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TOURISM IMPROVEMENT DISTRICTS

What is a TID?

A tourism improvement district (TID) is a stable source of funding for marketing efforts designed
to increase occupancy and room rates for lodging businesses. Funds raised through a small
assessment on lodging stays are used to provide services desired by and directly benefitting the
businesses in the district.

TIDs can have many functions, all of which are aimed at increasing tourism. A TID’s operations
are determined by the businesses funding the TID. TID activities can include print and internet
advertising, visitor center operations, sales lead generation and many other marketing efforts.

As the economy is ever fluctuating, marketing efforts are an increasingly important aspect of
maintaining a popular destination. TIDs provide the stable funding to combat economic fluctuation
and provide the marketing funds to keep a destination thriving. Since TID funds are not controlled
by a government entity, they cannot be subjected to the budget cuts municipalities have been forced
to make.

History of the TID

TIDs are an evolution of the traditional Business Improvement District. The first TID was formed
in West Hollywood, California in 1989. Since then, over 100 California destinations have followed
suit. In recent years, other states have begun adopting the California model — Montana, South
Dakota, Washington, Colorado, Texas and Louisiana have adopted TID laws. Several other states
are in the process of adopting their own legislation. The cities of Wichita, Kansas and Newark,
New Jersey used an existing business improvement district law to form a TID. And, some cities, like
Portland, Oregon and Memphis, Tennessee have utilized their home rule powers to create TIDs
without a state law.

Outside of the United States, the TID phenomenon is gaining traction. The United Kingdom has
successfully implemented the TID mechanism into a few of their destinations. To date, 164 TIDs
across the globe have been formed. With more and more international interest, it is only a matter
of time before TIDs are popular on a worldwide scale.

Globally, TIDs collectively raise over $322 million for local destination marketing. With
competitors raising their budgets and increasing rivalry for visitor monies, it is important that
tourism businesses invest in stable, tourism-specific marketing programs.

Elements of a TID

TIDs utilize the efficiencies of private sector operation in the market-based promotion of tourism
districts. TIDs are funded through an assessment on certain lodging stays. Lodging business
owners within the TID pay an assessment. The amount of the assessment is determined by
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business owners at the formation of the district, within particular legal guidelines. Certain types of
stays can be exempt from the assessment if they are not procured as a result of district activities.
The funds produced from the TID allows these business owners to organize their efforts and
provide services that increase room night sales.

There are many benefits to TIDs that a destination should consider. As previously stated, funds
must be spent on services and improvements that provide a benefit only to those lodging businesses
that pay. TIDs are customized to fit the needs of payors in each destination. They allow for a
wide range of services including marketing, sales, promotions, website and Internet presence, and
group sales. Sometimes, they even include capital improvements or other projects designed to make
the destination more appealing to potential visitors. TIDs are designed, created and governed by
those who will pay the assessment; and they provide a stable, long-term funding source for tourism
promotion.

A new non-profit corporation can be formed to manage district funds, or an existing corporation
(such as a Convention & Visitors Bureau) can fill this role. The businesses forming the TID decide
how the corporation will be structured and who will manage it.

The term of a tourism improvement district varies. It can be an annual levy, a 5-10 year term, or
even longer in some places.

TID Results

In 2014, Visit Wichita created the first tourism improvement district in Kansas. After learning
about the concept at a conference, President and CEO Susie Santo knew a TID would enable
her team to do more, reach further, and have a greater impact. “We wanted a game changer, we
wanted to market our destination like it had never been marketed before,” she says, plus “I wanted
secure funding. That’s what a TID allows you to do.” With a 2.75% assessment, the TID raises
$2.6 million per year, supplementing Visit Wichita’s existing $2.8 million budget. With new summer,
winter and group campaigns, Wichita is seeing tremendous results. Susie’s best piece of advice for
those considering a TID — “run, don’t walk. There’s really no downside.”

In Newport Beach, California, a TID raises funds for a very specific purpose - direct sales.
Newport Beach is unique in that 100% of the $9 million raised goes directly to sales efforts. The
concept is so popular that when its initial 5-year term ended, it took a whopping one day for hotels
to agree to renew, extend the term, and double the amount they paid into the TID. “The TID in
effect more than doubled our budget, because it allowed us to get more involved with a lot of the
hotels direct sales activities,” reports Gary Sherwin, President and CEO of Newport Beach and
Company. NBC went from booking 16,000 room nights a year to nearly 87,000 — something they
never considered possible before the TID. “Because of the success we had with the TID, the City
also came back to us and contracted with us for more things to do,” Gary notes, “the results have
been transformative.”

