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Definitions 

 Tourism. It comprises the activities of persons traveling to and staying in 

places outside their usual environment (50 miles) for not more than one 

consecutive year for leisure, business and other purposes (10% of US GDP). 

 

 Direct Economic Impact: Money spent by travelers in restaurants, hotels, 

retail, etc. 

 

 Indirect Impact: Money spent by retailers, restaurants, etc. to 

accommodate additional customers (payroll, supplies, etc.).   

 Induced economic impact: The money that tourism-related employees 

will now spend in the local economy because they have extra income. 

 

 



Tourist Profiles 

 Adventure travelers are equally likely to be single or married, male or 

female.  Only 10% are divorced or separated. 

 Highly educated  

 Majority are between 35-47 years old. 

 They organize their own trips and don’t rely on travel/guide services. 

 Place importance on exploring new places and engaging with local 

cultures. 

 Authenticity is Top Priority 



Why do Economic Impact reports? Who Cares? 

Chattanooga City Budget $96,975,470  

Riverbend Impact $25,000,000 

RiverRocks Impact $5,000,000 

Ironman Impact $13,000,000 

Climbers to Chattanooga? $10,000,000 

Money Talks! 

 

Politicians: City, County, State, Federal– This is real revenue! 

Residents: “Why do my taxes have to go to places I don’t use?” 

Planners: How can we bring more money in to support capital projects? 

Businesses: What new markets can we leverage? 

Land managers: Why are we letting all these crazy people in here? 

           How can we afford to keep managing this property? 

  Timber income is great, but how can we be more sustainable? 

Private Land Owners: How can I conserve and make $ on my land? 

Land Users: This place is amazing! How can I make sure it never becomes a condo? 

 

 

 



How not to eat crow. 

 It’s basic math…  

Number of visitors *  

Average spending per trip * 

Trips per year  

 

but… 

 

 

 



Gated Festivals and other adventures. 

 Riverbend Festival: $25 million in two weeks 

 Tickets tell us the numbers (no estimates or fudging) 

 Random surveys (every 10th person) at the entrance gates give 
visitor/resident ratios and other data (remove locals from impacts). 

 Survey questions weeded out trip displacement and trip purpose: 

 Did your trip to Riverbend replace another trip you would have made to Chatt? 

 Was Riverbend your primary reason for your trip to Chatt? 

 Gates prevent time-switchers and casuals. 

 IMPLAN provided appropriate multipliers per spending category. 

 BUT… 

 We didn’t account for City expenditures (security, road closures, etc.) 

 We didn’t factor in Resident Displacement (would you go downtown when it 
looked like that?! For two weeks!?) 

 

 

 



Non-gated short-term events 
Ironman Chattanooga: $13 million in a weekend 

 Non-gated. We surveyed participants (email) and got an average group size and 

average per-group spending in various categories (Hotel, Food, Gas, etc.)  

 Then we randomly surveyed spectators (every 7th person) to see if they were non-

residents and how much they spent. Ratios for participant relations. 

 These numbers were estimated by pictures during the height of the event. 

 These numbers are speculative and not included in the reported impact. 

 Again, no accounting for City expenses or resident/tourist displacement 

 

 

 



Climbing Impact of Chattanooga 

 Non-gated, no good email registry, no good visitation registry– This is gonna be complicated. 

 9-months of weekends visiting high-profile climbing parking lots. 

 Stone Fort climbing registry was the foundation for numbers. 

 Ratios were created for other areas based on observed climbers per day. 

 Areas not immediately adjacent to Chattanooga were not included in headline numbers. 

 Nearly 100% response rate– and we asked a lot of questions. 

 No resident/tourist displacement, no city/county expenditures, no casuals, no opportunity 

costs 

 

 

 

 

 



 



 



 



 



 



 



 



 



 



 



Final Things 

 Other impacts to consider… 

 Volunteer time from non-profit groups and affiliates. 

 Sharing “ownership” of areas. 

 Climbers buy local and avoid Applebees 

 Positive and negative environmental impacts. 

 


