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While the results of a Tourism Satellite Account are only available 
on an annual basis, many performance metrics—including the tourism 
tax codes, are available on a more frequent basis. Recognizing the 
importance of more timely information, the Department’s Office of 
Tourism Development (OTD) distributes an electronic Tourism Monitor, 
which reports tourism trends and key performance metrics on a 
monthly basis. Included in the Annual Report is a year-end recap of 
the Tourism Monitor, including the metrics tracked in the Department 
of Budget & Management’s Managing for Results (MFR) program 
and the StateStat performance reporting system.

As a small business owner, I scrutinize every aspect of business 
with an eye toward return on investment. In order to ensure that  
we were being the most effective steward of the Maryland Tourism  
Development Board Fund, the Board commissioned a leading  
market research company that specializes in tourism advertising  
effectiveness studies, Strategic Marketing and Research, Inc. 
(SMARI),  to measure the recognition and effectiveness of OTD’s 
2012 advertising placements.  SMARI found that OTD’s return on  
invested advertising dollar compared favorably to other state studies; 
you’ll find further details on this study in the Annual Report. 
I am pleased to report that the efforts of the OTD in 2012 delivered 
a powerful return on investment of $4.79 in State sales tax 
for every dollar invested in tourism funding.

I am proud of the work of the Board and the OTD, and the positive 
impact that the tourism industry has on our State and its citizens. 
 

Sincerely, 

GreG Shockley ChAIR  >  Maryland Tourism Development Board  
 OWneR  >  Shenanigan’s Irish Pub, Ocean City

Fiscal Year | 2013 touriSm development
annual report

publiShed by the maryland touriSm development board and the department of buSineSS and economic development

dear touriSm induStry partnerS:

Pursuant to Section 5 of Chapter 471 Acts of 1997 (hB 685), 
I am pleased to present the Fiscal Year 2013 Maryland Tourism 
Development – Fund Annual Report (Annual Report).

each year, the Maryland Tourism Development Board (Board) 
and the Department of Business and economic Development 
(Department) report on the impact the travel and tourism industry 
has on Maryland’s economy. As someone who has been involved 
in the Maryland tourism industry for more than 20 years, I know 
firsthand the economic impact visitors have on my bottom line.

This year’s annual report highlights the economic impact of  
Maryland’s tourism industry from the recently released economic 
Impact of Tourism in Maryland – Calendar Year 2012 Tourism  
Satellite Account report from Tourism economics, a leading tourism 
industry research firm. The Tourism Satellite Account reported 
more than $14.9 billion in visitor spending and more than $2 billion 
in State and local taxes. 

economic Impact and Advertising effectiveness are generally  
reported by calendar year; all other metrics in the Annual Report 
are Fiscal Year 2013 (July 2012-June 2013). 

Another measurement highlighted in the Annual Report is the 
sales tax code performance formula, a direct result of the passage 
of the Tourism Promotion Act of 2008. eight key tourism tax codes 
are tracked, reported and considered in calculating future tourism 
budgets. Comparisons, by county, of Fiscal Year 2012 and Fiscal 
Year 2013 codes are included in this report. The Board is also now 
mandated to submit a report, in cooperation with the Maryland 
Association of Destination Marketing Organizations (MDMO), on the 
effectiveness of mandatory funding and the passage of the Tourism 
Promotion Act in increasing visitor attendance and visitor spending 
in Maryland. We’ve included the content of that report in this 
Annual Report, and will continue to do so in the future.
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Measuring the tourism industry is somewhat difficult, as the 
industry is not measured in standard economic accounting systems. 
Most industries are accounted via the supply-side: businesses are 
categorized into north American Industry Classification System 
(nAICS) codes and surveyed about jobs, revenues and costs. 

But tourism is a demand-side activity: the focus is on what the 
traveler buys before and during a trip. As a result, tourism touches 
many industries.

This year’s Annual Report reflects the data collected by a Tourism 
Satellite Account (TSA) -- the emerging industry standard now 
being used by other progressive and competitive states, as well as 
the U.S. Travel Association. 

A TSA provides measurements of tourism that are designed to be 
consistent with the System of national Accounts, which facilitates 
inter-industry comparisons. It also includes a wider view of tourism 
demand, such as second home activity, capital investment, and 
government spending – not just visitor spending. This broader 
measurement is referred to as the tourism economy. The latest TSA 
conducted by Tourism economics, an Oxford economics company, 
reported that Maryland’s total tourism economy generated $15.9 
billion in 2012.