Looking to the Future

The future of TIDs is bright. On the global scale, it is a relatively new concept that will without
a doubt be adopted by more and more destinations. However, the traditional TID model does not
fit every destination. So, some destinations have begun to form TIDs based around attractions,
such as a ski resort or event center. Destinations with a high number of restaurants, breweries, or
wineries can form a similar district that might not be called a TID but still falls under the tourism
umbrella. In the future we will see more specialization when it comes to district formation, but
today, the TID is the cornerstone of stable destination funding,.

30



TOURISM
IMPROVEMENT
DISTRICTS

D
73

=0\

&= — A (Tourism Improvement
District \EBREERFHIFK]) 7 v
BFRCEILHHKBEQLLORSED
HELN KEEOREVECDEQW
FQ0° EEHE G | HOE LI D
N0 AP IO L0 QTG 3T
WREXQHHK K RIHI LB OWEQ
50°

AR Q= — A3 546 50 #6434y
FOWIOR VOE—D-DERMHN
QEFHIWMEV O S 0° =—AQ
T~ OREEOTE O S0

i - G NAEE Inpes § SIS R VN e
MUBEZESR KD LU0
N —H N\ — QEH R E S
ARV Q P —BIR T AR ETEF DT
2N0°

I (X B LR RE DB Do LR
P—BNIRTANEFBERI <K
O H b Ao 6 P S E S B
$50 10 500° H— AR IKE LT
M43 SR O RLEELHEEK D B8R
BOEKIEOLRIP—HRTAN
IO TLE A Q. = — QR T3 i
BUSOVPHIENRWY S8 L08R 2
RIIEE QO SRR E SN D
N JAJADAD 0

—OCIEB

= — A ¥ m — A (Business
Improvement District \ #$% 25 #15
X)) 2 ORE DAL ROV
EF—AB—O0OHEFURINKT 2N
ZQDHNAL - I DAL PURMK.R1
NWRXRRINFT R[NP ZE—~OOX

LeRAEFLE—ARE<WK I L0°
HEOT HQRINK R [NWPIKRR G
BREZPST<LWR WAKRAK D
KRR DAL TTIINE R4
PN RENARNARLUVOELBE=—O
HEREEWRW L0 22N 4
TP HHTQHEVER O S 08
RN AT RAFNX 1| A —N—
A =N —N—QREVBRIC
NasBal- e cEabs. (NISENE): 3
o0 M0 — NN AR
N RANT X e N —{0 QR
BEHWE L P URIRMEEQERE
=R O 50’
NRSREKEANLQE Y - —
AT HIIE QN S00° T =K 18
| BOBRIU—AEMREEIUN
w0 R 5 00° RiHH 0 = —
ABEEE U~ ORI LQL DK
NS\ AL EIERB SR DG IEH6 O\
SONR E—ORHEERIUNH
N Q-PHE BT QEEFAINO/N°
HERUR0Y E—OBRNKINYT
K AT - P RR T AN QLR

ﬁ%s%2200ﬁFw%Lwﬁﬁﬁ
SN O W A042° INT L R 4240 R MY
LR EBERIEHOE P—RRYT A
ANODNING ¢ QRRIMIE” o fon 1 4o ]
EX 145 O \a0\o 2007

= — 0 S HEE ik

F—ABVOEBERICKERET U
4 O W ENIT R\ S 00° A imT
ZHEULEEP R PANERE L0 sV
RN -2 LT IEM QR —+H—1F
KEEWTE 0 WQEHEQR
HRPHRIESESKQUE N
RORW 500° DX QUIE QRIE WX
D L TSN S KREE W REN R
N MR UE—A A OB ERR0
SeALAEAE T HR IR N 00 R RIS
2R QAUHFUH BRIV T IR LA n0°

