






52  
2024

HOW CAN YOU TEST THE ACCURACY 
OF ECONOMIC IMPACT NUMBERS?

Economic impact numbers are only useful 
if they are grounded in the real world. 
The Department of Tourist Development 
works with the Department of Revenue 
and the Department of Labor & Workforce 
Development to monitor performance of the 
"Leisure & Hospitality" supersector.

LEISURE & 
HOSPITALITY

TRAVEL 
INDUSTRY

• Arts & Entertainment by 
residents

• Recreation by residents

• Food services by residents

• Lodging by residents (such as 
people needing a hotel in home 
town due to home damage)

• Transportation by visitors 
(public, private used by 
visitors)

• Retail shopping by visitors

• Other services used by 
visitors (such as travel 
planning services as well as auto 
maintenance, parking fees, etc.)

• Arts & 
Entertainment 
by visitors

• Recreation 
by visitors

• Food services 
by visitors

• Lodging by 
visitors

OVERLAP OF TRAVEL INDUSTRY AND LEISURE & HOSPITALITY
This report's economic impacts show the crucial role visitors play in our economy. The purple area 
refl ects the broader travel industry, while the green area highlights the overlap between the travel 
industry and the Leisure & Hospitality (red) super sector.

COMPARING ECONOMIC IMPACT DIRECT SPENDING TO 
LEISURE & HOSPITALITY (L&H) SPENDING
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$29B
Gross Taxable Sales

Sales attributed to L&H industry

Leisure & Hospitality accounted 
for 14.3% of total state sales tax 

collections in 2025.

$2B
Sales & Use Tax Collections

Actual state sales & use tax 
collections by L&H industry 

2025 LEISURE & HOSPITALITY DATA

2025 LABOR & WORKFORCE UPDATE

367.3K
Industry Jobs

Average monthly employment

-0.5% YOY DECREASE

,

2025 ECONOMIC IMPACT OF TRAVEL ON TENNESSEE
Sources: TN Department of Revenue & Department of Labor & Workforce Development

"Data highlights several major industries that dominate the employer 
landscape....[with accommodation and food services] comprising 
about 7.7% of the total, pointing to Tennessee’s robust tourism and 
hospitality sector."

"Projections of employment to 2032 expect the four industry 
sectors with the most jobs will be healthcare and social assistance, 
manufacturing, retail trade, and accommodation and food services."
Source: “Tennessee Economy 2024-2025” Report

 -

State Sales Tax Collections +$738 M above 
2018 collections

LEISURE & HOSPITALITY SALES TAXES

$2.5B

$2.0B

$1.5B

$1.0B

$0.5B

 $

CURRENT EMPLOYMENT STATISTICS (CYOY), UNADJUSTED ANNUAL AVERAGES (THOUSANDS)

INDUSTRY
ANNUAL 

2019
ANNUAL 

2020
ANNUAL 

2021
ANNUAL 

2022
ANNUAL 

2023
ANNUAL 

2024
ANNUAL 

2025
CHANGE FROM 

2024 - 2025
CHANGE FROM 

2019 - 2025

LEISURE AND HOSPITALITY 347.4 293.4 314.5 344.1 362.4 367.8 367.3 -0.5 -0.1% 19.9 5.7%
Arts, Entertainment 

& Recreation 42.2 33.7 37.4 43.5 47.8 50.6 51.5 0.9 1.8% 9.3 22.0%

Accommodation 
& Food Services

305.1 259.7 277.2 300.6 314.6 317.2 315.8 -1.4 -0.4% 10.7 3.5%

Accommodation 39.6 29.1 31.2 36.5 37.7 37.8 37.1 -0.7 -1.9% -2.5 -6.3%
Food Services 

& Drinking Places 265.6 230.7 246.0 264.1 276.9 279.4 278.7 -0.7 -0.3% 13.1 4.9%

TOTAL NONFARM 3,125.9 3,008.1 3,106.8 3,248.3 3,329.0 3,367.3 3,367.0 -0.3 0.0% 241.1 7.7%
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NATIONAL DATA (THRU CY25)

TENNESSEE CAPTURING GREATER SHARE OF 
OVERALL VISITOR SPENDING
Tennessee has retained substantial gains since 2018 even as U.S. overall visitor spending has grown. 
Tennessee now captures 2.39% of all nationwide visitor spending; a growth rate of 15% over that time.

