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What is an Innkeeper's Tax? 
It is a fee on the revenue of those engaged in the business of renting or furnishing, for periods of 
less than 30 days, any room or rooms, lodging, or accommodations in any hotel, motel, boat 
motel, inn, college or university (except for credit-seeking student stays and other stays of more 
than 30 days), or tourist cabin located in the county.   

How much is being proposed for Johnson County? 
The ordinance calls for a 5 percent tax of revenue. By law, the funds can only be used for the 
express purpose of marketing Johnson County as a destination for living, visiting and working. 
Exceptions to that purpose are granted only by the Indiana General Assembly. 

Why is this being proposed for Johnson County? 
The promotion of Johnson County is a critical piece of economic development, and it is not 
happening now. A professional, comprehensive marketing effort would generate more income 
for all types of business, improve the quality of life in our county and lessen the burden on 
property taxpayers by generating revenue from other sources. 

How is this different from other taxes imposed by the County Council? 
Unlike property taxes, these are fees attached to visitors who use hotels, motels and inns.  
More than 75 percent of these visitors come from outside the county -- and are here as part of a 
vacation or pass-through stay or in our community doing business. 

Who collects and distributes the Innkeeper's Tax revenue? 
The county treasurer establishes a convention, visitor and tourism promotion fund and deposits 
the collected  tax to it. (IC 6-9-18 Sec. 4a)  It is standard practice for the county to collect the tax 
for a year before an initial budget is proposed to the County Council.  

How much money would an Innkeeper's Tax initially generate for Destination Marketing in 
Johnson County? 
Research provided by Aspire Johnson County estimates that the proposed 5 percent tax would 
generate approximately $680,000 annually for a Johnson County CVB. This is a very conservative 
estimate formulated by the number of rooms and the average annual tax revenue of 5 percent 
on each room. This information is provided by the independent research firm Smith Travel 
Research Report, which tracks hotel room usage, innkeeper revenue and local tax rates. 



What is a Tourism Commission and how is it created? 
The County Commissioners would create a commission to promote the development and 
growth of the convention, visitor and tourism industry in the county. By law, the Greenwood 
Mayor (as chief executive of the largest city) also appoints  a number of members equal in ratio 
to the commission as the ratio of the population of the municipality to the total county 
population.  

What is the makeup of  a Tourism Commission? 
Indiana law IC 6-9-18 Sec. 5a, b states: 

 A simple majority of the members must be engaged in convention, visitor or tourism 
business, or involved in or promoting conventions, visitors, or tourism 

 If available and willing to serve, at least (2) of the members must be engaged in the 
business of renting or furnishing rooms, lodging, or accommodations 

 Not more than one member may be affiliated with the same business entity 

 No more than a simple majority of members may be affiliated with the same political 
party 

 Each member must reside in the county 

It is standard practice that the Tourism Commission is created during the first year of the tax 
collection, before the initial budget is compiled. 

How does a Tourism Commission work?  
Indiana law says the Tourism Commission shall make rules necessary for the conduct of its 
business and the accomplishment of its purpose. It may enter into contracts and agreements. It 
must also prepare and submit for approval an annual budget to the County Council. (IC 6-9-18 
Sec. 6a, b) The Tourism Commission, taking into consideration the recommendations and 
suggestions of the County Commissioners and County Council, will establish the goals and 
mission for the Tourism Commission’s efforts. 

 Is a CVB another government agency with government employees? 
The Tourism Commission creates the Non-Profit Convention and Visitors Bureau and hires a 
professional staff. The professional staff size depends directly on money available through the 
tax. They are not county government employees and are not paid through the county's general 
fund. 

What are the typical expenditures (percentage of budget) by a CVB? 
Researched by Aspire Johnson County, a model budget (see attached) would include: 

• Marketing Activities (website, advertising, events, creative services) 60 percent 

• Office Operations (rent, utilities, equipment)    11 percent 

• Staff (salaries, benefits, expenses)      24 percent 

• Community Development (grants to destination organizations)   5 percent 



What is Destination Marketing? 
It is a proactive, strategic, visitor-centered approach to the economic and cultural development 
of a location, which balances and integrates the interests of visitors, service providers and the 
community. 

What is the economic benefit of Destination Marketing? 
A study by the Ball State University Center for Business and Economic Research found: 

• Every $1 spent on tourism marketing generates $15 in direct economic benefit in Indiana. 

• Every $1 spent on tourism marketing generates $150 in income of tourism-related 
businesses. This includes retail stores, restaurants, arts and recreation facilities and hotels. 

• Every $1 spent on tourism and community marketing boosts incomes to local tourism-
related workers by $200.  

Is this approach to community marketing happening in other Indiana counties? 
71 of 92 Indiana counties have an Innkeeper's Tax, a CVB and Destination Marketing  programs.  

How many other Central Indiana counties use this approach to community marketing? 
Johnson County is the only Central/South Central Indiana county without an Innkeeper's Tax 
that funds community marketing programs. Hamilton, Hendricks, Hancock, Boone, Brown, 
Bartholomew and Madison counties have highly successful community marketing efforts funded 
through Innkeeper's Tax programs. 

What are "Export Dollars"? 
This is money  earned by someone in another location and spent in your community. They are 
not "recycled dollars" (earned here and spent here). "Export Dollars" are new revenue for retail 
stores, restaurants and other local businesses. They also generate new tax dollars to local 
government through retail, restaurant and fuel sales. The goal of Destination Marketing is to 
capture "Export Dollars" as a critical part of economic development. 

What businesses, other than hotels, benefit from Destination Marketing? 
Only 10 percent of a visitor's "Export Dollars" are spent on hotels and inns. The remaining 90 
percent of "Export Dollars" go to restaurants, retail stores, gas stations, recreation businesses, 
etc. -- all which generate jobs and other tax sources. 

How do you measure success in the Destination Marketing effort?   
The Travel Industry Association of America (TIA) likens tourism economic measurements to an 
iceberg – with direct expenditures found above the water line and indirect impact found below 
the surface.  According to Brenda Myers of the Hamilton County CVB, their county gets a direct 
economic impact of $216 million in spending annually by visitors. That includes 4,599 jobs and a 
traveler-generated $13.9 million in local taxes.  

Does this additional tax revenue help relief property taxes? 
According to Jim Epperson, executive director of Visit Southern Indiana, a study on Harrison 
County showed that additional tax revenue generated by visitors provides an average of $600 
worth of property tax relief per taxpayer each year.   



What are you "selling" in Johnson County through Destination Marketing? 
In essence, you are promoting the "experience" of coming to Johnson County.  Destination 
marketing creates a "buzz" about the county as a place where people want to spend time and 
money.  By knowing more information about the county and all of its amenities -- they want to 
be here. 

What kinds of amenities could be promoted in Johnson County? 
While the community doesn't feature ocean beaches or mountain ranges, Johnson County has: 

• 29 attractions, outdoor activities and arts/antique offerings 

• 14 golf courses 

• 100 sit down restaurants 

• 29 festivals and community events 

• 48 parks 

• 5 entertainment venues 

What would be the key approach to marketing Johnson County as a "destination"? 
It starts and ends with digital marketing -- in particular a robust website that is rich in content 
about all of Johnson County's tourism-related places, events and businesses. This digital 
marketing campaign must be strategic and sustainable. According to the Pew Internet and 
American Life Project, 73 percent of American Internet users obtain travel-related information 
from the web. The Pew report also said: "In order to design these systems and to make them 
effective, there must be an understanding of how people search for travel information on the 
web." That requires a professional and well-trained CVB staff, and a complex website. 

Who would be the "targeted audience" in Destination Marketing? 
A professional staff and the Tourism Commission would develop the brand strategy and 
systematically identify targeted audiences. Messages would be crafted to reach these audiences 
-- who could range from business travelers to sports travel team families to outdoor enthusiasts 
to golfers to shoppers to diners. 

How successful is Destination Marketing in Indiana? 
Tourism is the third largest industry in the state. More than $10 billion in tourism dollars are 
spent in the state annually, contributing more than $1 billion in state and local taxes. So, it helps 
everyone -- not just hotels and restaurants. 



What is Aspire Johnson County? 
This is a group of approximately 60 community stakeholders who have launched an initiative to 
make their county a great place to work, live and do business. Participants include leaders from 
private businesses, local government, higher education, non-profits and financial institutions. 
Organizers of "Aspire Johnson County" are addressing key issues such as: 

• fostering collaboration between local government entities, 

• bringing in diverse businesses, 

• attracting and retaining professional talent,  

• promoting the county as a desirable community, 

• and developing economic opportunities along key transportation corridors. 

 
What role has the Aspire Johnson County group played in the proposal of an Innkeeper's Tax? 
A committee of 15 stakeholders have been researching ways Johnson County could promote 
itself through Destination Marketing. They researched the need for and benefits of a robust 
marketing effort as a critical piece of local economic development. They looked at ways this 
could be funded and sustained in the long term. 

Johnson County Council members Anita Knowles and Loren Snyder, who are part of Aspire 
Johnson County, asked the committee to research an Innkeeper's Tax as a potential revenue 
source for Destination Marketing. They also asked the group to find out how the county would 
go about creating a Convention and Visitors Bureau to promote the county. 

AJC members spent more than three months researching economic impact statistics,  the 
benefits and challenges of a CVB and the state law regarding an Innkeeper's Tax and Tourism 
Commission. They also created a business model that projects possible income and 
expenditures. 

Is Aspire Johnson County endorsing an Innkeeper's Tax for Johnson County? 
Aspire Johnson County does not formally endorse any local ordinance or political position. 
Individual group members may or may not support local government initiatives, and are free  to 
testify on behalf of or against any proposal before local government entities. As is in this case, 
AJC's role is to deliberate community issues, provide research and encourage collaboration 
toward solutions. 
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Information Maintained by the Office of Code Revision Indiana Legislative Services Agency
IC 6-9-18
     Chapter 18. Uniform County Innkeeper's Tax

IC 6-9-18-1
Application of chapter
     Sec. 1. This chapter applies to any county that is not required to impose an innkeeper's tax under any
other chapter of this article. However, a county that imposes an innkeeper's tax under this chapter may not
also impose an innkeeper's tax under another chapter.
As added by Acts 1982, P.L.1, SEC.21. Amended by P.L.55-1984, SEC.5; P.L.74-1986, SEC.6; P.L.32-1986,

SEC.3.