O SEEVERI LP
O BRI QA0 AT B HI G
WAV QER KNSR E RN
A — 0 X Q- HIE 02007 #6427
E—ABERB()U WQEEVE

32



RN

N

IR MO
TAX—ar ¥

T A

BI5

ATAFI—Tay v
Z

>
EKEN

[EEES|

A LR N P N0 2 2 25000
O LEEQ M —NRT AN Y—
ANTNOW—NT N DNH N
AR DN LWEE O QIIE X
2N —2 KW — 1 K3
TV 001 BREXM R
BEVEEHBEREY 4oEHREURY
8042 R QNI H A 48503041
DN o — ABRE I E 0 T
A6 O VR R M . BRE
HUEDWPRE O LIERTESEEY
TEE W 500 Q14R0°

RO LHREZEFI<LKBNEE
HIES QR UEMXAU L0 R D18
RHEH<L BROINIANTANY A —
A—{32) RN QRRFVE AL U
TEEER00° o QWX foun i S 4
#1 HL RN U EEWR #6
LR QIE 0 QW0 URP
HNQ°

E—AOQEE B yu#0° —H-ET
L0~ S QINI-ORR S 400 I
FRORI-PR0°

—0CREK

N O — < & UVisit WichitaeR N
PN OVIRRQE RS IR X O

L7 AREEL IS IAYNLUN S
PEONEEOMOIXK —"N— " f
AT IR — S RSN Qi
B AWM g0 A
KB AL NI O VR~
QA O W30 U0 K
B TR0 BERF DO LS L
IO P — NIRRT AR D WY
RDUD [R—hRHANE—] D3RR
WO RN SN0 U0 R
DRHNEOWP S0° [EOURE
RBEOLOLQPE =—QTH) R
TEUOHE] REE VO WEDZ
HA - EREZERe V-
NOORZ = QML WM D Visit
Wichita® EX M-I 240 N0 O IR~
RWER DL #4227 RO &7
DN EN— AN LSS DTRE
BHET O D SERDIED S50° K—
DN—LQE—Q U0 Y KB L
X TOURVKIZRe S0 — 1K
KEDLABLNWAB S 20 (4Q80°
RENKUNEQ A —F—~ -
M—R LRI E—ATRNT AN L
P—2NXQURN L E MO
WINeT == s B
AP IELIEDOOIRL 2P —OOR
Y—2RINQESEQUR I o

NIl —A R0 QT ANYN £
KSRM IEROLEHOKEEESR
=R o AN RBEBREW
Bl REBEVEBD 000N
QU ENVE—AQUREK 01 )V IE
MO [E—AREOHK N QEE
QEERQUWOUEQCHUNE
FUOLUR 00T
B D40 | AUt N —— e s A —R
BRAL— (2R0) QP IYEOm
OPRNERD— « N F—DTNIEAX
NIV ZoOB | Q-8R
Clololokt il Nelolek st Vil
H— QS DI 0.R45R O fIEI S
WO h—2B9001" [=—AD
ROUELER Y HS BRIEZED
OB E TR LR L\ QRKZWEE
D60 42° RYE B SBR[ A6 4o~ |
AR 5000

Bk < S IR

E—AQQE K IITRY Y HEkE
HEEREOSIONYNLYE =6
RV QBRI LR S
O DR HEES=—AOWIRR
QBRI UEFE LRI
ORA A= R AP AR —

,

)18
ol

U QEMNE— AW O 2503
FH4R00° ANLNANEN—2D - DN
ASESIRRW BRIV B=—0N
SONE R BEN D [EDA0SE
XEBWRX 0 VR THEPQ0°
B2 S IEES T Q LR E 0
DR R RED QE—O%RK
O ERIGE QI VS O\ Ss0°

B

Lo =
HXRQw.
$B%&V
SavEy

S 2 &
e OEE
Wﬁméumﬂ =)
S8Eaf ¢
AL
S S=slw 5
w QB K QE 2
W o8 wIE o
#Hop&N N g
o XNBV ) o3
53 DN Qe
w LI E oA =
EXN2UErEG
SYRSxD&E
XMW pw 2
RERIHs s
Ca<E2E28
N TANBXE S
R PEX oW
N RN ag ¥ 0D
_._._EM.#E«T = |
N Q=R Hy
/.\E_ O:/T;E.A
mﬂﬁﬁﬁ&o%_
soevT e«
inAvAL%mvC/
B:/.»4T:¢bﬁ
S X2 N =g W
SHE 2o
n%u&mmv/»w_ﬁ.ﬁw
|mA Ho@®E | =
S HFEE:2C

33 | Bl | w2345 July 2017



	新しいしおり

