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Study Shows Strong Linkage Between Fishing Heritage, the 

Ability to Obtain Fresh Local Seafood, and the Successful 

Tourism Economies of California Coastal Communities
Monterey, Calif, - February 5, 2008 -  A recent study of 143 tourism business professionals and civic leaders in three California coastal communities – Morro Bay, Monterey, and Crescent City – has been released.  The study determined the importance of fishing heritage, the public’s ability to access working waterfronts, and the public’s opportunity to buy and consume fresh local seafood.  The study also shows how these features affect the greater tourism economies of these communities.  The survey was conducted by Responsive Management, a nationally recognized public opinion and attitude survey research firm, on behalf of the Alliance of Communities for Sustainable Fisheries (ACSF).  It showed exceptionally strong linkage between the presence of commercial fishing operations, opportunities for recreational fishing, the viewing of working waterfronts, and the ability of the public to obtain fresh local seafood, to those community’s successful and much larger tourism economies.

Study Highlights:

· The majority of all tourism professionals surveyed, 74%, indicated that having local, fresh seafood available was of great importance in attracting business to their community (rated 8 or above on a scale of 0 to 10); 25% rated its importance as moderate (rated 3-7); and only 2% indicated that having local, fresh seafood available was of low importance in attracting business to their community (rated 0-2).

· Nearly two-thirds of all tourism professionals surveyed, 63%, indicated that the fishing heritage of their community was of great importance in attracting business to their community (rated 8 or above); 31% rated its importance as moderate (rated 3-7); and only 3% indicated that fishing heritage was of low importance in attracting business to their community (rated 0-2).

· Marketing and advertising directed toward tourists and potential business appears to feature the community’s fishing heritage.  When asked if the brochures or websites feature photographs of fishing activities or fishing boats, 74% of all respondents indicated that they do; only 9% reported that the brochures or websites do not feature photographs of fishing activities or fishing boats.  

· Tourism professionals were asked to rate the importance of three factors influencing their community’s identity: local history, commercial fishing, and recreational fishing.  All three factors were rated highly by each community as having an important influence on their community’s identity.  Using a scale of 0 to 10, where 0 is not at all important and 10 is extremely important, the overall mean rating for local history’s importance to community identity was 8.54, commercial fishing activities was 8.53, and recreational fishing activities was 8.44.  This similarity in the rating of these factors highlights the relative importance of all of these factors on establishing community identity in California’s coastal communities.  

· In identifying the things that make their community unique, 74% of all tourism professionals cited some form of recreational opportunities or tourism attractions.  The specific recreational opportunities and tourism attractions that were cited included fishing and fishing heritage (39%); oceans, bays, and beaches (32%); specific area landmarks and wildlife (26%); harbor and working waterfront (20%); and lodging and dining opportunities (6%).

· Tourism professionals were asked to rate the importance six factors influencing their community’s economy, using a scale of 0 to 10, where 0 is not at all important and 10 is extremely important; these factors included manufacturing, commercial fishing, recreational fishing, tourism, the availability of local seafood, and tourism generated by having the public be able to see a working waterfront.  Tourism was the most important, having the highest mean rating (9.53) and having the highest percentage of professionals giving it a rating of 10 (73% rated it 10).  Local seafood for purchase (mean rating 8.85, with 57% rating it 10) and tourism from having an active waterfront (mean rating of 8.82, with 50% rating it 10) were the next most important factors.  These were followed by two factors grouped together with slightly lower ratings, relative to those just mentioned, although still well above the mid point of the scale: commercial fishing (7.98 mean rating; 37% rating it 10) and recreational fishing (7.87 mean rating; 29% rating it 10).  The lowest rated factor was manufacturing.

· Overall, 58% of tourism professionals indicated that the number of jobs directly created by fishing activities was of great importance to their community’s economy (rated 8 or above on a scale of 0 to 10); 29% gave a moderate rating (from 3-7); and 3% indicated that the actual number of jobs directly created by fishing activities was of low importance to the community’s economy (rated 0-2).  Nearly identical results were reported for the importance of the number of jobs indirectly created by fishing activities

· Overall, 80% of tourism professionals believe that their community government appreciates its cultural resources.  Only 12% do not believe that their community government appreciates its cultural resources.  