IC 6-9-18-2
Definitions
     Sec. 2. As used in this chapter:
    "Executive" and "fiscal body" have the same meanings that are prescribed by IC 36-1-2.
    "Gross retail income" and "person" have the same meanings that are prescribed by IC 6-2.5-1.
As added by Acts 1982, P.L.1, SEC.21.

IC 6-9-18-3
Tax on lodging income
     Sec. 3. (a) The fiscal body of a county may levy a tax on every person engaged in the business of renting
or furnishing, for periods of less than thirty (30) days, any room or rooms, lodgings, or accommodations in
any:
        (1) hotel;
        (2) motel;
        (3) boat motel;
        (4) inn;
        (5) college or university memorial union;
        (6) college or university residence hall or dormitory; or
        (7) tourist cabin;
located in the county.
    (b) The tax does not apply to gross income received in a transaction in which:
        (1) a student rents lodgings in a college or university residence hall while that student participates in a
course of study for which the student receives college credit from a college or university located in the
county; or
        (2) a person rents a room, lodging, or accommodations for a period of thirty (30) days or more.
    (c) The tax may not exceed the rate of five percent (5%) on the gross retail income derived from lodging
income only and is in addition to the state gross retail tax imposed under IC 6-2.5.
    (d) The county fiscal body may adopt an ordinance to require that the tax be reported on forms approved
by the county treasurer and that the tax shall be paid monthly to the county treasurer. If such an ordinance is
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adopted, the tax shall be paid to the county treasurer not

more than twenty (20) days after the end of the month the tax is collected. If such an ordinance is not
adopted, the tax shall be imposed, paid, and collected in exactly the same manner as the state gross retail tax
is imposed, paid, and collected under IC 6-2.5.
    (e) All of the provisions of IC 6-2.5 relating to rights, duties, liabilities, procedures, penalties, definitions,
exemptions, and administration are applicable to the imposition and administration of the tax imposed under
this section except to the extent those provisions are in conflict or inconsistent with the specific provisions
of this chapter or the requirements of the county treasurer. If the tax is paid to the department of state
revenue, the return to be filed for the payment of the tax under this section may be either a separate return
or may be combined with the return filed for the payment of the state gross retail tax as the department of
state revenue may, by rule, determine.
    (f) If the tax is paid to the department of state revenue, the amounts received from the tax imposed under
this section shall be paid monthly by the treasurer of state to the county treasurer upon warrants issued by
the auditor of state.
As added by Acts 1982, P.L.1, SEC.21. Amended by P.L.108-1987, SEC.16; P.L.67-1997, SEC.18.

IC 6-9-18-4
Convention, visitor, and tourism promotion fund
     Sec. 4. (a) If a tax is levied under section 3 of this chapter, the county treasurer shall establish a
convention, visitor, and tourism promotion fund. He shall deposit in this fund all amounts he receives under
that section.
    (b) In a county in which a commission has been established under section 5 of this chapter, the county
auditor shall issue a warrant directing the county treasurer to transfer money from the convention, visitor,
and tourism promotion fund to the commission's treasurer if the commission submits a written request for
the transfer.
    (c) Money in a convention, visitor, and tourism promotion fund, or money transferred from such a fund
under subsection (b), may be expended only to promote and encourage conventions, visitors, and tourism
within the county. Expenditures under this subsection may include, but are not limited to, expenditures for
advertising, promotional activities, trade shows, special events, and recreation.
    (d) If before July 1, 1997, a county issues a bond with a pledge of revenues from the tax imposed under
section 3 of this chapter, the county shall continue to expend money from the fund for that purpose until the
bond is paid.
As added by Acts 1982, P.L.1, SEC.21. Amended by P.L.97-1983, SEC.1; P.L.55-1984, SEC.6; P.L.67-1997,

SEC.19; P.L.46-1998, SEC.7.

IC 6-9-18-5
Commission for promotion of convention, visitor, and tourism industry; creation; membership;
organization

     Sec. 5. (a) If a tax is levied under section 3 of this chapter, the county executive shall create a
commission to promote the development and growth of the convention visitor, and tourism industry in the
county. If two (2) or more adjoining counties desire to establish a joint commission, the counties shall enter
into an agreement under IC 36-1-7.
    (b) The county executive shall determine the number of members, which must be an odd number, to be
appointed to the commission. A simple majority of the members must be:
        (1) engaged in a convention, visitor, or tourism business; or
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        (2) involved in or promoting conventions, visitors, or tourism.
If available and willing to serve, at least two (2) of the members must be engaged in the business of renting
or furnishing rooms, lodging, or accommodations (as described in section 3 of this chapter). Not more than
one (1) member may be affiliated with the same business entity. No more than a simple majority of the
members may be affiliated with the same political party. Each member must reside in the county. The
county executive shall also determine who will make the appointments to the commission, except that the
executive of the largest municipality in the county shall appoint a number of the members of the
commission, which number shall be in the same ratio to the total size of the commission (rounded off to the
nearest whole number) that the population of the largest municipality bears to the total population of the
county.
    (c) This subsection applies to a county in which a tax imposed under this chapter becomes effective after
December 31, 1989. If a municipality other than the largest municipality in the county collects fifty percent
(50%) or more of the tax revenue collected under this chapter during the three (3) month period following
imposition of the tax, the executive of the municipality shall appoint the same number of members to the
commission that the executive of the largest municipality in the county appoints under subsection (b).
    (d) Except as provided in subsection (c), all terms of office of commission members begin on January 1.
Initial appointments must be for staggered terms, with subsequent appointments for two (2) year terms. A
member whose term expires may be reappointed to serve another term. If a vacancy occurs, the appointing
authority shall appoint a qualified person to serve for the remainder of the term. If an initial appointment is
not made by February 1 or a vacancy is not filled within thirty (30) days, the commission shall appoint a
member by majority vote.
    (e) A member of the commission may be removed for cause by his appointing authority.
    (f) Members of the commission may not receive a salary. However, commission members are entitled to
reimbursement for necessary expenses incurred in the performance of their respective duties.
    (g) Each commission member, before entering his duties, shall take an oath of office in the usual form, to
be endorsed upon his certificate of appointment and promptly filed with the clerk of the

circuit court of the county.
    (h) The commission shall meet after January 1 each year for the purpose of organization. It shall elect one
(1) of its members president, another vice president, another secretary, and another treasurer. The members
elected to those offices shall perform the duties pertaining to the offices. The first officers chosen shall serve
from the date of their election until their successors are elected and qualified. A majority of the commission
constitutes a quorum, and the concurrence of a majority of the commission is necessary to authorize any
action.
As added by Acts 1982, P.L.1, SEC.21. Amended by P.L.97-1983, SEC.2; P.L.62-1990, SEC.7; P.L.67-1997,

SEC.20.

IC 6-9-18-6
Powers of commission; expenditures
     Sec. 6. (a) The commission may:
        (1) accept and use gifts, grants, and contributions from any public or private source, under terms and
conditions that the commission considers necessary and desirable;
        (2) sue and be sued;
        (3) enter into contracts and agreements;
        (4) make rules necessary for the conduct of its business and the accomplishment of its purposes;
        (5) receive and approve, alter, or reject requests and proposals for funding by corporations qualified
under subdivision (6);
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        (6) after its approval of a proposal, transfer money, quarterly or less frequently, from the fund
established under section 4(a) of this chapter, or from money transferred from that fund to the commission's
treasurer under section 4(b) of this chapter, to any Indiana not-for-profit corporation to promote and
encourage conventions, visitors, or tourism in the county; and
        (7) require financial or other reports from any corporation that receives funds under this chapter.
    (b) All expenses of the commission shall be paid from the fund established under section 4(a) of this
chapter or from money transferred from that fund to the commission's treasurer under section 4(b) of this
chapter. The commission shall annually prepare a budget, taking into consideration the recommendations
made by a corporation qualified under subsection (a)(6) and submit it to the county fiscal body for its review
and approval. An expenditure may not be made under this chapter unless it is in accordance with an
appropriation made by the county fiscal body in the manner provided by law.
As added by Acts 1982, P.L.1, SEC.21. Amended by P.L.55-1984, SEC.7; P.L.67-1997, SEC.21.

IC 6-9-18-7
Disposition of funds; audit
     Sec. 7. All money coming into possession of the commission shall be deposited, held, secured, invested,
and paid in accordance with

statutes relating to the handling of public funds. The handling and expenditure of money coming into
possession of the commission is subject to audit and supervision by the state board of accounts.
As added by Acts 1982, P.L.1, SEC.21.

IC 6-9-18-8
Unauthorized transfer or use of funds; offenses
     Sec. 8. (a) A member of the commission who knowingly:
        (1) approves the transfer of money to any person or corporation not qualified under law for that
transfer; or
        (2) approves a transfer for a purpose not permitted under law;
commits a Class D felony.
    (b) A person who receives a transfer of money under this chapter and knowingly uses that money for any
purpose not permitted under this chapter commits a Class D felony.
As added by Acts 1982, P.L.1, SEC.21.
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SAMPLE BUDGET 
 
Based on revenue projections of Smith Travel Research and expenditure comparison of other 
Central Indiana Convention and Visitors Bureaus. 



