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INTRODUCTION
PROJECT BACKGROUND

The travel sector is an integral part of the 
Ohio’s economy. Visitors generate 
significant economic benefits to 
households, businesses, and government 
alike and represent a critical driver of the 
state’s future.  How critical? In 2021, 
tourism-supported jobs accounted for more 
than 7.3% of all jobs in the state.

By monitoring the visitor economy, 
policymakers can inform decisions 
regarding the funding and prioritization of 
the sector’s development. They can also 
carefully monitor its successes and future 
needs. This is particularly true for Ohio as it 
builds upon its tourism economy. By

establishing a baseline of economic 
impacts, the industry can track its progress 
over time.

To quantify the significance of the visitor 
economy in Ohio, Tourism Economics 
developed a comprehensive model detailing 
the far-reaching impacts arising from visitor 
spending. The results of this study show the 
scope of the visitor economy in terms of 
direct visitor spending, along with total 
economic impacts, jobs, and fiscal (tax) 
impacts in the broader economy. 

An IMPLAN input-output model was 
constructed for the state of Ohio. The model 
traces the flow of visitor-related 
expenditures through the state’s economy 
and their effects on employment, wages, 
and taxes. IMPLAN also quantifies the 
indirect (supplier) and induced (income) 
impacts of tourism. Tourism Economics 
then cross-checked these findings with 
employment and wage data for each sector 
to ensure the findings are within reasonable 
ranges.

Visitors included those who stayed in 
overnight accommodations or those who 
came from a distance greater than 50 miles 
and deviated from their normal routine. 

The primary source of the employment and 
wage data is the Regional Economic 
Information System (REIS), maintained by 
the Bureau of Economic Analysis. 

This is more comprehensive than Bureau of 
Labor Statistics (ES202/QCEW) data 
because sole-proprietors do not require 
unemployment insurance and are not 
counted in the ES202 data.
The analysis draws on the following data 
sources:
• Longwoods International: survey data, 

including spending and visitor profile 
characteristics for visitors to Ohio

• Bureau of Economic Analysis and Bureau 
of Labor Statistics: employment and 
wage data, by industry 

• STR lodging performance data, including 
room demand, room rates, occupancy, 
and room revenue, for hotels and short-
term rentals.

• Tax collections: Lodging and sales tax 
receipts

• Tourism Economics: international travel 
data for overseas, Canadian, and Mexican 
travel to Ohio based on aviation, survey, 
and credit card information

METHODOLOGY AND 
DATA SOURCES
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Direct visitor spending of $1.4 billion 

generated tourism's total economic impact 

of $2.4 billion, including 22,455 total jobs 

(including full-time and part-time jobs) with 

associated labor income of $655 million in 

2021. 

MONTGOMERY COUNTY
SUMMARY ECONOMIC IMPACTS

$2.4B
Total Economic Impact

$1.4B
Direct Visitor Spending

$655M
Total Labor Income Impact

22,455
Total Jobs Impact

FISCAL IMPACTS
TAX REVENUES

The economic impacts attributable to 

tourism generated significant fiscal (tax) 

impacts as they cycled through the county 

economy. Overall, tourism generated $332 

million in tax revenues in 2021.

$332M
Total Tax Revenues

$163M
State & Local Tax Revenues

$69M
Local Tax Revenues

$718 
Per household in tax burden 
relief
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ECONOMIC IMPACTS
STATE OF OHIO



ECONOMIC IMPACTS
OHIO KEY FINDINGS

+

SUMMARY ECONOMIC IMPACTS
Ohio Tourism (2021)

The Ohio visitor economy spans multiple industries. International and domestic visitors 

support business in accommodations, food and beverage, recreation, retail shopping, local 

transportation and air travel. In 2021, total direct visitor spending tallied $35.1 billion, 

including $200 million from international visitors.

TOURISM’S DIRECT SPENDING IMPACT

$34.9B
Spending by 

Domestic 
Visitors

$0.2B
Spending by 
International 

Visitors

=

TOURISM’S TOTAL ECONOMIC IMPACTS

The direct visitor spending impact of $35.1 billion generated a total economic impact of 

$60.5 billion in Ohio in 2021 including indirect and induced impacts. This total economic 

impact sustained 497,000 jobs and generated $4.1 billion in state and local tax revenues in 

2021.

$35.1B
Total Direct 
Spending 

Impact

$60.5 BILLION
Total Economic Impact of Tourism in Ohio in 2021

TOTAL VISITORS

Ohio welcomed 219 million visitors, mostly domestic,  in 2021.

219 MILLION
Total Visitors to Ohio in 2021

$60.5B
Total

Economic
Impact

497,000
Total 
Jobs

Generated

$4.1B
State & Local 

Taxes 
Generated

$35.1B
Direct Visitor 

Spending



218.9 
221.7 

226.5 

200.9 

218.8 

2017 2018 2019 2020 2021

11.3%

2.2%

1.3%
9.0%

VISITATION &
VISITOR SPENDING

Recovery in 2021

VISITOR VOLUME

Ohio hosts millions of visitors each year, including in-state and out-of-state travelers. Following 

severe COVID-related declines the prior year, 2021 was a year of recovery in which direct visitor  

spending reached $35.1 billion. Visitor volume totaled 218.8 million, with domestic visitation 

accounting for 218.6 million.

Ohio visitor spending
Amounts in $ billions

Sources: Longwoods Int’l, Tourism Economics

Visitor spending expanded 21.6% in 

2021, driven by strong volume and 

higher prices in most sectors. With 

recovery in 2021, spending levels 

reached 92% of 2019 levels. 

Of the $35.1 billion spent in Ohio in 2021 

by visitors, food and beverage 

accounted for $8.5 billion, 24% of the 

average visitor dollar. Retail captured 

15%, a total of $5.3 billion. 

Transportation, including both air and 

transportation within the destination, 

comprised 36%, with lodging spending 

capturing 11%. Recreational spending 

tallied $4.9 billion in 2021—14% of each 

visitor dollar. 

