
@CTTourismCoalition @CT_Tourism @TourismCT

HARNESSING THE POWER OF TOURISM:
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The Connecticut Tourism Economy: 
An Overview 

Traveler spending of $14.7 billion generated an 
economic impact of $1.7 billion in tax revenue in 
20 l 7 as traveler dollars flowed into Connecticut. 

All business sectors of the Connecticut economy 
benefit from tourism actively, either directly or 
indirectly. 

Tourism powers our state in many undeniable ways. 

The Connecticut Tourism Coalition is comprised of various 
association and industry-supporting organizations whose main goal 
is to affect change in the Connecticut tourism industry by addressing 
key legislative, regulatory and budgeting issues through public 
education. Our intent is to use our collective strength to create one 
powerful, inclusive, and coordinated Tourism Advocacy Organization. 
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Connecticut has made maior investments in tourism 
However, the state's tourism budget has been cut by 60%

Tourism budget 
(in millions) 

2008 2009 2010 2011 2012 2013 2014 2015 

-Total Marketing Budget -Media Budget

$2.5 

2016 2017 2018 

Courtesy CT Dept. of Economic 
and Community Development 
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Recent budget cuts have eliminated key tactics 
We've eliminated media that provides greater reach and exposure, 

Including TV and out-of-home. 

FY2015 
Media Budget: 

$4,837,802 

FY2017 
Media Budget: 

$2,500,000 

FY2018 
Media Budget: 

$1,044,000 

45% 

Digital 

31% 

TV 

100% Digital 

100% Digital 
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Cuts included TV campaign in NY/NJ and station 

dominations in Stamford and Grand Central 

Courtesy of CT Dept. of Economic 
and Community Development 
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CT struggles vs. New England and 
most of Northeast for occupancy rate 

us 65.9% nEW EnGLAnD 

6�.8% 

Source: Smith Travel 
Report, 2017 
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Cuts are affecting longer-term indicators 
Lack of broader media affecting awareness/intent to visit 

Statewide Tourism Marketing Budget 

$15 
MIL 

'�2 '�3 'J4 '1� 
I I 

I I 

I I I I 

$6.5 
M:IL 

I 

I 

I 

I 

I 

$6.4 
M:IL 

I 

'1:6 '�7 
I I 

I I 

I I 

�uture:Trave� lndic�tors Qeclinir,g 
: 611

0L 66% 6 % 5 % �m:-...-•--• 
I I 

I I 

I I 

I I 

I I 

% 37% 
-.--�I 

! t] CONNECTICUTTOURISM COALITI ON Harnessing the Power ofTourism 

I 

I 

I 

I 

I 

I 

$4.1 
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e Interest in visiting CT 

e Unaided awareness of 
CT as a place to visit 

Courtesy CT Dept. of Economic 
and Community Development 
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The Competitive Landscape Is Heating Up 
Recent tourism budgets in neighboring states: 

$69.5 Million

I NY 

$5.5 Million

.,.--j RHODE
r I ISLAND 

$12 Million

Maine 
VisitMaine.com 

$7.2 Million

$10 Million

0 MASSACHUSETTS 

$3.1 Million

0 

�® 

VERMONT 

$4.1 Million 
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$9 Million



Board Members 

President: Stephen Tagliatela - Saybrook Point Inn & Spa 
Vice-President: Kevin Dodd - Essex Steam Train & Riverboat 
Secretary: David Quinn - Quinn & Hary Marketing 
Treasurer: Kathleen Burns - CT  Marine Trades Association
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