DRAFT Start-Up Johnson County CVB Budget

INCOME

Innkeepers Tax 676,500.00$       1353 rooms in JC x $500/rm/yr tax colletion @ 5% - very conservative.  Suggested figure $750/rm/yr

Partner In-Kind Trade 7,300.00$           Free stuff taken in (hotels, golf, meals) that  has to be books as revenue & expense

Estimate $500 per Room in Collections

Total Revenue 683,800.00$      

EXPENSES

Marketing 405,310.00$        60%

Creative Contract 40,000.00$         Agency Advisor (i.e. Propeller Marketing specializing in Travel/Tourism) 

Advertising 190,000.00$       Paid media & 15% commission back to Agency. Magazine print, TV/Radio, Web per click

Web Development 36,710.00$         

Digital Marketing Intelligence $40,000 Sophisticated internet marketing coordinated with website (i.e. Simple View specializing in destination marketing)

Photography 7,300.00$           

Exhibition/City Displays 11,000.00$         

Print (Collateral):

Travel Guide 11,000.00$         

Niche Market Pieces 7,300.00$           

Map 3,600.00$           

Sports 7,300.00$           Sport related print material, Bid pkgs for large event attraction, Grants to sport orgs to mkt their events

Sales Memberships 11,000.00$         Memberships to attend sales shows - learn opportunity to mkt community on larger scale

Seasonal Guides 14,600.00$         

Sales Related Travel 14,600.00$         

Partner In-Kind Trade use 7,300.00$           Free stuff taken in (hotels, golf, meals) that  has to be books as revenue & expense

Promotional 3,600.00$           Swag, familiarization tours for media, national tourism week promo - raise awareness

Operations 74,415.00$          11%

Rent

1500 square feet @ $18 27,000.00$         

Utilities 4,100.00$           



Insurance (D&O, General) 3,700.00$           

Vehicle Lease/Maintenace 4,100.00$           

Gasoline 1,000.00$           

Postage 4,500.00$           

Furnishings (Year 1) 16,515.00$         

3 Offices, 1 Small Meeting Area 

Mailing Supplies 750.00$              

Office iPhone 200.00$              

Office Cell Service 1,000.00$           

Copier Lease (printer, scanner, fax) 3,000.00$           
Internet Access 750.00$              

Copier/Fax Single Line 350.00$              

Branded E-Mail 350.00$              

Web Site Related (Hosting, etc.) 350.00$              

Office Contingency 6,750.00$           

Salaries & Related Costs 162,950.00$        24%

1 FTE Director 65,000.00$         

1 FTE Visitor Services/Operations 40,000.00$         

Communications Coordinator(s) Collaboration with Franklin College for internship positions

Health Care Reimbursement 30,000.00$         

Employer Taxes 18,000.00$         

Other Insurance (e.g. Life, Workmen's) 1,500.00$           

Employee Benefits Other 1,500.00$           

Contract Labor - Blog, etc… 6,950.00$           

Community Development (Grants) 33,825.00$         33,825.00$          5%

Total Expenses 683,800.00$        



Innkeepers Tax Draft Deposit Sculpt Based on $676,500 in Tax Collections

Month of Deposit % of Total Amount

January 5% $33,825

November Receipts

February 5% $33,825

December Receipts

March 5% $33,825

January Receipts

April 5% $33,825

February Receipts

May 6% $40,590

March Receipts

June 5% $33,825

April Receipts

July 10% $67,650

May Receipts

August 11% $74,415

June Receipts

September 12% $81,180

July Receipts

October 12% $81,180

August Receipts

November 12% $81,180

September Receipts

December 12% $81,180

October Receipts

100% $676,500

Assumes:

Treasurer collections by the 20th of the month for the previous month,

and remits with checks cut at the first of the month.



Draft Tourism Budget Expenses Sculpt

Total JAN FEB MAR APR MAY JUNE JULY AUG SEPT OCT NOV DEC

INCOME Jan Taxes Feb Taxes Mar Taxes Apr Taxes May Taxes Jun Taxes Jul Taxes Aug Taxes Sep Taxes Oct Taxes

Innkeepers Tax 676,500.00$                

Partner In-Kind Trade 7,300.00$                    

Total Revenue 683,800.00$                $33,825 $33,825 $40,590 $33,825 $67,650 $74,415 $81,180 $81,180 $81,180 $81,180

EXPENSES

Marketing

Creative Contract 40,000.00$                  ($10,000) ($3,750) ($3,750) ($3,750) ($3,750) ($3,750) ($3,750) ($3,750) ($3,750)

Advertising 190,000.00$                ($50,000) ($25,000) ($25,000)

Web Development 36,710.00$                  ($12,000) ($12,000) ($10,000) ($2,710)

Digital Marketing Intelligence 40,000.00$                  

Photography 7,300.00$                    ($2,400) ($2,400) ($2,500)

Exhibition/City Displays 11,000.00$                  ($11,000)

Print (Collateral):

Travel Guide 11,000.00$                  ($11,000)

Niche Market Pieces 7,300.00$                    ($3,650) ($3,650)

Map 3,600.00$                    

Sports 7,300.00$                    ($7,300)

Memberships 11,000.00$                  ($11,000)

Seasonal Guides 14,600.00$                  ($4,860) ($4,860)

Sales Related Travel 14,600.00$                  

Partner In-Kind Trade use 7,300.00$                    ($1,460) ($1,460) ($1,460) ($1,460) ($1,460)

Promotional 3,600.00$                    ($1,200) ($1,200)

405,310.00$                

Operations

Rent

1500 square feet @ $18 27,000.00$                  ($2,250) ($2,250) ($2,250) ($2,250) ($2,250) ($2,250) ($2,250) ($2,250) ($2,250)

Utilities 4,100.00$                    ($342) ($342) ($342) ($342) ($342) ($342) ($342) ($342) ($342)



Insurance (D&O, General) 3,700.00$                    

Vehicle Lease/Maintenace 4,100.00$                    ($342) ($342) ($342) ($342) ($342) ($342) ($342)

Gasoline 1,000.00$                    ($84) ($84) ($84) ($84) ($84) ($84) ($84)

Postage 4,500.00$                    ($25) ($25) ($100) ($200) ($200) ($200) ($300) ($300) ($100)

Furnishings (Year 1) 16,515.00$                  ($16,515)

3 Offices, 1 Small Meeting Area 

Mailing Supplies 750.00$                       ($50) ($50) ($400)

Office iPhone 200.00$                       ($200)

Office Cell Service 1,000.00$                    ($84) ($84) ($84) ($84) ($84) ($84) ($84) ($84) ($84)

Copier Lease (printer, scanner, fax) 3,000.00$                    ($250) ($250) ($250) ($250) ($250) ($250) ($250) ($250) ($250)

Internet Access 750.00$                       ($63) ($63) ($63) ($63) ($63) ($63) ($63) ($63) ($63)

Copier/Fax Single Line 350.00$                       ($29) ($29) ($29) ($29) ($29) ($29) ($29) ($29) ($29)

Branded E-Mail 350.00$                       ($29) ($29) ($29) ($29) ($29) ($29) ($29) ($29) ($29)

Web Site Related (Hosting, etc.) 350.00$                       ($29) ($29) ($29) ($29) ($29) ($29) ($29) ($29) ($29)

Office Contingency 6,750.00$                    ($6,750)

74,415.00$                  

Salaries & Related Costs

1 FTE Director 65,000.00$                  ($5,416) ($5,416) ($5,416) ($5,416) ($5,416) ($5,416) ($5,416) ($5,416) ($5,416)

1 FTE Visitor Services/Operations 40,000.00$                  ($3,334) ($3,334) ($3,334) ($3,334) ($3,334) ($3,334) ($3,334) ($3,334)

Health Care Reimbursement 30,000.00$                  ($2,500) ($2,500) ($2,500) ($2,500) ($2,500) ($2,500) ($2,500) ($2,500) ($2,500)

Employer Taxes 18,000.00$                  ($1,500) ($1,500) ($1,500) ($1,500) ($1,500) ($1,500) ($1,500) ($1,500) ($1,500)

Other Insurance (e.g. Life, Workmen's) 1,500.00$                    ($125) ($125) ($125) ($125) ($125) ($125) ($125) ($125) ($125)

Employee Benefits Other 1,500.00$                    ($125) ($125) ($125) ($125) ($125) ($125) ($125) ($125) ($125)

Contract Labor 6,950.00$                    ($579) ($579) ($579) ($579) ($579) ($579) ($579) ($579)

162,950.00$                

Communty Develop/Grants $33,825

683,800.00$                

Note: This table projects a full year, but unlikely all can be done in first year. This is reflected in the actual spend, with cash carryover for Year 2.



Timeline Suggestion

13-Dec Pass Ordinance

Notification to hotels to Change Software 1/1/14 -- send registered letter and call

Meet with hotels to explain the vision

Form search committee, establish plan

14-Jan Begin human talent search

Begin office search

Establish tourism commission/board structure

14-Feb Continue search, hopefully make offer

Stakeholder meetings, updates, input session

14-Mar CEO starts, begins setting up office

Office contracted

Support staff search begins



Tab 2 - Data by Measure
State (Physical): Sample

Job Number: 351087_SINIM     Staff: AB     Created: April 08, 2011

Occupancy (%)
January February March April May June July August September October November December Total Year Feb YTD

2005 54.7 62.0 66.7 66.5 62.8 67.4 69.0 64.3 74.0 72.7 63.9 52.6 64.7 58.2

2006 56.6 64.7 68.2 66.1 63.5 69.9 66.7 61.5 58.9 61.7 56.4 47.2 61.7 60.5

2007 53.1 61.9 66.5 64.1 62.5 68.2 65.2 62.0 58.5 61.9 54.7 45.7 60.3 57.3

2008 50.8 59.2 62.1 62.2 57.9 63.5 63.3 56.9 55.7 56.6 48.3 41.3 56.4 54.8

2009 43.3 53.1 54.4 55.3 51.5 57.8 56.2 49.0 47.0 51.2 45.3 41.0 50.4 47.9

2010 44.3 53.7 56.1 56.4 57.2 63.4 62.4 55.2 54.4 56.8 49.3 42.8 54.4 48.8

2011 45.0 54.6 49.6

Avg 49.3 58.1 62.0 61.5 59.0 64.8 63.6 57.8 57.6 59.8 52.6 44.8 57.7 53.5

ADR ($)
January February March April May June July August September October November December Total Year Feb YTD

2005 59.22 60.84 61.94 65.03 63.77 64.73 65.76 64.14 67.70 68.25 65.40 63.06 64.35 60.04

2006 64.37 67.12 67.30 69.68 68.46 69.52 69.36 67.96 68.06 72.57 67.78 64.53 68.19 65.77

2007 67.88 70.55 71.06 74.64 72.65 74.02 75.18 73.31 73.17 77.35 72.57 68.75 72.78 69.25