Visitors to Ohio spent $35.1 
billion across a wide range of 
sectors in 2021.

VISITOR SPENDING $35.1 BILLION
Total Visitor Spending in 2021
(Domestic & International)

$8.5B FOOD & BEVERAGE
Full-service restaurants, 
fast food, convenience 
stores, bars, grocery stores

$5.3B RETAIL
Souvenirs, general 
merchandise, malls, 
shopping centers

$12.5B TRANSPORTATION
Taxis, buses, parking, 
public transportation, car 
rentals, gasoline

$3.9B LODGING
Hotels, motels, private 
home rentals, second 
homes

$4.9B RECREATION
Theaters, amusements, 
entertainment venues, 
other rec

Source: Tourism Economics

Note: Lodging spending is calculated as an 
industry, including meetings, catering, etc. 
Spending also includes dollars spent on 
second homes. Transport includes both air 
and local transportation.
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$35.2
$36.8 $38.3

$28.9

$35.1

2017 2018 2019 2020 2021

24.5%

4.0%
4.6%

21.6%

Ohio visitor volume
Amounts in millions

Sources: Longwoods Int’l, Tourism Economics

Visitor volume and spending were severely 

impacted in 2020 by COVID-19 restrictions 

and closures.

In 2021, travel confidence rebounded with 

easing restrictions and effective vaccines. 

With a 9% gain in 2021, visitor levels nearly 

recovered to pre-pandemic levels and 

finished the year at 97% of 2019 volumes. 



Ohio visitor spending and annual growth
Amounts in $billions, 2021 % change, and % recovered relative to 2019

Source: Tourism Economics

* Lodging includes second home spending
** Transportation includes both ground and air transportation

Visitor volume and spending
Amounts in mils of persons, $mil, and $ per person

Source: Tourism Economics
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2017 2018 2019 2020 2021

2021 

Growth % of 2019

Total visitor spending $35.16 $36.78 $38.26 $28.88 $35.12 21.6% 91.8%

Food & beverage $8.97 $9.34 $9.79 $7.07 $8.49 20.1% 86.7%

Retail $4.92 $5.07 $5.30 $4.65 $5.28 13.5% 99.6%

Transportation** $11.56 $12.19 $12.60 $10.14 $12.53 23.6% 99.5%

Lodging* $3.76 $3.95 $4.11 $2.67 $3.88 45.7% 94.6%

Recreation $5.96 $6.23 $6.47 $4.36 $4.94 13.3% 76.3%

2017 2018 2019 2020 2021

2021 

Growth

Total visitors, mils 218.9 221.7 226.5 200.9 218.8 9.0%

Domestic 218.0 220.7 225.6 200.7 218.6 9.0%

International 1.0 1.0 1.0 0.2 0.2 7.7%

Visitor spending, $bils $35.16 $36.78 $38.26 $28.88 $35.12 21.6%

Domestic $34.04 $35.57 $37.05 $28.68 $34.88 21.6%

International $1.13 $1.21 $1.20 $0.21 $0.24 16.2%

Per visitor spending, $ $161 $166 $169 $144 $160 11.6%

Domestic $156 $161 $164 $143 $160 11.7%

International $1,172 $1,201 $1,239 $1,058 $1,141 7.9%

ECONOMIC IMPACTS
KEY FINDINGS

Tourism business sales impacts by industry (2021)
Amounts in billions of nominal dollars

Business sales impacts by industry (2021)
Amounts in billions of nominal dollars

Source: Tourism Economics
$0.0 $5.0 $10.0 $15.0

Retail Trade
Finance, Ins and RE

Food & Beverage
Other Transport

Recreation and Ent.
Business Services

Lodging
Education and Health Care

Personal Services
Manufacturing

Construction and Utilities
Communications
Wholesale Trade

Air Transport
Government

Agriculture, Fishing, Mining

Thousands

Direct Indirect Induced

$ billions

Direct

Business 

Sales

Indirect

Business 

Sales

Induced 

Business 

Sales

Total 

Business 

Sales

Total, all industries 35.12$      11.78$      13.58$      60.49$      

Retail Trade 11.15$        0.19$          1.17$          12.51$        

Finance, Ins and RE 3.36$          2.96$          4.19$          10.51$        

Food & Beverage 7.63$          0.33$          0.72$          8.68$          

Other Transport 4.71$          1.18$          0.33$          6.21$          

Recreation and Ent. 4.05$          0.31$          0.24$          4.60$          

Business Services -$            2.98$          1.24$          4.22$          

Lodging 2.68$          0.00$          0.00$          2.69$          

Education and Health Care -$            0.04$          2.57$          2.61$          

Personal Services 0.89$          0.52$          0.81$          2.22$          

Manufacturing -$            0.81$          0.52$          1.33$          

Construction and Utilities -$            0.86$          0.39$          1.25$          

Communications -$            0.71$          0.51$          1.22$          

Wholesale Trade -$            0.57$          0.63$          1.19$          

Air Transport 0.66$          0.05$          0.07$          0.78$          

Government -$            0.15$          0.12$          0.27$          

Agriculture, Fishing, Mining -$            0.12$          0.08$          0.20$          
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OHIO REGIONAL SUMMARY



36%

24%

23%

13%

4%

Northeast
Central
Southwest
Northwest
Southeast

ECONOMIC IMPACTS
OHIO REGIONAL SUMMARY

Ohio tourism business sales by region
% of total 

Cleveland (Northeast), Columbus (Central), and Cincinnati (Southwest), are key 

destinations and influence the distribution of the tourism economy across Ohio. 

