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Two parts to this program
The power of downtowns and tourism working together

Proving the economics of your efforts: Return on Investment

5

Six fast facts you need to know
The set-up
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The #1 activity of visitors, in the world, is shopping, dining and 
entertainment in a pedestrian-friendly, intimate setting: Your downtown.

FACT

1
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This is where 80% of ALL non-lodging visitor spending takes place.

FACT

2
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The average visitor is active 14 hours a day. Primary activity: 4 to 6 hours.
FACT

3
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Even if they are tied up 8 or 9 hours a day, it still leaves 5 to 6 hours.
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Complementary activities: 8 to 10 hours. And this is when the 80% gets spent.
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70% of both local and visitor spending takes place AFTER 6:00 pm. 
Are you open? Are there places to spend money?

FACT

4
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If you don’t hang out in your downtown, neither will visitors. 
They go where you go.

FACT

5
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This is why tourism and downtowns need to be joined at the hip.

26

If you don’t have a downtown organization
You’re it! Take it on.
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The first rule in tourism is getting people to stop.
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If you can get people to spend two hours, spending doubles. 
Overnight visitors spend four times that of day visitors.

FACT

6
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Recap
1. Shopping, dining, entertainment: #1 activity of visitors. 
2. This is where 80% of non-lodging visitor spending takes place. 
3. Visitors are active 14 hours a day. Just 4 to 6 hours with the primary activity. 

Most of that happens during the day. 
4. 70% of all consumer retail spending takes place after 6:00 pm 
5. If you don’t hang out in your downtown, neither will visitors. 
6. Two hour visitors spend twice that of stop & go visitors. Overnight: 4 times

30

Downtowns & tourism
Your goal: To make your downtown THE destination
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Downtowns that have done that

Walnut Creek, Ojai California 
Jackson (Hole) Wyoming 
Jefferson, Fredericksburg Texas 
Oatman, Tubac, Jerome Arizona 
Canmore, Banff Alberta 
Wolfville, Mahone Bay, Lunenburg Nova Scotia 
Cape May, New Jersey 
Cannon Beach, Bend Oregon
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Shipshewana, Indiana

680 

Amish, Mennonite population 

2.5 hours from Chicago, other Amish 
communities in the area. 

The annual Flea Market & Auction

Population

Claim to fame

The brand

Challenge

33 34

35 36



37 38

39 40



41 42

43 44



Bottom line

Quaint converted houses makeup downtown 

The town hosts nearly 2 million visitors a year 

One of the Top 5 most visited “attractions” in the state 
of Indiana 

Their downtown IS the attraction. Tourism IS the driver.
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Santa Monica, California

92,500 

The Santa Monica Pier 

Downtown was in rough shape 
Third Street Promenade 

One of the top destinations in 
Southern California

Population

Claim to fame

The brand

Challenge
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Snapshot

Tourism & downtown: joined at the hip 

Average daily foot traffic: 40,000 

Annual visitors: 6.3 million. 3 million are international. 

Annual spending: $1.25 billion (U.S.) 

90% of all visitors spend time in Third Street Promenade
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Cool statistic: 

Hotel guests make up 11% of all 
Third Street Promenade visitors, but 
they account for 49% of all spending. 

Wow!
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Retail spending on the Prom

Shopping & gifts: 

Dining & food: 

Lodging: 

Beverages: 

Transportation: 

Health & spa:

$243 million 

$196 million 

$188 million 

$81 million 

$69 million 

$14 million
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Part II: The Challenge
Proving the value of your work

59

Economic impact?
What and why?
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Economic impact analysis (EIA) examines the effect of an event (or changes) 
on the economy in a specified area. It typically measures changes in 

business revenue, business profits, personal wages, and/or jobs.
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Economic impact helps prove that your efforts 
are providing a return on investment.
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Return on investment
Businesses • Governing bodies
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Because organizations must prove that there is a benefit to 
their efforts. The days of “it feels right” are over.

WHY

1
Why doing this is important?

64



Because it will help you determine what to do next, 
what works and what doesn’t.