2008 72.38 72.88 74.34 78.08 75.63 77.95 80.07 78.80 78.24 78.60 72.72 69.11 76.04 72.64

2009 70.50 72.27 72.01 74.46 72.18 73.99 73.24 71.71 71.42 74.21 69.52 64.63 71.88 71.43

2010 66.39 68.43 68.92 72.38 71.61 72.91 72.69 71.62 72.30 75.22 70.90 65.50 71.00 67.46

2011 68.53 69.08 68.81

Avg 66.98 68.75 69.24 72.39 70.74 72.23 72.74 71.24 71.72 74.25 69.72 65.87 70.66 67.90

RevPAR ($)
January February March April May June July August September October November December Total Year Feb YTD

2005 32.41 37.73 41.34 43.27 40.06 43.61 45.38 41.24 50.11 49.60 41.77 33.15 41.65 34.94

2006 36.46 43.44 45.89 46.03 43.44 48.58 46.28 41.80 40.06 44.76 38.22 30.46 42.08 39.78

2007 36.05 43.68 47.23 47.85 45.41 50.47 49.05 45.45 42.80 47.90 39.71 31.40 43.89 39.67

2008 36.75 43.12 46.16 48.59 43.80 49.47 50.66 44.86 43.57 44.53 35.12 28.52 42.89 39.79

2009 30.51 38.34 39.18 41.15 37.19 42.76 41.18 35.14 33.57 38.01 31.47 26.48 36.19 34.24

2010 29.43 36.71 38.68 40.82 40.94 46.22 45.37 39.57 39.35 42.75 34.98 28.07 38.59 32.89

2011 30.82 37.71 34.10

Avg 33.04 39.96 42.92 44.49 41.72 46.79 46.24 41.20 41.30 44.37 36.65 29.53 40.74 36.33

Supply
January February March April May June July August September October November December Total Year Feb YTD

2005 1,819,948 1,648,108 1,828,008 1,768,260 1,833,960 1,779,840 1,844,190 1,853,521 1,769,700 1,834,766 1,767,000 1,830,054 21,577,355 3,468,056

2006 1,832,813 1,657,992 1,842,857 1,806,090 1,864,805 1,803,510 1,866,014 1,870,354 1,811,490 1,885,451 1,828,170 1,898,378 21,967,924 3,490,805

2007 1,898,378 1,715,588 1,904,547 1,849,740 1,925,658 1,868,490 1,934,927 1,941,065 1,877,940 1,948,350 1,889,940 1,956,937 22,711,560 3,613,966

2008 1,959,665 1,790,208 1,987,906 1,943,310 2,015,186 1,952,790 2,032,980 2,038,436 1,974,720 2,048,294 1,990,860 2,071,947 23,806,302 3,749,873

2009 2,085,091 1,893,444 2,098,824 2,055,570 2,144,394 2,091,150 2,172,108 2,183,702 2,120,850 2,193,157 2,131,890 2,200,845 25,371,025 3,978,535

2010 2,195,017 1,989,764 2,216,128 2,159,370 2,231,566 2,166,900 2,245,733 2,238,138 2,169,090 2,231,194 2,156,820 2,231,194 26,230,914 4,184,781

2011 2,230,946 2,022,692 4,253,638

Avg 2,003,123 1,816,828 1,979,712 1,930,390 2,002,595 1,943,780 2,015,992 2,020,869 1,953,965 2,023,535 1,960,780 2,031,559 23,610,847 3,819,951

Demand
January February March April May June July August September October November December Total Year Feb YTD

2005 996,004 1,021,913 1,220,147 1,176,673 1,152,184 1,199,263 1,272,583 1,191,787 1,309,822 1,333,375 1,128,599 962,158 13,964,508 2,017,917

2006 1,038,061 1,073,220 1,256,522 1,193,110 1,183,272 1,260,311 1,245,006 1,150,444 1,066,329 1,163,086 1,030,915 895,999 13,556,275 2,111,281

2007 1,008,025 1,062,200 1,265,803 1,185,811 1,203,601 1,274,113 1,262,451 1,203,257 1,098,526 1,206,524 1,034,202 893,854 13,698,367 2,070,225

2008 994,816 1,059,062 1,234,357 1,209,329 1,167,060 1,239,268 1,286,131 1,160,446 1,099,537 1,160,292 961,474 855,062 13,426,834 2,053,878

2009 902,308 1,004,550 1,141,784 1,135,862 1,104,753 1,208,523 1,221,207 1,070,145 996,793 1,123,409 965,232 901,535 12,776,101 1,906,858

2010 972,918 1,067,579 1,243,800 1,217,831 1,275,868 1,373,681 1,401,649 1,236,560 1,180,400 1,268,000 1,063,993 956,018 14,258,297 2,040,497

2011 1,003,537 1,104,277 2,107,814

Avg 987,953 1,056,114 1,227,069 1,186,436 1,181,123 1,259,193 1,281,505 1,168,773 1,125,235 1,209,114 1,030,736 910,771 13,613,397 2,044,067

Revenue ($)
January February March April May June July August September October November December Total Year Feb YTD

2005 58,984,540 62,175,063 75,572,086 76,518,407 73,470,956 77,622,428 83,684,017 76,440,414 88,676,733 90,998,619 73,811,700 60,671,253 898,626,216 121,159,603

2006 66,819,176 72,029,433 84,563,850 83,138,961 81,010,057 87,611,441 86,353,744 78,187,327 72,576,306 84,401,036 69,870,972 57,820,549 924,382,852 138,848,609

2007 68,428,812 74,939,497 89,945,508 88,512,619 87,443,182 94,310,530 94,910,899 88,214,629 80,377,851 93,323,941 75,049,269 61,451,132 996,907,869 143,368,309

2008 72,008,956 77,186,509 91,767,354 94,428,339 88,262,462 96,604,908 102,981,885 91,448,570 86,029,438 91,204,202 69,919,467 59,096,904 1,020,938,994 149,195,465

2009 63,609,205 72,598,892 82,222,897 84,581,594 79,746,553 89,423,400 89,446,338 76,743,696 71,189,768 83,370,392 67,099,558 58,270,099 918,302,392 136,208,097

2010 64,594,673 73,051,713 85,719,557 88,149,404 91,366,195 100,156,394 101,889,594 88,559,979 85,348,431 95,376,201 75,435,982 62,620,353 1,012,268,476 137,646,386

2011 68,767,716 76,279,728 145,047,444



Avg 66,173,297 72,608,691 84,965,209 85,888,221 83,549,901 90,954,850 93,211,080 83,265,769 80,699,755 89,779,065 71,864,491 59,988,382 961,904,467 138,781,988

STR’s Trend Report is a publication of STR and is intended solely for use by paid subscribers.  Reproduction or distribution of the Trend Report, in whole or part, without written permission of STR is prohibited and subject to legal action.  Site licenses are available. 
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JOHNSON COUNTY 
TOURISM ASSETS 
 



 

Kelsay Dairy Farm 
Appleworks  + 2 other orchards/farms 
Whiteland Raceway Park 
Franklin Memorial Swimming Pool 
Rascal’s Fun Zone 
Bouncertown 
Oaken Barrel Winery 
Mallow Run Winery 
Vino Villa 

Johnson County Museum of History 
Camp Atterbury Museum 
POW Chapel 
Veteran’s Memorial 
Historic Artcraft Theatre 
Franklin Cultural Arts and Recreational Center 
Planetary Brewing Co. 
Southern Bowl 
Franklin Farmers Market 

 

Southside Art League 
Art along Polk Trail 
Madison Village-crafts, antiques, arts 
Johnson County Fairgrounds -  County Fair, Art & Vintage Market  
 

Blues Canoes Livery 
Camp Atterbury Fish and Wildlife Area 
Johnson County Park Campgrounds 
Johnson County  Park Wildflower Prairie 
Blue Heron Wetlands 
Greenwood Farmers Market 
Franklin Farmers Market 
 

Bluff Creek GC 
Smock Golf Course 
Cypress GC 
Deer Valley GC 
Hickory Stick GC 
Hillview Country Club 
IGA/PGA Hall of Fame 

Indian Springs GC 
Legends of Indiana GC 
Orchard Golf Center 
Otte Golf Center 
Royal Oak Country Club 
Valle Vista GC 
Walnut Ridge GC 

 

Greenwood Park Mall 
Greenwood Old Town-Madison Village 
State Road 135 Corridor 
Historic Downtown Franklin 
Historic Downtown Edinburgh 
14 antique shops 
14 specialty shops  
 

16 hotels in Franklin and Greenwood 
5 Bed and Breakfast Inns 
 

More than 100 sit down eateries (not including fast food restaurants) 



GREENWOOD 
Greenwood Amphitheater 
Taste of the Southside 
Freedom Festival 
Greenwood Parks Summer Concert Series 
                   

 
WAMM Fest 
Halloween Costume Party 
Greenwood Community Band 
 
 

FRANKLIN 
Franklin Multicultural Festival 
Franklin Fall Festival 
Costume Swap 
Pumpkins in the Park 
Trick Your Trunk 
Woodcarving Magic Show and Sale 
Christmas Open House
 

 
Christmas Open House 
Breakfast with Santa 
Kickapoo Kids Camp 
Annual Festival at Masonic Home 
Rhoades Hog Roast 

EDINBURGH 
Fall Festival 
Halloween Festival 
Easter Egg Hunt 
Firecracker Festival 

July 4 fireworks 
Lions Club Fall Festival 
Fall Festival Parade 
Holiday of Lights 

Farmers Market 
Flea Market 
 

Valle Vista 
Winchester Place 
Beeson Hall 
Dyes’s Walk 
Artcraft Theater 
 

Greenwood Executive Airport  
Franklin Airport (skydiving services) 
 



JOHNSON COUNTY 
Independence Park 
Johnson County Park and Hoosier Horse Park 
Johnson County Park Facilities at Camp Atterbury 
Laura Hare Preserve Blossom Hollow  
 
