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Executive Summary:

Travel’s Essential Contribution to Economic Development

Made in America: Travel’s Essential Contribution to Economic Development provides an in-depth
look at the vital contributions destination marketers provide to both local communities and overall
economic development as they conduct activities to attract business and leisure travelers, manage
image and create brand affinity in an increasingly competitive space.

What are Travel’s Essential Roles?

Though sometimes unseen by the community it serves, travel helps create a sense of place and is
inextricably linked to economic development. As a job creator, tax revenue generator and destination
storyteller, travel has ripple effects that positively impact the lives of millions of people.
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The destination marketers charged with promoting travel—tourism offices, convention and visitors bureaus
and destination marketing organizations—are instrumental in forming impressions and play an essential role
in the development and growth of their communities and states.

The most successful places in America bring all stakeholders to the table. Local and state legislators,
economic development organizations, and destination marketers all play a critical role in elevating the
community. When done right, it leads to a positive and lasting change that is meaningful to residents and
visitors alike.
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Why Does Branding Matter?

Investing in travel promotion is investing in economic development. A strong destination brand does more
than build awareness; it engenders affinity that can lead to more visitors, and by attracting businesses and
talent, it helps create a thriving community. Cutting a destination’s tourism marketing budget—in whole or
in part—is a short-sighted decision that undermines a city or state’s viability in ways that takes years, if not
decades, to overcome.
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