WHY

2
Why doing this is important?
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Tools used, getting to the facts
How to prove it
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STEP

1
You can hire it out.
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Contracting for an Economic Impact Analysis

$30,000 to $75,000 
Three to four months 
Tourism Economics: www.tourismeconomics.com 
Dean Runyan Assoc. www.deanrunyan.com 
Hunden Strategic Partners hundenpartners.com 
Jim Mooney at DeSCo descosolutions.com 
Grease the skids: Let agencies know

Cost: 
Timeline: 

Leads: 

Notes:
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Colleges & University programs  
- Student/class project 
- Economics faculty or professor 
State offices of commerce, tourism, Main Street 
Trade organizations: TTRA.com 
Retired researchers, specialists: reach out to 
Kiwanis, Rotary and other auxiliary organizations 

Contracting it out: Other options
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For communities that already 
believe in tourism: 

• US Travel Association 
• Travel & Tourism Research Assoc. 
• Canadian Tourism Commission 
• Main Street USA 
• International Downtown Assoc. 

Don’t share national statistics. 

BUT new trends can lead to new 
initiatives and the funding to 
produce them.
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Sylvan Lake, Alberta (Tourism) 
- Population: 12,500 
Santa Monica, California (Tourism) 
- Population: 92,500 
Galveston Island, Texas (Tourism) 
- Population: 58,000 
Pike Place Market, Seattle, Washington (the market) 
- Jobs: 1,500 winter, 2,400 during the summer 
- The most visited tourism destination in the NW

Examples to check out
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• Most states and provinces contract for economic 
impact studies. Check with them to see who they use.  

• Sometimes they are done on a county-by-county 
basis, which provides a great base to start from. 

• Often you can get a heavily discounted rate on having 
it done for you, specifically, while they are doing the 
larger areas for the state or province.

Another option
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Executive Summary 
 

The Town of Sylvan Lake asked CMBAC Trusted Advisors Inc. to perform an economic impact assessment 
of the tourism season, including both direct annual Town spending and indirect summer tourist spending. 
The purpose of this report is to provide an estimate of the overall provincial economic impact of the 
summer tourism within the Town of Sylvan for the 2014 operating year.  

 

All values in this report are in 2014 dollars, unless otherwise stated. The economic impact of Sylvan Lake 
ongoing tourism includes three key components: direct spending, indirect spending, and induced spending. 

 

In order to calculate the indirect spending that occurs during the summer tourist season, an intercept 
survey was utilized to calculate tourist spending and traffic counts were utilized to calculate total summer 
tourists.  The average tourist to Sylvan Lake spent $35.17 per day and there were an estimated 761,223 
tourists to Sylvan Lake in the summer of 2014. 

 

The table below summarizes the total economic impact of Sylvan Lake tourism by adding the three types of 
spending impact for the 2014 calendar year. 

 

Economic Measure 
Total 

Economic 
Impact 

Employment (Person Years) 600 
Gross Domestic Product at Factor Cost $40,285,550 
Labour Income $25,743,081 
Economic Impact $74,967,391 

 

The total economic impact (direct, indirect, and induced) of Sylvan Lake tourism in the year 2014 was 
about $75 million. 
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Methodology 
CMBAC developed a customized economic model for evaluating the economic impact of Sylvan Lake. The 
model is described in detail in this section. 

Sylvan Lake Economic Impact Assessment Model 
The Sylvan Lake economic impact assessment model uses economic multipliers provided by Alberta 
Treasury Board and Finance2 to provide estimates of direct, indirect, and induced economic impacts.  

The economic impact of the Town of Sylvan Lake ongoing tourism includes three key components: 

1. Direct Spending – Capital and operational spending on tourism related projects or facilities by the 
Town of Sylvan Lake or developers in the Sylvan Lake area. 

2. Indirect Spending – The benefits to the economy that result from spending by tourists that come 
to visit Sylvan Lake or by people attending events staged by other organizations held in Sylvan 
Lake facilities. The spending benefits include transportation to the event, accommodation, food and 
beverage, retail spending, entertainment, recreation, and other revenue for the Sylvan Lake area. 
These events and spending would not take place if Sylvan Lake did not attract large volumes of 
tourists during the summer months, or if Sylvan Lake did not have the appropriate facilities to 
accommodate the tourists. 