Chart above: Tennessee’s $32.53B represents 2.39% of the $1.36 Trillion US travel industry. 
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TN Market Share 1.96% 1.95% 1.86% 1.96% 1.99% 2.03% 2.08% 2.11% 2.44% 2.56% 2.40% 2.37%

TN Market ShareUS Total

$0.87T $0.94T $0.98T $0.99T $1.00T $1.05T $1.15T $1.16T $0.69T $0.95T $1.20T $1.29T

Travel is essential to driving economic growth and job creation in states, 
destinations and communities across America and it is indispensable to our 

nation’s global competitiveness. In 2025, travelers in the United States 
directly spent $1.36 trillion, which produced an economic output 
of $3 trillion and supported more than 15 million American jobs.

Visit ustravel.org for the latest economic data.  

FOR MORE INFORMATION, VISIT
IMPACT.USTRAVEL.ORG

2024
$1.33T

2.37%

Source: US Travel Association

2025
$1.36T

2.39%

202320222021202020192018201720162015201420132012
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STATE COMPS (THRU CY24)

IS THE ONLY STATE 
TO CLIMB FOUR SPOTS IN 
THE NATIONAL RANKINGS 
2018-2024

+4
+3

+3

+3

+3

+2

TN

NC

WI

UT

AR

IN

TOP 11 STATES NATIONALLY BASED ON 2024 RANKINGS

STATE 2024 DIRECT VISITOR SPEND CHANGE OVER 2018

CALIFORNIA $157B 1%
FLORIDA $143B 32%

NEW YORK $109B 23%
TEXAS $93B 15%

NEVADA $63B 42%
ILLINOIS $48B 10%
GEORGIA $42B 26%

NORTH CAROLINA $37B 33%
VIRGINIA $35B 25%

PENNSYLVANIA $33B 12%
$32B 37%

#11 - #8

#26 - #23

#31 - #28

#36 - #33

#15 - #11

Source: US Travel Association

TENNESSEE’S UNRIVALED PERFORMANCE
A look at how Tennessee stacks up against the other 50 states:

2025 rankings will become available in Spring 2027 when US Travel Assoc releases the next 50 state analysis.

STATE
2024  HOUSEHOLD 

SAVINGS

HAWAII  $3,176 
NEVADA  $2,666 

NEW YORK  $1,295 
TENNESSEE  $1,174 

NORTH DAKOTA  $1,165 
FLORIDA  $1,017 

RANKED

4TH
IN 
HOUSEHOLD 
SAVINGS

#27 - #25
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TERM DESCRIPTION
SPENDING

LODGING All accommodation businesses, including hotels, B&Bs, campgrounds and short-term rentals. 
This includes food, entertainment, and other services provided by these establishments.

FOOD AND BEVERAGE Includes all visitor spending on food & beverages, including at restaurants, bars, grocery stores 
and other food providers.

RECREATION Includes visitor spending within the arts, entertainment and recreation sub sector.

SHOPPING/RETAIL Includes visitor spending in all retail sub-sectors within the local economy, 
excluding grocery stores.

GROUND TRANSPORT Ride share, taxis, limos, trains, rental cars, buses and gasoline purchases.

AIR TRANSPORT Where applicable, the local share of air transportation spending.

SECOND HOMES Where applicable, spending associated with seasonal second homes for recreational use as 
defi ned by the Census Bureau.

IMPACTS

DIRECT IMPACT
Impacts (business sales, jobs, income and taxes) created directly from spending by visitors to 
a destination within a discrete group of tourism related sectors (e.g. recreation, transportation, 
lodging).

EMPLOYMENT Employment is measured by the Bureau of Economic Analysis (BEA) defi nition, and captures 
full-time and part-time jobs, which includes salary and wage employees and proprietors.

LABOR INCOME Income (wages, salaries, proprietor income and benefi ts) supported by visitor spending.