Ohio tourism business sales by region
Amounts in $billions

Ohio tourism business sales trends by region
Amounts in $billions, growth in annual % change

Ohio tourism jobs by region
Amounts in number of jobs

Source: Tourism Economics

Direct Sales Total Sales

Total 35.12$      60.49$      

Region

Northeast 12.65$            21.75$            

Central 8.41$               14.46$            

Southwest 8.16$               14.04$            

Northwest 4.65$               8.03$               

Southeast 1.26$               2.20$               

2017 2018 2019 2020 2021

Ohio total 35.16$      36.78$      38.26$      28.88$      35.12$      

Levels, $bils

Northeast 13.00$            13.65$            13.84$            10.40$            12.65$            

Central 8.51$               8.81$               9.31$               6.79$               8.41$               

Southwest 8.23$               8.55$               9.04$               6.79$               8.16$               

Northwest 4.26$               4.54$               4.81$               3.84$               4.65$               

Southeast 1.16$               1.23$               1.25$               1.07$               1.26$               

Ohio total, % change 4.6% 4.0% -24.5% 21.6%

Northeast 5.0% 1.5% -24.9% 21.6%

Central 3.5% 5.7% -27.1% 23.9%

Southwest 3.9% 5.8% -24.9% 20.1%

Northwest 6.5% 5.9% -20.2% 21.2%

Southeast 6.0% 1.5% -14.8% 18.2%

0

20,000

40,000

60,000

80,000

100,000
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ECONOMIC IMPACTS
SOUTHWEST REGION

Visitor spending in Southwest Ohio generated $13.9 billion in total sales, 123,883 jobs, 

$4.1 billion in income, and $1.9 billion in tax revenues. 

Southwest region tourism impacts

Tourism business sales by county
Amounts in $millions

Tourism job intensity by county
Share of total jobs, %

Source: Tourism Economics

Total Sales 

$mils
Total Jobs

Total 

Income 

$mils

Total Tax 

Revenue 

$mils

Region total $14,044.2 124,586      $4,190.8 $1,965.3

County

Adams $49.6 723                   $20.1 $7.0

Brown $56.6 931                   $20.4 $7.9

Butler $1,390.5 15,532              $408.7 $194.4

Champaign $35.9 236                   $7.4 $4.6

Clark $460.3 4,454                $118.8 $61.9

Clermont $629.0 5,772                $170.3 $84.8

Clinton $106.9 1,179                $38.2 $15.5

Darke $68.4 1,134                $26.5 $9.9

Fayette $112.4 1,355                $32.4 $15.7

Greene $979.6 9,304                $229.6 $131.2

Hamilton $5,791.0 43,442              $2,004.5 $835.7

Highland $52.3 1,051                $15.8 $7.1

Miami $336.5 3,478                $82.6 $45.5

Montgomery $2,413.9 22,455              $655.2 $331.9

Preble $107.5 1,229                $13.8 $13.4

Warren $1,453.7 12,310              $346.4 $199.0

Direct 

Sales 

$mils

Total 

Sales 

$mils

Region total $8,155.3 $14,044.2

County

Hamilton $3,372.7 $5,791.0

Montgomery $1,405.1 $2,413.9

Warren $842.1 $1,453.7

Butler $812.1 $1,390.5

Greene $569.1 $979.6

Clermont $358.1 $629.0

Clark $267.1 $460.3

Miami $194.7 $336.5

Fayette $64.2 $112.4

All others $270.2 $477.3

41.2%

17.2%

10.4%

9.9%

7.0%

4.5%

3.3%
2.4%

0.8%
3.4%

Hamilton

Montgomery
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0% 2% 4% 6% 8% 10%
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MONTGOMERY COUNTY

Tourism Sales ($)

Top quintile

Middle quintile

First quintile
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ECONOMIC IMPACT
MONTGOMERY COUNTY

BUSINESS SALES IMPACTS
Visitors contributed a direct impact of $1.4 billion in 2021 in Montgomery County, which 

included spending by day and overnight visitors.

This direct spending generated $2.4 billion in total impact, including indirect and induced 

impacts.

Tourism business sales impacts by industry (2021)
Amounts in millions of nominal dollars

Source: Tourism Economics

Business sales impacts by industry (2021)
Amounts in millions of nominal dollars

Source: Tourism Economics
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Direct

Business 

Sales

Indirect

Business 

Sales

Induced 

Business 

Sales

Total 

Business 

Sales

Total, all industries 1,405.1$   465.0$      543.7$      2,413.9$   

Retail trade 457.5$        2.3$            47.0$          506.7$        

FIRE 111.6$        118.1$        167.6$        397.4$        

Food & beverage 320.2$        13.3$          28.8$          362.3$        

Other transport 158.8$        47.0$          13.1$          219.0$        

Recreation and entertainment 184.7$        12.3$          9.5$            206.5$        

Business services -$            119.0$        49.5$          168.5$        

Lodging 146.4$        0.1$            0.2$            146.7$        

Education and healthcare -$            1.4$            103.0$        104.4$        

Personal services -$            20.9$          32.6$          53.4$          

Manufacturing -$            32.3$          20.8$          53.1$          

Construction and utilities -$            34.5$          15.5$          50.0$          

Communications -$            28.3$          20.4$          48.6$          

Wholesale trade -$            22.6$          25.1$          47.8$          

Air transport 25.8$          1.8$            2.9$            30.5$          

Government -$            6.0$            4.9$            10.9$          

Agriculture, fishing, mining -$            5.0$            3.1$            8.1$            

Tourism business trends

2019 2020 2021

Montgomery County direct sales trends:

Sales volume ($mils) 1,511.2 1,167.5 1,405.1

Sales growth, % change 12.2% -22.7% 20.3%

Wider region and state direct sales trends:

Southwest Ohio sales growth, % change 5.8% -24.9% 20.1%

Ohio sales growth, % change 4.0% -24.5% 21.6%

Recent Trends in Tourism Sales (Output)
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JOB IMPACTS

Visitor activity sustained 15,609 direct jobs and an additional 6,845 indirect and induced

jobs in Montgomery County. 

The total 22,455 jobs in the County supported by visitor spending accounts for 7.2% of all 

jobs in the county. 