3. Induced Spending – The business-to-business (B2B) spending that takes place during events 
held in local facilities, including events organized by the Town of Sylvan Lake and events staged 
by other organizations. Induced spending is very difficult to measure directly and is usually 
estimated using economic multipliers. For the purposes of this report, no direct measurement of 
induced spending was included in the economic impact model.  

Economic multipliers utilized in the Sylvan Lake economic impact assessment model are extracted from 
the Alberta Treasury Board and Finance model of economic multipliers for the province of Alberta. 

                                                           
2 Alberta Economic Multipliers. http://www.finance.alberta.ca/aboutalberta/archive-economic-multipliers.html 
Accessed November 2014. 
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The Economic Impact of 
Tourism on Galveston 
Island, Texas 
2013 Analysis 

Prepared for: 

   

3 

Headline results 
z Tourism was a key driver of 

business sales, employment, and 
tax revenue on Galveston Island in 
2013. 

z Visitors to Galveston Island spent 
$687.2 million in 2013, which 
generated $951.8 million in total 
business sales, including indirect 
and induced impacts. 

z Tourism on Galveston Island 
generated $136 million in tax 
revenues in 2013, with $63.6 million 
accruing to state and local 
governments. 
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Key trends in 2013 
z Galveston Island’s lodging market 

is tightening, as growth in demand 
has exceeded growth in supply 
since 2010. 

z Room-night demand is 7.8% 
higher than in 2010, compared 
with a 1.8% increase in supply 
over the same time period. 

z In 2013, supply kept up with 
demand, both increased 3.3%. 

z Demand growth and price 
increases of 2.8%, pushed room 
revenues up 6.2% in 2013. 
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Composition of visitor spending 
z Visitors spent $160 million  on 

food and beverages, $156 
million on lodging, and $133 
million on retail shopping in 
2013.  

z The value of second home 
accommodations tallied $44 
million. 

z Cruise-related spending at The 
Port of Galveston totaled $12 
million, including parking, ship 
fees, and water, porter, security, 
and utilities services. Cruise 
passengers’ on-shore spending 
tallied $43 million. 
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Composition of visitor spending 
z Visitor spending increased 5% and reached a new peak in 2013. 

z Growth in visitor spending was led by recreation, lodging, food and beverage,  
and retail. 

2008 2009 2010 2011 2012 2013 2011-13 
% ch

Lodging 122.6       98.5         110.0      127.9     147.1     155.7       5.9%
Food and Beverage 139.3       114.9       132.6      141.4     152.6     159.9       4.8%
Retail 121.6       100.4       114.7      121.0     126.9     132.8       4.6%
Recreation 103.9       87.5         103.3      112.7     115.8     123.0       6.2%
Transportation 48.5        42.9         51.5        57.0       58.0       60.1         3.6%
Second homes 34.3        35.8         38.1        41.4       42.6       43.7         2.4%
Cruise (at Port) 7.3          8.0          8.8          9.5         11.3       12.0         5.5%

Total 577.4       488.0       559.0      610.9     654.5     687.2       5.0%
% change -15.5% 14.6% 9.3% 7.1% 5.0%

Visitor Spending By Category
(US$ Million)
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Visitor spending profiles 
z Overnight visitors to Galveston spent $110 per person per day, while 

day trippers spent $52 per person per day. An estimated 56.1% of all 
visitors were day trippers. 

Lodging
33.0%

Food
24.2%

Retail
18.3%

Rec
17.0%

Trans
7.6%

Overnight Visitor Spending by Category
Avg per person per 

day = $110

Source: Tourism Economics

Food
28.3%

Retail
27.3%

Rec
29.3%

Trans
15.1%

Day Visitor Spending by Category
Avg per person per 

day = $52

Source: Tourism Economics
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Tourism share of key industry employment  
(direct only) 

z Tourism is a significant part of several industries – tourism directly 
supports 100% of employment in lodging, nearly all of recreation, and 
nearly three-quarters of food and beverage employment. 

26%

31%

74%

89%

100%

0% 20% 40% 60% 80% 100%

Total
Economy

Retail

Food & bev.

