develop. But as
importantly, it allowed consumers to have
a different kind of food shopping experi-
ence, and consumer research shows that
consumers increasingly value thesz at-
tributes. The whole quality of the experi-
ence is perceived by the consumer to be of

—CoNTintes Pace 4
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Successful Agricultural
Tourism Ventures

by Susan McCue, editor, Small Farm News

rom Christmas trees to apple pies,

agri-tourism thrives in unique

niches across the state. On a 430-
acre parcel purchased by his grandfather
in the 1950s, Riverside County farmer
Gregg Palmer operates a 50-acre Christ-
mas tree farm that draws customers from
89 zip codes throughout southern Califor-
nia.

Palmer and his brother David estab-
lished the Live Oak Canyon Christmas Trec
Farmin 1980 after seeing many local grow-
ers with similar operations who appeared
to be doing quite well. “I think both things
were illusions,” laughs Palmer. '

During the past 19 years, the farm has
expanded to include three distinct agri-
tourism seasons. Lush berries and fresh
garden produce lure customers from early
June to early July, when berry buyers also
geta chance to visit the farms petting zoo.
“Unlike many others, they can actually go
in with most of the animals,” says Palmer,
whose insurance agent gave him approval
for this potentially liability-ridden access.
Palmer says a claim has never been filed
against him.

Pumpkins take center stage during
October, when guests include school tour

—Contintep Pace 6
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a different sort when he or she buys di-
rectly from the grower and can engage in
a more primal relationship with the pro-
ducer. It allows the consumer 2 kind of
vicarious participation in this rich social
heritage of the family farm.

Michael Dimack leads a visioning session an the Central
(cast.

Community Supported Agriculture
has gained a niche in agricultural market-
ing and has, for many family farms, pro-
vided the tritical difference in their eco-
nomic stability and social sustainability:

tdiversifies and adds stability to their in-

conte stream, and provides interest free
cash for production. But perhaps as im-
portantly, it forges meaningful relation-
ships between farmers and non-farmers,
and between urban and rural people.
Many members of Communitv Supported
Agriculture programs spend several days
per year camping in tents at the farm, par-
ticipating in the work, and engaging so-
cially with the farm family.

So, for many in Community Sup-
poited Agriculture programs, the benefits
arz more than just farm fresh produce.
The benefits extend to participating in the
rural farm experience and knowing that
they are choosing to help preserve a vital
part of our social heritage — the family
farm. This phenomenon leads directly
into the area of agricultural tourism. Like
diract markets and Consumer Supported
Aznicelture, it faciliiates an exchange of
es between the consumer and the

1 communin Agriculural tourism

2 thedrive-by,
atronize farm and read-

sin these who

sidestands, and farm stays, where people

come and stay for several days on the
farm. Agricultural tourism includes edu-
cational tours, dude ranches, agricultural
heritage festivals, tasting events, ag mu-
seums, county fairs, commaodity festivals,
(such as the Gilroy Garlic Festival), and
a host of other events and opportunities
for consumers and producers to generate
a meaningful exchange of values. Con-
sumers value the ambiance, the experi-
ence, the difference, the cultural ex-
change, and the products. Farmers get a
sense of satisfaction from providing posi-
tive experiences for people, from relation-
ships that develop with these people, and,
of course, from receiving remuneration for
their efforts. ‘

Ata recent agricultural conference, a
member of the panel on direct marketing
discussed how she left a mid-career ex-
ecutive position in Southern California,
and returned to the family’s apple opera-
tion. There she grew the business, almost

Eilie Rill
grower, o the Marin Counly agri-lourism workshop.

totally based on agricultural tourism, into
a $3,000,000 agritourism business. Oth-
ers with requisite assets can develop a rea-
sonable livelihood by developing various
niche markets.

Important assets are entrepreneurial
skills, vision, coordination. people and
marketing skills. In addizion o knowing
what a produce buver, packer or proces-
sor wants in terems of product quality veu
need to have some sense of what people
want, what theyv like 1o do. what kind of
interests they kave. and how to retatz 1o
them. Since you will o ‘

{ten have other

At the Watsonville agri-tourism meeting, Nita Gizdich, right,
addresses partitipants including Ramiro Lobo, farm adviser,
Son Diego County.

people interacting with your clients or
customers, you will need to provide good
training in customer relations and develop
systems for quality control. The business
becomes more of a front-line vs. a back-
room operation.

The Role of UC Cooperative
Extension

The Small Farm Program received a
grant from USDA in 1997 under the Fund
for Rural America Program to help foster
an educational outreach program on ag-
ricultural tourism in California. We know
that many agri-tourism activities, such as
festivals, tasting rooms, and county fairs,
have been going on in California for de-
cades. But there was a need to widen par-
ticipation by serving as a catalyst for de-
veloping the institutional framework to
enhance the spread of agri-tourism across
the state.

In particular, the Small Farm Program
has an interest in seeing how family farm-
ers can benefit. To this end, the Small
Farm Program has developed a number
of partaerships to support pilot projects
in different parts of the state — San Di-
ego, Marin. and the Central Coast, in par-
ticular. In each area, there is a core of kev
people taking the lead in organizing steer-
ing committees; developing plans: includ-
1ng visions, goals and objectives; and de-



signing an educational program that can
empower family farms and rural commu-
nities to meet a growing consumer de-
mand for the rural and agricultural expe-
rience.

The Marin effort is being led by Ellie
Rilla, UC Cooperative Extension Marin
County director. She collaborates with a
number of organizations to organize edu-
cational programs on value-added prod-
ucts and agri-tourism. The San Diego
project, also a collaborative effort, is led
by UC Cooperative Extension San Diego
staff members Diane Wallace, county di-
rector; Ramiro Lobo, small farm advisor;
and Scott Parker, program representative.
They are completing a strategic plan for
agri-tourism education and coordination
in San Diego County. The Central Coast
effort, 51m111r1\ collaborative effort of
tourism, agriculture, business, and gov-
ernmcent participants, is being coordinated
by Jeff Rodriguez of the Natural Resources
Conservation Service.

A statewide Agricultural Tourism
~orking Group meets periodically to de-
fine an education and research agenda that
can expedite the development of agri-
tourism in California. Convened by
Desmond Jolly, priacipal investigator, the
Agri-tourism Project is comprised of uni-
versity research and extension faculty,
farm and consumer advisors, and indus-
try representatives.

Conclusion

The changing demographics and
lifestyles of California and U.S. popula-
tions offer opportunities for more closely
linking agriculture to consumers. Exploit-
ing these opportunities requires
of skills that are somewhat different from
those typical of more conventional agri-
culture. Ag
Edu:fﬁnal programs can assist in pro-

anew set

ri-tourism is direct marketing.

moting the traasition to this new agricul-
ture, .md the Universitv of California.
through tts Smalt Farm Program and Co-
operative Extension.is centributing to the
"wvelopment of agri-tourismand the new
Zrictinure. &
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A skyward view of the Nationcl Steinbeck Center lobby

National Steinbeck Center Adds
Agricultural Wing in 2000

im Greer, chief executive officer of the National Steinbeck Center in Salinas,

California, wants to put vour memories on loan. He needs them to illustrate

the Central Coast’s agricultural history in the center's soon-to-be-built
agricultural wing. [f you are a Central Coast farmer (Salinas Valley or Monterey
County), take a moment to search your family mementos for family farm stories,
diaries, pictures, and historical objects.

