

[image: ]
Destination Marketing Is Critical to [STATE, CITY or TOWN]’s Economy
Travel is essential to [STATE, CITY]’s economy, attracting [X million visitors annually or in a specific year], generating [$X in visitor spending], and supporting [X,000 local jobs]. None of this happens by chance: travel marketing campaigns help put our [STATE, CITY] on the map for domestic and international visitors.
But funding for these vital marketing programs is at risk. [Cutting State, City’s funding for DMO name—customize for your specific issues] means losing visitors, tax revenue and local spending that sustains jobs.
These marketing programs highlight [STATE’s big cities and small towns, customize how you could like]. They fill hotel rooms, keep restaurants and stores busy and promote attractions like [LIST EXAMPLE] throughout the year. Visitor spending generates revenue for priorities like roads, schools and emergency services. Marketing a destination also builds its reputation as a place to live and work, helping attract new residents and businesses.
The consequences of cutting funding are real. When Colorado eliminated its state tourism marketing program in the 1990s, it lost 30% of its market share and $2 billion in revenue, taking 21 years to recover.
With major events ahead, including [America’s 250th birthday, 2026 World Cup, 2028 Olympics…Can tailor to your state/city], and international visitation to the U.S. declining, investing in destination marketing has never been more important. Ensuring our state legislature funds local DMOs will help attract domestic and international visitors and strengthen our economy for years to come.
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