Recreation

Lodging

Tourism Employment Intensity by Industry

Source: Tourism Economics
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Santa Monica 2014 Tourism Economic & Fiscal Impacts and Visitor Profile 

 
Summary: The SMCVB has tracked tourism impacts since 1983. The 2014 results are shown below and compared to 
2013. For 2014, Santa Monica’s vital travel industry was strong and continued record growth. 2014 total visitor volume 
regained momentum to 7.9 million (from 7.3 million in 2013), of which 6.8 million were Day visitors, 738,800 were 
Hotel guests and 307,600 stayed in Other lodging.  However, while length of stay dipped in 2014, volume grew enough 
that total visitor days increased, but only by 4% (versus 8% for total visitor volume). 2014 total direct visitor spending 
reached $1.72 billion, +5.8% from 2013. Overnight visitors, at 13% of volume, produced 67% of visitor spending. This 
spending generated $56 million of lodging and sales taxes to the City, a healthy 7% rise, and supported 13,700 local 
tourism related jobs, +6%. International visitor volume was up a solid 13% to 4.4 million, a 56% share, while U.S. 
volume also rose, to 3.5 million, up 3%. However, 4% lower International per-capita daily spending generated total 
spending of $982 million, while U.S. visitors spent $743 million, a 12% surge. The story for 2014 is again a healthy 
tourism industry producing higher and record volume, spending, taxes and tourism supported jobs in Santa Monica.   

 
1. Overall Santa Monica Visitor Activity Indicators (2014 vs. 2013) 

Indicator 
2014 

2013 Number % Change 
Total Number of Visitors1    7,914,700 8.4%         7,298,900  
Average Length of Stay (days, all visitors) 1.44 -7.7% 1.56    
Total Visitor Days 11,413,300 3.5% 11,373,500 
Total Annual Visitor Spending $1.72 billion 5.8% $ 1.63 billion  
Per-capita Daily Visitor Spending   $ 151.13 5.5% $ 143.32  
Hotel Tax Revenue to City  $45,523,900 7.6% $ 42,300,000   
Visitor Retail Sales Tax Revenue 2 $10,620,300   9.6%  $   9,670,000 
Santa Monica Jobs Supported by Tourism 13,700 6.2% 12,900 

  Source: Lauren Schlau Consulting and CIC Research, Inc. for Santa Monica Convention & Visitors Bureau   
 

2. Total Annual Visitor Spending in Santa Monica by Category (2014 vs. 2013) 

Source: Lauren Schlau Consulting and CIC Research, Inc. for Santa Monica Convention & Visitors Bureau   
   

3. Economic Impact of Santa Monica Visitors by Segment (2014) 

Visitor Segment 
Annual 
Visitors Ratio 

% Chg 
(prior) 

Annual Visitor 
Spending Ratio 

% Chg 
(prior) 

Daily Spend  
per-person 

% Chg 
(prior) 

Hotel/motel  738,800 9.3% 10.3% $     902,068,500 52.3% 9.0% $       351.83 13.2% 
Other lodging 307,600 3.9% 5.0% $     257,685,100 14.9% -16.3% $       130.08 .7% 
Day Visitors 6,868,300 86.8% 8.4% $     565,130,800 32.8% 14.3% $         82.28 5.1% 

International  4,395,600 55.5% 13.3% $     982,032,700 56.9% -4.4% $223.41  -16.5% 
U.S. Domestic  3.519.100 44.5% 2.9% $     742,851,700 43.1% 12.2% $211.09 21.7% 
    Source: Lauren Schlau Consulting and CIC Research, Inc. for Santa Monica Convention & Visitors Bureau   
 

                                                 
1 A visitor is someone who resides outside of Los Angeles County, in Santa Monica for the day or overnight, for leisure, 
business, a meeting or special event, but not for regular work or to attend school. 
2 Lodging and Sales tax based on both estimated visitor spending and taxes reported by the City of Santa Monica  