“People like 1o see and touch things.” says Greer, who will place donated or on-
loan family items in the new wing. set to break ground in 2000. The wing is the
result of a cooperative effort between National Steinbeck Center supporters and
farmers from the area.

Author John Stzinbeck was born in Salinas, a town that publicly burned his
books on two cccasions, but ultimatel honored him with many acknowledgments.
Steinbeck drew his inspiration from the land and the people who worked it, and
through his books he championed and honored the strength of their human spirit.

Built in 1993, the center honering Steinbeck draws more than 120,000 people
annually. Greer expects that many of them will want to experience life on the farm
after visiting its new agricultural wing. He invites Central Coast [armers ready for
agri-tourism visitors (o contact the center with tourist-related farm information.
That information will be used to rzfer National Steinbeck Center visitors to yvour
Central Coasi-area farms,

To share vour family's Central Cos
about vour Ceniral Coast farm, ccr\m;
Strees, Salias. CA ©3301; (83

25t memorabilia or to provide information
2 National :mnbgd\ Center at One Main

333 http//wwwsieinbeck.org. B



‘Agri-tourism’ opens door ror
extra income for local farmers

The diversity incrops  their fann gates ta “agei-tourism.”
grownon local farms “People arc looking for things to
’ ‘ could open the door  doin their leisure time,” Hansen said.
fomddmona] income by farmers, ac- “People have a desire to sce how
cording to Jeri Llanspn, exceutive di- things used Lo be, especially with the
rectorofthe Lodi Confocenccand Visi- fasturbanization of our state. People

\

tors Burcay. are Jooking to return 1o the fann.”
Honsen is offering a now concept Thatitching to retun to the fann

tolocal fanners inthe form of opening  Contlnucd Puge 17
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Agri- -tourism...

Continued from Page I vantage of their diversity to attract visi-
could meancxtra dollars forlocal farm- tors. A pumpkin patch, cafe, mazs and
¢rs. a full calendar of special events attracts

"We've seen farmersinthe Mid-  visitors to the Philtips' Jocation. Those
westand mountain states open their  visitors mean extra dollars for the
farms o visitors who notonly payto  Phillips furming operation,
sty on the farm in a spare house or Hansen emplnyzcd that a valu-
bunkhouse sciting butalso tohelpout  able benefitof “opening a farm op-
withthe choreson the fann,” [Hansen  eration to visi‘ors is the epportunity to
expiained. “Idon'texpecttosecthe  educate the visitors about agriculrure

same thing happening here but T think “[t’s kind of exciting because it
the opportunity is there for farmers to prcm' ¢s some nice public relations for
decide whether they want to take  theagricuttwral industry, she said. “If
part.” visit ora 1o 2 farm can leam a hittle bit

Hansen admits that part of that  about agriculture then the time may
decision-making process involves  comein the future when that exposurs
some serious questions, especiallyas  may resultina pesitive comment or
they relate to insurance and liability  ection taken onbehalf of agriculiure.”
costs. But Hansen is not sitting back and

“Ttdepends ona fann f'slevelof  walting for farmers to come knock on
interest,” sh; added. “If he or she  herdoor. Instead, sheisbusy withthe
wanis 1o openuptheir farm orranch | Conferenceand Visitors Bureau in pro-
to a group or for school tours then I ‘momyb the Lodi area as adestination
think thw ¢antake advantageofthe  for proupsto visit.

program.”’ » “We communicare with mccting
Hanzen scwcm[}' busy putting  pianrersand folls organizing confer-
tecther achaek st fon fmmers o croesfor g P, ahe SW' P EWe

fi72in delemnining whather theirinte: - ndita
R
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Ecotourism Marketing:

‘B Any tourism that focuses upon nature

{ - Traditional Tourism

S - Wildlife Viewing

B i - Ecotourism
Johr Poimiroo, Deputy Secretary for Tourism

- - .\:;’ :;Callfomia Trade and Commerce Agency

*An enlightening, nature-oriented, travel

i experience that contributes to

cconservation of the ecosystem, while

§ respecting the integrity of host

3 communities.”

- Canadian Environmental Advisory Council
(Scace, Grfone and Usher, 1992)

- The Ecotourism Society

of Ecotourism Market

otourism Market Profile
perienced ecotourists - 7% of U.S.
travelers - 8 million adults
tential ecotourists - 33% of U.S.
velers - 35 million adults
Potential market - 43 million adults

[l]
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i - Live in large crties

- All age groups,
‘hough most likely
25-54 yrs old

- Mastly coupies, 1/3
families

inccme

ptourism Market Profile

General Consumers  m Avid Ecotourists

~ Live in all major
urban areas, though
likelier in Califormia
— 76%. 25-54 yr3 0id
- Mostly couples, 1/4
families, 1/4 alone
- Very high ecucaton
- 50/50 male/fenale
~ Much higher than
average income

ourism Trip Characteristics

General Consumers

- 18% willing to spend
over $1,50C per
persen

- Ladgelnn - 14%
- Camoing - 17%

- B43-10%
- Hctel - 55%
- Parch - 1%

- Cruse Ship - 4%

= Avid Ecotourists
— 45% willing o soenc
over $1,500 per
person

ommodation Preferences

m Avid Ecotourists

~ Cabin - 66%

~ Lodgerinn - 6C%
- Camping - 53%
- BaB - 55%

~ Hotel - 41°%

~ Ranch - 40%

- Crutse Shig - 22%

=
General Consumers
-
- Generalists
— Prafar summer,
some shoulder,
limited interest winter

-~ couples 53%

- families 25°%

- wice tnp duration, 4 -
7 0ays 10 2+ weeks;
ecotour 8 - 14 days

.g;;.‘?toudsm Trip Characteristics

w Avid Ecotourists
- Spedialists
- Prefer summer with

interest in shoukder,
some winter

- couples 81%

-~ limited families 15%

~ singles 13%

- wide trip duraticn; 4 -
7 days; esp. 8 -14

ivity Preferences

g General Consumers
- Hixing, 24% /37%
- Walking, 20% / 17%
- Tounng, 24% / 20%
— Fishing. 11% /1 16%
- Camping, 11% /1 19%
- Cycliing. 4% / 8%
~ Wildlife Viewing,

8% /TR

- Wildiife Viewing,
202

~ Leaming about
Cutures. 2,18

- Nascnal Park 2.28

- \igemess sexng,

<=2

- Frguerkrg, 2.53

u Avid Ecotourists
- Hiking, 45% /60%
— Walking, 4% /8%
- Touring, 10% / 11%
- Fishing, 9%/ 12%
- Camping, 23% /21%
- Cycling. 18% /25%
- Wikdlife Viewing,

14% 71 15%

u Avid Ecotourists

- Wildemess seting,
1.74

- Wikdlife Viewing.
1.83

- Hiking/ekking, 2.12

— Natoral Park, 2.15

- Rafurg. caroenns,
kayaking, 2.24

-~ Casual Waiurg, 2.32
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A dlife Viewing

%% General Consumers

m Avid Ecotourists

- Scenery/nature ~ Scenery/nature
- New expenences & ~ New experiences &
i places places
2ei -~ Rewisat famsliar - Wiiclite viewing
places ~ Wiidemess
- Stucyfteam nature & -~ Uncrowded

cuityre
- Wikkdermess

General Consumers
- Walking/hiking
- Multiple activities

- Cuhturai leaming/
wiidlife viewnng

~ Tounng and camping
- Mid-range lodging
(motelshotels peef.)