BARGERSVILLE 
Town Park, Bargersville 
Beulah Witt Park, Bargersville 
 
EDINBURGH 
Aquatic Center 
Irwin Park 
Prosser Park 

Sports Complex 
Water Tower Park 

 
FRANKLIN 
Blue Heron Park and Wetland 
Branigin Woods Park 
Community Park 
Cultural Arts and Recreation Center 
Depot Park 
Franklin Memorial Swimming Pool 
Jack and Elisinore Morgan Park 

Palmer Park and Community Center 
Payne Park 
Province Park 
Robert C. Schmidt Memorial Park 
Scott Park 
Temple Park 
Wonder Five Center 

 
GREENWOOD 
Craig Park 
Westside Park 
Northeast Park 
Northwest Park 
Northwest Park Annex 
Summerfield Park 
Old City Park 
Pool Park 
Woodman Park 
Surina Square Park/Community Center 
University Park 

Trails Park 
Children’s Garden Park 
Freedom Park 
Whiteland/New Whiteland 
Country Gate Park 
East Park 
Tot Park 
Tracy Commons Park 
West Park 
Proctor Memorial Park 
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InTroducTIon
Public investment in tourism-related economic development 

and promotion has a long pedigree, dating at least to the 18th 
Century trips to Bath, England.  In recent years, a trend towards 
targeted expenditure of tourism-related taxes has taken place.  
In at least 47 U.S. states, this results in the direction of all or part 
of hotel and motel taxes towards promotion and advertising 
of regional tourism.   Not surprisingly, evaluating the efficacy 
of these expenditures has become and important question for 
policymakers.  The nexus of this question is the role tourism-
related taxes and expenditures play in dissuading or promoting 
tourism-related commerce in a region.  Informing this analysis 
is an understanding of the size of tourism-related commerce, 
and its forward and backward linkages in the state’s economy. 

This paper specifically addresses the role Indiana’s hotel and 
motel taxes, and expenditures on tourism-related promotion 
and advertising play on tourism-related commercial economic 
activity in the region.  We also attempt to explain the role trade 
linkages play in cementing tourism-related expenditure in 
the regions’ economy.  To accomplish these tasks we exploit a 
unique data series on tourism-related expenditures at the county 
level, and match this to the innkeeper’s tax in each of Indiana’s 
92 counties.  We employ an instrumental variable approach 
to correct for the endogenous nature of tourism taxation and 
expenditures.  That, along with the presence of significant diver-
gence of hotel motel tax revenue offers a robust analysis at very 
detailed industry levels.  

We begin by explaining the backward and forward linkages 
of the tourism trade in Indiana, focusing on the hotel and motel 
sectors of the economy.  We then review academic studies of 
the innkeeper’s tax and follow this by a discussion of the data 
and our model.  We then present results and extensions of our 
findings to a more detailed picture of tourism in Indiana.  This is 
followed by conclusions and policy recommendations.

forWard and backWard lInkaGes 
In IndIana’s hoTel IndusTry 

The hotel industry in Indiana consists of two disaggregated 
economic sectors.  The first includes larger facilities such as 
traditional hotels and motels and includes casino hotels.  The 
second includes other accommodations such as bed & breakfast 
inns, RV parks and recreational camps, rooming and boarding 
houses.  The industry in Indiana produces over $1.4 billion in 
revenue with a value added of over $830 million annually.  Fig-
ure 1 (and Appendix 1) displays data on the industry, for each 
county, including the amount of revenue, the share consumed 
by residents of the county, employment and value added as well 
as their own county share.

The size of the industry is an important gauge of its regional 
contribution.  However, economists have long reported industry 
‘multipliers’ as a measure an industry’s overall contribution to 
a regions economy through the flow of revenues locally.  Table 
2 displays a comprehensive multiplier table for this industry in 
Indiana. 

Understanding the multiplier effect is quite simple. An 
output multiplier of an industry is the sum of direct, indirect, 
and induced effects of that industry.  A one dollar increase in de-
mand on output (goods and services) of an industry is consid-
ered the “Direct Effects.”  A portion of that one dollar increase in 
output is used by the industry to create a new round of demand 
for output from other industries.  This new round of demand is 

“ The [hotel] industry in Indiana 
produces over $1.4 billion in 
revenue with a value-added of 
over $830 million annually.”
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termed the “Indirect Effects.”  Finally, the combined direct and 
indirect effects of that one dollar increase in the new demand 
also results in increases household incomes.  As a result, spend-
ing by households on goods and services also increases due to 
increases in production.  This household spending increase is 
known as the “Induced Effects.” The same definition applies to 
the employment and value-added multipliers.  Multipliers are 
then used to describe the “total” effect of a dollar spent on an 
activity within a region.  This is also a method of appreciating 
the size and scope of backward linkages of this industry within 
a region. 

Another way of examining the structure of an industry 
within a region is to estimate the amount of local goods and 
services that are consumed by an industry in the normal course 
of production.  Table 3 reports the amount of selected Hoosier 
commodities consumed by the hotel industry in the most recent 
year for which data is available (2006).  In that year, roughly 
$1.412 billion in total revenues were spent on the hotel industry 
in the state.  This table reports selected industries and focuses on 
the dollar amount purchased by the hotel industry from Hoosier 
businesses, and their share of total expenses.  We also compare 
the import share (and by imports we mean non-Indiana firms). 

Table 4 reports the total payment to, and share of revenues 
by major input class.  For example, of the $1.4 billion spent on 
hotels in Indiana, roughly $431 million went to employee com-
pensation, which totaled over 30.5 percent of the expenditures.  
Income to owners amounted to just 2.78 percent, while property 
income (rents, for example) totaled 17.3 percent and total taxes 
comprised 8.3 percent.  Note that the total payment to these fac-
tors of production were just 59.05 percent of total revenues.  The 
remaining 40.1 percent are essentially ‘pass through expendi-
tures’ on such things as bedding, food, furniture, electricity and 
construction materials. 

Table 5 accounts for the expenditures of the industry where 
hotels were consumed as an input to another industry and in 
final demand.  This is a full accounting of expenditures on the 
industry to include some geographic data on the location of 
expenditures.  Some elements of this table require additional ex-
planation.  While much is self explanatory, such as sales of hotel 
services to the Federal government, domestic export and foreign 
export of hotel services is badly measured in these data and does 
not reflect the origin of visitors, but rather the origin of some of 
the industries contracting for hotel services. 

Finally, a flowchart of an industry’s inputs and outputs from 
an input-output table could help us understand more about the 
structure of that industry. The industry structure at the county 
level could be similar or different from that of the state and the 
nation. Information of inputs from the flowchart helps to review 
the range of opportunities to supplant imported inputs, which 
can provide a region with highly-targeted economic develop-
ment opportunities. Flowchart 1 illustrates the inputs used for 
the services production of hotel industry in Indiana, and the 
services outputs that it made in 2006. The source of data is from 
IMPLAN’s sector 479: Hotels and motels, including casino 
hotels, and sector 480: Other accommodations such as bed & 

breakfast inns, RV parks and recreational camps, rooming and 
boarding houses. 

Flowchart 1 illustrates that the total industry output of the 
hotel industry in Indiana in 2006 was $1.413 billion. The indus-
try employed 22,406 people (full-time and part-time) in 2006. 
Out of $1.413 billion in the hotel industry’s output, $578.6 mil-
lion was used to buy inputs for their operations, i.e. intermediate 
inputs or commodity demands. The remaining $834.3 million 

Table 2: IndIana HoTel SecTorS’ MulTIplIerS

Hotels and Motels, Including 
Casino Hotels

Other Accommodations

Type SAM Multipliers* Ranked* Ranked*

output multiplier 1.657 216 1.834 48

employment multiplier 1.351 425 1.570 385

Total value-added 
multiplier

1.582 392 2.309 98

labor Income multiplier 1.570 351 2.264 81

other property Type 
Income multiplier

1.717 296 2.300 199

Indirect business Taxes 
multiplier

1.364 428 2.652 380

* The sam matrix, or social accounting matrix, includes all types of expenditures within a 
region’s economy.  It is the most frequently reported multiplier type.

FIgure 1: Top Ten counTIeS For HoTel InduSTry 
ouTpuT, eMployMenT and value-added*

* data for all 92 counties in Indiana and totals for Indiana and the us are listed in appendix 1.

Top value-added

Top employment

Top output

ALLEN

ST. JOSEPH
ELKHART

LAKE

TIPPECANOE

HAMILTON

MARION

MONROE

ORANGE

HARRISON

CLARK

VANDERBURGH
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went to labor and capital costs and indirect business taxes, i.e. 
the industry’s value added which breaks down into employee 
compensation, proprietary income, property income, and indi-
rect business taxes. The detailed figures are presented in the left 
side of the flow chart. As much as $229.5 million or 40 percent 

of Indiana’s hotel industry’s gross inputs in 2006 were purchased 
out of the state (domestic and foreign imports). The industry 
spent $349.1 million buying their inputs locally in 2006. This 
reflects the very high import dependency of the hotel industry 
in Indiana. 