Indicator 
2014  2013  

Spending Ratio % Change Spending Ratio 
 Lodging $            374,596,700 21.7% 8.6%  $ 344,784,800  21.2% 
 Meals $            374,115,300 21.7% 10.1%  $ 339,799,000  20.8% 
 Beverages $            155,874,700 9.0% -1.3%  $ 157,948,500  9.7% 
 Shopping/gifts $            625,696,500 36.3% 9.0%  $ 573,852,000  35.2% 
 Attractions/Clubs Admissions $              57,193,000 3.3% 54.0%  $   37,133,200  2.3% 
 Activities $              21,552,700 1.2% -5.6%  $   22,824,600  1.4% 
 Daily Transport/Parking $              69,075,900 4.0% 10.8%  $   62,342,700  3.8% 
 Spa/Beauty/Health Club  $              25,355,200 1.5% -59.0%  $   61,843,800  3.8% 
 Groceries/other $              21,424,300 1.2% -27.6%  $   29,480,600  1.8% 
   Total $        1,724,884,400 100.0% 5.8%  $1,630,009,400  100.0% 

 
Santa Monica 2014 Tourism Economic & Fiscal Impacts and Visitor Profile 

 
4. SUMMARY - SANTA MONICA VISITOR PROFILE (2014 vs.2013)3 

 
Characteristic 2014 2013 

% International Visitor 55% 53% 

% U.S. Resident visitor (excl. California) 30% 32% 

% California resident  15% 14% 

% First-Time Visitor/Repeat Visitor (past three years) 61%/39% 58%/42% 

Avg. number past visits in past 3 years by repeat visitors 2.9 2.5 

% Mainly visiting Santa Monica for pleasure/vacation 67% 64% 

Santa Monica main destination of this trip 17% 15% 

% Overnight/% Day Visitors   13%/87%  13%/87% 

% Staying in a Santa Monica hotel:  all Visitors/of overnight visitors  9%/71% 9%/70% 

% of International visitors staying overnight in a Santa Monica hotel  10% 11% 

% of all U.S. (excl. Cal) visitors staying in Santa Monica hotel  8% 8% 

Average stay in Santa Monica - all overnight visitors (nights)  4.3 5.2 

Avg. stay in Santa Monica - all hotel guests (nights) 3.5 4.0 

Avg. stay in Santa Monica - home visitors (nights) 6.4 8.7 

Average travel group size (persons) 2.6 2.7 

Average daily per-person spending in Santa Monica (all visitors) $151 $143 

Median annual household income  $84,800 $86,500 

      Source: Lauren Schlau Consulting and CIC Research, Inc. for Santa Monica Convention & Visitors Bureau   
 

5. Visitor Origin – Santa Monica’s Top U.S. & International Feeder Markets 
 

U.S. Markets International Markets 
Base (U.S.) 527 Base (Int’l.) 667 

California 33.0% Australia/New Zealand 17.8% 

New York 7.8% England 10.1% 

Nevada 6.0% Mexico 7.8% 

Texas 5.7% Western Canada 6.4% 

Arizona 5.3% Germany 5.4% 

Illinois 4.9% France 4.5% 

Florida 3.8% Eastern Canada 3.8% 

Washington 3.0% Other Nor./Cntl. America 3.7% 

Colorado 2.1% Japan 3.6% 

Other 1.9% Scandinavia 3.3% 

Massachusetts 1.9% Italy 3.2% 

Georgia 1.8% Brazil 2.9% 

Top 12 77.2% Top 12 72.6% 
        Source: Lauren Schlau Consulting and CIC Research, Inc. for Santa Monica Convention & Visitors Bureau  
 

                                                 
3 Profile data based on 1,000 on-site interviews (250 quarterly) during 2014 among Santa Monica visitors as defined.                         
When quoting these data, attribution to Lauren Schlau Consulting    © Santa Monica Convention & Visitors Bureau 05/15 
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Bottom line for cities
Increases in tax base

77

Bottom line for businesses
Increases in sales

78

Things you can work on and can get support for
Bottom line for you

79

STEP

1
You can do it yourself - in-house. 

The easy, inclusive, inexpensive and semi-scientific way to provide 
an economic impact analysis.
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Step-by-step process
Let’s get it done
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Tools used
Increases:  
-  Overnight stays (occupancy) 
-  Average daily rate (ADR) at lodging facilities 
-  Retail sales volume (overall, by business) 
-  Downtown business turnover 
-  Commercial lease rates (downtown) 
- Assessed value increases downtown 
- Gate/entrance fees collected 
Intercept surveys at events
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What’s NOT on the list?
How many… 

- Friends, followers and likes you have 
- Numbers of visitors 
- Traffic counts 
- Distribution numbers of guides and brochures 
- Website visits & hits 

