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A 7.4% decline between 2008 and 2009.
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Between ‘08 and ‘09 leisure $ declined 6.6%, business $ declined 9.5%



Michigan Leisure Spending:

® Michigan Residents  ® Non-Residents
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Between ‘08 and ‘09 Resident leisure spending grew 2.2%. Non-resident fell 2.7%



Michigan Leisure Visitors
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Leisure travelers stayed the same between 2008 to 2009



Millions of Travelers
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Michigan Business Travelers
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Business travel declined 2.9% from 2008 to 2009



State Tax Revenue Generated by the
Michigan Travel Industry
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Travel Industry Employment in Michigan
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Economic Impact vs. ROI

But ... If the Pure Michigan
campaign Is so successtul ...
Why is the economic impact of
travel still down?



dvertising Campaig.

Travel Advertising Impact Summary 2004-2009
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Investment
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165,445,389
187,963,288
287,442,217
270,271,786
337,746,600
249,630,000

1,662,299,279
277,049,880

ertising Evaluation and Image Stuadly.

State Taxes
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Michigan: 7

Visitor
Spending Yr. Over Yr.
from Pure Travel Spending Chng.
Michigan w/out Ads w/out Ads
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Economic Impact vs. ROI

What would have happened without a positive
ROI in these past 6 years?

1 6.9 million fewer visitors.
1 $1.7 billion less in travel spending.
1 $116 million in lost state tax revenue.

1 Travel spending in ‘09 would have fallen 9.5%
rather than 7.4%.



