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2017 Chattanooga Area Visitor Economy
é‘] S1.2B Visitor Spending (S1.1B in Hamilton Co.)
M 5% Growth in Visitor Spending

#M 15.6 Million Visitors

" 5 3% Growth in Visitors



Total Size of Chattanooga 2017
Domestic Travel Market

Total Person-Trips = 15.6 Million

+2.3% vs. 2016

Overnight Trips
27%

4.3 Million Day Trips

73%

11.3 Million



Average Visitor Spending Day v. Overnight
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2017 Total Chattanooga Visitor Spending

Total Spending = $1.2 Billion

+5% vs. 2016

Restaurant Food &

Beverage
27%
$342 Million —_Retail
_ 24%
Lodging $288 Million
17%

$204 Million

Recreation Transportation
20% 12%
$240 Million $143 Million
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2017 Day Trip Spending

Total Spending = $655.1 Million

+4.4% vs. 2016

— Retail
art rea' T 31%
Rest t Food & .
" Beverage $201.3 Million
32%
$207.4 Million
Transportation Recreation
13% 24%

$88.1 Million $158.3 Million
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2017 Overnight Spending

Total Spending = $560.9 Million

+5.7% vs. 2016

Restaurant Food &

Beverage
Lodging 24%
$2043$9:/|'II' $134.1 Million
. ilion
Recreation Retail
15% 15%
$81.3 Million Transportation $86.6 Million

10%
$54.8 Million



Overnight Travel Market Purpose of Travel

Total Overnight Person-Trips = 4.3 Million

VFR
42%

1.8 Million

Business-Leisure
3%

0.1 Million

Marketable

Business 479%

8%
0.4 Million 2.0 Million

VFR(Visiting Friends and Relatives) + Marketable = Leisure Travel



% Very Satisfied with Trip
2017 vs. 2016 vs. 2015

Base: Overnight Person-Trips

Overall frip experience
Friendliness of people
Quality of food
Sightseeing/ attractions
Cleanliness*

Quality of accomodations
Safety & Security*

Value for the money

Music/ nightlife/ entertainment
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Trip Planning Information Sources

Base: Overnight Person-Trips

Advice from relatives or friends 3

Online travel agencies

Social Media

Destination websites

Hotel or resort

Travel company websites

Travel guide/other books * 7
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Age

Base: Overnight Person-Trips

23

20
35-44 #18 .

Average Chattanooga = 42.9

|
Average U.S. Norm = 45.0
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Total Nights Away on Trip

Base: Overnight Person-Trips

1 night _lzz 2
2 nights —Iz? 1
34 nights S S S -

5.6 nights I o "
. Average Chattanooga
7-13 nights - E 3.2 nights
10 |
e Average U.S. Norm
14 + nlghts | 3 3.7 I'Ilgh's
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Percent
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Number of Nights Spent in Chattanooga

Base: Overnight Person-Trips with 1+ Nights Spent In Chattanooga

1 night
2 nights

3-4 nights

5-6 nights
Average Nights Spent in Chattanooga = 2.1

7 + nights z

Percent
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Size of Travel Party

Chattanooga

U.S. Norm

Total = 3.0

Average Number of People

w Adults

1 Children




2017 Month of Trip

Base: Overnight Person-Trips to Chattanooga

January
February
March
April

Ao

Vertical (Category) Axis

June

July
August
September
October
November
December
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2017 State Origin Of Overnight Trip

Base: Overnight Person-Trips to Chattanooga

Georgia
Tennessee
Florida
Alabama
South Carolina
Ohio

llinois

Texas

Percent

21



2017 DMA Origin

Of Overnight Trip

Base: Overnight Person-Trips to Chattanooga

Atlanta, GA

Nashville, TN

Knoxville, TN

Chattanooga, TN
Birmingham, AL
Orlando-Daytona Beach, FL
Savannah, GA
Huntsville-Decatur, AL
Chicago, IL

Cleveland, OH
Greenville-Spartanburg-Asheville, SC/NC
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10 Key Findings




VISITOR ECONOMY

* Chattanooga’s Visitor Economy is outpacing the US
Average growth for both visitor spending and number
of visitors



DAY TRIPPERS

*Day trippers account for 11.3M out of 15.6M annual
visitors, playing an important role in our visitor
economy and providing a tremendous opportunity to
be converted to overnight visitors



OVERNIGHT VS. DAY SPENDING

* Overnight visitors spend $1,090 per party per overnight
trip versus $393 per party per day trip.

* However, day trippers account for the largest portion of
the visitor economy: $655m day vs. $560m overnight



LEISURE TRAVEL

*Leisure plays a major role in 92% of trips to
Chattanooga making it the backbone of our visitor
economy



BUSINESS TRAVEL

* Business travelers provide an opportunity to
collaborate with local businesses and economic
development partners to increase this segment



LOCALS ROLE IN TOURISM

*The second largest leisure segment is Visiting Friends
and Relatives(VFR); and locals are the #1 visitor
information source. Local engagement is essential to
the success of our visitor economy.



VISITOR SATISFACTION

* Overall satisfaction with Chattanooga is strong and
stable with a rise in satisfaction with music, food, and
our residents. Highlighting our culture, music and food
creates an opportunity to capitalize on this momentum



WINTER SLOWDOWN

* Winter months are slower, leaving a gap and
opportunity for both leisure and group travel



VISITOR PROFILE

* Average length of stay in Chattanooga is 2.1 nights;
visitors skew slightly younger and are more likely to
travel with children than the national average



FLORIDA MARKET

*Florida ranks third as state of origin for overnight
visitors which may be an opportunity for future market
expansion
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