Table 3: InpuT and ouTpuT SHareS oF IndIana HoTel InduSTry, 2006

 Intermediate Inputs
Indiana Inputs

($ Million)
Coefficient (Share)

(%)
Imported Inputs

($ Million)
Coefficient (Share)

(%)

1-10 crop production            0.00           0.00         0.02           0.00 

11-13 animal production            0.00           0.00         0.00           0.00 

14-18
forestry, logging, fishing, hunting, Trapping, and support 
activities for agriculture and forestry 

–     – – –  

19-29 mining            0.01           0.00          0.00           0.00 

30-32 utilities          28.59           2.02          6.74           0.48 

33-45 construction          22.67           1.60                -   

46-91 food, beverage and Tobacco product manufacturing            1.20           0.09          0.94           0.07 

92-111 Textile, apparel, leather and allied product manufacturing            2.53           0.18          3.80           0.27 

112-123 Wood product manufacturing            3.38           0.24          2.35           0.17 

124-135 paper manufacturing            0.11           0.01          3.51           0.25 

136-141 printing and related support activities            2.19           0.15          1.97           0.14 

142-146 petroleum and coal products manufacturing            2.47           0.17          0.14           0.01 

147-171 chemical manufacturing            4.24           0.30          2.68           0.19 

172-181 plastics and rubber products manufacturing            8.86           0.63          1.89           0.13 

182-202 nonmetallic mineral product manufacturing            1.54           0.11          3.98           0.28 

203-223 primary metal manufacturing            0.09           0.01          0.31           0.02 

224-256 fabricated metal product manufacturing            0.94           0.07          5.86           0.41 

257-301 machinery manufacturing            0.07           0.00          1.10           0.08 

302-324 computer and electronic product manufacturing            0.41           0.03          0.85           0.06 

325-343
electrical equipment, appliance, and component 
manufacturing

           0.25           0.02          1.87           0.13 

344-361 Transportation equipment manufacturing            0.26           0.02          1.49           0.11 

362-373 furniture and related product manufacturing            1.14           0.08          0.27           0.02 

374-389 miscellaneous manufacturing            0.48           0.03          2.24           0.16 

390 Wholesale Trade            6.53           0.46          3.09           0.22 

391-400 Transportation and Warehousing          15.57           1.10          8.64           0.61 

401-412 retail Trade            8.49           0.60          1.05           0.07 

413-424 Information          19.30           1.37       29.16           2.06 

425-430 finance and Insurance          19.66           1.39       17.33           1.23 

431-436 real estate and rental and leasing          58.54           4.14       30.63           2.17 

437-450 Professional, Scientific, and Technical Services          32.21           2.28      33.76           2.39 

451 management of companies and enterprises          17.52           1.24       16.51           1.17 

452-460
administrative and support and Waste management and 
remediation services

         47.53           3.36       33.82           2.39 

461-463 educational services            0.28           0.02         0.09           0.01 

464-470 health care and social assistance                 -                  -                  -                  -   

471-478 arts, entertainment, and recreation            1.36           0.10         1.23           0.09 

479-480 accommodation            2.31           0.16         3.37           0.24 

481 food services and drinking places            4.80           0.34         0.62           0.04 

482-494 other services (except public administration)          14.52           1.03         3.88           0.27 

495-499, 503-506 public administration          16.43           1.16         4.26           0.30 

500-502, 507-509 others

Total       346.49         24.52     229.46         16.24 
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Where the output or services of the hotel industry from 
Indiana went in 2006 is shown on the right side of the flow 
chart. $691.3 million of the output or services from the hotel 
industry went to other industries in Indiana as intermediate 
inputs, i.e. industries that buy a lot of accommodation services. 
The remaining $721.6 million was consumed by what is called 
final demand, which is comprised of households, the govern-
ments, inventory and investment, domestic exports, and foreign 
exports. Out of $721.6 million of the final demand on the hotel 
industry’s output or services, households in Indiana’s demand is 
estimated at $598 million. $80 million of Indiana hotel services 
was bought by the state and local governments. $1.5 million 
went to the hotel industry’s capital formation. $41.3 million of 
hotel services was bought by households or businesses in other 
states in the United States. Only $0.02 million of hotel services 
in Indiana was bought by foreigners. Note that the inputs on the 
left side must balance with the output on the right side.

Clearly the size and scope of the hotel industry in Indiana 
warrants additional consideration and study.  We next turn our 
attention to the impact of taxes and tourism promotion on the 
industry in the state. 

sTudIes of hoTel/moTel Taxes 
and TourIsm promoTIon

This study is the first to combine tourism promotion (ex-
penditures) to the tax revenue collections and rate as part of a 
joint analysis of tourism-related economic activity.  However, 
a number of studies have examined parts of the issue.  Before 
discussing, that, it is important to outline literature we will not 
review.  There is an abundance of non-econometric studies of 
convention and visitor bureaus.  Many of these studies employ 
visitation data as either an part of an input-output model (e.g 
IMPLAN, or RIMS II) to assess economic impact, or calculate 
a rate of return on CVB expenditures.  These studies are very 
useful in explaining the local consequences of tourism.  They 
are also a far more extensive effort to evaluate the use of public 
investments (e.g. expenditures on CVBs) than is common in 
the public sector. Nevertheless, none of these studies that we 
have observed attempt to measure causation as we shall.  For 
that reason we leave a number of studies of CVBs and tourism 
unreviewed.

Perhaps the most common issue in the scholarly literature 
are assessments of the responsiveness of tourism to hotel taxes.  
This literature has enjoyed near unanimity in finding a small 
influence of hotel taxes on tourism.  Combs and Elledge [1979] 
employed a multi equation modeling approach to test consumer 
expenditures on tourism-related activities.  They tested this 
model on data from 1972 and 1973 in the United States.  Their 
study examined income groups, and found that demand for 
hotel occupancy was nearly inelastic, so taxes were fully passed 
on to the consumer.  This study also noted the potential for 
border problem when tax rates on occupancy differed across 
jurisdictions. 

Fujii, Haled and Mak [1992] examined the tax exporting hy-
pothesis of hotel taxes.  Examining data on Hawaii in the 1980s 

Table 4: FacTor beneFITS and regIonal SHareS

Factor Inputs Indiana Inputs Coefficient (Share)

employee compensation 431.93 30.57

proprietary Income 39.27 2.78

other property Income 244.84 17.33

Indirect business Taxes 118.21 8.37

Total 834.25 59.05

Table 5: aggregaTe InTerMedIaTe InpuTS 
oF THe HoTel InduSTry

Outputs Indiana Inputs Coefficient (Share)

sales to state hotel Industry Itself 2.31 0.16

Intermediate Input sales to other sectors in 
state

688.96 48.76

sales to state households 598.02 42.33

sales to federal Government 0.70 0.005

sales to sate and local Governments 80.08 5.67

capital 1.48 0.10

Inventory – –

domestic export (sales to customers from 
other states in the us)

41.27 2.92

foreign export (sales to customers from 
outside the us)

0.02 0.00

Total 1,412.83 100.00
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they found that most of the taxes (more than 2/3) was exported, 
so that the incidence fell primarily on out of state visitors.  They 
did find a modest negative impact on tourism expenditure 
due to taxes, and followed this with an explicit policy recom-
mendation for ‘ear-marking’ a part of the proceeds for tourism 
promotion.  Bonham, Fujii and Mak [1992] test the impact of a 
new hotel tax on hotel revenues using an empirical model which 
captures the incremental, effect of the imposition of a tax on ho-
tel revenues when correcting for other tourism-related features.  
They found no meaningful reduction in hotel revenues attribut-
able to hotel taxes in Hawaii during the 1980s.  Bonham and 
Ganges [1996] perform a similar test in Hawaii using cointega-
tion equation.  They found no statistically meaningful impact of 
hotel taxes on hotel room revenues.1  These studies represent all 
the recent analysis of hotel taxes, and enjoy a common finding, 

that the elasticity of tourism revenues to hotel taxes is essentially 
inelastic within the observed range.

A number of marketing studies of tourism have been 
performed.   The sole study that effectively measures CVB 
performance is (Wober and Fesenmiaer, 2004) employed a data 
envelope analysis (DEA) of ten different market characteristics 
in Wisconsin.  This study included CVB expenditures.  The 
DEA approach allows for performance comparisons of differ-
ent approaches, when controlling for variation that cannot be 
controlled by the CVB.  It cannot however, determine optimal-
ity, only relative performance.  Interestingly, this study examined 
Indiana, and found that as a state, its tourism promotion ranked 
wit the very best (one of 15 to receive a 100% benchmark score).  
No remaining studies provide this type of analytical approach to 
CVB spending and tourism.  

A number of studies have estimated advertising elasticity to 
evaluate the return on advertising (both domestic and inter-
national) on tourism-related activities.  These studies include 
both public and private investing.  Crouch, Schultz and Valerio 
[1992] reports returns of 9:1 in the United States, while Access 
Economics [2002] reported ranges of returns from 11:1 to 16:1 
on publicly financed tourism advertising. Kulendran and Di-
visekera (2006) find the impact for international travel to New 
Zealand’s of 8:1.  

The literature does provide us with some Bayesian inference 
for our modeling effort.  We would expect a very small negative 
influence (perhaps zero) of Indiana’s Innkeeper’s Tax on tourism-
related economic activity.  The effect on tourism from taxes in 
adjacent counties would be the opposite.  We would also expect 
that promotional activities would be positively correlated with 
tourism expenditures, and that the magnitudes would be similar 
to other estimates.  We now turn our attention to the empirics.

our model and daTa
Our interest lies in testing the relationship between tour-

ism taxes and expenditures and tourism-related economic 
activity at the county level.  The data we use comes from three 
sources.  Data on convention and visitor bureau expenditures 
was obtained from the Association of Indiana Convention and 
Visitor Bureaus (AICVB).  This data was available from 2001 
through 2006.  Data on tax collections and rates for the Indiana 
Innkeeper’s Tax was obtained for each of Indiana’s 92 counties 
from the Department of Local Government Finance.2  Data 
on industry earnings was obtained through the Bureau of Eco-
nomic Analysis’ Regional Economic Information System.  The 
AICVB also provided data on the opening dates of each CVB in 
Indiana.3  Summary statistics appear in Table 6. 

An initial approach to modeling the incremental effect of 
taxes and expenditures is to construct a time series, cross sec-
tional model of each industry using tax rates and expenditures 
as primary explanatory variables.  However, the real concern in 
this approach is the presence of endogeneity bias.  Simply, with-
out a hotel tax there is no instance of tourism-related expendi-
tures.  Failure to account for this would immediately raise the 
specter of this bias, and render our results suspect.  