While this broader definition is important to track from a compara-
bility standpoint, the key industry statistics will focus on visitor 
spending – the spending in Maryland by visitors on travel purchases, 
and will not include capital investment or government spending.

 
$14.9 billion in viSitor SpendinG in 2012 

Maryland tourists and travelers spent $14.9 billion on travel 
expenses in 2012. local transportation, food and beverage, and 
lodging each represent about 20 percent of tourism industry sales. 
Retail closely follows, representing 15 percent of direct industry 
sales.  Total spending increased 4.5 percent over 2011. Visitor 
spending has grown by more than four percent for three straight 
years – and expanded more than 17 percent since the recession.

viSitor SpendinG cateGorieS 

 

more than 135,000 direct touriSm jobS 
with a payroll of $4.5 billion

Tourism is the 10th largest private sector employer in the State, 
supporting 135,741 direct full-time equivalency jobs in 2012 in 
leisure and hospitality, retail, transportation, and other sectors 
impacted by visitor spending. For these employees, tourism jobs 
provided $4.5 billion in wages and salaries in 2012.

viSitor SpendinG iS an important revenue Generator 
for State and local GovernmentS

In 2012, visitor spending generated more than $2 billion in State 
and local taxes, including income taxes from the wages of industry 
employees, sales taxes for tourism goods and services, hotel 
occupancy taxes, property taxes, and other corporate taxes.

tranSportation

food & beveraGe

lodGinG

retail

air

entertainment and recreation

other

total

percent chanGe

2011

$3,174.6

$2,856.3

$2,721.2

$2,083.8

$1,533.3

$1,206.4

$672.0

$14,247.5

7.4%

2010

 $2,789.6

$2,755.7

$2,616.7

$1,934.8

$1,439.0

$1,117.0

$608.1

$13,261.0

4.4%

2012

 $3,317.8

$3,063.3

$2,888.6

$2,201.1

$1,536.3

$1,271.7

$629.4

$14,908.4

4.6%

% chanGe 2011-12

4.5%

7.2%

6.2%

5.6%

0.2%

5.4%

(6.3%)

4.6%

Tourism: a revenue GeneraTor 

the travel and touriSm economy and itS impact in maryland

Economic Impact Study: Tourism Economics

Economic Impact Study: Tourism Economics
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number of unique web viSitorS

OTD increased its online advertising budget 17 percent to offset the expected decline in FY 2013 performance measures, after the high volumes driven 
by Sailabration. In FY 2013, the number of unique web visitors to VisitMaryland.org grew 9 percent; the overall decline in unique web visitors was driven 
by a reduction of 420,000 in traffic to War of 1812/Sailabration websites.

advertiSinG-Generated inquirieS

OTD receives request for travel kits in response to print, radio, outdoor, electronic and TV advertising. OTD increased its advertising budget  
for traditional media (print, radio, outdoor and TV) by 36 percent to offset the expected decline in FY 2013 performance measures, after the high 
volumes driven by Sailabration. This strategy paid off, with increases in both the number of advertising-generated inquiries from traditional 
media (up 22.9 percent) and website requests for travel kits (up 43.9 percent.) The advertising budget for traditional media (print, radio, outdoor 
and TV) increased by 36 percent while overall media spending increased 30.7 percent. 

public relationS effortS

Public relations activities – press outreach, familiarization tours, and visiting journalists – generated $13.7 million in advertising value  
for Maryland tourism products and services. Travel media exposure only declined by $1.7 million from the previous year – and Sailabration  
had accounted for more than $7 million in advertising equivalency in FY 2102.

office of Tourism DevelopmenT performance measuremenTs

Google Analytics data

The performance of the OTD is tracked against a variety of different measures, through the Department of Budget & Management’s Managing for Results 

(MFR) system as well as StateStat.              One of OTD’s key goals is to influence prospective visitors in targeted markets to plan a trip to Maryland. Marketing 

activities are then developed with the objective of increasing Web visits and quality leads for potential visitors.           All performance measures were estimated 

to decline in Fiscal Year 2013, given that there was no special event planned on the magnitude of the Fiscal Year 2012 Star-Spangled Sailabration War of 1812 

Bicentennial launch event. Only two of these measures saw a decline from Fiscal Year 2012, and all three performance measures were up significantly from Fiscal 

Year 2011 results: unique web visitors were up 28 percent; advertising-generated inquiries were up 37 percent; and travel media exposure was up 43 percent. This 

positive performance was thanks in part to the Federal Scenic Byways reimbursable funds that have been allocated to online, print and television advertising in 

fiscal years 2012 and 2013. OTD will utilize the last of these grant funds in Fiscal Year 2014. Unfortunately, this federal funding source is no longer available.

