In today’s highly competitive global marketplace, travel destinations require investment in their brand
to remain relevant. By investing in effective travel promotion, states and cities attract new visitors,
create significant local economic activity and generate crucial tax revenue to support essential services.
Without effective promotion, states and cities cede these benefits to competing destinations.

1

Investing in travel promotion creates a virtuous cycle
of economic benefits. Travel promotion generates
awareness and creates visitor demand. Travelers
visiting a destination spend money at local
attractions, hotels, retail, restaurants and on
transportation.
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• Promotion also improves the quality of life for residents,
offering a positive ‘halo effect’ on perceptions of a destination
for potential businesses, residents and visitors alike.

Invest in Travel Marketing
and Promotion

TRAVEL

Spur New Jobs
and Tax Revenues

PROMOTION’S

2

Create Demand

VIRTUOUS
CYCLE

• First impressions matter–research shows that nearly one-third
of new residents first visited their communities as tourists.
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Generate Visitor Spending

Travel provides essential support to state and local
government.
• Travel generated $158 billion in total tax revenue, including
$72 billion in state and local tax revenues in 2016.
• Without these travel-generated revenues, each household
would pay $1,250 more in taxes every year.
• Nationwide, travel generated enough tax revenue to cover at
least 10 percent of the cost of educating our children in more
than half of the 50 states and the District of Columbia.

$72 BILLION

In 2016, the travel industry generated
$72 billion in state and local tax
revenue—enough to pay the salaries of:

All 978,000 state and local
police and firefighters
across the U.S., or

All 1.1 million
secondary
school teachers,
or

1.2 million (88%)
elementary
school teachers.

Source: U.S. Travel Association, 2016.
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FACTS ABOUT A LEADING AMERICAN INDUSTRY THAT’S MORE THAN JUST FUN

What Destination Marketing Means to Communities Nationwide (CONTINUED)
U.S. TRAVEL INDUSTRY IMPACT

LEISURE TRAVEL

Investing in destination marketing drives broad
■■ Direct spending on leisure travel by
economic growth.

domestic and international travelers
totaled $683.1 billion in 2016.
• Supporting more than 15 million
Americans–one in nine
■■ Spending on leisure travel generated
private-sector jobs– the $2.3
trillion
travel industry is an
$106.4 billion in tax revenue.
economic driver and job■creator.
■ Nearly 4 out of 5 domestic trips taken
are for
leisure created
purposesjobs
(79%).
• From 2010 to 2015, the travel
industry
at a faster
■ U.S. residents logged 1.7 billion
rate than the rest of the ■economy
in 47 states and the District
person‑trips* for leisure purposes
of Columbia.
in 2016.
■■ visitors
Top leisure
activities
for
• In 2016, 75.6 international
to travel
the U.S.
generated
U.S. domestic
travelers:
(1) visiting
directly
supporting
1.2
$246 billion in total travel exports
relatives; (2) shopping; (3) visiting
million jobs.
friends; (4) fine dining; and (5) rural
sightseeing.

BUSINESS TRAVEL
(Including Meetings, Events and Incentive)
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$2.3 TRILLION GENERATED
SPENDING

$990.3 Billion (Direct)

TAXES

$1.3 Trillion (Indirect & Induced)

$157.8 BILLION IN TAXES (DIRECT)

JOBS

15.3 MILLION JOBS SUPPORTED
8.6 million (direct)

6.7 million (other industries)

BUSINESS TRAVEL (DIRECT)
SPENDING
TAXES
JOBS

$307.2 B

LEISURE TRAVEL (DIRECT)

$683.1 B

+

$51.4 B

6 million jobs

Source: U.S. Travel Association
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U.S. household
would pay $1,250
more in taxes without
the tax revenue
generated by
travel and tourism.

Direct spending on business travel by
SPENDING
$180.1 B
$127.1 B
domestic and international travelers,
TAXES
$30.0 B
$21.3 B
including expenditures on meetings,
events and incentive programs (ME&I),
1.5 million
1.1 million
JOBS
totaled $307.2 billion in 2016.
jobs
jobs
■■ ME&I travel accounted for $127.1 billion
of all business travel spending.
Source: U.S. Travel Association
= 1 million jobs
■■ U.S. residents logged 457.4 million
Note: Direct spending totals do not include international passenger fares
person‑trips* for business purposes
in 2016, with 38% for meetings and
SOURCES OF TRAVEL SPENDING
events.
$248.5 B
FOODSERVICES
■■ For every dollar invested in business
LODGING
$210.8 B
travel, businesses benefit from
Today, travel remains aancentral
pillar of the U.S. economy.
The
industry drives economic
PUBLIC
TRANSPORTATION
$184.9 B
average of $9.50 in increased
AUTO TRANSPORTATION
$141.3 B
revenue
and
$2.90
in
new
profits
(2012).
growth, creates jobs and generates much needed tax revenue for local communities.
And
■■