Table 6: SuMMary STaTISTIcS

Mean Median Maximum Minimum Std. Dev.

cvb budget ($2006) $341,435 $78,013 $10,920,044 $0 $1,047,035

hotel Tax rate 2.6% 3.0% 8.0% 0.0% 2.5%

mean adjacent hotel 
Tax rate

2.8% 2.8% 7.5% 0.0% 1.3%

share of hotel Tax rec’b 
by cvb

46.6% 15.0% 100.0% 0.0% 48.2%

years since cvb opened 9.3 6.5 83.0 0.0 12.1

Earnings (thousands of 2006 dollars)

accommodations 11,760 1,621 169,719 0 34,751

museum and historical 
attractions

1,994 0 37,346 0 7,093

food service 66,821 14,524 744,136 346 14,5165

amusements and 
Gambling

7,567 1,731 73,666 0 15,605

arts and recreation 19,501 183 415,383 0 81,064

General merchandise 22,308 9,879 248,570 100 36,053
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cHarT 1: InpuT-ouTpuT oF HoTel InduSTry In IndIana, 2006 ($ MIllIonS)

utilities
$28.6

construction
$22.7

Wood product 
manufacturing

$3.38

chemical 
manufacturing

$4.24

plastics and rubber 
manufacturing

$8.86

Wholesale Trade
$6.35

Transportation and 
Warehousing

$15.6

retail Trade
$8.49

Information
$19.3

finance and Insurance
$19.7

real estate, rental, 
and leasing

$58.5

professional and 
Technical services

$32.2

management
$17.5

administrative 
and Waste

$47.5

other Inputs
$56.0

$6.74

–

$2.35

$2.68

$1.89

$3.09

$8.64

$1.05

$29.2

$17.3

$30.6

$33.8

$16.5

$33.8

$41.8

employee 
compensation

$431.9

proprietary Income
$39.27

other 
property Income

$244.8

Indirect 
business Taxes

$118.2

Indiana household 
consumption

$598

state and local 
Government

$80.1

federal Government
$0.7

capital formation
$1.5

domestic exports
$41.3

foreign exports
$0.02

To other 
Indiana Industries

$691.3

hotel Industry
$1,413

Intermediate Inputs
$578.6

value-added
$834.3

Institutional demand
$721.6

Inputs Outputs
Local Inputs

$3491
Imported Inputs

$229.5

Source: The authors, 2006 IMPLAN data
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Fortunately, we have three mechanisms to control this bias.  
First, for counties with a hotel tax, much is diverted to non-tour-
ism-related uses.  This provides some heterogeneous variation in 
the data, which is bias reducing.  Second, we can test counterfac-
tuals.  This is an approach often used to examine the choice of 
instrumental variable approach (see Basker, 2007).  And finally, 
we will employ the traditional instrumental variable approach.  

The source of the endogeneity bias, is that the presence of 
CVBs and the advertising and development of tourism they 
undertake is the result of a naturally occurring tourism-related 
amenity in a region.  Thus, CVBs are ‘caused’ by existing tour-
ism and funded by hotel taxes.  In order to construct an instru-
ment to identify the relationship, it is necessary to find a variable 
this is simultaneously correlated with the presence of the 
dependent variable, but not the economic variable in question.4  
This is one of the more difficult estimation problems, but there 
is unfortunately no simple way to perform an identification pro-
cedure common to all estimation problems.  Fortunately for us, 
the age of the CVB is a factor that describes the importance of 
tourism (and hence the magnitude of the tourism-related eco-

nomic activity), 
but not correlated 
with the actual 
presence of a CVB 
(a dichotomous 
variable) or hotel 
taxes.  

Given the 
presence of a 
potential instru-
mental variable 
approach, we con-

struct the basic relationship between industry specific economic 
activity and CVB presence and hotel taxes.  The specification is:

(1) Where Y in county i, year t are the inflation adjusted 
earnings in tourism-related commerce (e.g. food service, ac-
commodations, etc.)  The variable CVB are the annual budget 
for convention and visitor bureaus in each county.  HOTELTAX 
is the rate of the hotel tax (set locally) in county t, in year t. The 
next variable is the weighted average of the hotel tax rate in the 
adjacent counties j, to county i, in year t.  While W̃ is the row 
normalized first order contiguity matrix which weights this 
variable.  The parameter estimates are the estimated ß values, 
and e is the error term which we assume enjoys the white noise 
characteristics.  The identifying equation is specified as:

(2) where the estimated endogenous variable Ŷ is a function 
of the age and squared age of the CVB, and a time trend and 
white noise error term.  We subjected this instrument to a weak 
instrument test suggest by Stock and Yogo [2002] finding that 
in each case, the instrument met the critical Wald values for a 
strong instrument.  We then tested these models on the existing 
data.  Results appear in Table 7.

These results require both specific interpretation and a broad 
explanation.  First, CVB expenditures (which are primarily 
advertising and development) affect revenues in each of the 
categories of tourism-related economic activity we model.  Per-
haps more importantly, the magnitude of the impact is closely 

aligned with the relative anticipated 
impact between different activities.  For 
example, $1 in CVB expenditures, raises 
arts and recreation incomes by roughly 
$38, $16 for accommodations and only 
$5 in amusement and gambling earnings.  
Food service experiences an increase of 
$65 while general merchandise stores see 
earning increases of $23.  Museum and 
historical attractions see only a $3 impact 
from each dollar of CVB advertising.  
These impacts can be aggregated which 
yields $151 of additional revenue from 
each dollar of public advertising.  These 
appear excessive, but it is important to 
understand that the advertising and 
development performed by the CVB is 
public expenditures, and our estimate 
does not include private expenditures.  In 
order to better understand this, we apply 
some estimates of advertising, and tax 
rates.  In Indiana, the total local and state 
tax burden in 2003 (the median year of 

Y
i,t
=ß

1
CVB

i,t
+ß

2
HOTELTAX

i,t

+ß
2
W̃HOTELTAX

j,t
+e

i,t

Ŷ
i,t
=ß

1
CVBYears

i,t
+ß

2
(CVBYears

i,t
)2+ß

2
T+e

i,t

“...the age of the CVB is a factor 
that describes the importance of 
tourism (and hence the magnitude 
of the tourism-related economic 
activity), but not correlated with 
the actual presence of a CVB or 
hotel taxes.”
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our study) was 10.1 percent.  Applying our results roughly to tax 
receipts suggests, the return on tourism marketing is about 15:1.  
A more detailed application of tax incidence will be preserved 
for later work.  Our experience on the matter suggests that the 
rough estimates is very close to the results a more detailed anal-
ysis would find. This is somewhat higher than other estimates.  
Crouch, Schultz and Valerio [1992] report returns of 9:1 in the 
United States. Kulendran and Divisekera (2006) report returns 
to advertising of 8:1 for international travel to New Zealand.  
Access Economics [2002] reported ranges of returns from 11:1 
to 16:1 on publicly financed tourism advertising.6  

Our estimates also provide evidence of the impact of hotel 
taxes on tourism-related activity.  Clearly, we expect the rela-
tionship between taxes and tourism to be negative.  We find that 
to be the case, but our estimates suggest a very small negative 
impact.  In terms of pure statistical significance, the hotel tax 
rate affects incomes in accommodations, arts and recreation, 
food service and museum and historical attractions.  Interest-
ingly, it does not affect incomes in amusement and gambling ac-
tivities or general merchandise stores.  However, the magnitudes 
of the impacts are not sufficiently large to be of consequence 
to policymakers.  A ten percent increase in the hotel tax would 
cause only a $1.05 million reduction in annual incomes in ac-
commodations.  All the remaining impacts are much smaller.  
All of these are below any reasonable policy threshold.  This is a 
finding confirmed by all the existing research on hotel taxes (see 
Bonham and Ganges, 1996; Bonham, Fuji, Im and Mak, 1998; 
Fuji, Khaled, Mak, 1986; Combs and Elledge, 1981).  

Further, we find that the weighted average of the hotel tax 
rate in the adjacent counties has the expected effect, in that it 

leads to higher incomes in own county tourism-related activi-
ties.  However, as with the own county tax, the effect is below 
the policy threshold, and in fact, is much smaller than the small 
own county effect.  This is a new finding in the literature, as we 
have not seen empirical evidence on the influence of hotel tax 
rates on tourism spatially in this type of setting.  

In terms of model performance, we are heartened by the 
quality of the results.  We also note that within the models in 
which we could a priori anticipate smaller potential influence 
of hotel taxation and marketing (e.g. on gambling activities) the 
overall model explained far less of the variation than it did in the 
models where impact was clearly expected (e.g. accommoda-
tions).  We fell this is strong support for our findings.  

Our final step is to perform counterfactual testing.  We use 
an approach employed by Basker [2007] to evaluate alternative 
identification strategies for endogeneity in Wal-Mart’s entrance 
decision.  Her approach involves estimating the impact of an 
unrelated economic activity on the specific equation.  We use 
the same approach, and tested in the impact of this model of 
CVB spending and hotel taxes on manufacturing earnings in 
Indiana’s counties.  We were able to soundly reject any impacts.  
This, along with our heterogeneity in the sample and identifica-
tion strategy makes us confident we have identified causality in 
these tourism-related impacts.  

summary of Tax and promoTIons 
ImpacT on TourIsm

In this study, we find that public expenditures in tourism 
result in higher levels of income in tourism-related activities at 
the county level.  In our study of Indiana, we find that accom-

Table 7: eSTIMaTIon reSulTS*

Arts and Recreation Accommodations
Amusements and 

Gambling
Food Service

General Merchandise 
Stores

Museums and 
Historical Attractions

cvb 0.038564*** (44.36) 0.016383*** (117.55) 0.005341*** (4.82) 0.065596*** (61.63) 0.023793*** (381.14) 0.003357*** (42.32)

hoTelTax -420871*** (-13.42) -161719*** (-9.21) 407218 (1.60) -218877*** (-6.78) -2258 (-0.22) -26293*** (-23.37)

hoTelTax adjacent 149883*** (5.15) 140651*** (21.40) -128448 (-1.17) 582262.8*** (47.09) 442010*** (26.88) 6948*** (10.13)

adjusted r-squared 0.98 0.93 0.18 0.83 0.71 0.96
      
* These data do not share a common unit root and we found no evidence of non-stationarity in these data, but remind the reader of the weakness of the tests in the absence 
of a long time series.  We white-washed these data employed White’s heteroscedasticity Invariant, variance-covariance matrix.
*** Significant: p<0.001
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modations, arts and recreation, general merchandise sales, 
amusements and gambling, museums and historical attrac-
tions as well as general merchandise stores see higher levels of 
personal income attributable to spending on tourism advertis-
ing and promotion.  Further, we see this impact concentrated 
in otherwise low advertising activities (e.g. in places other than 
amusement parks and gambling casinos, where extensive private 
sector advertising is the rule).  Our estimates are reasonably 
close to other such studies.  Further, we find that own county 
hotel tax rates reduce incomes in tourism-related activities, and 
all things being equal, the weighted average hotel tax in adjacent 
counties leads to higher incomes in tourism-related commerce 
in a county.  However, like all previous studies, we find the size 
of the impact to be so small as to be effectively negligible.  

conclusIons
Tourism and related trade in Indiana is a significant industry 

with extensive forward and backward linkages into almost every 
sector in the state.  Hotel expenditures alone are more than $1.4 
billion with almost 60 percent of that pure value added produc-
tion by Indiana workers.  