Three perfOrmance meTrIcS are TrackeD agaInST ThIS ObjecTIve:

viSitmaryland.orG 

viSitmd.mobi mobile Site 

1812/Sailabration web Site(S) 

total traffic to all webSiteS 

online advertiSinG budGet

number of advertiSinG Generated inquirieS  

number of travel kitS ordered via webSite 

total number of travel requeStS 

print, radio, tv, outdoor ad budGet 

total advertiSinG budGet

travel media expoSure

fy 2011

1,371,930

17,706

1,389,636

$457,140

fy 2011

39,018

21,550

60,568

$557,405

$1,014,545

fy 2011

$9,576,094

fy 2012

1,527,389

118,486

495,269

2,141,144

$488,677

fy 2012

44,314

19,904

64,218

$1,244,582

$1,733,260

fy 2012

$15,378,375

fy 2013

1,665,713

45,762

67,499

1,778,974

$572,925

fy 2013

54,460

28,649

83,109

$1,693,000

$2,265,925

fy 2013

$13,696,468

%chanGe 2012-13

9.0%

(61.4%)

(86.4%)

(16.9%)

17.2%

% chanGe 2012-13

22.9%

43.9%

29.4%

36.0%

30.7%

% chanGe 2012-13

(10.9%)
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marylanD’s Tourism  
markeTinG Works  
in aTTracTinG more  
visiTors 
 

The OTD has been a highly effective steward of the Board marketing 

funds, particularly during recent budget reductions. In Fiscal 

Year 2013, the U.S. Travel Association reported that Maryland’s 

tourism budget was $10.4 million -- $9.1 million in general funds 

and $1.3 million in special and reimbursable funds generated by the 

Board through advertising sales as well as the Federal Highway 

Administration Scenic Byways grant award. The amount allocated 

to domestic advertising and sales promotion was $2.6 million. The 

states that compete most heavily with Maryland – which have 

similar beach, urban, cultural heritage or mountain destinations – 

have historically had larger advertising and sales promotion budgets 

and have targeted the same prospective visitors: in Fiscal Year 

2013, both Virginia and North Carolina allocated more than $5.8 

million to domestic advertising and sales promotion, in comparison 

to Maryland’s $2.6 million.  

In order to combat this disparity, OTD began to refocus marketing 
efforts in 2008, targeting the key feeder markets of Washington, 
D.C., Philadelphia and Baltimore with year-round advertising 
based on new consumer research that helped crystalize key 
messaging. The new marketing campaign connected with 
consumers on an emotional level and aided in Maryland attracting 
35.4 million domestic travelers in 2012, an increase of 2.9 percent 
from 2011 and an increase of 30 percent from 2007’s 27.2 million 
visitors. Maryland saw growth in leisure, as well as both day trips 
and overnights. Maryland outperformed national trends, and 
led the region with the largest percent growth in the leisure and 
overnight segments, according to an annual national survey of 
U.S. travelers conducted by D.K. Shifflet and Associates, a leading 
travel industry research firm. In comparison to 2007 visitor 
volume, Maryland realized more growth than any state in the 
region, both overall and in the leisure segment.

Maryland’s 30 percent increase – representing an additional 8.2 
million visitors from 2007 to 2012 – was substantially greater than 
the 9.2 percent increase the United States saw during that same 
time period. Maryland’s increase in visitation was significantly 
greater than the performance of other mid-Atlantic states. 
Maryland has increased market share 19.1 percent since 2007, 
outperforming national and regional leisure travel trends during 
this challenging economic climate.