Source: Tourism Economics

Tourism Job Impacts by industry (2021)
Amounts in number of full-time and part-time jobs 

Summary Job impacts by industry (2021)
Amounts in number of full-time and part-time jobs

Source: Tourism Economics

15

Amounts in number of jobs Direct

Jobs

Indirect

Jobs

Induced

Jobs

Total 

Jobsjobs jobs jobs jobs

Total, all industries 15,609       3,053         3,793         22,455       

Food & beverage 7,671          236             460             8,366          

Retail trade 2,063          85               553             2,701          

Recreation and entertainment 1,965          194             121             2,280          

Other transport 1,717          412             135             2,265          

FIRE 604             548             434             1,586          

Business services -              956             411             1,367          

Lodging 1,307          1                 2                 1,310          

Education and healthcare -              20               1,012          1,032          

Personal services -              254             400             654             

Air transport 283             5                 8                 296             

Wholesale trade -              83               84               167             

Communications -              68               51               119             

Manufacturing -              71               44               115             

Construction and utilities -              74               36               110             

Government -              24               20               44               

Agriculture, fishing, mining -              21               22               44               
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LABOR INCOME IMPACTS

Visitor activity generated $369 million in direct household income and a total of $655 

million including indirect and induced impacts.

Tourism labor income Impacts by Industry (2021)
Amounts in millions of nominal dollars

Summary labor income impacts (2021)
Amounts in millions of nominal dollars

Source: Tourism Economics

Source: Tourism Economics
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Direct

Labor 

Income

Indirect

Labor 

Income

Induced

Labor 

Income

Total

Labor 

Income

Total, all industries 368.7$      132.2$      154.4$      655.2$      

Food & beverage 165.2$        4.3$            8.6$            178.1$        

Retail trade 60.4$          2.9$            16.6$          79.9$          

Other transport 48.5$          19.0$          6.3$            73.7$          

Business services -$            46.0$          20.1$          66.2$          

FIRE 16.7$          21.4$          21.1$          59.2$          

Recreation and entertainment 41.8$          3.7$            2.6$            48.0$          

Education and healthcare -$            0.5$            46.0$          46.5$          

Lodging 24.8$          0.0$            0.0$            24.9$          

Personal services -$            10.5$          12.3$          22.9$          

Air transport 11.4$          0.6$            0.8$            12.7$          

Wholesale trade -$            5.4$            6.4$            11.9$          

Construction and utilities -$            6.7$            5.1$            11.8$          

Communications -$            4.6$            3.7$            8.3$            

Manufacturing -$            4.4$            2.9$            7.3$            

Government -$            1.5$            1.1$            2.6$            

Agriculture, fishing, mining -$            0.5$            0.7$            1.2$            



ECONOMIC IMPACT FINDINGS
FISCAL (TAX) IMPACTS

Visitor spending, visitor supported jobs, and business sales generated $332 million in 

government revenues. 

State and local taxes alone tallied $163 million in Montgomery County in 2021.

Each household in the county would need to be taxed an additional $718 to replace the 

visitor-generated taxes received by state and local governments in 2021. 

Fiscal (tax) impacts
Amounts in millions of nominal dollars

Source: Tourism Economics
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Total Taxes

Total tax revenues $331.9

Federal Taxes $168.7

State Taxes $94.4

Local Taxes $68.8

State/Local Tax Savings Per Household $718



APPENDIX

Term Description

Lodging Includes visitor spending in the accommodation sub-sector. This 

includes food and other services provided by hotels, rentals and 

similar establishments.

Food and 

beverage

Includes all visitor spending on food & beverages, including at 

restaurants, bars, grocery stores and other food providers.

Recreation Includes visitors spending within the arts, entertainment and 

recreation sub-sector.

Shopping

Includes visitor spending in all retail sub-sectors within the local 

economy.

Local transport

Includes visitor spending on local transport services such as taxis, 

limos, trains, rental cars, buses, and the local share of air 

transportation spending.

Service stations Visitor spending on gasoline. 

Second homes

Where applicable, spending associated with the upkeep of 

seasonal second homes for recreational use as defined by the 

Census Bureau.

Term Description

Direct Impact

Impacts (business sales, jobs, income, and taxes) created directly 

from spending by visitors to a destination within a discreet group 

of tourism-related sectors (e.g. recreation, transportation, 

lodging). 

Indirect Impact

Impacts created from purchase of goods and services used as 

inputs (e.g. food wholesalers, utilities, business services) into 

production by the directly affected tourism-related sectors (i.e. 

economic effects stemming from business-to-business 

purchases in the supply chain).

Induced Impact
Impacts created from  spending in the local economy by 

employees whose wages are generated either directly or indirectly 

by visitor spending.

Employment

Jobs directly and indirectly supported by visitor activity (includes 

part-time and seasonal work). One job is defined as one person 

working at least one hour per week for fifty weeks during the 

calendar year. 

Labor income 
Income (wages, salaries, proprietor income and benefits) 

supported by visitor spending.

Value Added 
(GDP)

The economic enhancement a company gives its products or 

services before offering them to customers.

Local Taxes

City and County taxes generated by visitor spending. This includes 

any local sales, income, bed, usage fees, licenses and other 

revenues streams of local governmental authorities – from 

transportation to sanitation to general government.

State Taxes
State tax revenues generated by visitor spending. This will include 

sales, income, corporate, usage fees and other assessments of 

state governments.

Glossary – Spending Definitions Glossary – Economic Impact Definitions
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ECONOMIC IMPACT
METHODOLOGY

RETAIL

ENTERTAINMENT/REC
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ECONOMIC IMPACT
FRAMEWORK

Our analysis of the Ohio visitor economy begins with direct visitor spending and analyzes 

the downstream effects of this spending on the broader economy. To determine total 

economic impact, we input direct spending into a model of the Ohio economy, 

constructed using an IMPLAN input-output (I-O) model. The model traces the full extent 

of industry impacts as dollars flow through the local economy. 

An I-O model represents a profile of an economy by measuring the relationships among 

industries and consumers and quantifies three levels of impact: 

1. Direct impacts: Visitor spending creates direct economic value within a discrete 

group of sectors (such as recreation and transportation). This supports a relative 

proportion of spending, jobs, wages, and taxes within each sector. 