+

KEY TAKEAWAYS

* Person-trip defined as one person on a trip away from home

RETAIL

$104.8 B

RECREATION/AMUSEMENT
$100.1 B year to
while states’ and localovernight
governments’
for tourism
promotion fluctuate from
in paid accommodations orbudgets
on a day or overnight
trip to places 50 miles or more [one-way] away from home.
TOTAL:to$990.3
Source: U.S. Travel Association
billion and deliver
year, investment in travel promotion never fails to drive new visitors
destinations

economic benefits to communities across the country.
INTERNATIONAL TRAVEL
■■ In insights
■■ International
This report offers five key
on the
impact and benefits
of traveltravel
promotion:
2016, U.S. Travel
Exports
spending

1.
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3.
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(includes general travel spending,
directly supported about 1.2
international passenger fares, as well
million U.S. jobs and $32.4 billion
Travel gives back to local
Travel
and tourism
creates
jobs and generates tax
as communities.
international traveler
spending
on
in wages.
medical,which
educational
andhelp
cross‑border/
■■ Each
overseas
traveler spends
revenue for local communities,
in turn,
pay for important
public
services.
seasonal work‑related activities)
approximately $4,360 when they
totaled $246 billion. International
visit the U.S. and stay on average
Investment in travel promotion
helpstotaled
destinations
compete and 18
thrive.
Travel Imports
$159 billion,
nights.In an increasingly
creating
a $87 billion travel
trade
competitive travel market,
the destinations
that prioritize
travel■promotion
benefit
from
■ Overseas arrivals
represent
surplus.
50% of all international arrivals,
increased visitation.
■■ International arrivals to the U.S. are
yet account for 85.3% of total
estimated to have reached 77.6 million
international travel spending.
Enhanced travel-relatedinofferings
help
states
and
destinations
attract
visitors and businesses.
2016. Of those, approximately
■■ Top leisure travel activities for
39.2
came
from overseas
Destinations that are able
to million
provide
a range
of offerings are not only
likely
to draw
more
overseas visitors:
(1) shopping;
markets and 38.4 million were from
(2) sightseeing; (3) fine dining;
visitors, but also attract new businesses and skilled workers.
Canada and Mexico.
(4) national parks/monuments;
■■ The United States’ share of total
and (5) amusement/theme parks.
Brand USA boosts tourism
to
the
United
States.
Since
its
inception
in 2011, Brand USA
international arrivals is 6.3%
(down
from 7.5%
2000).
has played a major role in
marketing
theinU.S.
as a destination and helped bring millions of

international travelers to U.S. shores. Destinations partnering with Brand USA have the ability to
utilize their existing relationships,
programs
to increase
their visibility
Directplatforms
spendingand
by marketing
resident and
international
travelers
in
and engagement with potential
the travelers.
U.S. averaged $2.7 billion a day, $113.1 million an hour,
5.

$1.9 million a minute and $31,400 a second.
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TOP 5 INTERNATIONAL MARKETS
TO THE U.S. (2015 ARRIVALS)
ORIGIN OF VISITOR

2015

Canada
Mexico
United Kingdom
Japan
China

20.7 million
18.4 million
4.9 million
3.8 million
2.6 million

TOP 5 HIGH-GROWTH TRAVEL
MARKETS THRU 2021 (forecasted)
ORIGIN OF VISITOR

ARRIVALS %
CHANGE ’21/’15

China
India
Argentina
South Korea
Taiwan

121%
72%
50%
43%
40%

Source: U.S. Department of Commerce – National
Travel and Tourism Office
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Decreases in travel promotion investments have an immediate and long-term negative impact.
Time and again, destinations
that
haveis the
reduced
theirorganization
investments
inalltravel
promotion
have
The U.S. Travel
Association
national, non-profit
representing
components
of the travel industry
that seen
generates $2.3 trillion in economic output. It is the voice for the collective interest
association’s
member organizations.
U.S. Travel’s mission
is to promote benefits.
and facilitate increased travel to and within the United States. For more information, visit www.ustravel.org
a drop in overall visitation
and1,350
missed
out on potential
economic
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