· Likewise, 74% of tourism professionals believe that their community government works to preserve its cultural identity; 20% do not believe that their community government works to preserve cultural identity.

· The distribution between community leaders and tourism professionals was balanced to ensure representation of both civic and business professionals: 49% of those interviewed were identified as community leaders, city officials, community directors; the remaining respondents were categorized as restaurateurs, hoteliers, tourist attraction managers, visitor’s bureau employees, or other. 

Local reactions to the study:

Mayor Della Sala:
 “I’m glad and not surprised that fresh fish and seeing fishing boats is a big reason people visit Monterey.  However, I hope everyone realizes that fishing regulations are so conservative now that we can barely fish, and there are very few of us left.  If fishermen are going to be able to continue contributing to the tourism economy, fishermen need to be valued and supported by society as a whole, as we are in Monterey.”  Mike Ricketts.  Mike is a long time Monterey Commercial Fisherman.  831-595-0214
“This study has been an important tool in better understanding the dynamics between the local fishing industry and tourism.  It is clear that the fishing industry is a very strong part of the Monterey brand character and we look forward to further exploring the opportunities that may exist between the two industries.”  John McMahon, President/CEO of Monterey County Convention and Visitors Bureau  831-657-6402

     “ The survey underscores the combined importance of tourism, fishing and history to our community.  Many people in the Monterey area have had these beliefs and feelings for several years and it is exciting to learn that the survey confirmed the strong combination of these important factors.”  Bob Massaro, Executive Director, Old Fisherman’s Wharf Association  831-649-6544

“It’s really no surprise that civic and business leaders see and appreciate Monterey’s waterfront and rich history of commercial fishing.  For many people, a trip to Monterey just wouldn’t be the same without the ability to eat sustainable local seafood and see the fishing boats at work”. Stephen Scheiblauer  Monterey Harbormaster 831-646-3950
“This study was commissioned by the Alliance of Communities for Sustainable Fisheries to provide quality information to State and Federal marine resources policy-makers.  Fishing activities have been cut back so severely over the last 10 years that communities like Monterey, Morro Bay and Crescent City are in danger of losing their fishing heritage, and the economic benefits that fishing provides to their greater tourism economies.  Frank Emerson, Co-Chair, ACSF 831-277-0244
Other Study Contacts:

Richard Young, Harbormaster, Crescent City Harbor District 707-464-6174 ext. 24

Rick Algert, City of Morro Bay Waterfront Director 805-772-6259

Based in Monterey, California, the Alliance of Communities for Sustainable Fisheries (ACSF), a federally recognized 501 c (3) organization, advocates for the heritage and economic value of fishing to California coastal communities.  To preserve and enhance that value, the ACSF offers a broadly representative educational and promotional voice for waterfront communities to work constructively with interested agencies, individuals, and other marine protection organizations in order to ascertain and guarantee that:  the best and most current oceanographic, socio-economic and fisheries science is accurately compiled; that science is readily available to the public for use in crafting and promoting public policy; and that the linkage between healthy sustainable fisheries, marine conservation, and coastal communities is firmly established in the public mind.  To learn more about the ACSF visit http://www.alliancefisheries.com
Responsive Management, based in Harrisonburg, Virginia is a nationally recognized public opinion and attitude survey research firm specializing in natural resource and outdoor recreation issues. Their mission is to help natural resource and outdoor recreation agencies and organizations better understand and work with their constituents, customers, and the public.  Responsive Management has conducted almost 1,000 quantitative and qualitative projects over the past 20 years on natural resource, environmental, and outdoor recreation issues for organizations such as the National Wildlife Federation, National Oceanic and Atmospheric Administration and Ducks Unlimited.  Clients include the federal natural resources and land management agencies, most state fish and wildlife agencies, state departments of natural resources, environmental protection agencies, state park agencies, tourism boards, as well as most of the major conservation and sportsmen’s organizations.  For more information, visit http://www.responsivemanagement.com/index.html