2. Indirect impacts: Each directly affected sector also purchases goods and services as 

inputs (e.g. food wholesalers, utilities) into production. These impacts are called 

indirect impacts or supply-chain effects. 

3. Induced impacts: Lastly, the induced impact is generated when employees whose 

wages are generated either directly or indirectly by visitor spending spend those 

wages in the local economy. This is called the induced impact or income effect.

The Tourism Economics model calculates these three levels of impact - direct, indirect 

and induced - for a broad set of indicators, including: 

• Spending

• Wages

• Employment

• Federal Taxes

• State Taxes

• Local Taxes

DIRECT IMPACTS

Ohio tourism’s
contribution measured 

visitor spending

TOTAL 
IMPACTS

Direct, indirect, and 
induced impacts

SALES

GDP

JOBS

INCOME

TAXES

> >

SUPPLY 
CHAIN

EFFECTS

B2B GOODS & 
SERVICES 

PURCHASED

INCOME
EFFECT

HOUSEHOLD
CONSUMPTION

INDIRECT IMPACTS

Purchases of inputs from suppliers
Suppliers’ own supply chains

INDUCED IMPACTS

Consumer spending out of
employees’ wages:

RETAIL

ENTERTAINMENT/REC

FOOD & BEVERAGE

TRANSPORTATION

LODGING
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ABOUT TOURISM ECONOMICS
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For more information:

admin@tourismeconomics.com 

Tourism Economics is an Oxford Economics company with a singular objective: 
combine an understanding of the travel sector with proven economic tools to answer 
the most important questions facing our clients. More than 500 companies, 
associations, and destination work with Tourism Economics every year as a research 
partner. We bring decades of experience to every engagement to help our clients 
make better marketing, investment, and policy decisions. Our team of highly-
specialized economists deliver:

• Global travel data-sets with the broadest set of country, city, and state 
coverage available

• Travel forecasts that are directly linked to the economic and demographic 
outlook for origins and destinations

• Economic impact analysis that highlights the value of visitors, events, 
developments, and industry segments

• Policy analysis that informs critical funding, taxation, and travel facilitation 
decisions

• Market assessments that define market allocation and investment decisions

Tourism Economics operates out of regional headquarters in Philadelphia and Oxford, 
with offices in Belfast, London, Frankfurt, Ontario, and Sydney.

Oxford Economics is one of the world’s foremost independent global advisory firms, 
providing reports, forecasts and analytical tools on 200 countries, 100 industrial 
sectors and over 3,000 cities. Our best-of-class global economic and industry models 
and analytical tools give us an unparalleled ability to forecast external market trends 
and assess their economic, social and business impact. Headquartered in Oxford, 
England, with regional centers in London, New York, and Singapore, Oxford Economics 
has offices across the globe in Belfast, Chicago, Dubai, Miami, Milan, Paris, 
Philadelphia, San Francisco, and Washington DC, we employ over 400 full-time staff, 
including 300 professional economists, industry experts and business editors—one of 
the largest teams of macroeconomists and thought leadership specialists. 
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YEAR IN REVIEW

The Dayton/Montgomery County tourism, 
convention and hospitality industry started 
out in a recovery mode in 2022, then gained 
positive momentum, ending the year with our 
organization’s highest annual revenues to date. 

There were many things to celebrate, and 
this report highlights some of the Dayton 
Convention & Visitors Bureau’s initiatives and 
accomplishments during the past year.

Jacquelyn Y. Powell  
President & CEO,  
Dayton Convention  
& Visitors Bureau

Kris Davis
Chair, Board of Trustees,  
Sales Lead Analyst  
Atrium Hospitality

CHAIR
Kris Davis 
Sales Lead Analyst, Atrium Hospitality
VICE CHAIR
Scott DeBolt 
Senior Associate Director of Athletics/Director  
of University of Dayton Arena,  
University of Dayton 
TREASURER
Ron Nankervis
CEO, WGI Sport of the Arts
SECRETARY
Debbie Blunden-Diggs
Artistic Director, Dayton Contemporary  
Dance Company
IMMEDIATE PAST CHAIR
Kelly Brown
Community Volunteer

AT-LARGE
Barbara Pelfrey
Owner, Barbara Pelfrey  
Conference Solutions, LLC
EX-OFFICIO
Robert Breen
Marketing Coordinator, Montgomery County 
Raphael Carranza
Director, Autonomous Capabilities Portfolio, 
Mile Two
Jacquelyn Y. Powell
President & CEO, Dayton/Montgomery County 
Convention & Visitors Bureau, Inc.
GENERAL COUNSEL/EX-OFFICIO
Alan Schaeffer
Pickrel, Schaeffer & Ebeling

BOARD MEMBERS
Homer Buchanan, Meeting & Event Planner; Kelli Donahoe, General Manager, Dayton 
Convention Center; Walt Hibner, Local Affairs/Economic Dev. Manager, CenterPoint Energy; 
Brady Kress, President & CEO, Dayton History; Bhavin Patel, Managing Partner, Evolv Hotels/
Comfort Inn Huber Heights; Charlynda Scales, Servant Leader, Mutt’s Sauce, LLC; Sean Scully 
General Manager, Courtyard by Marriott University of Dayton; Brian Sharp, Director of Market 
Development, Berkshire Hathaway HomeServices Professional Realty; Ty Sutton, President & 
CEO, Dayton Live; Steve Tieber, Owner, The Dublin Pub

BOARD OF TRUSTEES

PART-TIME DAYTON AMBASSADORS
Carol Cleavenger, David Cleavenger, Shawn Davis, Donna Duplain, Robert Duplain, Brian Eifert, Peggy Gross, Amy Rehfus,  
Kevin Rehfus, Linda Stebbins-Suttman, Mary Tucker, Linda Vanover, Debra Waters