The OTD works closely with the local tourism offices, both 
individually as well as through the MDMOs, on a variety of product 
development and marketing programs. new partner marketing 
and cooperative advertising opportunities were developed in 
Fiscal Year 2011 in response to the larger grant pool. Working 
collaboratively with a unified message makes everyone’s 
marketing dollars go further.

media budGet 

incremental tripS Generated 

viSitor SpendinG 

State SaleS tax Generated 

State/local tax Generated 

additional jobS 

viSitor SpendinG   per ad dollar 

State SaleS tax revenue   per ad dollar 

State and local tax revenue   per ad dollar

$1,988,518

265,067

$317 MIllIOn

$9.5 MIllIOn

$44.4 MIllIOn

2,925

$159.56

$4.79

$22.34

2012 advertiSinG campaiGn

2,925 neW JoBs, 
equalinG one job for every $680 in advertiSinG

uSinG reSearch to enSure advertiSinG 
effectiveneSS 

The OTD strives to make informed decisions regarding 
advertising placements and expenditures. Following the 2012 
Maryland of _______ campaign, the Board commissioned  
a leading market research company, Strategic Marketing  
and Research, Inc. (SMARI) to measure the recognition  
and effectiveness of OTD’s 2012 advertising placements. 
SMARI found that OTD’s return on invested advertising dollar 
compared favorably to other studies – and was, in fact, 
one of the highest returns on each dollar that they have ever 
measured compared to other destinations. 

The study concluded that OTD-placed advertisements that 
included the Maryland of _______ images and content 
generated $317 million in visitor spending and $44.4 million 
in State and local taxes. 265,067 trips to Maryland can be 
attributed to this campaign. These trips supported 2,925 jobs.

One dollar spent on the Maryland of _______ campaign by  
the OTD returned $160 dollars in visitor spending, more than 
$22 in State and local revenue, and nearly $5 in State sales 
tax revenue. 

One new tourism job was supported for every $680 in OTD 
advertising. 

Given the high return on investment for the Maryland of _______ 
advertisements, the Board has allocated $750,000 of the 
additional $1 million appropriated to the Board Fund in Fiscal 
Year 2014 to media buys targeting prospective visitors.
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The passage of the Tourism Promotion Act of 2008 enacted a new 
potential funding source based on the tourism sector’s growth year 
over year. This funding formula provides another quantitative, policy-
backed way to report the impact that visitor spending has on sales 
revenue in Maryland. eight sales tax codes are tracked and multiplied 
by a tourism factor – the amount deemed attributable to visitor 
spending – by the Comptroller. The Board qualifies for additional 
funding if this tourism tax increment exceeds three percent of the 
tourism tax revenues from the previous year. 

Tourism sales Tax revenues  
ouTperform overall reTail sales Tax collecTions

The Bureau of Revenue estimates reported actual tourism 
expenditures of $392 million for FY 2013; after adjusting for the 
sales tax rate increase on the sale of alcohol, these revenues totaled 
$381.4 million. Adjusted tourism revenues increased 1.0 percent, 
outperforming the growth of overall sales tax categories. Five of 
the eight performance measures saw increases in FY 2013, with 
slight decreases in hotels, Motels Selling Food (with beer, wine and 
liquor license) by 1.3 percent; Automobile, Bus and Truck Rentals by 
3.2 percent; and Airlines-Commercial by 14.3 percent. These three 
categories are associated more with business travel, and anecdotal 
evidence from Southern Maryland and Anne Arundel County raises 
concerns about the impact of sequestration on government travel.

111   hotelS, motelS SellinG food w/BWL

901   hotelS, motelS, apartmentS, cottaGeS

108   reStaurantS, lunchroomS, deliS

112   reStaurantS and niGhtclubS  w/BWL

306   General merchandiSe

407   automobile, buS and truck rentalS

706   airlineS — commercial

925   recreation and amuSement placeS

 touriSm tax cateGorieS Subtotal

 all SaleS tax cateGorieS Subtotal

fy 2013  
with  

alcohol  
increaSe

$42.8

$91.8

$323.7

$247.0

$156.6

$62.4

$0.3

$6.1

$930.7

$4,126.8

fy 2012  
without  
alcohol  

increaSe

$42.4

$88.7

$310.3

$222.3

$153.4

$64.4

$0.3

$5.9

$887.8

fy 2013  
without  
alcohol  

increaSe

$41.9

$91.0

$317.1

$227.4

$156.2

$62.4

$0.3

$5.9

$902.1

fy 2013  
without  
alcohol  

increaSe

$41.9

$91.0

$105.7

$75.8

$7.8

$56.2

$0.1

$3.0

$381.4

fy 2012 
with  

alcohol  
increaSe

$43.5

$89.8

$314.9

$245.9

$153.7

$64.4

$0.3

$6.0

$918.7

$4,095.7

fy 2012
without  
alcohol  

increaSe

$42.4

$88.7

$103.4

$74.1

$7.7

$58.0

$0.2

$2.9

$377.5

Growth
without
alcohol

increaSe  

(1.3%)

2.5%

2.2%

2.3%

1.8%

(3.2%)

