





Three performance measures are tracked against this objective:
Number of unique web visitors: 300,000 more unique web visitors
experienced visitmaryland.org in FY2009 than in FY2008,
despite lower advertising pressure and a soft economy.

FY2008 FY2009

% Change

Number of unique web

visitors: 1,181,989 | 1,493,041 26.3%

Advertising-generated inquiries: OTD receives requests for travel
kits in response to print, radio and TV advertising. In FY 2009,
responses to print advertising were down 11 percent; comparably,
the print advertising budget had been reduced by 36 percent.
The broadcast advertising budget was reduced by 57 percent,
correlating to inquiries being down 59 percent. Requests for
travel kits continue to decline from every source (print and
broadcast advertising, internet requests, reader reply cards).
This reflects an overall travel industry trend, as more and more
travelers use the web to gather travel information.

FY2008 FY2009 % Change
Number of advertising-
generated inquiries: 68,184 57,750 | (15.3%)
Number of travel kits
ordered via web site: 40,405 36,191 (10.4%)
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Public relations efforts: Public relations activities—press outreach,
familiarization tours, and visiting journalists—generated more
than $6.5 million in advertising value for Maryland tourism
products and services, an increase of more than 53 percent over
the prior year.

FY2008 FY2009
$4,293,834 | $6,596,346

% Change

Travel Media Exposure: 53.6%
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Tourism Tax Revenues
outperform overall retail sales tax collections

With the passage of the Tourism Promotion Act in 2008,

the Office of Tourism has a potential new 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 tourism has on sales revenue in
Maryland. Eight tax codes are tracked and multiplied by a
tourism factor—the amount deemed attributable to tourism—
by the Comptroller of Maryland. Since the sales tax rate was
increased from 5% to 6% effective January 3, 2008, an

adjustment is made to allow an apples-to-apples comparison.

As the Fiscal 2009 to Fiscal 2008 comparison details below, the
tourism industry saw significant growth in several key categories,
despite the economic climate. Before adjusting for any sales tax
increase, tourism sales tax revenues were up 8.1 percent but,
after adjusting for the sales tax increase, they did not achieve

the 3 percent growth needed to qualify for additional funding.
Adjusted tourism codes performed more than twice as well as

all adjusted sales tax collections, which declined 5.5 percent.

FY 2009 FY2009  Tourism FY2009 FY2008
CODE Actual at 5% Rate Factor Base Base % Growth
108 Restaurants, Lunchrooms, Delicatessens - WO/BWL $286.8 $241.2 33% $80.4 $79.8 0.8%
111 Hotels, Motels Selling Food - W/BWL $37.8 $31.8 100% $31.8 $30.7 3.8%
112 Restaurants and Nite Clubs - W/BWL $198.1 $166.7 33% $55.6 $56.4 -1.5%
306 General Merchandise $124.9 $105.1 5% $5.3 $5.1 3.1%
407 Automobile, Bus and Truck Rentals $59.5 $50.1 90% $45.1 $52.8| -14.7%
706 Airlines - Commercial $0.2 $0.2 50% $0.1 $0.1 -7.4%
901 Hotels, Motels, Apartments, Cottages $83.1 $69.9 100% $69.9 $70.5 -0.8%
925 Recreation and Amusement Places $7.6 $6.4 50% $3.2 $2.8 12.1%

$798.1 $671.4 $291.3

TOTAL (In Millions)

Source: Bureau of Revenue Estimates
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County Comparisons

We track these eight tourism tax codes on a monthly basis

and report them in the Tourism Monitor. In addition, we are
working with the Comptroller’s Office to report the tax codes
by county on a quarterly basis as well. The chart below details

Tourism Sales & Use Tax Codes by County—Adjusted for Sales Tax Increase and Tourism Factor

the tourism code collections adjusted for the increase in
sales tax as well as the tourism factor. Two counties grew

their tourism revenues during this economic downturn—

Charles and Prince George’s.

FY 2008 FY 2009

Adjusted Adjusted
County Tourism Codes Tourism Codes % Change
Allegany 3,216,103 3,088,975 -4.0%
Garrett 2,206,546 2,204,497 -0.1%
Washington 5,900,164 5,872,013 -0.5%
Western Region 11,322,813 11,165,485 -1.4%
Frederick 8,815,937 8,500,170 -3.6%
Montgomery 47,562,030 45,755,314 -3.8%
Prince George's 37,705,384 43,977,039 16.6%
Capital Region 94,083,351 98,232,523 4.4%
Anne Arundel 36,846,920 34,736,802 -5.7%
Baltimore City 39,300,179 35,156,319 -10.5%
Baltimore County 36,583,691 35,120,412 -4.0%
Carroll 4,165,207 4,093,790 -1.7%
Harford 8,769,171 8,615,550 -1.8%
Howard 13,239,051 12,554,195 -5.2%

Central Region 138,904,219 130,277,068
Calvert 2,771,618 2,632,901 -5.0%
Charles 5,447,802 5,736,413 5.3%
St Mary's 3,675,546 3,596,835 2.1%
Southern Region 11,894,966 11,966,149 0.6%
Caroline 492,276 462,136 -6.1%
Ceil 3,101,330 3,036,252 -2.1%
Dorchester 2,583,922 2,161,947 -16.3%
Kent 622,600 615,432 -1.2%
Queen Anne’s 1,833,094 1,827,664 -0.3%
Somerset 276,710 270,088 -2.4%
Talbot 3,322,128 3,072,035 -7.5%
Wicomico 4,874,131 4,550,839 -6.6%
Worcester 18,946,348 17,589,982 -1.2%
Eastern Shore 36,052,539 33,586,375 -6.8%

Source: Comptroller of Maryland
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