Jacquelyn Y. Powell
President & CEO
Lynn Gathagan
Executive Assistant
Bev Rose
Director of Marketing & Strategic Partnerships 
Bruce Stricker
Director of Finance & Administration
Crystal Walker
Director of Sales & Services
Brenda Baker
Sales Manager
Eric Brockman
Digital Marketing & Communications Manager
Ron Eifert 
Senior Sales Manager
Madison Gerhardt
Visitor Information Specialist
Sonya Harchaoui 
Sales & Services Manager
Allison Popadyn
Sales Manager
Melissa Rasnic
Sales & Services Administrative Assistant

STAFF

Notable milestones in 2022 included the 75th 
anniversary of the U.S. Air Force, the 150th 
anniversary of Daytonian Paul Laurence 
Dunbar’s birthday, and the return, post-COVID, 
of the NCAA® First Four® Tournament, WGI 
Sport of the Arts World Championships and the 
U.S. Air Force Marathon.  A number of groups 
were able to host COVID-delayed conventions, 
including the National Aviation Hall of Fame 
Enshrinement Ceremony and the National 
Watch and Clock Collectors Convention. Dayton 
also welcomed prestigious new events, such as 
the U.S. Senior Women’s Open Championship at 
NCR Country Club, which generated nationally 
televised (ESPN) media exposure.

The return to “normalcy” was not without its 
challenges. In October, the Radisson Hotel 
Dayton abruptly closed. The Dayton Convention 
& Visitors Bureau worked to provide groups 
alternative accommodations and bus shuttles 
where necessary. 

Exciting things are on the horizon.  The 
anticipated completion of the $40 million 
renovation of the Dayton Convention Center 
in Q-1 2025, continued hotel and destination 
product developments, expanded offerings at 
area attractions, the National Museum of the 
U.S. Air Force’s centennial celebration in 2023, 
and expanded Dayton International Airport 
air service, as well as a continued return of 
travel following the pandemic, bode well for 
forthcoming successes. The CVB is eager to 
work aggressively to drive economic impact for 
the region, and we anticipate industry growth 
will be strong in 2023.

Thank you to our hospitality associates, board 
and elected officials for your partnership and 
commitment to helping the Dayton Convention 
& Visitors Bureau drive economic impact for  
our area.
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The Dayton Convention & Visitors Bureau serves as an economic catalyst for our community by bringing outside dollars into the area. These dollars 
generate substantial sales and tax revenues, plus wages that support thousands of jobs in Montgomery County. 

The Dayton Convention & Visitors Bureau receives 70% of a 3% Montgomery County lodging tax to market Destination Dayton/Montgomery County. An 
additional 3% Montgomery County lodging tax is collected by the Montgomery County Convention Facilities Authority (MCCFA) for the operation of the 
Dayton Convention Center.

INDUSTRY OVERVIEW

FINANCIALS REVENUE TRENDS

REVENUES 2021 2022 Variance Percentage Change
Montgomery County $1,904,513 $2,444,453 $539,940 28.35%
Greene County (contract) $0 $0 $0 0%
Miami County (contract) $0 $0 $0 0%
Sponsorship Revenues $0 $9,750 $9,750 100%
Other Income $3,065 $3,471 $406 13.25%
Forgiven PPP Loan $0  $212,424 $212,424 100%
Reimbursed Expenses— General $0 $4,125 $4,125 100%
TOTAL REVENUES $1,907,578 $2,674,223  $766,645 40.19%

LODGING TAX 
COLLECTIONS ‘22

DOES NOT INCLUDE  
MCCFA COLLECTION

$3,648,151 
3% Lodging Tax Collection in  
Montgomery County in ‘22

27.09%
Increase in overall Montgomery  
County Lodging Collections  
between 2021 & 2022

$2,444,453 
Dayton CVB Lodging  
Tax Allocation
(70% of the 3% County Lodging 
Tax, less administrative fees)

$3.6M

27.09%

$2.44M

LODGING OVERVIEW

Total # of hotels in  
Dayton/Montgomery County

Total # of hotel rooms in  
Dayton/Montgomery County

69
hotels

6,420 
rooms

Property Closures in 2022: Radisson Hotel Dayton, 
283 rooms; Super 8 Vandalia/Dayton International 
Airport, 91 rooms; Red Lion, 108  rooms (reopened 
as split property: Baymont by Wyndham Dayton 
North 82 rooms & Wingate by Wyndham Dayton 
North 47 rooms).    
Property Openings in 2022:  Woodspring Suites 
Dayton North, 99 rooms; Express Inn, 56 rooms; 
Baymont/Wingate by Wyndham Dayton North, 
82/47 rooms (formerly Red Lion)  

MONTGOMERY COUNTY DIRECT SALES TRENDS* 
SOURCE: TOURISM ECONOMICS

Montgomery County Direct Sales Trends 2019 2020 2021
Sales volume ($mils) 1,511.2 1,167.5 1,405.1
Sales growth (% change) 12.2% -22.7% 20.3%

*Research data comes from a study completed in partnership with the Ohio Development Services 
Agency/TourismOhio Office, released in the summer of 2022, reflecting 2021 numbers. It is 
the most current data available. Data is provided by Tourism Economics, an Oxford Economic 
Company. Tourism is defined as a diverse composite of activities, including transportation, 
recreation, retail, lodging, and food and beverage sectors. Total Economic Impact vs. Total Sales = 
direct, indirect and induced spending. FTE = full-time equivalent jobs.

