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Destination Marketing is Critical to [STATE, CITY or TOWN]’s Economy
Travel is essential to [STATE, CITY]’s economy, attracting [X visitors annually], generating [$X in visitor spending], and supporting [X local jobs]. But none of this happens by chance: it happens because travel marketing campaigns have helped put our state’s [TOWNS, CITIES AND ATTRACTIONS…CAN TAILOR TO YOUR STATE/COMMUNITY] on the map for domestic and international visitors.
But funding for these vital marketing programs is at risk at the state level—and so are the jobs, businesses, and revenue they support in our communities. Cutting [STATE, CITY, COUNTY] funding for [DMO NAME] means losing visitors, tax revenue and local spending that sustains jobs. 
These marketing programs highlight [STATE]’s big cities, like [LIST CITIES], and lesser-known hidden gems, such as [LIST SMALL TOWNS/ATTRACTIONS]. They fill hotel rooms, keep restaurants and stores busy and promote attractions like [LIST EXAMPLES], year-round—not just during peak travel seasons. 
Visitor spending also generates critical revenue that helps fund priorities in our state, from investments in local roads and schools, to supporting emergency services in our communities. Without adequately funded travel marketing programs, visitors may not know what [STATE, CITY] has to offer.  And the consequences are real: when Colorado eliminated its state tourism marketing program in the 1990s, it lost 30% of its market share and $2 billion in revenue and it took 21 years to fully recover after the budget was zeroed out.
With major global events on the horizon, including [AMERICA’S 250TH BIRTHDAY, THE 2026 WORLD CUP, AND THE 2028 OLYMPICS...CAN TAILOR TO YOUR STATE/CITY, COMMUNITY], and international visitation to the U.S. in decline, funding travel marketing programs has never been more crucial. Every dollar invested in destination marketing to domestic and international visitors returns [$X in VISITOR SPENDING] here in our state.
Marketing a destination doesn’t just attract visitors, it also builds its reputation as a place to live, work, and invest. Many companies first experience a city or region as travelers. A strong travel brand can influence talent attraction and business relocation, ultimately strengthening the local economy.
That’s why [STATE, COUNTY, CITY, LOCAL] leaders must help fund [DMO NAME] [TAILOR TO YOUR STATE LEGISLATIVE ASK].  When we don’t promote our destinations abroad, we hand economic opportunities to global competitors. And when we fail to promote them here at home, we miss out on economic growth in our own communities.
Travel isn’t just about visitors: it’s about supporting local jobs, small businesses, and driving economic growth across [STATE, CITY]. When we invest in destination marketing, we’re not only sharing what we love about our state with our future guests, we’re also investing in our workforce, our communities and our economy.
Now is the time for our state leaders to act. Ensuring our state legislature [TAILOR TO YOUR SPECIFIC ASK] is funding local DMOs will help attract visitors and benefit our state’s economy for years to come.
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