LOCAL TAXES
City and County taxes generated by visitor spending. This includes any local sales, income, 
bed, usage fees, licenses and other revenues streams of local governmental authorities from 
transportation to sanitation to general government.

STATE TAXES State tax revenues generated by visitor spending. This will include sales, income, corporate, 
usage fees and other assessments of state governments.

To quantify the economic signifi cance of the tourism sector in Tennessee, Tourism Economics has prepared a 

comprehensive model using multiple primary and secondary data sources to quantify the economic impacts 

arising from visitor spending using impact modeling. Impact modeling is based on an IMPLAN Input-Output

(I-O) model for Tennessee. The results of this study show the scope of the travel sector in terms of direct visitor 

spending, as well as total economic impacts, including employment, household income and tax impacts.

QUESTIONS?
Josh Gibson
Chief of Analytics & Strategy
Josh.Gibson@tn.gov
615-236-5597

Kathryn Daniel
Research Analyst
Kathryn.Daniel@tn.gov
615-864-1055

METHODOLOGY & GLOSSARY Source: USTA, Tourism Economics

Email the TDTD Research team at TDTD.Research@tn.gov.

2025 TOURISM ECONOMICS STATEWIDE REPORT:
Explore the full impacts of tourism and the methodology 
of Tourism Economics for the analysis.

FOR THE FULL REPORT
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This note documents the fi gures on the Why Tourism Matters pages (2 and 3) and how each was derived. The 
headline fi gures come from administrative sources: the Tennessee Dept. of Education Annual Statistical Report 
(ASR), Dept. of Revenue collections, and the state budget. One fi gure, the visitor share of sales, is a modeled 
estimate, and the page labels it that way.

WHY TOURISM MATTERS - METHODOLOGY

WHY SALES TAX AND VISITORS MATTER
FIGURE 1 · PAGE 2: TENNESSEE IS A SALES-TAX STATE

Why Tourism Matters fi gures (pages 2-3) · sources

Page 2 sets up the argument: Tennessee funds public services largely through sales tax, and visitors are a major 
contributor. Its fi gures:

WHERE $96 OF VISITOR SALES TAX GOES: $43.10 TO K-12
FIGURE 2 · THE VISITOR'S SALES-TAX DOLLAR

Every $1,000 of taxable visitor spending generates about $96 in combined state and local sales tax: roughly $70 state 
(7.0% rate) and $26 local (≈2.6% effective statewide average; Tax Foundation). The 7.0% rate fi ts most visitor spending, 
which concentrates in full-rate categories such as lodging, dining, retail, and attractions. Grocery food is taxed at a 
lower state rate, but it is a small share of visitor purchases. Each channel carries a dedication to education.

CLAIM ON THE PAGE VALUE SOURCE/BASIS

Sales tax as a share of state tax collections (FY25) 66.7% TN Dept. of Revenue (FY2025 collections)

Sales tax per $1,000 of taxable spending, TN vs. peers
TN $96; NC/FL $70, PA $63, VA 
$58

Tax Foundation (combined state + local; 
modeled average)

State and local income tax None
Hall tax on investment income fully repealed 
2021; no tax on wages

State property tax None
Property tax is levied by local governments 
only

State-and-local tax burden, per capita 2nd lowest TN Business Redbook (2026)

The $96 and the peer fi gures are the same Tax Foundation modeled averages used on the education page: combined 
state and local sales tax on $1,000 of taxable spending. They are directional, not per-transaction amounts. The 66.7%
is sales tax as a share of tax collections, not of total state revenue, which also includes federal funds and non-tax 
fees.

STATE CHANNEL $70.00 × 43% (K-12's share of state sales tax) = $30.10 to the statewide K-12 formula (TISA)

LOCAL CHANNEL $26.00 × 50% statutory school earmark = $13.00 to local schools (TCA §67-6-712)

TOTAL TO K-12 $30.10 + $13.00 = $43.10 — about 45% of the $96

The 43% state K-12 share is the one derived fi gure, built from two published FY2024-25 budget numbers:

• 56.9% — the Education Fund's share of state sales tax ($8,181.2M of $14,388.3M; "Distribution of Revised Estimated 
Revenue by Fund," FY25).