= Avid Ecotourists

- Walking, hiking,
backpacking

- Multipie actvities

= Active, speciaiized

- Nature and water-
based activites

- Camping

- Mid-range lodging
(inimate, adventure)

re Ecotourism Destinations

General Consumers
— Caradca, 33%
- U.S. 31%

m Avid Ecotourists
— Canada, 47%
- US., 23%
- Europe, 4%
~ Central & South
America, 4%
—~ Other, 17%

Interest in soft adventure
< .
«“W Travel trade growing

&alifornia Division of Tourism

- Family

- Romance
- Recreation
- Nature



Wildlife Viewing:

The United States. Canada and Mexico have
begun to tap the tremendous potential of
wildlife viewing as a source of economic
revenue that can preserve the quality of life
for community residents—human and wildlife
alike. Nature-based tourism is increasing at a
higher rate than any other segment of
tourism worldwide. Qur continent has the
potential to be a much greater destination for
nature safaris. birding trails and wildlife
viewing excursions than it is today.

Watchable Wildlife.
Inc is dedicated to
helping communities
benefit directly from
wildlife viewing in
three ways:

Economic Prosperity

VWatchable Wildlife. Inc. can help community
leaders. groups or agencies develop wildlife
viewing opportunities with high revenue
returns andprotection for wildhfe and
habitats.

uality of Life

Newrerelared travel. tourism and recreanion
an create jobs. sustain local businesses and
provice clean water. air ard wildlife in perpe-

tuity. Watchable Wildlife. Inc. is dedicated to
helping communities—rural and urban alike—
benefit both economically and socially.

VWildlife
{onservation

The business of
wildlife viewing
depends on assuring
that wildlife have plen-
tiful places to roam.
We can assist with S

strategies to provide memorable viewing
experiences for people that will make it possi-
ble to conserve habitats for wildlife.

Watchabie Wildlife
Programs Flourish

The rapid growth in wildlife viewing led to a
US Watchable Wildlife
Initiative of 1990, dubbed by
Sports Tllustrated 25 “one of the
most significant nationwide
wldlife programs since the
Endangered Species Act of
19773 was signed into action.”
Fourteen governmental agen-
cies and conservation organiza-
tions signed a Memorandum of
Understanding to promote conservation. recre-
ation and education through wildire viewing
programs.

Fartnerships have biossomed. A nz=warc cf
wildlife viewing arzas cisscrosses Mo
America Nature tounsis can pick Lo waidir=
viewing guides for 41 siares and 1nres
Canadian provinces. Seven annual warchad!e
wildlife conferences have anraciec rhousends
of resource and tounsm profsssiorals



Retail sales for watchable wildlife recreation are
4.5 times greater than annual US greeting card
sales. The figures are in. Wildlife viewing gener-

ates tmpressive revenues:

* {S: More than 62 million Americans

partici pated in some form of wildlife viewing
or nature tourism in [336-—nearly one-third
of all US adults. Wildlife watchers spent $29
billion in state and local economies during
1986, a 35% increase over 1991 spending.

* (anada: 4.4 million Canadians participated

in wildlife viewing 1996, or 18.6% of the

adult population. That same year, British

Columbians spent almost $400 million
on wildlife viewing in the provmce In
1991, Canadians
spent an estimated
$2.4 billion on
wildlife viewing

trips and outings.

How do these statistics translate into
real dollars? Here are a few examples
of how rural communities are gaining
finandally from wildlife viewing:

* The 3.000 paricipants in British
Columbia’s 3-day Brant Wildlife
Festival at Parksville and Qualicum
Beach brought $420.000 Canadian
in revenues to the two communities
in 1993. A 1994 study mirrored
these resulis.

* Visitors to Santa Ana National
Wildiife Refuge in Texas during
1993- 94 spenr an average of
$347 /person and a total of $14
million in local communities.

* The 28.000 elk
viewers who visited
Colorado’s Rocky
Mountain National
Park in fall 1997
to see the annual

display of bugling bull elk con-

tributed more than $2.3 million to

Estes Park and surrounding commu-

nities.

* The 100.000 plus birders who visit
A Chmcote&uue Nat ;onal Wildlife "

- .;non too l~e_n’

. (rmca} havens for wﬂdhfe smce 9‘5

. ranch (ould mstajw}

more than $10 million in local com-
munities. This income comes outside
the beach season and is in addition

to income generated by beach lovers.

People observing sandhill cranes
along the Platte River in Nebraska
generate $40 million in tourism dol-
lars for local economies each year.

In £992. visitors to Hawk Mountain

Sanctuary in Pennsylvania supported

a minimum of 150 restaurants and

more than 65 motels. campsites and
bed andbrealdasts.

A 1993 study of birders who visited
(Cape May. New Jersey. documented
that they contributed more than $10
million annually to the local economy,

Beniro Trevino has a ranch near Rio
Grande Gty in Stair Counry. Texas. one
of the poorest regions in the U.S. He
also shares the region with 485 bird

species and 300 butterfly species.
Places like Trevino's ranch can be -

et .f-;.'

gL s tor
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CALIFORNIA CONFERENCE ON TOURISM

Emerging Travel Trends and Lifestyles
Keynote Summary

EMERGING TRAVEL TRENDS AND LIFESTYLES
Presented by Peter Yesawich, President & CEQ of Yesawich, Pepperdine and Brown

www.ypb.com

TIME is the new currency and
most of us say we are suffering from TIME POVERTY.

LIFESTYLE TRENDS
¢ A sense of possibility - an optimistic view and consumer confidence

¢ Seek more novelty and change. 7 out of 10 do NOT want to go where they have
been before. Seeking new destinations and travel experiences.

¢+ A new definition of value = convenience
A new definition of success = experiences not possessions

¢ Want to bring home “more than a tan” - intellectual curiosity, fusion of
education, entertainment and leisure

+ Shortened vacations, length of stay decreasing. Most people now travel 4 nights
or less, tied to a Saturday. (Sunday - Thursday or Thursday - Sunday).

¢ Vacations taken more impulsively

+ More frequently

+ Closer to home (three hours away or less)

¢ By families AND singles (single adult population is growing)

Need for simplification - want it bundled or packaged

Travelers are more self reliant and willing to negotiate to get a better deal
Want customized products and services (“built by me” e.g. Gateway)

An increasing erosion of trust - advertorial vs. editorial

Focus on the family - 1/3 of households have kids under 18

Generation of “techknows”

More travel planned on the internet

* S ¢ 6 ¢ o

The Possibility Agenda

Random population sampling

73% say they are better off today than 8'years ago

58% say the American Dream is possible

63% would welcome more novelty and change in their lives

69% say life has become too complicated :

67% say there is too much emphasis on accomplishment and not enough on pleasure
for pleasure’s sake

33% say they don’t have enough time

56% say they don't have enough vacation time



Sub-Trend
DASHBOARD DINING
21 = the average number of meals eaten while driving (1999)
8 = the average number of meals eaten while driving (1989)
The new “fast food” and how we decide to buy it:
The GRIP FACTOR - how many hands does it take to hold it?
The DRIP FACTOR - the propensity of the product to squirt or leak
The DRIVE FACTOR - effect of design on our ability to swerve, pass or
gesture with hands

Sub-Trend
INTERNET TRAVEL PLANNING
The Internet is in 42% of homes, and in 55% of workplaces.
Average user is under 40 years old.
The Internet has 67,000 new users daily.
Average use time - one hour.