This is about actual spending. The bottom line 
results of your efforts.
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The “science” of economic impact
If you can get people to stop they will spend money.
If they stay two hours, spending will double.
Overnight visitors spend four times that of stop-and-go visitors.
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Stop & go:  
$18

Stop & go:  
$36

Stop & go:  
$54

Stop & go:  
$72

2 hrs: $36 2 hrs: $72 2 hrs: $108 2 hrs: $144

Overnight: $72 Overnight: $144 Overnight: $162 Overnight: $288
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The “science” of economic impact
Average size travel party: 2.5 people 

Stop & Go: $45 

Two hours or longer: $90 

Overnight: $180

Hotel: 
Food: 
Gas: 
Shopping: 
Tickets: 
Misc:

$130 
$135 
$20 
$90 
$20 
$35 

$430
General rule: $430 / 2.5 = $172 per traveler
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The “science” of economic impact

Non-lodging spending: $300 

80% of that: $240 

$300 minus the gas & Misc: $245

Hotel: 
Food: 
Gas: 
Shopping: 
Tickets: 
Misc:

Shopping, dining & entertainment: 80%

$130 
$135 
$20 
$90 
$20 
$35 

$430
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What to do
• You can do all of the following in just two days. 
• Put it on your calendar for the first of March so you 

can get data from the previous year. 
• Put your findings together and get a third-party 

reviewer (with credibility) to check your work and 
co-author it with you.
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STEP

1 Lodging guest surveys (Day, week or month)

89

WHERE’S HOME?

Within 50 miles

Outside of 50 miles but within the state

Outside the state

WHAT BRINGS YOU HERE?

Business

Friends or family

Event

Leisure & fun

Passing through

HOW LONG WILL YOU BE IN TOWN?

Overnight

2-3 days

More than 3 days

HAVE YOU BEEN HERE BEFORE?

Yes

No

Name of property ___________________________________
Date:  from_____________  to______________ Super easy:  

Simple hash marks 

One sheet for each front desk staff 

You take the lead in picking them up 

ONLY share compilations by category: 

- Camp ground, RV park 
- B&B 
- Motel 
- Hotel 
- Airbnb 
- Timeshare and resorts

90

- It provides info for the business AND you. 
- It makes the stay about the guest, not the hotel. 
- It provides an opening to suggest things to do. 
- It makes a connection between the guest and the 
community - that you care. 

- Collect them once a week, or once a month. 
- Sometimes by day (weekends vs. weekdays). 
- You’ll see the differences between B&Bs, Hotels, 

campgrounds, etc. 
- You will glean percentages, not numbers. 
- Only share collective results - not individual results

Advantages & Notes
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STEP

2
Narrow it down to a small business 
People relate to stories more than numbers
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Kelli Trumble 
Wisconsin state tourism director 
Women’s high-fashion boutique 
- Equal parts Parisian market & SoHo boutique 
Four years running 
Wisconsin Dells, WI 
-  Sells around the world 
-  Break even with locals, profit comes from visitors 
-  Without tourism her business could not survive 
-  Now opening a store in NYC 
- A downtown Dells champion 
- A strong advocate for making WisDells even better 
- She could be anywhere but she loves the Dells 
- #ABKSTYLE

Owner: 
Past: 
What: 

When: 
Where: 
Notes:

THE BETA BLOG
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STEP

3
Watch the tax records:  
particularly assessed property values
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What to do
• Pick 20 buildings in your core downtown area 

where visitor spending is key. 
• Get the assessed value of each. 
• Check them each year and calculate the increase. 
• Take the difference times the city’s “mil rate” 
• That’s new tax base. 

You can’t take ALL the credit, but you are a part of 
the equation that contributes to this.
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STEP

4
A confidential survey of lodging properties: 
Occupancy levels by month | ADR increases (not dollars)
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What to do
• Sign a non-disclosure agreement - have someone outside 

the community do this. 

• ONLY disclose the summary findings. 

• If you collect lodging taxes have the taxing authority 
(whoever collects it) provide increases in lodging revenues. 