• 75.2% — K-12's share of non-lottery state education appropriations ($7,223.3M of $9,602.2M, K-12 vs. higher 
education).

0.569 × 0.752 ≈ 0.428 → 43%. The remaining $52.90 of the $96 funds other public services and higher education

(≈$10 of it is the higher-ed share of the Education Fund).

A budget-based estimate. Tennessee does not tag individual Education Fund sales tax dollars as K-12 or higher 
education, so the 43% is a proportional allocation from the budget rather than a fi gure the state reports directly. It 
is the assumption the $43.10 rests on. The 50% "local channel", by contrast, is set in statute.
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WHY TOURISM MATTERS - METHODOLOGY

≈16% OF TAXABLE SALES FROM VISITORS
FIGURE 4 · THE VISITOR SHARE

"An estimated 16% of Tennessee's taxable sales comes from visitor spending" is derived by dividing direct visitor 
spending by the state's total retail and non-retail sales for CY 2025. The retail and non-retail sales fi gure is 
published by the Dept. of Revenue; direct visitor spending comes from the Economic Impact of Travel study (Tourism 
Economics). Because the visitor-spending numerator is itself a modeled estimate, the 16% is an estimate rather than 
an administrative count, and it is the only estimated fi gure on the education page. Every local-tax fi gure above is 
administrative.

How the two channels reach schools. The local channel stays in the community where the visitor spent. The state 
channel fl ows into the statewide K-12 formula (TISA) where it is distributed by student count and need, and it is not 
credited back to the county where the sale occurred. The benefi t is real in aggregate across the state, but it should 
not be read as a county-by-county multiplier.

CLAIM ON THE PAGE VALUE SOURCE

Local sales tax vs. property tax, share of local K-12 revenue (FY25) 49.6% / 47.1% ASR Table 16

Local sales-tax share, FY2019 → FY2025 (property led in FY19: 54.4%) 41.7% → 49.6% ASR Table 16, FY19 & FY25

Systems where local sales tax exceeds property tax 69 of 142 ASR Table 16

Systems where sales tax is more than half of local K-12 revenue 55 of 142 ASR Table 16

Statewide local-option sales tax to K-12 (FY25) ≈$2.5B ASR Table 16 ($2,516,015,402)

Defi nitions. "142" is the number of school systems with local tax revenue (three charter/ASD-type entities excluded). 
The 55 are counted within the 69, not in addition to them. The 69 count is a direct sales-vs-property comparison, so 
it does not depend on the denominator.

The crossover is a real trend. Local sales tax rose steadily from 41.7% (FY19) to 49.6% (FY25), passing property tax 
around FY24. It is a smooth multi-year shift rather than a sudden one-year jump.

49.6% VS. 47.1%: LOCAL SALES TAX OVER PROPERTY TAX
FIGURE 3 · LOCAL SALES TAX IS NOW THE LARGEST LOCAL SOURCE

Shares of total local revenue for K-12 (ASR Table 16, FY2025). Local-option sales tax (49.6%) and property tax 
(47.1%) together are about 97% of local K-12 revenue; the remaining ~3% is PILOT, other statutory local taxes, city 
appropriations, and licenses.

NOTE:
HOTEL/MOTEL OCCUPANCY TAXES BRING ADDITIONAL VALUE

As illustrated on the bottom left of page 10, hotel/motel taxes are separate, additional taxes that visitors pay. The 
$96 analysis is sales tax only, meaning there is an additional tax opportunity for the portion of the trip related to 
the overnight stay. Every county, and over 130 cities, charge visitors this additional tax for nights spend in hotels, 
campgrounds, short-term rentals, etc. Statewide this produces over $400 million annually in additional visitor value.





MISSION
To increase the state’s economic viability and 

support the growth of tourism in all 95 counties by 

inspiring travel, developing programs and enhancing 

industry partnerships which drive job creation, tax 

revenue and new investments, thereby enriching the 

quality of life for every Tennessean.

Department of Tourist Development. Authorization 
No. ND2G66-1. August 2026. 1,000 copies. This public 

document was promulgated at a cost of $5.85 per copy.