Indiana’s communities support tourism through convention 
and visitor bureaus.  These CVBs are financed primarily by the 
state’s innkeeper’s tax.  In this report we examined the impact 
that innkeeper’s tax, and the expenditures by the CVBs played 
in promoting tourism.  Using a model that specifically accounts 
for the reverse causation problem of tourism taxes and tourism 
expenditures we found that a dollar spent on tourism promotion 
generates roughly 15 dollars in additional tax revenues for state 
and local governments.  

noTes
1.  We are at a loss to understand why Hawaii has been singled 

out for analysis.  Perhaps it is due to the high reliance, and 
heavily measured tourism in the state.  However, we suspect, 
but cannot prove, that some of the authors may have selected 
this state for analysis in hopes of performing an on-site visit.

2.  Indiana’s Uniform County Innkeeper’s Tax is described in IC 
6-9-18.

3.  The AICVB typically has all but two or three CVBs in the 
state as part of their membership.  Data on these were also 
obtained by the CVB and are included in these data.  

4.  Formally, we identify the equation by constructing another 

equation (or instrument) which is correlated with the endog-
enous variable, but not the error term.  

5.  These studies also provide estimates of advertising elastic-
ity.  Since we do not have pricing data, we cannot effectively 
measure this.  However, if the Dorfman-Steiner conditions 
hold, our elasticities are roughly 0.009, which are quite low 
relative to other studies.  
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appendIx 1: HoTel InduSTry ouTpuT, eMployMenT and value-added by IndIana counTIeS

 County

Hotel 
Industry 
Output

($ Million)

Share 
In Own 
County

(%)

Hotel 
Industry 
Employ-

ment
(Workers)

Share 
in Own 
County

(%)

Hotel 
Industry 
Value-
Added

($ Million)

Share 
in Own 
County

(%)

adams 1.24 0.04 35 0.18 0.59 0.06 

allen 53.68 0.16 998 0.43 32.81 0.22 

bartholomew 24.20 0.24 486 0.93 14.16 0.37 

benton – – – – – –

blackford  0.13 0.02 2 0.04 0.08 0.03 

boone 4.97 0.14 90 0.26 2.82 0.15 

brown  21.28 5.42 342 6.96 10.06 4.60 

carroll 1.10 0.11 15 0.18 0.33 0.08 

cass 4.05 0.17 73 0.41 2.28 0.24 

clark 23.53 0.34 409 0.73 14.28 0.42 

clay  2.96 0.24 54 0.47 1.37 0.28 

clinton  0.27 0.01 6 0.04 0.16 0.01 

crawford  0.07 0.03 1 0.03 0.04 0.03 

daviess 6.58 0.36 155 0.98 3.86 0.47 

dearborn 3.67 0.16 69 0.31 2.24 0.16 

decatur 3.69 0.16 70 0.46 2.22 0.25 

de kalb 5.69 0.14 118 0.49 3.29 0.20 

delaware 12.13 0.20 214 0.35 7.37 0.22 

dubois 7.86 0.17 169 0.49 4.69 0.21 

elkhart 24.03 0.10 494 0.33 13.65 0.15 

fayette  0.16 0.01 4 0.04 0.09 0.02 

floyd 9.38 0.22 169 0.45 5.76 0.26 

fountain 0.77 0.08 10 0.12 0.28 0.08 

franklin 0.43 0.08 8 0.12 0.26 0.09 

fulton 0.64 0.06 9 0.10 0.41 0.08 

Gibson 5.85 0.07 91 0.47 3.59 0.21 

Grant 5.11 0.12 117 0.35 3.02 0.14 

Greene 0.25 0.02 3 0.02 0.16 0.03 

hamilton 55.16 0.28 889 0.54 34.25 0.30 

hancock 7.30 0.22 133 0.43 4.17 0.24 

harrison 24.68 1.69 314 2.38 14.28 2.01 

hendricks 13.69 0.22 251 0.41 8.38 0.23 

henry 3.51 0.17 81 0.45 2.05 0.21 

howard 12.75 0.14 235 0.48 7.80 0.20 

huntington 0.47 0.02 11 0.06 0.28 0.03 

Jackson 11.48 0.29 216 0.74 5.25 0.33 

Jasper 4.29 0.22 85 0.54 2.52 0.28 

Jay 2.70 0.17 52 0.47 1.54 0.27 

Jefferson 6.87 0.31 117 0.69 3.19 0.31 

Jennings 5.81 0.51 63 0.61 3.71 0.66 

Johnson 7.25 0.12 150 0.26 4.33 0.13 

knox 4.16 0.17 92 0.44 2.47 0.21 

kosciusko 15.32 0.23 227 0.52 7.52 0.25 

lagrange 9.17 0.42 140 0.83 4.37 0.48 

lake 85.88 0.18 1,125 0.47 52.71 0.30 

la porte 16.03 0.25 300 0.57 9.13 0.28 

lawrence 4.93 0.23 102 0.48 2.75 0.26 

 County

Hotel 
Industry 
Output

($ million)

Share 
in Own 
County

(%)

Hotel 
Industry 
Employ-

ment
(Workers)

Share 
in Own 
County

(%)

Hotel 
Industry 
Value-
Added

($ million)

Share 
in Own 
County

(%)

madison 9.53 0.16 198 0.37 5.65 0.18 

marion 483.79 0.45 6,567 0.90 302.78 0.53 

marshall 5.52 0.16 122 0.51 3.18 0.24 

martin 0.04 0.01 1 0.02 0.02 0.01 

miami 3.36 0.17 61 0.43 1.35 0.16 

monroe 64.23 0.80 928 1.22 31.36 0.71 

montgomery 7.47 0.21 156 0.73 4.23 0.26 

morgan 1.81 0.06 39 0.20 1.08 0.09 

newton 2.09 0.29 32 0.41 1.07 0.32 

noble 2.53 0.07 59 0.25 1.48 0.10 

ohio 0.27 0.12 3 0.15 0.09 0.07 

orange 42.97 4.45 571 6.59 27.31 5.54 

owen – – – – – –

parke 1.07 0.23 18 0.37 0.56 0.23 

perry 3.59 0.38 68 0.87 1.75 0.38 

pike 0.70 0.10 11 0.25 0.44 0.10 

porter 22.61 0.20 448 0.65 12.46 0.24 

posey 2.22 0.04 30 0.26 1.41 0.13 

pulaski 0.12 0.01 2 0.02 0.03 0.01 

putnam 16.48 1.05 253 1.55 7.35 0.92 

randolph 0.16 0.01 1 0.01 0.11 0.02 

ripley 5.09 0.29 80 0.50 2.17 0.22 

rush 0.24 0.03 5 0.06 0.15 0.04 

st. Joseph 52.54 0.24 912 0.52 31.62 0.30 

scott 1.58 0.13 25 0.27 0.85 0.18 

shelby 3.04 0.11 59 0.27 1.76 0.14 

spencer 3.14 0.26 50 0.45 1.31 0.19 

starke 0.07 0.01 1 0.02 0.03 0.01 

steuben 11.53 0.54 194 1.02 5.26 0.56 

sullivan 0.07 0.01 1 0.02 0.03 0.01 

switzerland 17.11 8.75 189 8.54 11.06 8.74 

Tippecanoe 45.82 0.28 822 0.86 24.12 0.37 

Tipton 1.06 0.10 13 0.19 0.68 0.17 

union 0.18 0.06 2 0.07 0.08 0.05 

vanderburgh 42.39 0.24 775 0.60 25.93 0.29 

vermillion 0.79 0.07 11 0.17 0.36 0.07 

vigo 19.81 0.26 385 0.63 11.86 0.31 

Wabash 3.52 0.14 86 0.47 2.00 0.21 

Warren – – – – – –

Warrick 0.18 0.01 2 0.01 0.06 0.00

Washington 0.96 0.11 8 0.10 0.63 0.14

Wayne 9.72 0.20 227 0.55 5.57 0.25

Wells 0.12 0.01 6 0.05 0.05 0.01

White 4.35 0.34 72 0.65 2.32 0.38

Whitley 1.23 0.06 30 0.21 0.71 0.09

Indiana 1,412.83 0.27 22,406 0.61 834.25 0.35

USA 171,818.07 0.69 1,954,508 1.12 108,724.17 0.82



TourIsm-relaTed commerce In IndIana12

AUTHORS
nalitra Thaiprasert, michael hicks and elaine fisher

ABOUT THE CENTER FOR BUSINESS AND ECONOMIC RESEARCH
The center for business and economic research is a premier economic policy and forecasting research center housed within the miller 
college of business at ball state university. The center publishes the american Journal of business—a peer-reviewed scholarly journal—and 
the Indiana business bulletin—a Web site with weekly commentary, analysis and data on economic, business and demographic trends in 
Indiana. Research in CBER encompasses health care, public finance, regional economics, transportation and energy sector studies. In addition 
to research, cber hosts the executive economic exchange in Indianapolis four times a year, and also serves as the forecasting element in the 
Muncie area—hosting five state and federal economic forecasting roundtables.

Center for Business and Economic Research
ball state university
WB 149 • Muncie, IN 47306
Phone: 765-285-5926 • Fax: 765-285-8024 www.bsu.edu/cber



December 2013 

 

 
 
INDIANA DESTINATION MARKETING 
ORGANIZATIONAL AND FINANCIAL 
PROFILE STUDY 
 
Destination Marketing Association International 





































December 2013 

 

 
 
CONVENTION AND VISITORS BUREAU 
SAMPLE POLICIES 
 
Association of Indiana Convention and Visitors Bureaus 
 