• If you can tell a story, that always wins: the hotelier that 
would say “My occupancy levels increased by 24% last 
year and I was able to increase my ADR by more than $10 
per night.”
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STEP

5 Downtown turnover & vacancies
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What to do
• Take Google Maps and outline your downtown area 
• Count the retail vacancies. 
• List the businesses (non service-industry) 
• One year later, do this again: what changed? 

Turnover ratio: 
If you have 10 retailers downtown and one went out of 
business or closed during the year, then you have a 
10% turnover rate. The goal: Less than 5% per year.
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STEP

6 Retail sales volume
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What to do
• If you have sales taxes, have the state or province 

provide this for you. They typically look at the big 
picture, so it’s not a direct reflection of tourism 
spending. 

• You can also do this through ESRI or Claritas for 
about $50 to $100. You want a comparative analysis 
of retail sales, by category, year to year.
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STEP

7 Commercial lease rates
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What to do
• Work with a commercial Realtor and have him or her 

do this for you. They have a LOT of tools they can 
use to do this, and provide a comparative analysis.
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STEP

8 Gate, admissions, entrance fees

Attractions | Museums | Golf courses | Tour guides | Performing Arts Centers | Etc.
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What to do
• You are not looking for dollar numbers, you are 

looking for increases by percentage. “Our sales were 
up by 18.5% over the previous year.” 

• Numbers: Additional staffing hired 

• People coming from further away and staying longer
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STEP

9 Intercept surveys (Very good for special events)
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What to do
• Work with a local college that has classes on 

consumer behavior or analytics. 

• Put together a form they can use, provide clipboards. 

• Make sure they wear shirts or badges that identify 
them to the college or university. 

• Have them survey attendees during the event. 
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Date _______________________________     Start time  ____________    End time  _____________

Pollster name  

Event

WHERE ARE YOU FROM?

Local

Out of town

More than 25 miles

ARE YOU HERE SPECIFICALLY FOR AN EVENT?

Yes

No

HOW MUCH  TIME WILL YOU SPEND HERE (AT THE EVENT)?

1 to 4 hours

4 hours to all day

More than 1 day

ON A SCALE FROM 1 TO 5 HOW WOULD YOU RATE IT?

1

2

3

4

5

HOW MANY PEOPLE ARE IN YOUR GROUP?

1

2

3

4 to 5

More than 5

Intercept Survey
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STEP

10
Work with state/provincial tax offices, 
economic development, commerce departments.

Your local “Finance Director” or “Town Clerk.”
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What to do
• They cannot provide you with specific business by 

business information, but can provide you with 
collective information - even compared to last year.
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STEP

11 Putting it all together
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What to do
• Tell a story or two, with photographs. 

• Always use comparables: state, province, county 

• Be honest: The great, good, so so, and needs work 

• What this means for your local taxpayer (What’s in it for them?) 

• Provide a “Snapshot” view but be ready to back it up 

• Do NOT put this on your marketing/consumer website 

• Avoid pie charts and graphs. Make it fun!
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What to do
• 8.5” x 11” in full color 

• 11” x 17” folded in half 

• Title: Tourism | Downtown: What happened last year? 

• Sub-title: Where we’re headed 

• Sub-title: What you can do 

• Make it interesting. Make it fun. Don’t “oversell” it.
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TOURISM WORKS FOR WISCONSIN
n Tourism had an $18.5 billion impact on the state’s economy in 2014, up $1 

billion, or 5.5%, from $17.5 billion in 2013. The total four year growth of 
tourism activity is over $3.7 billion, a 25% increase from $14.8 billion in 2010.

n All 72 counties saw a positive increase in visitor spending for the first time in 
the last four years.

n For every $1 the Department spent on summer and fall advertising in 2014, 
$6 was returned to the state in additional tax revenue. 

n Visitor growth topped 102 million in 2014, an increase of 7 million since 2010.
n Per trip spending increased 5.3% in 2014, led by recreation and entertainment 

with 7.8% growth from 2013.
n The tourism economy generated $1.4 billion in state and local revenue and 

$1 billion in federal taxes.
n Each household in Wisconsin would need to be taxed an additional $620 

per year to replace the revenue tourism generates for state and local 
governments.

n Tourism directly and indirectly supports 187,643 jobs in Wisconsin, adding 
more than 6,200 jobs to the state’s total employment since 2011.