TOTAL TOURISM IMPACT 
MONTGOMERY COUNTY*
SOURCE: TOURISM ECONOMICS

Total Economic Impact $2.4 billion
Direct Visitor Spending $1.4 million
Total Tax Revenues $332 million
Total Labor Income Impact $655 million
Employment 22,455 FTE jobs
Tax Savings Per Household $718 

Jacquelyn Y. Powell
President & CEO
Lynn Gathagan
Executive Assistant
Bev Rose
Director of Marketing & Strategic Partnerships 
Bruce Stricker
Director of Finance & Administration
Crystal Walker
Director of Sales & Services
Brenda Baker
Sales Manager
Eric Brockman
Digital Marketing & Communications Manager
Ron Eifert 
Senior Sales Manager
Madison Gerhardt
Visitor Information Specialist
Sonya Harchaoui 
Sales & Services Manager
Allison Popadyn
Sales Manager
Melissa Rasnic
Sales & Services Administrative Assistant

DAYTON HOTEL STATISTICS 
SMITH TRAVEL RESEARCH*

2022 Average Hotel  
Occupancy Rate
6.27% over 2021

59.30%    

2022 Average Daily Rate
14.33% over 2021

$95.84

2022 Average Annual  
Revenue/Available Room
56.81% over 2021   

$56.81     

*Source: STR, LLC. Republication or other re-use of 
this data without the express written permission of 
STR, LLC is strictly prohibited
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2024 Grand Lodge of Ohio
October 17–19, 2024

350 people | 540 total room nights

Fairlane Club of America
June 25–29, 2025

350 people | 505 total room nights
                

The Dayton Convention & Visitors Bureau 
sales team aggressively works to uncover 
and secure convention and group room night 
business employing a variety of methods 
across all marketing channels to generate 
group room night business for Montgomery 
County. Methods include industry tradeshows, 
customized site visits, industry memberships, 
internet research, sales blitzes, sales calls, 
client presentations, familiarization tours, 
website and social media outreach, targeted 
advertising (print and digital), Visit Dayton App, 
and Destinations International EmpowerMINT 
database.

SALES

SALES RESULTS

Booked 33,359 Total Room Nights for 100 Events in 2022 and Future Years, 

representing 229,008 attendees

Conducted 34 Site Visits with Prospective Clients/Groups

Hosted Targeted Current and Prospective Clients at Several Key Customer Events:
 z 13 Clients Plus Their Guests at the Broadway Musical Hamilton
 z 38 Clients Plus Their Guests at the NCAA® First Four® Tournament 

Games
 z 8 Clients Plus Their Guests at Dayton Dragons Baseball Games

Attended 12 Industry Tradeshows to Promote Dayton/Montgomery County as a 
Meeting/Tour/Event Destination

Travel Baseball Rankings (TBR)  
World Series

July 11–17, 2022
4,400 people | 2,177 total room nights

U.S. Senior Women’s Open  
Golf Championship
August 25–28, 2022

10,140 people | 804 total room nights

Flyin’ To The Hoop
January 13–16, 2023

10,000 people | 232 total room nights

 HIGHLIGHTS OF GROUPS BOOKED   
IN 2022 FOR 2022 OR A FUTURE YEAR

Oldsmobile Club of America  
National Meet

August 7–12, 2023
300 people | 975 total room nights

Fédération Aéronautique International  
General Conference 2023

October 23–28, 2023
250 people | 385 total room nights
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CenterPoint Energy Dayton Air Show  
Presented by Kroger

July 30–31, 2022
80,000 people | 790 total room nights

 U.S. Senior Women’s Open  
Golf Championship
August 25–28, 2022

10,140 people | 804 total room nights

 National Aviation Hall of Fame  
Enshrinement Ceremony
September 24–25, 2022

500 people | 217 total room nights
  

SERVICES

NCAA® First Four® Tournament
March 14–16, 2022

25,000 people | 1,431 total room nights

Ohio High School Athletic Association
Girls & Boys Basketball State Championships
Girls: March 10–12 & Boys: March 18–20, 2022

Girls 7,790 people | 136 total room nights
Boys 12,500 people | 226 total room nights

 Air Force One Former Crew Reunion
March 31–April 2, 2022

150 people | 190 total room nights

The Services Department works with meeting 
planners after they have booked an event 
in Dayton/Montgomery County to ensure 
the successful planning, promotion and 
implementation of the event.  This free assistance 
includes: providing promotional assistance and 
attendance builders, welcome packets, local 
vendor liaison services, customized name badges, 
welcome posters and buttons, customized tours, 
dinners or shop-around activities and arranging 
dignitary welcomes. The CVB employs part-time 
Dayton Ambassadors who assist clients with 
complimentary services such as event registration, 
group welcomes and staffing information booths. 
The CVB’s complimentary convention services  
are a selling feature and point of differentiation  
for our community. 

The CVB provided numerous promotional and special welcoming services to a variety of groups throughout 2022.  Initiatives ranged from program 
advertisements, digital billboard welcomes on I-75, welcome street pole banners throughout the community, Dayton-themed VIP gift bags and social 
media campaigns, to cheering crowds of fans, distributing nearly 5,000 lbs of sliced oranges to event competitors, and creating and distributing custom 
pre-event and post-event videos.

HIGHLIGHTS OF GROUPS HOSTED IN 2022 

 WGI World Championships
Color Guard, Percussion and Winds

April 4–6 & April 20–23, 2022
55,000 people | 10,685 total room nights

 National Association of Watch and Clock 
Collectors Annual Convention

June 25–27, 2022
1,000 people | 1,485 total room nights

 1st Cavalry Division Association Reunion
July 5–9, 2022

348 people | 603 total room nights

EXAMPLES OF CVB SPECIAL INITIATIVES WELCOMING/HOSTING GROUPS IN 2022

SERVICE RESULTS

Hosted and serviced 100 events in 2022

Hosted 314,902 event attendees and 33,355  
event room nights in 2022

CVB Ambassadors and Staff provided 2,000  
Bureau Service Hours in 2022

Click to play videoClick to play video

NCAA® First Four® Tournament Team Welcome  
Recap Video

OHSAA Girls State Basketball Players’ Welcome Video

https://www.youtube.com/watch?v=Ip50M0k1-Cc
https://www.youtube.com/watch?v=u9hs24Oko1Q
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 z Staff participated in TourismOhio Day at 
the Statehouse in Columbus and promoted 
Destination Dayton.

 z The CVB partnered with iHeartRadio to 
encourage locals to Be A Tourist In Your 
Own Backyard.

 z The Dayton Convention & Visitor’s Bureau 
hosted our Annual National Tourism Week 
Celebration & Community Ambassador 
Awards Breakfast where we recognized 
four meeting planners as 2022 Community 
Ambassador Award Winners for the 
significant events they chose to bring to 
Dayton/Montgomery County.  Winners 
were presented with an official leather flight 
jacket. 

