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Economic Impact of Visitation to Vermont (2024)
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Volume of Visitors to Vermont (2024)
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Vermont Visitor Spending by Segment (2024)
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Vermont Visitor Spending by Sector (2024)
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Total Visitor-Supported Business Sales by Industry (2024)
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Visitor-Supported Employment in Vermont (2024)
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Total Visitor-Supported Employment by Industry (2024)
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Tax Impacts of Visitation (2024)

Indirect /

Direct Induced Total
Total Tax Revenues $628.9 S$254.8 S$883.8
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Sales S101.5 S15.8 5117.3 Vermont Household
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Personal Income $37.0 $22.1 $59.1 $1,089
Corporate $14.6 S11.2 $25.8
Excise and Fees S20.5 S4.3 S24.8
Federal §3354 $1956 $531.0

*Source: Tourism Economics /Q\ V B ONT
November 8, 2025 | 9 Additional data from VHFA HousingData.org .

DEPARTMENT OF TOURISM & MARKETING




County Level Economic Impact of Visitation (2024)
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2025 Vermonter Poll

Vermont Poll 2025: Resident Sentiment
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Vermont Visitor Survey
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Surveys conducted by Downs & St. Germain Research
* Intercept Surveys at 80+ locations statewide
* Online Surveys via QR code (postcards, posters and
table tents are available to help reach visitors)
« Social Media ads

Surveys conducted from October 2024 through October 2025

* Pre-Visit Questions: Planning window; sources of
information; reasons for visiting; other destinations
considered; exposure to advertising

« Traveler Profile Questions: visitor origin; travel party,
demographics; previous visit history; trip inspiration

« Trip Experience Questions: transportation; length of
stay; accommodations; activities, regions, attractions,
and other states visited; visitor spending

« Post-Trip Evaluation: satisfaction; likelihood to

return; perceptions; improvements 5
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Accommodation Preferences by Season (2025)
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Paid Accommodation Preferences by Season (2025)
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Vacation Rental Usage Among Leisure Travelers
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Top Reasons Why Guests Choose Vacation Rentals
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*Source: “U.S. Short-Term Rentals 2025: Guest

Attitudes and Decision Making,” Phocuswright, Inc.
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Geographic Distribution of Lodging Capacity
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Total Spending per Travel Group (2025)
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Vermont Poll 2025: Resident Sentiment
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