(14.3%)

1.1%

1.0%

0.76%

100%

100%

33%

33%

5%

90%

50%

50%

SaleS tax cateGory total SaleS tax revenueS ($)
tax 

factor adjuSted touriSm taxeS ($)

Since FY 2007, sales tax revenues attributable to tourism have grown 31.4 percent, far outperforming the 19.7 percent growth of overall sales tax 

collections. These tourism revenues now account for more than 9 percent of all sales tax collections.

touriSm revenue Growth  FAR OUTPACeS OVeRAll SAleS TAx COlleCTIOnS

fy 2007

fy 2008

fy 2009

fy 2010

fy 2011

fy 2012

fy 2013

% Growth fy 07-fy 13

adjuSted touriSm
tax codeS 

$290.3 MIllIOn

$298.2 MIllIOn

$346.3 MIllIOn

$342.0 MIllIOn

$359.5 MIllIOn

$377.5 MIllIOn

$381.4 MIllIOn

31.4%

overall SaleS tax 
collectionS

$3,447.9 BIllIOn

$3,748.9 BIllIOn

$3,851.8 BIllIOn

$3,761.9 BIllIOn

$3,898.0 BIllIOn

$4,095.7 BIllIOn*

$4,126.9 BIllIOn*

19.7%

% of total

8.4%

7.95%

8.99%

9.09%

9.22% 

9.22%

9.24%

10%

* Includes alcohol tax increase
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Office of Tourism

Across the State, county to county, no matter the region, visitor spending makes a significant impact. 
The following chart details actual tourism expenditures for Maryland’s 23 counties and Baltimore City, 
broken out by geographic region.

department of buSineSS & economic development 
World Trade center  •  401 east pratt street  •  Baltimore, maryland 21202  •  410-767-3400  •  1-877-209-5883  •  www.visitmaryland.org

Tourism sales & use Tax Codes by CounTy — adjusTed for Tourism faCTor

county

alleGany 

Garret

waShinGton

weStern reGion

frederick

montGomery

prince GeorGe’S

capital reGion

anne arundel

baltimore city

baltimore county

carroll

harford

howard

central reGion

calvert 

charleS

St. mary’S

Southern reGion

caroline

cecil 

dorcheSter

kent

queen anne’S

SomerSet

talbot

wicomico

worceSter

eaStern Shore

fy 2012 touriSm
SaleS tax revenue

with alcohol increaSe
 

$3,595,947 

2,930,133

7,329,570

$13,855,650

11,035,475

67,059,516

52,268,538

$130,363,529

57,437,083

47,407,142

41,531,480

5,242,876

10,054,163

15,802,252

$177,474,996 

3,073,123 

7,058,775

4,552,976

$14,684,874

$572,415 

$3,825,334 

$2,962,648 

$888,454 

$2,458,920 

$358,056 

$3,946,045 

$5,334,838 

$23,719,185

$44,065,895

fy 2013 touriSm 
SaleS tax revenue 

with alcohol increaSe

$3,859,737 

3,114,991

7,179,852

$14,154,580 

11,632,595

66,848,893

52,408,296

$130,889,784 

58,424,967

48,658,337

42,053,485 

5,315,291 

9,976,513 

$16,037,307 

$180,465,900 

2,814,993 

6,988,488 

4,372,429 

$14,175,910 

$566,678 

$3,735,045 

$2,752,924 

$886,202 

$2,569,058 

$376,551 

$4,048,525 

$5,263,089 

$24,474,031 

$44,672,103 

% chanGe 

7.3%

6.3%

(2.0%)

2.2%

5.4%

(0.3%)

0.3%

0.4%

1.7%

2.6%

1.3%

1.4%

(0.8%)

1.5%

1.7%

(8.4%)

(1.0%)

(4.0%)

(3.5%)

(1.0%)

(2.4%)

(7.1%)

(0.3%)

4.5%

5.2%

2.6%

(1.3%)

3.2%

1.4%

marTIn O’malley,  Governor

DOMInICK e. MURRAY, secretary of the Department of Business & economic Development 

hAnnAh lee BYROn, assistant secretary of the Division of Tourism, film and the arts 

MARGOT A. AMelIA, executive Director of the office of Tourism

The FY 2013 Tourism Development Fund Annual Report, published by the Maryland Department of Business and Economic Development’s Office of Tourism,  
is available free upon request, as well as online in the Maryland Office of Tourism section of visitmaryland.org. 6


