CHARLOTTE :

THE VISITOR ECONOMY

The visitor economy fuels critical areas such as building

transportation assets, raising the destination pro le,

attracting strategic events and enhancing quality of life.

The Charlotte region hosts
approximately 29.6 MILLION
visitors annually.

Visitors spent $7.4 BILLION in the
region, infusing $5.7 BILLION in
Mecklenburg County annually, which is
more than double the next highest

county in the state.

Tourism is the FOURTH
LARGEST EMPLOYER behind
healthcare, government and
professional services.

There are APPROXIMATELY 141,000 JOBS

in the hospitality and leisure sector with
visitor spending directly supporting 67,710
of those jobs. Without visitor spending,
unemployment would be more than
double its typical rate in Charlotte.

ABOUT ‘CHARLOTTE’S GOT A LOT’

Destination branding has long been one of the Charlotte Regional
Visitors Authority’s (CRVA) top priorities, which has proven to be a sound
investment and contributor to visitor spending that is reinvested into the
city to enhance quality of life for the community.

Through a disciplined, research-based approach to paid media, the

CRVA has seen impressive perception increases and return on investment
results. Of the CRVA's 12 strategic target drive markets, which encompasses
9.5 million households, nearly half of those have seen our advertising
efforts. This exposure translates to vital visitor spending for our community,
drawing 2.3 million new visitors to Charlotte and producing $462 million in
economic impact and $255 million in new visitor spending.

Paid media also enhances the overall perception of Charlotte to its visitors.
Targeted advertising surrounding culinary, outdoor recreation, diversity

& inclusion and arts & culture improved potential visitors’ perceptions by
38 percent.

Furthermore, the CRVA recognizes the halo effect that place branding
efforts create, which generate positive perceptions related not only to
tourism but to economic development as well. The CRVA's advertising
research has also shown that integrated work in paid and earned media
has enhanced perceptions by nearly 100 percent related to Charlotte
being an ideal place to live, retire, start a business and build a career.

Ultimately, Charlotte’s brand is meant to be owned by the visitors and
residents who love and advocate for this city. While the CRVA spends
millions to market the Queen City annually, the true power of the brand
lies with the people who embrace it. All who live and visit here are
encouraged to make the brand uniquely their own and serve as passionate
ambassadors who represent the “a lot” Charlotte has to offer.