Most searched keyword: SEX; second most searched keyword: TRAVEL.
35% use the Internet for travel planning,
19% actually use it to make reservations.

MEET YOUR NEW VISITOR:
+ Looking for autonomy, diversity, and enjoyment.

+ Relies on own instincts and willing to negotiate for the best deals (and can
negotiate successfully).

+ 63% think their IQ is higher than average.
Disloyal to specific brands and expect more from products and services.

¢ “Techknows” who want new experiences and want to try new products and
services.

¢ Desire personalized service and products and feel that everyone should be free to
“do their own thing.”

+ High on list of Things To Do: 1.) Have more fun 2.) Lose weight 3.) Organize
myself better 4.) Take a special vacation.
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Doug Henton
President,
Milken Institute

(This ¢ summcry of the comments
made by Mr. Herzon Sept. 22, 1999 at
v Technology
Confarencs in \isclic, California. The full
2« of this prasenzzion can be found at
evorg/
ons.hatm)

the San Joccuin Vals

Rep/feevgraancl
nvc/conf_rras

2 ezonomy end tha
i nove.‘?m lec by

" \'K dn 3(—. va

conventional wisdom. What is required is leadership,
Innovation is ¢ sacic! process — Unlike  networks, and catelysts that will shift the
our comriion belia’s that innovation takes  Valley to a morz innovative path. Our

place pnman{, in e laboratory or report will identify the opportunities for
university, innovaticn today occurs within - the Valley whera regional leaders can
networks that connact rasearchers, build strong innovation natworks that
entrepreneurs, and funders. prornot= tha catalytic staps raquired to
Innovation fs picce-based — Contrary ove to a new patn.
to the belief thet k—.cw!:dg= is globally Some Innovaive opporiunities have
available, innovation today is based on baen identified. (se2 “Tha Economic
tacit knowledge or kaouw-how usually Future of the San Joaquin Vzlley” on
shared in face-to-fzc2 conversations. page 5 in this nawslattar).
Economic innovciion requirss socicl Each opportunity will require focused

innovation — Because innovation today is action by industry, governmant leaders
a place based, social process, connegting  and civic leadars. Each cpporiunity neads
entrepreneurs enc companiss to ragional  a leadership network to help maka

assets, removing £27I2rs to innovasion the right connections bath within the

and promotms 2 mor2 entreprenevriel emerging industry cluster and with

culture is raquirzg universities, local governmants. and
Can the San J“';-ﬂ \aliay be an training institutions.

innovative rec ? i3, Co-n zntonal Innovation is about om'co"wing

wisdom sa : f's compaiive  conventional wisdom. What is your

advantag: Jefoly low cose, [cv. conventional wisdam about the San

wags, commod:T, Zraducion and i3 Joaguin Velizy? Do you think iz can it be
location on transz:=zan coriders | s2y aninnovative region? Cen leadarship for
the convantione! . n an inncvative E”Omm\, 5212

Tna San Joazl- netnorss built around copcrunites and
be an innovaive « social muo~'3‘:,ns be kfxi‘.ﬁ 0 promot &

<

o vi“;d

suczassiul futuras for t'n= on? These
er2 the key questions therwe nezd to
considar,

My enswaris YES!

Some Thoughts From The San Joaquin
Valley Technolo y Conference '

- The hype fcgaxdl"\s tﬂchnoloc\/ cnans ng our hves is'if any‘nm
underplayed :

« Information wi! b:sica y become frce on!y opxmon and an»lySI
monetary v,.,_ all you are dom5 is provxdmg m.ormat!ow beue( lnd

-new line of viork. :

The Intemstis s

a

To succeed in 15
PR W, e -
LE:‘..:",g cunurs (

& power Cf‘ C

netics, civility sa‘:t/ re:r-:-auont,

« Economics wall {zil L a2t do no

dhérs to smart growth principtes

ted
- The newe \o‘.cm/ is fast, goba! twor<ed and know chgmu 1okt
driven. :




Tourism Works for Lodi

Tourism development and promotion is a viable economic development activity for
communities, counties and regions because each one possesses sites and attractions of
potential interest to visitors. Tourism helps stabilize and diversity rural economics - creating
jobs and generating state and local tax revenues. In San Joaquin County, travel expenditures
amounted to $430 million, which generated over $5.5 million in local taxes and $19.6
million in state tax revenue, (figures from CA Division of Tourism — County Travel Impacts
1997). Dollars spent by visitors go right back into the local economy via the sales tax —
which helps maintain the community’s infrastructure and fund a wide variety of public
services. Simply, travel and tourism is good for the economy and for local communities.

Wisitors Speqd que;i{o‘n':»:,

1

Lodging Restaurants
Entertainment Retail Stores
Transportation Recreation

1

These Firms Spend Money for:

|

Hardware Pluming Groceries Insurance Laundry

Advertising Maintenance  Fuel/Electricity Real Estate Legal Services

i

lAnd Their Employees Spend Money for:

l

Hardware Plumbing Groceries Insurance Advertising
Maintenance Laundry Auto Sales Fuel/Electricity Telephones
Doctors Dentists Florists Restaurants Service Stations
Entertainment  Recreation Drug Stores Retail Stores

= Many firms are primary recipients dealing with visitors such as hotels, restaurants,
attractions, retail stores or transportation agencies.

* Secondary recipients owe all or part of their business volume to supplying or serving
these primary recipients: such businesses as liquor, linen, and food suppliers, real estate
firms, grocery stores, banks or savings and loans.

*  Employeas oF these businasses spend monev focally orn products and services,
contributing 1o a healinv economy.

«  Everv residan: and business receives banaiits from visitor dollars tax receipts, whicn in
turn suppor: local roads. schoels, nospiials, as well as services such as fire, police
protection, public transportation, cultural projects and more!
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FFrom 1986-1996, it grew 43%, compared to 15% for all
major California industrics. (c.d)

o T'he travel industry ranks as the thivd largest cmployer in
the state of California. (c¢)

e [n the creation of new jobs, the travel industry has
outperformed most other sectors of the cconamy. Iy 1998,
employment grew 3.6 percent in the travel industry, while
employment in other industrics (such as acrospace and
agriculture) continued to decline. (¢)

o As the stale's cconomy continues its strong structural shifl
and becomes more service-oriented, the travel industry will
play an increasingly vital role in economic growth. (d)

\ln(luslrics N , NI\‘umhcr ol .lc)l)x]

[Huéin‘csS’Scrvicc “ ’ - Overa millinn|

Health Scrvices L Lessthan a million]
(Travel/Tourism - - (SRSI@()()’
{/\-gri&{l'l'm'c” ' ' | 42‘);()()()]
[Acrospace | ' - 167.000]

iS}L()cnI Bcncﬁ(s, U rban/Rural
L]

Tourism development and promotion is a viable cconomic
development activity for every California county, because
cvery once of our countics has scenic, cultural and historical
attractions of potential interest to visitors. (¢)

o Tourism helps diversify and stabilize rural economics. The
majority ol the state's travel-refated jobs are located in
urban arcas, which benefits many of California's most
disadvantaged communities. (h)

o On the average, cach county carns approximately $1.1
billion in direct travel expenditures by visitors. Lvery
county in California generates travel and tourism receipts,
jobs and revenues, ranging from $29.7 million in Modoc to
$13.2 bhillion in ILos Angeles. {a.¢)

hip: calileagov/research/dkngpts.huml 2717199
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What is the CVB’s Role?