MARKETING & COMMUNICATIONS

DIGITAL HIGHLIGHTS   

NATIONAL TOURISM WEEK  

As part of the CVB’s ongoing commitment to 
Equity, Diversity and Inclusion:

 z CVB staff, Board members and local 
hospitality partners watched and discussed 
the award-winning documentary Who We 
Are: A Chronical of Racism in America.

 z The CVB participated in our umbrella 
organization’s-- Destination International 
(DI) --first ever Equity, Diversity and 
Inclusion assessment tool/study.  

 z The CVB advertised in Black Meetings 
& Tourism Magazine and attended the 
National Coalition of Black Meetings 
Professionals Tradeshow.

 z The CVB featured Daytonian Paul Laurence 
Dunbar, the first internationally recognized 
African American writer and poet, on the 
cover of the 2022 Dayton Visitors Guide, 
and promoted 150th birthday celebration 
events throughout the year.

 z CVB participated in local MLK and NAACP 
events and provided program advertising 
support.

EQUITY, DIVERSITY  
& INCLUSION   

AWARDS

 z Dayton CVB President & CEO, Jacquelyn 
Powell, was recognized in Ohio Business 
Magazine’s inaugural Ohio 500 Executives 
Fall 2022 publication, listing the state’s 
most powerful and influential people.  
 

 z The Dayton CVB was recognized by Dayton 
Magazine as the Economic Development  
Non-Profit of the Year for 2022.

Facebook  
New Page Likes

Increase of 364% since 2021

Instagram  
Total Followers

Increase of 7% since 2021

YouTube  
Channel Views 

Increase of 95% since 2021 

LinkedIn  
Total Followers

Increase of 37% since 2021

SOCIAL MEDIA

31%

Nearly 700,000 website pageviews in 
2022 represented continued recovery 
from the pandemic and a 31% increase 
in pageviews since 2020.

10%

Total website traffic from social media 
sites increased by nearly 10% in 2022 
since 2021.

Nearly one-half million people visited  
the DaytonCVB.com website in 2022, 
representing a continued recovery from 
the pandemic and an increase of 50%  
in visitors since 2020. 

50%

WEBSITE

VISIT DAYTON APP
The CVB realized a 46% increase in App 
downloads between 2021 and 2022 
(3,800 vs  2,600). 
 46%
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 z Spearheaded creation of a 30-second 
Dayton/Montgomery County aviation-
focused video to be utilized on the CVB 
website, social media platforms, in eblasts, 
and future YouTube, CTV and digital 
advertising. 

 z Developed a storyboard and arranged site 
visits, a shoot schedule, and models for 
a state-funded TourismOhio 60-second 
statewide aviation themed video that will be 
utilized by TourismOhio in TV ads in 2023.

 z Spearheaded creation of a 60-second 
Dayton/Montgomery County “sizzle” video 
to be utilized on the CVB website, social 
media platforms, in eblasts, and future 
YouTube, CTV and digital advertising. 

 z Updated the CVB’s Destination Dayton 
video to reflect community changes and 
include new visuals.

 z The CVB partnered with MTS transportation 
to “wrap” a third truck with “Visit Dayton” 
promotional messaging and images.  It 
joins our two-other “traveling billboard 
semi-tractor-trailer trucks” which each 
travel approximately 200,000 miles annually 
across the U.S. 

 z Regular media appearances and exposure 
in the Dayton market; sent monthly 
enewsletters to local hospitality partners 
and community leaders, consumer 
audiences, current and prospective clients.

 z Hosted three travel writers on custom-
itinerary visits resulting in stories in The 
Toronto Sun, and the book Along I-75.

 z Placed advertisements (print and 
digital) promoting Destination Dayton in 
approximately 35 media outlets directed to 
consumer, group tour and meeting planner 
audiences throughout the year.

 z Produced and distributed 80,000 print 
copies of 2022 Destination Dayton Visitors 
Guide (also available as a digital flip-book) 
to target audiences.

 

 z In partnership with industry agency 
Orange142, the CVB executed a digital 
advertising and email campaign targeting 
Midwestern meeting planners in the 
sports, association, military reunion and 
faith market segments.  The campaign 
resulted in more than 207,000 impressions 
and 2,607 clicks for a click-through rate 
of 1.26%, a 20% increase in website 
pageviews per session, a 16% increase in 
time on site and a 5% increase in website 
visitors.

 z Created and sent a targeted direct mail 
package to our top 200 Helms Briscoe 
(third party meeting planners) clients.  
The package kept Dayton top-of-mind, 
and invited planners to host their events 
in Dayton/Montgomery County, while 
underscoring in a fun way, our branding as 
The Birthplace of Aviation & So Much More!  
The CVB received record leads from Helms 
Briscoe planners. 

 z Sent a special Happy Veteran’s Day direct 
mail package to our top 200 military 
reunion prospects to underscore our 
offerings, stay top-of-mind, enhance 
relationships and generate leads.

A FEW HIGHLIGHTS   

Click to play video

Click to play video

Click to view

https://www.youtube.com/watch?v=Q0SS-f1sxTg
https://www.youtube.com/watch?v=VK9ECvD7Yhs
https://issuu.com/greatlakespublishing/docs/destinationdayton2022


MISSION STATEMENT
The Dayton/Montgomery County Convention & Visitors Bureau, an independent non-profit organization funded 
by a county-wide customer hotel/motel bed tax, serves as an economic catalyst by marketing and promoting our 
community as THE Ohio destination and providing services for tourism events, conventions, leisure and business 
travel and advocacy for destination development.

Dayton Convention & Visitors Bureau

1 Chamber Plaza, Suite A | Dayton, Ohio 45402
www.DaytonCVB.com  | 800.221.8235

https://www.daytoncvb.com/
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