MARKETING TO GROW TOURISM
n The last four years, the Department has leveraged the power of celebrities 

with Wisconsin ties including Bo Ryan, Jordy Nelson, Henry Winkler, and 
Tony Shalhoub. In 2014, Tourism made pop culture history by reuniting 
“Airplane!” stars Robert Hayes and Kareem Abdul-Jabaar with directors and 
Wisconsin natives David and Jerry Zucker and Jim Abrahams, generating 
national and international media coverage.

n Tourism generates a positive impression of the state, which is critical for 
economic development. According to Longwoods International, visitors to 
Wisconsin rate the state higher in attributes such as being a good place to 
live, start a business, or purchase a home. 

n Public relations efforts totaled more than $114 million in earned media in 
2014, a record for the Department. 

n In fiscal 2014, the Department funded 60 Joint Effort Marketing projects, 
awarding a total of more than $1.1 million dollars. Visitor expenditures driven 
by the marketing from these projects will exceed $28 million dollars.

n A record 5 million users visited TravelWisconsin.com in 2014, an increase of 146%.

The mission of the Wisconsin Department of Tourism is to market the state as the 
Midwest’s premier travel destination for fun and in doing so, drive the economy by 

creating jobs and revenue for the state.

The Power of

WISCONSIN TOURISMWISCONSIN TOURISM

DID YOU KNOW?
n If Wisconsin’s visitor spending 

was a single business, it 
would rank #242 on the 
“Forbes 500,” a list of the top 
companies in America. 

n As compared to other Midwest 
states, Wisconsin is viewed as 
the most unique and one-of-a-
kind destination. 

n The Department has received 
65 international, national and 
regional awards for marketing 
efforts.

OFFICE OF THE SECRETARY
Secretary Stephanie Klett
sklett@travelwisconsin.com

Deputy Secretary Sarah Klavas
sklavas@travelwisconsin.com

Phone: 608.266.2345

Website: industry@travelwisconsin.com

Key takeaways
- Each household would pay $620 a year to 
replace the taxes that come from visitors. 

- For every dollar spent on tourism, $6 was 
returned to the state in tax dollars alone. 

- Tourism generates positive feelings and 
perceptions of us. 

- All 72 counties saw an increase in visitor 
spending for the first time in four years.
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Showing ROI = Funding | Respect | Longevity | Support | Growth
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Branson, Missouri

11,000 

49 music theaters 

Really no downtown, spread out 
Branson Landing changed everything

Population

Claim to fame

The shift 

Challenge
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Snapshot

95 acres 

$300 million, $7.5 million Town Square & Fountain 
with room to host 5,000 people 

1 million square feet of retail, 220,000 sq. ft. 
convention center, hotel, condos, etc. 

Opened spring 2006

Size

Cost

Includes

Timing
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Branson Landing Snapshot

1,500 jobs. 

13% of all visitors say The Landing is why they come. 

83% of convention attendees say they would not have attended 
without The Landing. 

The Landing generates 260,000 room night sales each year. 

It’s the second largest employer in the region. 

The 95-acre project has generated $50 million in revenues to 
repay bonds for its development. 

Retail sales: In five years, $3.3 billion.
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The “science” of economic impact
For every 10 jobs in travel one non-industry job is created: 

- The grocery store stocker and cashier 
- The banker that replenishes the ATM 
- The gas station attendant 
- The attorney, real estate agent, landlord, tire shop, Walmart 
employee, doctor, dentist, hairdresser, school teacher, car repair, 
the UPS driver, the hardware store, dry cleaner, cable guy, etc.

1,500 jobs
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Was Branson Landing a good investment? 
Would you be supportive?

Your impression?
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What to do
• Write to me at Roger@RogerBrooksTeam.com 

• Tell me why you need our help to do this 

• Guarantee you’ll do the homework! 

• We’ll draw your name from a pot 

• We’ll design your “Snapshot” for you 

• You print it and send us a few copies 

• You will need to follow-up with us 

• We will share it with all of you!
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www.DestinationDevelopment.com

For more resources to help you, check out the 
videos at  

RogerBrooksLibrary.com

The first year this might take a week or so. 
Next year: A day or two at most.

Copyright 2016 Roger Brooks International, Inc. This cannot be used without express permission.
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