Word of mouth
Marketing

Satisfied Visitors

Product Development Visitor Experience
Industry/Community Partnerships
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Local Benefits From Tourism

Although the economic benefit is often the
factor motivating most communities to get in-
volved in tourism, many communities identify
the following as other positive contributions to
the community:

e Employment benefits

® Income benefits

e Diversification of economic base

® Tax revenues

e Visibility

e Cultural Benefits

As you consider the benefits tourism could
bring to your community, consider also Fhe
needs these benefits might meet. Table 1.11sa
chart for assessing community needs and the
potential benefits from tourism. The left col-
umn lists needs in three areas: economic, so-
cial-cultural and physical environment. The
center column allows space for your responses.
The right column suggests how tourism could
fulfill certain needs.

Figure 1.1
Distribution of the Tourist Dollar
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Tourism and Employment

The most impressive contribution of the tour-
ist dollar to the American economy must be
measured by jobs. Travel directly generated 6
million jobs in 1989. The jobs created by the
travel industry surpassed those generated by
private industry in 15 states. In 1939, for each
350.000 spent in the United States for travel
tourism. on the average. one job was directly
zupporied. Thiz industry stands out ameng
major U.S. industries in creating new jobs,
resisting economic downturns, and providing a
major source of jobs for minorities, women ar?d
vouth. Figure 1.2 shows the growth of jobs 1n
1938. 1939 and 1990.

Of particular importance to communities
both large and small, is the fact that small
businecsses dominate the tourist/travel indus-
try. Of the 1.4 million travel-related business
firms, 98% of them arc classified as small
businesses.

Many areas face a growing problem of high
unemployment, particularly among those who
need jobs the most, the young and the poor
with few or no skills. Jobs in agriculture.
fishing, forestry products and mining are in.
creasingly harder to find. In all areas vouth
and teenagers in particular, may be foréed to
look elsewhere for that summer, pari-time or
initial full-time job, ;_)erhaps hever returning to
their home community.



Table 1.1

Assessing Community Needs and Potential Benefits

NEEDS

COMMUNITY ASSESSMENT

BENEFITS from TOURISM

ECONOMIC
Unemployment

What types of people are unem-
ployed?

Skilled? .. ...
Unskilled? .. ... ... ... ........
Parttime? ... .. ... . ... ... ...

Fulltime? . ... .. .. . .

Is unemployment seasonal? ........

Do young peopleleave thecommunity

Level of Local Economic Activity

Are local businesses and shops
T

expanding? ...
stable? ...
declining? . .. L.

Is the local income levei below aver-
age forthestate? .......... . ......

Are you satisfied with the diversgity of
shops and steres in your area? ... ..

Taxes

Is tha per capita tax in your area ba-
o~ averzsa for your state?

Tourism provides job opportunities for
large numbers of service workers with
minimum skills. It would be a desirable
direction for development where large
proportions cf those seeking wark fit
this category. It waould offer little if
unemployment resulted from a
dowaturn in a high technology indus-
try.

Tourism, it developed during the slack
s2ason, may allow the community to
modarate the seasonality problem.

Frequently low emplayment rates and
cyclical economies cause the young to
leave the community and seek their
fortunes elsewhere. Increased oppor-
tunities can allow those who wish to
remain 1o do so.

If your answer is “stable” or "declin-
ing’ then tourism may give your local
businessas the needed st:imulus

Tousism mayincrease the general level
c! economic activity and produce a
corresponding increase in income for
owners and workers in businesses
rang:ng from banks to retail stores to
cry cleaners and other sarvice estad-
lishments. Another possible income ef-
fect is an increase in the tevel of con-
struction. facilities. new homes for
owners, managers. and employzses of
tourism establishments. Caution is
warranted in counting this as a con-
tinuing gain since it may be a short
term building boom.

If not. the expanded economic activity
may provids for more divars:ty.

Tourists spend money and craate jobs
Trnis results in directingreasasin sala
taxa3andind:rastingraasasin 9atatn
5325 AnZ mogm2 takas a3 wor4E”

o]
coilatt ant 3231C N nay 2370033
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Table 1.1 (Continued)

Assessing Community Needs and Potential Benefits

NEEDS

COMMUNITY ASSESSMENT

BENEFITS from TOURISM

Stability

Is your community too dependent on
the health of one industry?

Are there seasonal fluctuations in
local economic activity?

SOCIALU/CULTURAL NEEDS

Does your community need a sense of
identity?

Has your community lost its sense of
heritage?
+

Do members of your community un-
derstand local cultural groups

Are you salisfied with the diversity of
leisure activities within your commu-
nity? ...

PHYSICAL ENVIRONMENT

Is your community concerned adou!
increasec pollution? ... ..

Does your community have a piesan?
appearance?

It so perhaps tourism could be adv;n-
tagecus merely because it diversifies
the base.

The potential of tourism would vary
from situation to situation. In a farming
community with emaloyment concen-
trated in the planting. growing. and
harvesting seasons a winter sports de-
velopment could meet a tremendous
need. Summer recreation would inten-
sify an already sericus problem.

The very act of engaging in an orga-
nized effort can deveiop the communi-
ty's sense of identity. The fact that
outsiders spend time and money to
visit one’'s community can increase
community pride

Many programs will emerge around
historical thames. The act of develop-
ing and promoting a plan of this sort
may enhance residents’ understand-
ing of. and pnide in, their heritage.

Promoting an ethnic background in-
creases exposure of this culture to
both residents and visitors

Attractions deveioped for tourists will
also be available to local residents.

Little polupion s created by tourism
rzlative to that of other industries, such
as heavy manufacturing. An area’s ap-
peal may depend upon maintaining.
rather than changing. its environment.
Mo amount of tourist traffic or litter will
influence the naturz of a forest as
greatly as turming 1itinto an industrial
parx

It so. you can expect to have greater
success in attracting and holding
tounists It not. you may generate
nacessary revenuas and taxes to im-
prov your Community agpearance

fhas2aounltinatiraction
35732 a7 hisiorie bask.

£33 317 mstonz or ethnie




The development of a tourist industry cre-
ates jobs. Work will mainly be in the support
industries, services and wholesale/retail
trade.’ A good number of these jobs usually do
not generate high levels of income for the
individual or for the urban community, there
are, nevertheless, some important benefits
associated with them:

® Tourism can be a substantial source of

employment and an economic boost in gen-
eral for the local economy

® There are some jobs with advancement

potential such as in the areas of amuse-
ment, recreation, public parks, cultural
services and motel or restaurant manage-
ment

® Most clearly benefited would be the youth
of your community. When they seek part-
time and summer employment, tourist in-
dustry jobs may provide them the opportu-
nity to work in the home community. As
possibly their first job, it may teach them
valuable work skills, provide future job
contacts and develop a sense of self-worth

Tourist industry development may provide
another less identifiable employment benefit as
well—new people, new skills and new indus-
tries may be brought into the community. This
could make your community not only a better
place to live and work, but may act to attract
additional business and employment opportu-
nities.

Tourism and Income

Developing a tourist industry and attracting
travelers will mean more income and profits for
businesses receiving tourist expenditures. Ad-
ditionally, the possibilities for new business
opportunities are more promising. Figure 1.3
illustrates the increase in tourist receipts in
1988, 1989 and the projected increase for 1990.

Studies have shown that travel expenditures
vary almost directly with the number of visits
and substantially increase if visitors stay more
than one dayv. However, total expenditures by
tourists in your community do not tell the
whole story. Two important economic facts
first be understond before a reaznnabls

must

estimats of the tmpact of tourism on busines:
incomy can be made. First. a part of the goods

and materials uszed in zales by vour tounst

related businesses comes from outside the com-
munity. When these bills are paid, this part of
the traveler's dollar does not benefit the com-
munity directly. However, the part of the tour-
ist dollar that does stay in the area, usually
wages. profits and additional expenditures on
locally produced goods and services, does ben-
efit the community. Local income from tourist
expenditures is largely re-spent in the area,
leading to still more local income, more local
expenditure and so on. A good example of these
direct and indirect benefits is in Jackson Hole,
Wyoming, a popular outdoor recreation area. A
local study of business generated from tourism
showed that 56% of total sales in the area
resulted from direct tourist expenditures and
that an additional 22% resulted from the indi-
rect effects of income generated from the initial
purchases, for a total of 78% of sales due to
tourism. Figure 1.4 illustrates how tourist dol-
lars are circulated in the community.

Tourism and a Diversified
Economic Base

Why diversity? Ask any community which
depend: onone or a few large industries. When-
ever a localized or national economic fluctua-
tion has occurred. these areas have experi-
enced high unemployment and the resultant
economic and social consequences. Clearly, any
area with a large number of various kinds of
businesses will have a smaller problem. Cities
welcome any kind of legitimate industry. but
generally they must recruit new industry. In-
dustries are less than anxious to enter an area
with a declining tax base or other problems.
Therefore, cities more than not, find them-
selves competing for industries and the odds
are against them. Tourism, however, can possi-
bly fill this gap.

Tourizm as a diversification industry has
many advantages over the traditional type:

® Cizies are a normal and natural destina-
tion for visitors as are scenic outdoor recre-
ation areas

® Tourism is growing and probably will con-
inue to do so not only because income and

l=lzure Iime are more plentiful. but he-

urtsm s largely unexpioied in

e =imoz i labor three s essentially i slace.

m orequires little .o no increasze in

seniv o pubdlie fucilities—schools. b

Too tuunst himseli reguires few of these.
® Tourismisclean and therefore atiractive tu
X ssmen and residents alike
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Figure 1.4
Tourism and Your Community
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THE COMMUNITY

Tourism, Tax Revenues and
Government Benefits

Generally, as the tourist industry expands.
so do tax revenues. The most important tax
from the community point of view is the sales
tax. When tourist expenditures are high, so are
sales tax revenues. Although estimating the
impact of these additional tax revenues is diffi-
cult, rough estimates indicate a figure of near-
lv 15% of total revenues. In these same cities.
this not only “pays the tourist's way” but goes a
long way to head off a financial crisis.

Special taxes are often levied by communi-
ties. aimed specifically at tourists. The “occu-
pancy’ taxes and entrance fee: are based on
therationale thas tourizm imposes certain pus-
- as increased police protectinn,

sional public tailities upReer

< DATUICU-
2
'
N
a

(D20

whare tourism and 1is Cosis are mure cizar..

[
"t
-
—t
-1
£
a4
-
%)
3
[
81
[
Q
I
b
.
[}
<
1
~
(29
()
1
n
[
o

O7 considerable importance in many areas is
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entertainment districts. Other areas are un-
able to develop parks, recreational areas and
other local attractions because of insufficient
funding. These types of communities may find
tourism to be a solution that provides the
marginal profit and revenue balance needed to
maintain or to develop these services. These
facilities are then available for local use as
well, ’

Tourism and Visibility

Developing a tourist industry has other, less
tangible economic benefits for your community.
A very important one is visibility. Many com-
munities suffer funreasonablv) from a bad rep-
utaiion. due to their geographical location.
climate or perceivec attribuzes. The Texas Tour-
: 2w Agency recognized their com-
i when a survey of outside
: znowed that thev thought Texas wa:
a deszert with atiractions such as tum-
and cactus. In Wicnita. Kansas, tour-

rom a misconception that Wichita was
nothing pus a stopping place for travelers on

fered
;



the way west. The people living in these and
similar areas, and the people who have ex-
plored them, know differently.

An Active travel development program can
help overcome these misconceptions and be
economically beneficial in several ways. One of
the most-important is community pride. If your
community discovers that it has something to
offer visitors, something attractive enough to
draw people from their home communities to
yours, benefits may naturally be forthcoming.
Dodge City, Kansas, is an outstanding exam-
ple. Through its rich “wild west” heritage,
helped considerably by the television program
“Gunsmoke,” pride in its history led to a fervor
for additional activities in the 1950's. Spear-
headed by the Jaycees, their efforts resulted in
the rebuilding of historic streets, museums and
cemeteries, plus a number of new attractions.
Dodge City, once just another “cowboy town,”
developed to the point that it now attracts
nearly 400,000 visitors annually. Community
pride made the community even more attrac-
tive, enriching it culturally and economically.

Visitors, when meeting a proud resident, are
likely to be shown more hospitality and have a
better time. The visitor will stay longer and
spend more money. He or she will “spread the
word” about “a great place to visit.” It should
be remembered that much of what attracts
visitors also attracts industry. New businesses,
or ones relocating. seek a popular and pleasant
place to do their work as well as profit from a
growing tourist trade.

Tourism and Cultural Benefits

The potential cultural benefits from tourism,
though less obvious than economic benefits,
may be equally significant. A carefully
planned, well-organized tourist business can
benefit the resident through exposure teo a
variety of ideas, people, languages and other
cultural traits. It can add to the richness of the
rezident’s experience by stimulating an inter-
est in the area’s history through restoration
and preservation of historical sights. For in-
stance. residents of Savannah. Georgia, under-
rzztore parzions of the old citv az a2
T¢ivic pride. but have since discovered
zreservation of their heritage ha

zmimulus for tourism. Todav, on= ¢!

tho

Rz majar nighlight: for the visitor iz a wour of
‘ oriz district. Thus, tourizm i3 now an
lmportant source of revenues for further hiztor-
ical restoration and preservation. As a bicen-

Se

restored historic Fort Conde Village. The
result—a national prize winning restoration
project and an additional incentive for tourists
to visit Mobile. The restoration and preserva-
tion of historic sites as a facet of cultural
enrichment need not be confined to larger
communities. The little community of Bishop
Hill, Hlinois, (population approximately 200)
received $700,000 from state agencies for resto-
ration purposes.

Tourism can serve local craftsmen by provid-
ing an audience and market for their art. Taos,
New Mexico, is a case in point. Long a haven
for artists and craftsmen, tourism has provided
a market for local arts and crafts and thus has
served as an incentive for cultural creativity.
Likewise, tourism has encouraged inhabitants
of the Branson, Missouri, region (located in the
Ozarks) to share their rich heritage of country
music with visitors.

Tourism need not result in drastic exploita-
tion of resources or destruction of natural beau-
tv. The famous Azalea Trail in Mobile, Ala-
bama, serves as a city beautification project. as
a source of citizen pride and as a considerable
enticement for tourists. The Coastal Area Plan-
ning and Development Commission of Bruns-
wick, Georgia, has developed extensive guide-
lines for outdoor advertising to avoid distract-
ing, gaudy signboards. The intent was to pro-
vide the visitor with information while preserv-
ing the natural beauty of the region.

Tourism development can add features of
entertainment for the resident as well as the
visitor. Tourism in the tiny community of Bish-
op Hill, Illinois, resulted in the construction of
restaurants and a bakery which residents can
enjoy as well as visitors. The above examples
serve to illustrate how thoughtful development
enhances civic satisfaction and pride.

Remember, tourists have more to offer a
community than their dollars. They bring with
them a variety of ethnic, geographic and socio-
cultural experiences. By establishing contacts
between people of different backgrounds, tour-
ism offers vast opportunities for people to know
and understand one another in a direct way.

The attitude of the community’s residents is
an important feature of tourism development.
A hostile or indifferent community wiil no:
awiract visitors. The tourist expects to be trzat-

Zowell during his stav Make certain the r

=Sore vou begin developmen: Residen:
mould have the opportunity to make rational
dzcizions to support such development in vour



Sewage and Trash Disposal

Similarly, the demands of tourism on sewage
and trash disposal may be small compared to
heavy industry, yet some communities are still
not prepared to handle it. From time to time,
communities may face a moratorium limiting
construction until the local sewer plant is im-
proved to meet required effluent standards.
Trash and litter are problems inevitable with
crowds of people. Ample waste receptacles,
both public and private, should be provided,
and they must be emptied much more frequent-
ly when tourism is at its peak. Streets and
public areas should be kept clean, and this will
take added labor and public cost. You will have
to evaluate needs in these areas and consider
how improvements can be financed.

Restrooms

If you expect visitors to tarry very long at
your community attractions, adequate rest-
room facilities will be needed. These facilities
should be convenient and well maintained.
Adso check the availability of public water
fountains. Climate permitting, a few tax-sup-
ported public fountains on main streets might
keep the perennial “Daddy, I'm thirsty” from
dampening the holiday mood of the families
you have worked hard to attract. Park facilities
for the picnicking tourists might also be consid-
ered.

Public Safety

Public safety implies largely police and fire
protection. As tourism brings more people to
the community, additional police will be need-
ed to control crowds, assist visitors and handle
any increase in crime. An influx of people offers
increased potential for fires, both in buildings
and in nature. You should evaluate the amount
and tyvpe of additional protection needed, and
determine how costs will be supported.

11

Public Health and Welfare

An influx of visitors naturally increases acci-
dents and diseases that must be handled by
local medical personnel and facilities. As far as
welfare costs are concerned, tourism is often
sought to increase local employment, which
should reduce the costs of welfare.

Operational Costs of Tourism

Operational costs are encountered once the
tourism program of a community grows to the
size and stature that requires formal adminis-
tration. These costs include the following:

® County, regional, state and national com-
missions and association costs

® Promotional costs

® Survey costs (initial feasibility and ongo-
ing impact and visitor satisfaction)

® Fund raising costs

® Office costs (part-time or. full-time help,
office space, materials and supplies, etc.)

Summary

The development and maintenance of a tour-
ism industry imposes demands on public ser-
vices and costs to the local residents. These
demands and costs are not without benefit to
the local residents. A careful assessment of the
costs and benefits should be undertaken before
development decisions are made. In Chapter 3,
the discussion on Cost-Benefit Analysis in As-
sessing Your Product and the Market, will aid
vou in this decision.



What Does Your Community Have
That Tourists Want?

Determining what your community has or
can develop is ancther important step in deter-
mining the type of development you should
pursue. Most communities have opportunities
to expand their tourism industry. People are
interested in nature, history, culture and all
kinds of recreational activities. The number
and type of attractions your community could
develop will take some evaluation and plan-
ning. but the benefits of this assessment will be
worth the effort.

Nature, fate or creativity may have already
set the stage for your community to develop or
expand a tourism industry. Perhaps no single
attraction in your community could draw tour-
ists to the area but a combination of attractions
and events may attract them. In fact, tourists
prefer a package or variety of options at a given
destination.

Who will be interested in vour community's
aftractions? Someone is interested in every-
thing that has ever been developed, but wheth-
er or not enough people are interested to make
it economical to develop and maintain will
require some additional study. User studies of
numerous recreation facilities show that use
beginz locally and expands outward in propor-
tion to the uniqueness of the attraction and the
visibility or promotion the attraction gets.

What is your market potential? This is a
difficult question to answer but reasonable
estimates can be made if adequate information
is collected and analyzed accurately. Some of
the factors which will influence your market
include:

® The closeness of major population areas

o The existence and quality of roads and
other transportation available from the
population areas to your areas

¢ The number of people traveling near your
area who may want to stop and vist

® Trh- ocromotional methods vou use

® The prices and other costs the visitor must
pax

® Tour competition

Assessing Your Product and the Market, Chap-
ter 3, will aid you in evaluating your market
potential,

A community must determine their poten-
tial to attract and hold tourists. Some commu-
nities have enough attractions and services to
be a destination site for tourists. Other commu-
nities recognize their greatest potential is in
attracting visitors for only a short time while
they are passing through or near the commu-
nity.

Why People Travel for Leisure

Surprisingly, little appears to be written
relating to the motivations which induce lei-
sure-time travel. A differentiation must be
made between business travel and leisure-time
travel. It is recognized that business travel, toa
convention for example, is very often closely
associated with tourism. A conventioneer may
spend much of his’'her time on business aspects
at the convention, but in the remaining time
mav be a typical sightseer. Indeed many con-
vention agendas are planned to allow time for
conventioneers, and often their spouses, to en-
joy the attractions of the host community. How-
ever. this section is not written for the business
traveler except as he'she s involved in leisure-
time activity.

Motivation in Tourism

Tourists' descriptions of travel sites general-
ly vield words such as: “fascinating.” “interest-
ing.” “stimulating.” “exciting.” “adventurous,”
“entertaining.” “fun,” “new experience.” “dif-
ferent.” “educational” and “broadening.” Most
of these descriptions seem to point out that
“differerces” form the basis for travel. An idea
of how people refer to travel and tourism is
illusirazed by these quotations from an unpub-
I :
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“We consider the children and what they
would enjoy along with the vacation being
educational and enjoyable and something
different than usual.”

“We like scenery”

The implication of these typical comments
suggests that the need for change is their pri-
mary motivation—the need for a different expe-
rience or a different environment. Tourism is
regarded as a special form of play involving
travel or “getting away from it all,” thus pro-
viding a relaxation from tension.

If, as stated earlier, there is a need for
change and diversity, then travel and leisure
activity takes its place near the top of tourist
priorities. While it is true that some groups
may perceive a quiet vacation at home to be a
change in itself from the hectic conditions of a
busy office or factory job, many more will feel
even a series of backyvard vacations can become
dull and routine and require a “change.” Oth-
ers will require a learning experience, a high
pitch of excitement and a complete difference
in environment in order to relieve the tensions
of boredom and routine activity. The high level
of affluency, therefore, allows modern society to
bé highly selective in satisfying its tourism
needs. Many people are now financially capa-
ble of self-improvement and travel is often the
form of acquiring it.

Consistent with the broader definition of
travel motivation to include social status, men-
tal and physical satisfaction, and the need to
develop one'sown potential and aesthetic appre-
ciation, the following list of motivations should
be studied. They may be utilized by the tourism
investigator todetermine if the proposed attrac-
tion can provide any of these satisfactions.

Ethnic Tourism. This is a form of tourism
which may be thought of as appealing to a
curious, people-oriented tourist. Such a tourist
is interested in observing how people in other
environments live, work and play. To illustrate,
a person whose family origin is in another part
of the country mayv wish to visit distant rela-
tives. research his family tree, visit his birth-
place or the land of his forefathers. Bishop Hill.
I[llinoiz. is an illustration of a very early Swe-
c-~}" EEN Llemor where many people of Swedish
E i» eniovable to see how their
ved and e\p‘or~ their nationa!

suzh az vistting a different envi-
ohserve the lifestvlez of another
ethric G‘roua migh: fail in this category. Tour-
i vizit an Indian reservation or trad-
ing center out-post 1o observe native dances.
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ceremonies, work skills and special characteris-
tics of people with different lifestyles.

Cultural Tourism. Taken in a narrower sense
than ethnic tourism, cultural tourism is spe-
cifically intended to promote the transmission
of knowledge and ideas. Notable examples are
visits to museums, attendance at musical or
dramatic performances, participation in scien-
tific or archaeological programs or organized
tours. Cultural tourism may include the vestig-
es of a vanishing lifestyle. While Williams-
burg, Virginia, might qualify as historical tour-
ism, it also has some characteristics of cultural
tourism. Activities may include folklore perfor-
mance, authentically costumed participants,
examining antiquities or observance of “old
time days" or “pioneer days” or special cultural
events. Major attractions are often re-creations
of a former era, not necessarily of historical
relevance, but a visual reproduction of a by-
gone atmosphere.

Historical Tourism. This form of tourism
revolves around glories of the past. Destination
activities might include tours of monuments to
honor a famous event, the birthplace of a
famous personage, ruins, battlegrounds or a
building such as Ford's Theater where an his-
torical event occurred. Education-oriented trav-
elers are very much attracted to recorded his-
torical events where they can vicariously relive
the past. gaining a better understanding of
history and newsworthy events.

Environmental Tourism. Usually geographi-
cally oriented. the attraction is primarily the
environment itself, an environment which of-
ten is greatly different from the tourist's point
of origin. The attraction may be visual—sce-
nery, the mountains, fall foliage, the ocean at
sunset or perhaps the weather—or climatic—
avoiding a cold snowy winter. Essentially. the
emphasis 13 on nature. Several motivations
may apply to the same tourist. Nevertheless,
the individual who is assessing the attraction
should try to determine if any of these basic
motivations can be satisfied. Environmental
tourism is the purest and largest form of tour-
ism—the pure air, soothing cool mountain
sireams. vast vistas and panoramic views and
even ths atsence of other human beings act as
= The ability to capitalize R is

dop»}r\-” upon creati
ional activity to tig inio thz

enviror.::—;n:al background
Recreciion Tuur:.w:. The emphasis nerz i3 on
“thingz 10 do phvsical involvement and
*tivity. Skl slopes. cnampwomhlp l f courzes
- the recreational activizies of




skiing. golfing and fishing. While environmen-
tally related, these also may be thought of as
recreational. Even Las Vegas might be consid-
ered recreational by those who like to gamble.
Entertainment or Sensual Indulgent Tour-
ism. This category relates to a physical, emo-
tional and mental relaxation of tension. Again,
Las Vegas, could symbolize entertainment. Big
name shows or health resorts might fall in this
category. Personal services such as maid ser-
vice, beauty care, even the special attention
offered by a head waiter might cater to this
form of motivation. Gourmet dining or other
culinary delights would also fall in this cate-
gory. Many man-made entertainment attrac-
tions such as Disneyland or New York’s “Great
White Way” of Broadway shows or a rock
concert could satisfy this form of motivation.
Social Status or Ego Enhancement Tourism.
Vhile our widespread affluency has created
many other motivators, social status still ac-
counts for a significant part of tourism satisfac-

tion. The need for recognition, attention, ap-
preciation or personal development creates this
category. The travel snob also falls into this
category. He needs to eat in the best restau-
rants; he practices “one-upmanship.”

The ego enhancer's reward is less the trip
itself than describing it to the folks at home.
He seeks the out-of-the-ordinary destination or
experience. He will most likely be a large
purchaser of souvenirs, curios and trinkets of
some exclusiveness so that he might give credi-
bility to his adventures back home.

Interpersonal Tourism. Numerous surveys
have shown that one of the most common
reasons for traveling over 100 miles is to visit
friends and relatives. Almost half of all total
leisure trips have been attributed to this rea-
son. The significance of this fact to tourism
brings home the need for a community to be
well educated in tourism and dedicated to its
successful performance,

Components of a Tourism Industry

Tourism iz a growing industry which offers
benefits which will far offset liabilities for most
communities that choose to pursue it. You may
have decided that your community needs tour-
ism and has the potential to develop attrac-
tions which would draw tourists. But what is
involved? How should a community develop
tourism? What facilities, organizations, knowl-
edge are necessary to make a successful indus-
try, one which will maximize benefits and min-
imize costs and liabilities?

Figure 1.5 shows the components of a tour-
ism industry and how these relate to one an-
other. First, vou have the COMMUNITY. The
community supplies:

® The leadership. personnel and volunteer
labor for the organization which coordi-
- and manages the entire operation

e tor all tourist-related busi-

sectinn 3y such as
niporiation. parking. health and
sar=ty ervices lessential to tourism but
alzo within normal functions of public
Worss in a community)

TUDMC serviges

® Support services (eating and lodging facili-
ties. entertainment, shops, service-related
businesses! are instigated by businesses in
the community to serve the tourist—but
which also serve residents
e Hospitality to visitors as the community
can host their guests, thus ensuring word-
of-mouth advertising and repeat visits—or
“theyv can view tourists as intruders
The community can choose to develop the
ATTRACTIONS and SPECIAL EVENTS
which might attract tourists and benefit the
community. This sector interacts with both the
tourist market and the community:

e The market is informed of attractions
through the promotion function of the or-
nization end individual promotion by

TSTOATTIVITIeS, evenis ang
cours witnin the organization
touristereiated busines:

- ; eives might also ini-
tiate tne collection of data on who their
marses iz theirattirudes toward the attrac-

zions and how much tourisis spead



